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Thesis Abstract

Mehmet Nuri CAN, “Factors Affecting the Usage of Social CRM

Applications”

Improvements on internet changed many things in our lives and social
media is one of the important changes that happenED. Today, several people spend
significant amount of time on social networking sites. This situation also affected
business. Customer relationship management (CRM), which is a quite popular
concept in the professional world, strategies of companies started to change and they
wanted to adopt new technologies to their existing daily activities with the
consumers. This is how Social CRM, another new concept, emerged.

In this study, factors affecting social CRM applications usage in Turkey has
been researched. Eight potential factors determined by examining the extant
literature and the results show that consumers’ existing relationship with brand
interacted and their privacy and security concerns are the most influential issues for

Turkish consumers’ social CRM applications usage.



Tez Ozeti

Mehmet Nuri CAN, Sosyal CRM Uygulamalarinin Kullaniminda

Etkili Olan Faktorler

Internet teknolojilerindeki gelisim hayatimizda bir ¢ok seyi degistirdi ve
sosyal medya bu degisimin dnde gelen kavramlarindan biri haline geldi. Bugiin
insanlar sosyal aglarda kayda deger zaman gecirmekteler ve bu gergegin is diinyasina
da yansimalar1 bulunmakta. Giinlimiiz is hayatinda miisteri iliskileri yonetimi (CRM)
stratejileri 6nemli yer tutarken, firmalar miisteri aktivitelerine sosyal medyay1 da
adapte etmek istemektedirler. Tiim bu gelismeler sosyal CRM denilen kavramin
ortaya ¢ikmasini tetikleyen unsurlardir.

Bu ¢aligma Tiirk tiiketicilerinin sosyal CRM uygulamalarini
kullanmalarinda etkili olan faktorleri tespit etmek amaciyla gergeklestirilmistir.
Mevcut literatiiriin incelenmesinin ardindan tiiketici davraniglarini etkileyebilecegi
diisiiniilen sekiz faktor tespit edilmistir. Arastirmanin sonuglar tiiketicilerin iletisim
kurduklar1 markayla halihazirda siirdiirdiikleri iligkileriyle birlikte kisisel bilgilerinin
gizliligi ve giivenlik konularindaki hassasiyetlerinin sosyal CRM uygulamalarinin

kullanilmasinda daha ¢ok etkisi oldugunu gostermektedir.
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CHAPTER 1
INTRODUCTION

With the rapid development of technology, a new concept has become an
important part of our lives. It is the internet. Many things have changed the way with
its existence. We have started to follow the news, make our financial operations,
make shopping, communicate with our friends and family, contact with our
customers or suppliers, watch videos or TV shows and make almost everything we
did before by using this new medium.

With the existence of Web 2.0, content generation became significant.
Blogs, wikis and other new concepts became important elements of this period and
social media was one of the prominent Web 2.0 services. People currently spend a
substantial amount of time on those networking sites such as Facebook, Twitter,
Google + etc.

Increase in popularity of social networking sites attracted customer
relationship management (CRM) specialists. There were several environments which
their consumers stand. Those environments could be used to create new sales
opportunities, to make marketing activities or to improve customer service efficiency
which are all the main subjects of CRM. So we had another new concept “Social
CRM” or “CRM 2.0”.

Those opportunities are also relevant for Turkey. Currently the population
of Turkey is around 75 million (Turkish Statistical Institute, 2013) and more than 26
million of those people are internet users (Internet Advertising Bureau Turkey,

2013). The research of Ipsos KMG shows that there are 18.1 million social media



users who are over 15 years old (Ipsos KMG, 2013). Those statistics show the

potential of Turkey in terms of Social CRM (S-CRM).

Purpose of the Study

This study aims to determine the dynamics that affect social CRM
applications with a Turkey perspective. In other words our major purpose is finding
answer to the question: What are the factors affecting the usage of social CRM
applications in Turkey?

In order to answer this question, extant literature has been reviewed in detail
and a theoretical framework has been developed. Then a survey has been prepared
according to the elements of the framework and it has been conducted to Turkish
consumers via the Internet.

On the following sections of that report, it is possible to find the details of
literature review, theoretical framework, analyses and findings of that study. Finally,

a summary is available with recommendations for further researches.



CHAPTER 2

LITERATURE REVIEW

The Evolution and the Definition of CRM

Competition was reshaped by the improvement on production techniques
and mass marketing concept in the mid-twentieth century (Chen and Popovich,
2003). Consumers began to acquire products more easily. However, as Chen and
Popovich (2003) point out, the availability of several product and service offers
decreased time spent on purchasing and that made knowing the customer more
complicated. Companies needed a strategy to analyze the characteristics and
behaviour of their customers and a new concept, Customer Relationship
Management, emerged.

The studies of Ling and Yen (2001) and Xu et al (2002) tell that customer
relationship management (CRM) started to become popular in 1990s. According to
Wu and Wu (2005) the traditional 'four Ps' of marketing - product, price, place, and
promotion — leaves its place to CRM, as the current market’s conditions force the
companies to construct long-term relationships with their customers. The emergence
of this concept put forward the customer retention as a business strategy instead of
customer acquisition (Faase et al., 2011). Silverstein (2001) asserts that selling a
product or service to a current customer is 5 times cheaper than selling to a new
customer. Moreover, comprehending consumers by implementing a CRM strategy

makes a significant contribution to customer loyalty (Chen and Popovich, 2003).



Until today CRM has been defined by different authors or researchers in
different ways. Many of the definitions are strategy focused. However, new ones
include the term “technology”.

The definition in Faase et al.’s (2011, p. 7) study, depending on the
definition of Gartner Group, is more strategy focused: “CRM is an enterprise-wide
business strategy designed to optimize profitability, revenue and customer
satisfaction by organizing an enterprise around customer segments, fostering
customer-satisfying behaviours and linking processes from customers through
suppliers”.

Ngai (2005, p. 583) stresses the importance of “strategy”, but the author also
adds “technology” to his definition: CRM as a comprehensive set of strategies for
managing those relationships with customers that relate to the overall process of
marketing, sales, service, and support within the organization. Moreover,
information technology (IT) and information systems (IS) can be used to support and
integrate the CRM process to satisfy the needs of the customer.

Wahab and Ali (2010, p. 91) also follow the same way with a more clear
definition: “CRM is a business strategy that applies the technology to tie together all
aspects of a company'’s business to build long-term customer relationship and
customer loyalty.”

Greenberg (2010, p. 413) defines CRM as a strategy plus philosophy while
highlighting the importance of technology support: “CRM is a philosophy and a
business strategy supported by a system and a technology designed to improve
human interaction in a business environment.”

Nevertheless Goodhue et al. (2002, p.81) prefer not to use a word like

“strategy” or “philosophy” and directly focus on technology while defining CRM:



“Any application or initiative designed to help an organization optimize interactions
with customers, suppliers, or prospects via one or more touch points — such as a call
center, salesperson, distributor, store, branch office, Web, or e-mail — for the

purpose of acquiring, retaining, or cross-selling customers.”

CRM and Technology

It is clear that CRM should be evaluated as a business concept at first
glance. However, the effect of technology for a successful CRM cannot be denied.
According to Messner (2005) there are two fields which route the advance in CRM.
First one is marketing. The focus of marketing changed from transaction marketing
to relationship marketing. Second one is technology. Advance in technology made
transforming information management to knowledge management possible
(Messner, 2005).

Sen and Sinha (2011) propose an interaction model for customer
relationship management. This model involves 4 components, as depicted in the

figure below, and one of the critical elements is technology.
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Fig. 1 Interaction model for CRM

Source: Sen, A., & Sinha, A. P. (2011). IT alignment strategies for customer

relationship management. Decision Support Systems, 51, 609 - 619

Improvements on technology and software applications accelerated the
CRM development (Chen and Popovich, 2003). Maximizing the benefits of a CRM
strategy requires a comprehensive usage of technology (Greeve and Albers, 2006).
Today CRM implementations aims at combining customer management plan of a
company with a software infrastructure which is accessible to all enterprise
(Finnegan and Currie, 2010). CRM strategies of the enterprises, as Finnegen and
Currie (2010, p. 158) point out, “take full advantage of technology innovations with

their ability to collect and analyze data on customer patterns, interpret customer



behaviour, develop predictive models, respond with timely and effective customized

communications, and deliver product and service value to individual customers.”

CRM Application Cateqgories and Benefits of CRM Implementations

According to Wahab and Ali (2010), CRM improves the performance of
customer service, call center users, sales consultant and eases marketing, sales and
customer service processes with the support of technology and human resources. All
these improvements evaluated in the category of operational CRM applications
(Karimi et al., 2001).

Extensive benefits of the software industry and technology to CRM area
created a new concept “e-CRM”. Kotorov (2002, p. 220) describes e-CRM as the
application of information and communication technology to increase the scale and
scope of customer service.

In addition to operational CRM applications, as Karimi et al. (2001) asserts,
there are also analytical CRM ones which analyze data to improve relationships
through data warehouses. Using data mining tools for CRM purposes began to
become very common in order to analyze customer with different aspects such as his
characteristics and attitudes (Berson et al, 2000). Those tools, as Berson et al. (2000)
defines, support an enterprise by summarizing valuable information from huge
databases which can be used in its marketing processes for making right CRM
choices.

Lastly, collaborative CRM applications can be classified as a different
category of CRM products which aims to build communities on the Internet,
develops one-to-one marketing etc. (Karimi et al., 2001).

According to Raman et al. (2006) implementing an e-CRM project provides

several benefits to an enterprise. They note that a successful CRM implementation



decreases costs and increases customer satisfaction and helps business to create
opportunities and to gain competitive advantage. An effective implementation, as
Raman et al. (2006) reports, also combines information resources of the company

with organizational ones.

Popular CRM Applications

There are several software applications which are focused on customer
relationship management processes. Some of them are international and some of
them are local. Every year Gartner Group evaluates these applications worldwide in
different categories such as contact centers, multichannel campaign management,
web customer service, lead management and sales force automation. Since 2011,
social CRM has been added to these categories.

Gartner Group assesses these applications according to 2 dimensions;
“ability to execute” and “completeness of vision”. At the end of this evaluation,
applications are grouped in 4 categories: leaders, visionaries, challengers and niche
players.

The result of different categories can be seen on the figures below.



Magic Quadrant for CRM Customer Service Contact Centers

At this category 5 different applications stand out as “leaders”.
Salesforce.com, Oracle (Siebel), Oracle (RightNow Technologies), Microsoft and
Pegasystems have been classified as the leaders of CRM customer service contact

centers category (Maoz, 2012).

challengers leaders

salesforce.com

Oracle (Siebel)
Oracle (RightNow Technologies)

te |

Microsoft
SAP Pegasystems

Amdocs

ability to execu

Nice Systems
Sword Ciboodle

I

Astute Solutions

niche players visionaries

| completeness of vision F————p

As of Apnl 2012
Fig. 2 Magic quadrant for CRM customer service contact centers
Source: Maoz, M. (2012). Magic Quadrant for CRM Customer Service

Contact Centers. Gartner.



Magic Quadrant for CRM Multichannel Campaign Management

At this category 4 different applications stand out as “leaders”. IBM-Unica,
SAS, Teradata-Aprimo and Oracle Siebel have been classified as the leaders of CRM

multichannel campaign management category (Sarner, 2012).

challengers leaders

» IBM-Unica
SAS
Teradata-Aprimo

.:g

O Oracle Siebel

2 SAP

QL i

2 Responsys

3 Eloqua Adobe Systems
= Marketo Neolane

g
T SDL Alterian ® pB Software Sitecore
ClickSquared
Infors :
Oracle RightNow
niche players visionaries

{ completeness of vision |

|
As of May 2012

Fig. 3 Magic quadrant for CRM multichannel campaign management

Source: Sarner, A. (2012). Magic Quadrant for CRM Multichannel

Campaign Management. Gartner.
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Magic Quadrant for Sales Force Automation

At this category 4 different applications stand out as “leaders”.
Salesforce.com, Microsoft Dynamics CRM, Oracle (Siebel), and SAP have been

classified as the leaders of sales force automation category (Desisto, 2012).

challengers leaders
4
salesforce.com
Microsoft Dynamics CRM
Y Oracle Siebel CRM
S . SAP
9 Sage SalesLogix
8 NetSuite |
= SugarCRM Microsoft Dynamics CRM Online
?;'7. Sage ACT Oracle Fusion Sales
- Sage CRM

CDC Software (Pivotal Sales)

Zoho

niche players visionaries

| completeness of vision F——p»

As of July 2012

Fig. 4 Magic quadrant for sales force automation

Source: Sarner, A. (2012). Magic Quadrant for CRM Multichannel

Campaign Management. Gartner.
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Magic Quadrant for CRM Lead Management

At this category 2 applications stand out as “leaders”. Eloqua and Marketo

have been classified as the leaders of sales force automation category (Fletcher,

2012).
challengers leaders
4
P
- » Elogqua
-
% Teradata-Aprimo NISIRAID
S salesforce.com
= IBM (Unica).__ ‘
= Oracle (Siebel) » Neolane
0 SAP (SAP CRM)
T Microsoft Dynamics CRM
r;iche players Qisionaries

| completeness of vision F————p»

As of June 2012

Fig. 5 Magic quadrant for CRM lead management
Source: Fletcher, C. (2012). Magic Quadrant for CRM Lead Management.

Gartner.
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Magic Quadrant for Social CRM

At this category 3 applications stand out as “leaders”. Salesforce.com, Jive

and Lithium have been classified as the leaders of social CRM category (Sarner, et

al., 2012).

challengers leaders

Y Barasrvolca salesforce.com
o Jive

;(a: Oracle _ Lithium

8

Z Attensity
= Demand Media Telligent

N QuestBack

Visible Technologies

Gat Satisfaction
Kanae Arasian

niche players visionaries

| completeness of vision F——p
As of September 2012

Fig. 6 Magic quadrant for S-CRM

Source: Sarner, A. (2012). Magic Quadrant for CRM Multichannel

Campaign Management. Gartner.
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Web 2.0 and Social Media
Joining outside information is very critical for an effective CRM application
and today Web 2.0 based platforms and social networks which let building
relationships with consumers are common information sources to integrate with
CRM systems (Mohan et al., 2008). Web 2.0 and social networking concepts will be

elaborated in order to understand what Social CRM is better.

Web 2.0 and Its Fundamental Aspects

Musser and O’Reilly (2006, p. 4) tell that “Web 2.0 is a set of economic,
social, and technology trends that collectively form the basis for the next generation
of the internet — a more mature, distinctive medium characterized by user
participation, openness, and network effects”. They also state that this concept is
identified in 2004.

Mohan et al. (2008) describes Web 2.0 as follows: “Web 2.0 is the current
trend in World Wide Web technology, and web design, a second generation of web-
based communities and hosted services such as social-networking sites, wikis, blogs,
and folksonomies!, which aim to facilitate creativity, collaboration, and sharing
among users rather than just using for email and browsing for some information”
(Mohan et al., 2008).

The popularity of Web 2.0 services as data sources is growing, and

enterprises tend to integrate this data with their internal applications. Faase et al.

! Social tagging environments such as web sites people create photo albums or post content
etc.
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(2001, p. 6) list the major web 2.0 services which are used commonly by people and

enterprises.

1- Blogs: Blogs are web based and public diaries. There are also microblogging
tools such as Twitter which are also used by famous people and brands.

2- Wikis: Wikis are the web sites which anyone can contribute to the content.

3- Social Tagging: Categorization of digital content such as photos and videos
by using keywords.

4- Multimedia Sharing Websites: Web environments to share and follow content
such as videos or photos.

5- RSS: Really simple syndications (RSS) technology is used to inform people
about updates on a web based environment.

6- Social Networking Services: Web sites such as Facebook and LinkedIn which

make networking available through internet.

They also listed fundamental aspects of Web 2.0 in 7 titles (Faase et al.,

2001, p. 5 and 6).

1- User generated content: It stands for self-publishing, self-expression, and
Individual creativity (Anderson, 2007; Ullrich et al., 2008).

2- Use of group strength (harnessing the power of the crowd): Web 2.0 provides
public environments such as wikis in order to combine knowledge of

different people.

15



3- The architecture of participation: Most of the Web 2.0 sites enable an
architecture which makes participation easier. Fan pages service on Facebook
is one of the most popular examples of that aspect.

4- Data on an epic scale: Data on the web is growing day by day and it is not a
barrier for the development of web related subjects. Technology supports the
improvement of Web 2.0 by facilitating storage of huge amounts of data
which is the major component of Web 2.0.

5- Enabling services: Services provided by Web 2.0 sites can be used by other
platforms. For example Facebook or Twitter services are integrated to many
CRM applications such as SalesForce.com etc.

6- Lightweight programming models: Programming architecture of Web 2.0
makes adaptation of changes or improvements easier.

7- The open platform: It refers to desktop-like functionalities such as online
backups etc. and being able to access through multiple environments or

devices.

Web 2.0 technologies enables several benefits to companies. According to
Bughin et al. (2009), companies like Web 2.0 services, because they can create
places to communicate with their customers and reduce their customer service costs.
Moreover, it is possible to increase efficiency of marketing activities by using those
services. Another advantage Web 2.0 makes available is having more satisfied

customers (Bughin et al., 2009).
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Social Media

As one of the most common web 2.0 services, networking through social
media helps enterprises to reach consumer related data in order to win new customers
or to improve relationships with existing ones (Mohan et al., 2008).

According to Kim et al. (2010, p. 1) “Social media are the emerging digital
communication channels which create a user-oriented information sharing ground
where any people can generate or subscribe information content as both information
provider and consumer.” Social networking services — Facebook etc. — provides
information and experience sharing and communication possibility to their users

(Sarner et al., 2010).

Why People Use Social Media?

Majority of the consumers use social media for personal issues such as
communicating with their friends and family, following what is happening around
them, getting news or entertaining (Baird and Parasnis, 2011). According to Kim et
al. (2010), one of the most significant factors which motivate people to use social
media is gathering satisfied information. They also notes that perceived usefulness,
perceived ease of use, perceived enjoyment, social influences and personal

innovativeness are also influential factors for the adoption social media.

Why Companies Should Use Social Media?

There are several social networking sites, and modern people spend a
significant amount of time on those networks. The research of Silverpop (2012)
ranked 20 leading social network. All of them have millions of members worldwide

and that means millions of consumers visit those sites and do something there.
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The social networking sites which have more than 100 million member are

listed below (Silverpop, 2012):

- Facebook: 1billion +

- Twitter: 500 million +

- Google + : 400 million +
- Weibo: 300 million +

- RenRen: 250 million +

- LinkedIn: 175 million +
- Badoo: 150 million +

- Instagram: 100 million +

Baird and Parasnis (2011) states that companies can take several benefits by

using social media. Those benefits are summarized as follows:

- Revenue from social commerce
- Cost savings (by using social media for customer care or research)
- Rapid and viral distribution of offers and content

- Mining data for brand monitoring and valuable customer insights

By staying in touch with consumers via social networking channels and
renewing their social media strategy companies can constantly improve their

business (Baird and Parasnis, 2011).
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Social CRM
After examining two components of S-CRM, i.e. “CRM” and “Social”, in
this part it will be detailed what S-CRM is, which benefits it can gain to consumers
and businesses, how those parties are perceiving S-CRM, what kind of S-CRM

applications are currently available and existing S-CRM challenges.

Social CRM Definition

Gartner Group (2013) defines Social CRM as a “business strategy that
entails the extension of marketing, sales and customer service processes to include
the active participation of customers or visitors to an Internet channel (Web or
mobile) with the goal of fostering participation in the business process”.

Faase et al. (2001) focuses on “two-way interaction between the customer
and the firm”: “Social CRM is a CRM strategy that uses Web 2.0 services to create
engagement between the customer and the firm, which results in mutually beneficial
value”.

Wang and Owyang has a shorter definition: “the company’s response to the
customer’s ownership of the conversation”.

Instead of defining Social CRM as a different concept Greenberg (2009)
prefers to describe CRM by including social parameters: “CRM is a philosophy and a
business strategy, supported by a technology platform, business rules, workflow,
processes and social characteristics, designed to engage the customer in a
collaborative conversation in order to provide mutually beneficial value in a trusted
and transparent business environment. It's the company's response to the customer's

ownership of the conversation”.
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New Customer Touch Points

Traditional CRM (CRM 1.0) offers numerous channels to interact with
customers. Cipriani (2008) lists those touch points as follows: Phone, fax, e-mail,
service, letters, personal contact, company website, SMS, instant messenger, chat,
and media.

Social CRM (CRM 2.0) continues to use those channels as a communication
point. However, there are new alternative touch points Social CRM offers which
provide to reach customers directly (Cipriani, 2008). They are blogs, microblogs,
price comparison websites, RSS, podcast, wikis, social networks, widgets, video
sharing, photo sharing, forums, auction websites, slides sharing, reviews and ratings

in retail sites, social bookmarking, and wish lists.

Benefits of Social CRM to Business

Existing social CRM channels, an enterprise can gain several benefits.
Sarner et al. (2010, p. 5), point out that a company can codevelop new products or
services, generate brand awareness, aid information gathering and evaluation
decisions, offer price comparisons, assist the selling process, enable peer-to-peer
customer support or in marketing support for postpurchase dissonance.

Read (2001) refers to the opinions of Doug Heintzman, Director of Strategy
at IBM Colloboration Solutions, while explaining the benefits of Social CRM. By
using social CRM channels, enterprises stay in touch with their customers frequently
and this affects customer satisfaction and retention in a positive manner. Moreover,
constant communication with them creates new opportunities for repeat sales or cross
selling. IBM Director also thinks that decreasing after sales costs, improving the
business regularly, gaining competitive advantage are the other positive contributions

of social CRM applications (Read, 2011).
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In addition to the benefits summarized above, Lacy et al. (2013) notes that
social CRM makes contribution to the design of business strategy by providing direct

feedback of customers.

Why People Engage with Businesses on Social Media?

Sarner et al. (2010) explores the advantages that consumers take by
engaging with businesses on social media. Firstly, social CRM applications make
accessing reliable information on products or services and companies. Secondly,
consumers can direct the relationship between them and brands, and control the
content of the knowledge they want to take instead of information that companies
promote. Moreover, social CRM channels make being able to connect all the pre-
purchase, purchase and post-purchase stages activities of consumers possible. Lastly
consumers can satisfy their emotional needs, such as self-esteem, respect, belonging
and friendship through social media (Sarner et al, 2010).

The research of Baird and Parasnis (2011) delves deeper the reasons
consumers build relationship with companies through social networking channels.

The findings are listed below with the percentages.

- Discount (61%)

- Purchase (55%)

- Reviews and product rankings (53%)

- General information (53 %)

- Exclusive information (52%)

- Learn about new products (51%)

- Submit opinion on current products/services (49%)
- Customer service (37%)

- Event participation (34%)
21



- Feel connected (33%)
- Submit ideas for new products/services (30%)

- Be part of a community (22%)

Gap between Business’s and Consumers’ Perception

As mentioned above, Baird and Parasnis (2010) examine what consumers
expect from social media while they interact with companies. In the same research,
they also ask for the opinions of the businesses about why their consumers interact
with them on social media. The results are quite interesting. There is a significant
gap between business’s and consumers’ perception. The gap is figured in their

research as follows (Baird and Parasnis, 2010).

22



Consumers’ ranking:
The reasons they interact with companies
via social sites

(61%) Discount

(55%) Purchase

(53%) Reviews and product rankings

(53%) General information

(52%) Exclusive information

(51%) Learn about new products

(49%) Submit opinion on current products/services
(37%) Customer service

(34%) Event participation

(30%) Submit ideas for new products/services

Fig. 7 Perception gap

Perception
gap

Businesses’ ranking:
Why they think consumers follow them
via social sites

Learn about new products (73%)

General information (71%)

Submit opinion on current products/services (69%)
Exclusive information (68%)

Reviews and product rankings (67%)

Customer service (63%)

Submit ideas for new products/services (63%)

Event participation (61%)
Purchase (60%)
Discount (60%)

Baird, C. H., & Parasnis, G. (2011). From Social Media to Social CRM -

What Customers Want. IBM Institute for Business Value.

This perception gap proves that using social media in the business needs

significant amount of development in order to make a meaningful value for

companies.

Current Social CRM Applications and Their Functionalities

Faase et al. (2011) assert that social CRM applications make contribution to

all CRM domain such as customer behaviour, customer interaction, marketing, and

customer lifetime value. However, they prove that marketing domain is the leading

one (Faase et al., 2011).

The research of Sarner et al. (2010) evaluates social CRM applications

according to the department in which they used. They show that customer service

departments are getting maximum value from CRM 2.0 by decreasing call deflection.
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Marketing departments also derive benefit from social CRM especially for product
development and enabling product reviews at the evaluation stage of a buying
process. Sales departments are at the beginning to get the advantages of social CRM
applications. Lead generation and opportunity creation through social media are
some examples of CRM 2.0 applications in sales domain (Sarner et al., 2010).

Sarner et al. (2010), also grouped social CRM uses cases according to
departments which are related to CRM concept.

Marketing uses social CRM applications for idea management, new product
or service proposition and market research, new product or service launch to market,
social campaigns, social event networking, public relations (used for awareness,
reputation, crisis management, damage limitation), and brand reputation promotion
and defense. Customer service departments use those applications for community
peer-to-peer support, service customer feedback (surveys), service listen and respond
and service process analysis. Lastly, sales get benefits of CRM 2.0 in social sales

prospecting and research and sales social collaboration (Sarner et al., 2010).

Challenges of Social CRM

While social CRM applications are improved day by day, there are some
subjects which businesses need to think about. Read (2011) states that privacy,
security and intellectual property concerns are the major challenges of social CRM.
Social media channels include the most personal data of the people, and engaging
with brands can cause to those concerns.

According to Liu-Thompkins (2010) scalability, churning data into
information and return on investment are the biggest obstacles of social CRM. Social
media is a big area to interact with consumers, however remaining scalable and cost-

effective is not easy for such environments which are difficult to control. Moreover,
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there are limitless information about people on social networks, but converting this
data to meaningful information is generally very complex. Besides, measuring return
on investment is another issue which is hard to do (Liu-Thompkins, 2010).

Lacy et al. (2013), list the top 5 challenges of social CRM as follows:

1. Creating a company-wide shift to customer centricity

2. Accepting that reaping the benefits of social CRM requires patience
3. Sifting through the overload of information generated in social media
4. Meeting customers in media that your company doesn’t own

5. Adjusting brand-speak to actual conversations
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CHAPTER 3
THEORETICAL FRAMEWORK
After a thorough review of literature on the subject of factors affecting
social CRM applications usage, 8 main independent variables that may highly affect
the usage have identified.
It will be analyzed in the following sections of the paper of the coefficients
of each independent variable according to Turkish users. Before that step, each

independent variable will be identified and defined.

e Social and Communication Needs: Needs such as sharing ideas on current or
new product and services of a brand, participating to an organization or event
about a brand, feeling connected, being a part of the community (Baird and
Parasnis, 2011), satisfaction of emotional needs (self — esteem, respect,
belonging and friendship), personalization of interactions with an
organization and products or services offer (Sarner et. al, 2010) have effect
on social CRM applications usage.

¢ Social Influences: According to Kim et al. (2010) social influences, such as
suggestion of a friend, can have a direct effect on the users’ adoption of social
media. This factor can also play a significant role in the usage of social CRM
applications.

e Need of Information Search: People can use social CRM applications in order
to make reviews and product rankings, to get general or privileged

information about a brand, to explore new products, to get customer service
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(Baird and Parasnis, 2011), and to access to more trusted and independent
information on products (Sarner et. al, 2010).

Financial Incentives: Discount opportunities and making purchase can attract
people to use social CRM applications (Baird and Parasnis, 2011). According
to Sarner et al. (2010) price comparision availability is another factor .
Lastly, giving gifts to people can take a significant role in order to follow
those applications.

Consumer Innovativeness: Some people like trying out new technology
products or systems, and this can be a reason to give a chance to a social
CRM application (Kim et al., 2010).

Privacy & Security Concerns: Sensibility to personal data sharing and
privacy, security and intellectual property concerns can avoid people to try
out social CRM applications (Read, 2011).

Application Related Factors: If perceived ease of use and perceived
enjoyment of the applications are positive, their usage can increase (Kim et
al., 2010).

Relationship with the Brand Interacted: People can prefer to use the social
CRM applications of the brands which they already have a relationship.
Purchasing frequency (Greenberg, 2010), passion for the brand, trust to the
brand (Baird and Parasnis, 2011) and sector of the brand can be major

identifiers to measure the effect of that relationship on the usage.
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Fig. 8 Theoretical framework
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Hypothesis to Be Tested

Hi:: S-CRM applications usage is determined by: a. social influences, b. social
and communication needs, c. need of information search, d. financial incentives, e.
consumer innovativeness, f. relationship with brand interacted, g. application related
factors, h. privacy and security concerns.

H2: There is a relationship between females and males in terms of following a
brand page, account or application.

Hs: There is a difference between males and females with respect to the
relationship with brand interacted.

Ha: There is a difference between male and female with respect to privacy and
security concerns.

Hs: Younger people have a higher frequency of following a brand page,
account or application.

He: There is a difference between age groups with respect to the relationship
with the brand interacted.

H7: There is a difference between age groups with respect to privacy and
security concerns.

Hs: The consumers with a higher education level have a higher frequency of
following a brand page, account or application.

Ho: There is a difference between education level with respect to the
relationship with the brand interacted.

Hio: There is a difference between education level with respect to the effect of
the respondents’ privacy and security concerns on following its page, account or

application.
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Hi1: There is a difference between male and female with respect to social
media usage frequency.

H1o: There is a difference between male and female with respect to the effect of
financial incentives on following a brand page, account or application.

His: There is a difference between male and female with respect to the effect of
need of information search on following a brand page, account or application.

H14: There's a difference between age groups with respect to social media
usage frequency.

His: There is a difference between age groups with respect to the effect of ease
of use on following a brand page, account or application.

Hie: There is a negative relationship between social media usage frequency and
the effect of privacy concerns on following a brand page, account or application.

Hi7: There is a positive relationship between the effect of purchasing frequency
and the effect of sector of the brand on following its page, account or application.

His: There is a positive relationship between the effect of loyalty and the effect
of sector of the brand on following its page, account or application.

Hio: There is a difference between people who make a complaint about a brand
on the Internet and who do not make with respect to the effect of loyalty on following a
brand page, account or application.

H2o: There is a positive relationship between the effect of loyalty and effect of
financial incentives on following a brand page, account or application.

H21: There is a positive relationship between the effect of loyalty and the effect
of social and communication needs on following a brand page, account or application.

H22: There is a positive relationship between the effect of sector of the brand

and effect of financial incentives on following a brand page, account or application.
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H2s: There is a positive relationship between the effect of need of information
search and the effect of social and communication needs on following a brand page,
account or application.

H24: There is a negative relationship between the effect of social and
communication needs and the effect of privacy concerns on following a brand page,
account or application.

Hos: There is a positive relationship between the effect of social and
communication needs and the effect of perceived enjoyment on following a brand page,
account or application.

Hoe: There is a positive relationship between the effect of social and
communication needs and the effect of recommendation of a friend on following a
brand page, account or application.

H>7: There is a negative relationship between the effect of privacy concerns and
the effect of personal innovativeness on following a brand page, account or application.

Has: There is a negative relationship between the effect of privacy concerns and
the effect of perceived enjoyment on following a brand page, account or application.

H2o: There is a negative relationship between the effect of privacy concerns and
the effect of recommendation of a friend on following a brand page, account or
application.

Hso: There is a positive relationship between the effect of perceived ease of use
and the effect of perceived enjoyment on following a brand page, account or

application.
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CHAPTER 4
RESEARCH METHODOLOGY

After determination of the purpose of the study and examination of existing
literature, a questionnaire was developed by using the variables determined in the
theoretical framework in order to collect primary data. A pilot study was conducted to 5
people who are familiar with MIS and marketing issues. The survey was revised
according to their feedbacks.

Convenience sampling was done in order to collect data. The final version of
the survey has been implemented online to Turkish consumers for almost 40 days
through different online channels such as direct e-mails, e-mail groups, Facebook and
LinkedIn messages and groups. Cross-sectional data collected via those channels.

Data collection started at the beginning of May 2013, and it is finalized on
09.06.2013. A total of 441 respondents participated to the survey. Some of them have
been eliminated because of invalid data, and finally analyses have been done for the
responses of 435 people.

After data gathering period, the results were exported to SPSS 16. A total of 82
variables were defined to the application. Recoding was implemented to some of them.
Moreover, some new variables were created by taking average of existing variables.

Goodness of data was measured and descriptive statistics was found by using
SPSS. Detailed statistical analyses between variables was done by using regression,

correlation, cross-tab, t-test and ANOVA methods.
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Questionnaire Development

The survey which was prepared to measure factors affecting Turkish

consumers’” S-CRM applications usage include 18 questions and 82 variables. The

details of each question have been explained below.

Q1 - Internet Usage Frequency: Average daily internet usage frequency of the
respondents has been asked. Options have been given on an ordinal scale.

Q2 — Social Media Usage Frequency: The list of the most popular 20 social
networking sites have been obtained from Silverpop web site’s research.
Another one which is frequently used in Turkey has been added. The usage
frequency has been asked as a Likert scale question.

Q3 — Following a Brand on Social Media: The respondents have been asked
whether they are following any page, application or account of a brand on social
networking sites. Actually those alternatives are the most common types of S-
CRM applications. In other words, that question directly measures whether the
respondents are using any S-CRM application or not. However, “S-CRM”
concept did not used in this and other questions in order to explain what is asked
clearly. Instead of that, it is preferred to give those alternatives as examples.

A similar question had been asked in another survey called “Facebook and
Brands” (Kuzuloglu, 2012).The content of the question has been widen
according to the goal of our research.

Q4 — Number of Brands Followed: The respondents have been asked for how
many brands’ S-CRM applications they are currently following on social media
sites. A similar question had been asked in another survey (Kuzuloglu,
2012).The content of the question has been widen according to the goal of our

research.
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Q5 — Meeting Channel of S-CRM Application: The respondents have been asked
how they knew about the page, application or account of the brands they follow
on social media. The responses were multi-choice. A similar question had been
asked in another survey (Kuzuloglu, 2012).The content of the question has been
modified according to the goal of our research.

Q6 - The Effect of Brand Related Factors: This is a likert scale question which
includes 6 variables to measure the effect of consumers’ relationship built to the
brand on social CRM applications usage. Purchasing frequency (Greenberg,
2010), usage frequency, passion for the brand, trust to the brand, its openness
(Baird and Parasnis, 2011) and its sector are the variables used.

Q7 — The Effect of Financial Incentives, Need of Information Search, Social and
Communication Needs: This is a likert scale question which includes 14
variables to measure the effect of consumers’ financial incentives, need of
information search, social and communication needs on social CRM
applications usage. Discount opportunities, making purchase, making reviews
and product rankings, getting general or privileged information about a brand,
exploring new products, getting customer service, sharing ideas on current or
new product and services of the brand, participating to an organization or event
about a brand, feeling connected, being a part of the community (Baird and
Parasnis, 2011), price comparison, accessing more trusted and independent
information on products, satisfaction of emotional needs (Sarner et. al, 2010)
and gift chance were the variables used.

Q8 — Cancelling to Follow a Brand on Social Media: The respondents have been
asked whether they have ever canceled to follow any page, application or

account of a brand on social networking sites. A similar question had been asked
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in another survey (Kuzuloglu, 2012).The content of the question has been widen
according to the goal of our research.

Q9 — The Reasons of Cancellation: The respondents have been asked for the
reasons of their cancellation of any brand page, application or account on social
networking sites. A similar question had been asked in another survey
(Kuzuloglu, 2012).The content of the question has been widen according to the
goal of our research.

Q10 — Making Complaint: The respondents have been asked for whether they
have ever make a complaint about a brand on a social networking site. A similar
question had been asked in another survey (Kuzuloglu, 2012).

Q11 — Complaint Channels: The respondents have been asked which channels
they used for making complaint. The responses were multi-choice. A similar
question had been asked in another survey (Kuzuloglu, 2012).The content of the
question has been modified according to the goal of our research.

Q12 — Suggestion to a Friend: The respondents have been asked for whether
they have ever suggested to a friend for following a page, account or application
of a brand on a social networking site. A similar question had been asked in
another survey (Kuzuloglu, 2012).

Q13 — The effect of Privacy & Security Concerns, Application Related Factors,
Consumer Innovativeness, Social Influences: This is a likert scale question
which includes 7 variables to measure the effect of consumers’ privacy and
security concerns, application related factors (perceived ease of use and
enjoyment), consumer innovativeness, social and communication needs
(recommendation of a trusted friend) on social CRM applications usage (Kim,

Kim and Kim, 2010).
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CHAPTER 5

ANALYSES AND FINDINGS

Descriptive Statistics

Frequencies

Gender

In terms of gender distribution, 184 of the respondents were female and 167 of
them were male. The percentage of the females in valid data were 52,4 %, and the
percentage of the males in valid data were 47,6 (%). 83 of the respondents did not give

answer to that question.

Table 1 Gender of Respondents

Frequency Percent Valid Percent
184 42,4 52,4
Female
167 38,5 47,6
Male
351 80,9 100
Total
83 19,1
Missing
Age

Seven categories were used to collect age of the respondents. Those categories
are 17 years and under 17 years, 18 - 24 years, 25 — 34 years, 35 — 44 years, 45 — 54

years, 55 — 64 years, 65 years and over 65 years.
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Table 2 Age of Respondents

Frequency Percent Valid Percent

65 15,0 18,5
18-24

203 46,8 57,8
25-34

60 13,8 17,1
35-44

17 3,9 4,8
45 - 54

6 1,4 1,7
55-64

351 80,9 100,0
Total

83 19,1
Missing

57,8 % of respondents who answered this question are between 25 and 34 years
old. People between 55 and 64 years old is the group which has the smallest percentage,
1,7 %. 83 of the respondents did not answer that question.

In order to obtain more meaningful results in the hypotheses, age variable was
recoded and combined “45 — 54, and “55 — 64” groups to one group. New results are

given on the table below.

Table 3 Age of Respondents — Recoded

Frequency Percent Valid Percent
18-24 65 15,0 18,5
Valid 25-34 203 46,8 57,8
35-44 60 13,8 17,1
45 - 64 23 5,3 6,6
Total 351 80,9 100,0
o System 83 19,1
Missing
434 100,0
Total
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Education Level

Five categories were used to collect education of the respondents. Those

categories are primary school, high school, undergraduate, graduate, and doctorate.

Table 4 Education

Level of Respondents

Frequency Percent Valid Percent

4 9 11
High School

198 45,6 56,4
Undergraduate

130 30,0 37,0
Graduate

19 4,4 54
Doctorate

351 80,9 100,0
Total

83 19,1
Missing

56,4 % of respondents who answered this question are undergraduate. People
who graduated from high school is the group which has the smallest percentage, 1,1 %.
83 of the respondents did not answer that question.

In order to obtain more meaningful results in the hypotheses, education level
variable was recoded and combined “High School” and “Undergraduate” values. New

results are given on the table below.

Table 5 Education Level of Respondents - Recoded

Frequency Percent Valid Percent

High School and Undergraduate 202 46,5 57,5

Valid
Graduate 130 30,0 37,0
Doctorate 19 44 54
Total 351 80,9 100,0
System 83 19,1

Missing
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Profession

14 categories were used to collect education of the respondents. Those

categories are lawyer or adjudicator or prosecuting attorney, journalist or writer, trade,

bank employee, teacher or academician, psychology, doctor or nurse or pharmacist,

developer or system analyst or system support specialist, consultant, engineer, actor or

musician or artist, student, executive manager, and other. The results are shown on the

table below.

Table 6 Profession of Respondent

Frequency | Percent Valid Percent
No answer 83 19,1 19,1
Other 64 14,7 14,7
Engineer 52 12 12
Student 50 11,5 11,5
Bank Employee 40 9,2 9,2
Executive Manager 38 8,8 8,8
Teacher / Academician 36 8,3 8,3
Developer / System An. / Sys. Sup. Spec. 32 7,4 7,4
Consultant 20 4,6 4,6
Lawyer / Adjudicator / Prosecuting Attorney 5 1,2 1,2
Psychology 5 1,2 1,2
Actor / Musician / Artist 4 0,9 0,9
Trade 3 0,7 0,7
Journalist / Writer 2 0,5 0,5
Total 434 100 100

Internet Usage Frequency

Five categories were used to ask daily internet usage frequency of the

respondents. Those categories are never, 1 — 2 hours, 3 — 5 hours, 6 — 9 hours, and 10 +

hours.
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Table 7 Internet Usage Frequency of Respondents

Frequency Percent

75 17,3
1-2 hours

146 33,6
3 -5 hours

116 26,7
6 - 9 hours

97 22,4
10+ hours

434 100,0
Total

All of the respondents are connecting to the Internet every day. 33,6 % of total

434 respondents are connecting to the Internet daily between 3 to 5 hours.

Social Media Usage

The usage frequency of 21 social networking sites were asked to the
respondents in a likert scale question. 20 of them are the ones which have the most
number of users worldwide. One option (Last.fm) was added by the researcher, because
it is quite popular in in Turkey. Lastly “other” option was also added.

Major social networking sites which are used by Turkish consumers with their

usage rates are listed below.

- Facebook: 90,5 %
- LinkedIn: 85,6 %
- Twitter: 71,2 %
- Google +: 60,3 %
- Instagram: 45 %

- Foursquare: 39,2 %
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The results of each option are given on the table below. The values show

percentages.

Table 8 Social Networking Sites Usage Frequency (%)

I never use | Irarelyuse | Iaveragely use | I frequently use | I always use

9,5 11,8 26,2 26,7 25,8
Facebook

28,8 27,7 16,1 16,3 11,1
Twitter

39,7 27,6 10 10,5 12,4
Google+

98,2 1,3 0,3 0,3 0
Weibo

98,5 0,8 0,3 0,5 0
RenRen

14,4 21,1 31,9 22,8 9,8
LinkedIn

95,8 2,7 1,2 0,2 0
Badoo

55 16,1 12,5 8,6 7,8
Instagram

95,5 3,5 0,5 0,3 0,3
Yelp

85,5 9 3,3 2 0,3
Tumblr

89,1 75 3,2 0,2 0
Flickr

98,5 1,5 0 0 0
Orkut

91,2 7 1 0,5 0,2
MySpace

61,8 13,6 12,7 8,2 3,7
Foursquare

79,2 12,7 51 2,5 0,5
Pinterest

87,6 5,8 4,8 15 0,3
Soundcloud

88,6 10,4 1 0 0
Xing

99 0,8 0,3 0 0
Friendster

98,2 1 0,5 0,3 0
Path

97 1,8 0,5 0,8 0
GetGlue

81,5 12,9 3 1,8 0,8
Last.fm

76,1 13,3 7,7 19 11
Other

41



Following a Brand Page, Account or Application

Respondents were asked whether they are following page, account or
application of any brand through social networking sites.
65,2 % of 434 respondents are following page, account or application of any

brand. The details are given on the table below.

Table 9 Following a Brand Page, Account or Application

Frequency Percent Valid Percent
283 65,2 65,2
Yes
151 34,8 34,8
No
434 100,0 100,0
Total

Information Channel of Pages, Accounts or Applications Followed

The respondents who follow a page, account or application of any brand via
social networking sites were asked how they started to follow them. More than one
answer could be chosen for that question. The alternatives are friend suggestion,
traditional advertisements, internet advertisements, internet search about the brand,
general internet search, company web site and other.

Friend suggestion and internet advertisements are the major channels which

cause the following activity. The details are given on the table below.
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Table 10 Information Channels Distribution

Frequency Percent

141 49,82
Friend Suggestion

130 45,94
Internet Ads

113 39,93
Internet Search (Brand
Related)

94 33,22
Company Website

62 21,91
Internet Search (General)

56 19,79
Traditional Ads

15 5,3
Other

283 100
Total

Unfollowing a Brand Page, Account, or Application

Respondents were asked whether they stopped to follow a page, an account or
an application of any brand through social networking sites.

59,2 % of 365 respondents are cancelled to follow a page, an account or an
application of any brand. 69 respondents did not answer this question. The details are

given on the table below.
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Table 11 Unfollowing a Brand Page, Account or Application

Frequency Percent Valid Percent
216 49,8 59,2
Yes
149 34,3 40,8
No
365 84,1 100,0
Total
69 15,9
Missing

Unfollowing Reasons

The respondents who stopped to follow a page, an account or an application of
any brand via social networking sites were asked why they did that. More than one
answer could be chosen for that question. The alternatives are end of gift or discount
period, no added value, too many post, out of date content, privacy concerns,
dissatisfaction, different follower profiles, other.

79,63 % of 216 respondents cancel to follow a brand page, account or
application because of too many content were posted. Another item chosen frequently

has no added value with 62,50 percentage. The details are given on the table below.
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Table 12 Unfollowing Reasons

Frequency Percent

172 79,63
Too Many Post

135 62,5
No Added Value

78 36,11
Out of Date Content

74 34,26
Dissatisfaction

63 29,17
Privacy Concerns

40 18,52
End of Gift/Discount Period

37 17,13
Different Follower Profiles

6 2,78
Other

216
Total

Complaint through Web/Social Media

Respondents were asked whether they have ever made a complaint through
internet or social networking sites.
54,4 % of 362 respondents has made complaint through those channels. 72

respondents did not answer that question. The details are given on the table below.
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Table 13 Complaint through Web / Social Media

Frequency Percent Valid Percent
197 45,4 54,4
Yes
165 38,0 45,6
No
362 83,4 100,0
Total
72 16,6
Missing

Complaint Channels

The respondents who made complaint through internet or social networking
sites were asked which specific channel they used. More than one answer could be
chosen for that question. The alternatives are complaint web sites, Facebook page of the
brand, Twitter, other social media page/account/application of the brand, company web
site, live chat and other.

60,41 % of 197 respondents makes complaint through company website.
Another item chosen frequently is complaint web sites such as sikayetvar.com etc. with
55,33 percentage. Facebook page of the brand were chosen by 59 respondents. The

details are given on the table below.
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Table 14 Complaint Channels

Frequency Percent

119 60,41
Company Web Site

109 55,33
Complaint web sites

71 36,04
Twitter

59 29,95
Facebook Page of the Brand

49 24,87
Live Chat

21 10,66
Other Social Media Page/Account/App of the Brand

7 3,55
Other

197
Total
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Mean Values and Standard Deviations

Mean values and standard deviations of each scale variable question were
calculated.
Negatively directed questions were italicized. The details are given on the

tables below.

Question 2

This question ask the usage frequency of social networking sites.

48



Table 15 Means of Items in Social Media Usage

N Mean Std. Deviation

431 3,47 1,255
Facebook

423 2,53 1,350
Twitter

421 2,28 1,397
Google_Plus

397 1,03 ,212
Weibo

397 1,03 ,250
RenRen

417 2,93 1,186
LinkedIn

401 1,06 ,337
Badoo

409 1,98 1,313
Instagram

397 1,06 ,339
Yelp

399 1,23 ,625
Tumblr

402 1,15 ,453
Flickr

397 1,02 122
Orkut

400 1,12 427
MySpace

403 1,78 1,168
Foursquare

394 1,32 732
Pinterest

396 1,21 ,620
Soundcloud

396 1,12 ,359
Xing

395 1,01 ,133
Friendster

391 1,03 ,230
Path

396 1,05 322
GetGlue

395 1,27 677
Lastfm

377 1,38 ,794
Other social networking sites
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The value of the answers are:

1: I never use

- 2:lrarely use
- 3: laveragely use
- 4: | frequently use

- 5:lalways use

Question 6

In this question, the effect of brand related factors to S-CRM applications

usage was aimed to measure.

Table 16 Means of Items in Question 6

N Mean Std. Deviation

366 3,47 1,176
purchasing frequency

366 3,62 1,198
brand passion

366 3,42 1,251
brand loyalty

366 3,65 1,198
brand trust

366 3,54 1,246
openness and transparency

366 3,25 1,246
brand sector

The value of the answers are:

- 1: It never affects

- 2: It does not affect

- 3: Neither not affect nor affects
- 4: It affects

- b5 It strongly affects
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Question 7

In this question, the effect of financial incentives, need of information search,

social and communication needs to S-CRM applications usage was aimed to measure.

Table 17 Means of Items in Question 7

N Mean Std. Deviation

366 3,64 1,203
discount opportunity

366 3,56 1,093
purchasing

_ 366 3,85 1,064

commenting

366 3,68 1,003
taking general information about brand

366 3,63 1,045
taking personalized information about brand

366 3,12 1,194
event participation

366 3,37 1,141
submitting opinion

366 3,19 1,203
feeling connected

366 3,72 1,128
making complaint

366 2,55 1,239
being part of a community

366 2,16 1,199
to be respected

366 2,18 1,179
friendship

366 3,57 1,191
making price comparision

366 3,57 1,245
gift opportunity

The value of the answers are:

- 1: It never affects

- 2: It does not affect

- 3: Neither not affect nor affects
- 4 It affects

- b5 It strongly affects
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Question 13

In this question, the effect of privacy and security concerns, application related
factors, consumer innovativeness, and social influences to S-CRM applications usage

was aimed to measure.

Table 18 Means of Items in Question 13

N Mean Std. Deviation

353 2,48 1,133
privacy 1

353 3,60 1,029
ease of use of the application

353 3,46 1,089
enjoyment of the applcation

353 2,95 1,200
privacy 2

353 3,32 1,065
suggestion of a friend

353 3,35 ,997
personal innovativeness

353 4,14 1,120
privacy 3

The value of the answers are:
- 1: Strongly Agree
- 2. Agree
- 3: Neither Agree Nor Disagree
- 4: Disagree

- 5: Strongly Disagree
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Goodness of Data

Reliability statistics analysis was implemented for 6 of 8 independent variable
groups in order to observe precision of measurement. The variables of those groups
were asked as multi — item scale questions in our survey. Other 2 independent variable
groups of our framework - “Social Influences” and “Personal Innovativeness” -, have
both one sub-items, so this analysis was not implemented to those variables.
Furthermore “Application Related Factors™ has two sub-items. In order to make a
reliability statistics analysis, it is needed to have at least 3 variables. However,
reliability analysis was implemented to this title with the acceptance of its limitation.

Reverse coding were implemented for negatively directed questions.

Except one, each variable group’s Cronbach’s Alpha value is over 0,60.
Cronbach’s Alpha value ranges between 0 and 1, and 0.60 is the threshold of acceptable
internal consistency value (George & Mallery, 2003). Most of our variables at the multi-
item scale groups can be used for further analysis at that research.

Reliability and item-total statistics of each question group is given below.

Relationship with the Brand Interacted

There were 6 multi-item scale questions which aim at measuring the effect of
relationship with the brand interacted on social CRM applications usage. Reliability
statistics analysis was implemented for those 6 variables. The explanations of the

variables are:

e Consumers’ purchasing frequency of the brand interacted
e Consumers’ passion of the brand interacted
e Consumers’ loyalty to the brand interacted

e Consumers’ trust to the brand interacted
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e Consumers’ openness to the brand interacted

e Sector of the brand interacted

Reliability and item-total statistics tables are given below.

Table 19 Reliability Statistics of Relationship with the Brand Interacted

N of Items
Cronbach's Alpha

,868

Table 20 Item-Total Statistics of Relationship with the Brand Interacted

Scale Mean if Scale Variance if | Corrected Item- Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
17,48 23,088 ,693 ,842
purch_freq
) 17,33 22,899 ,695 ,841
passion
17,53 22,524 ,692 ,842
loyalty
17,30 22,193 ,769 ,828
trust
17,40 22,718 ,676 ,844
openness
17,69 24,717 ,487 877
sector

Cronbach’s Alpha value is more than 0,60 and that means our existing scale to

measure relationship of consumers with the brands interacted is reliable.

Social and Communication Needs

There were 6 multi-item scale questions which aim at measuring the effect of
consumers’ social and communication needs on social CRM applications usage.
Reliability statistics analysis was implemented for those 6 variables. The explanations

of the variables are:
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Event participation will of consumers to use a social CRM application
Submitting opinion will of consumers to use a social CRM application
Feeling connected will of consumers to use a social CRM application
Being a part of the community will of consumers to use a social CRM
application

Respect need of consumers to use a social CRM application

Friendship need of consumers to use a social CRM application

Reliability and item-total statistics tables are given below.

Table 21 Reliability Statistics of Social and Communication Needs

Cronbach's Alpha

N of Items

,849
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Table 22 Item — Total Statistics of Social and Communication Needs

Scale Mean if | Scale Variance | Corrected Cronbach's
Item Deleted if Item Deleted | Item-Total Alpha if Item
Correlation Deleted

13,45 21,722 ,541 ,841
event_participation

13,19 22,195 ,527 ,842
submit_opinion

13,37 20,662 ,645 ,821
feel_connected

14,02 19,274 ,768 ,796
being_part_of a_comm

14,41 20,593 ,656 ,819
respect

14,39 20,764 ,653 ,819
friendship

Cronbach’s Alpha value is more than 0,60 and that means our existing scale to

measure social and communication needs of consumers is reliable.

Need of Information Search

There were 4 multi-item scale questions which aim at measuring the effect of
consumers’ need of information search on social CRM applications usage. Reliability
statistics analysis was implemented for those 4 variables. The explanations of the

variables are:

e Consumers’ will of accessing comments about the brand interacted

e Consumers’ will of taking general information about the brand

interacted

e Consumers’ will of taking personalized information about the brand

interacted

e Consumers’ will of making a complaint about the brand interacted

Reliability and item-total statistics tables are given below.
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Table 23 Reliability Statistics of Need of Information Search

N of Items
Cronbach's Alpha

,814

Table 24 Item — Total Statistics of Need of Information Search

Scale Mean if Scale Variance | Corrected Item- | Cronbach's
Item Deleted if Item Deleted | Total Alpha if Item
Correlation Deleted

11,04 6,928 ,624 ,770
comment

11,20 6,927 ,686 ,743
general_info

11,25 6,785 ,675 ,746
personalized_info

11,16 6,976 ,556 ,805
making_complaint

Cronbach’s Alpha value is more than 0,60 and that means our existing scale to

measure need of information search of consumers is reliable.
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There were 4 multi-item scale questions which aim at measuring the effect of
consumers’ financial incentives on social CRM applications usage. Reliability statistics

analysis was implemented for those 4 variables. The explanations of the variables are:

Financial Incentives

Consumers’ will of taking a discount

Consumers’ will of purchasing

Consumers’ will price comparison

Consumers’ will of winning a gift

Reliability and item-total statistics tables are given below.

Table 25 Reliability Statistics of Financial Incentives

Cronbach's Alpha

N of Items

,806

Table 26 Item-Total Statistics of Financial Incentives

Scale Mean if | Scale Variance | Corrected Cronbach's
Item Deleted if Item Deleted | Item-Total Alpha if Item
Correlation Deleted
10,70 7,942 ,707 714
discount
10,79 9,001 ,608 ,764
purchasing
) 10,77 9,131 ,505 ,811
price_comp
10,78 7,900 ,676 ,729
gift

Cronbach’s Alpha value is more than 0,60 and that means our existing scale to

measure financial incentives of consumers is reliable.
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Privacy & Security Concerns

There were 3 multi-item scale questions which aim at measuring the effect of
consumers’ privacy and security concerns on social CRM applications usage. Reliability
statistics analysis was implemented for those 3 variables. The explanations of the

variables are:

e Consumers’ will of sharing personal information with a brand whose
products or services have been used by the consumer.

e Consumers’ will of sharing personal information with any brand

e Consumers’ will of sharing personal information on a platform which

was not perceived secure enough by the consumer

Reliability and item-total statistics tables are given below.

Table 27 Reliability Statistics of Privacy & Security Concerns

N of Items
Cronbach's Alpha

,533
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Table 28 Item — Total Statistics of Privacy & Security Concerns

Scale Mean if Scale Variance if | Corrected Item- Cronbach's Alpha
Item Deleted Item Deleted Total Correlation | if Item Deleted
7,0907 3,259 ,399 ,346

privacyl recode
7,6572 3,027 ,409 ,323

privacy2
6,4759 3,869 ,239 ,600

privacy3

Cronbach’s Alpha value is less than 0,60 and that means our existing scale to

measure privacy and security concerns of consumers is not reliable enough. However, if

third item is deleted, the Cronbach’s Alpha value will be 0,60. In other words the

analysis will be reliable with 2 variables. For this reason, the average of first 2 variables

will be used as “Privacy and Security Concerns” variable in the hypotheses.
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There were 2 multi-item scale questions which aim at measuring the effect of

consumers’ privacy and security concerns on social CRM applications usage. Reliability

Application Related Factors

statistics analysis was implemented for those 2 variables. The explanations of the

variables are:

Consumers’ perceived ease of use of the application.

Consumers’ perceived enjoyment of the application

Reliability and item-total statistics tables are given below.

Table 29 Reliability Statistics of Application Related Factors

Cronbach's Alpha

N of Items

773

Table 30 Item — Total Statistics of Application Related Factors

Scale Mean if Scale Variance if | Corrected Item- | Cronbach's
Item Deleted Item Deleted Total Correlation | Alpha if Item
Deleted
3,46 1,186 ,630 2
ease_of use
3,60 1,059 ,630 2
enjoyment

a. The value is negative due to a negative average covariance among items. This violates reliability
model assumptions. You may want to check item codings.

Cronbach’s Alpha value of the last line is more than 0,60 and that means our

existing scale to measure application related factors is reliable.
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Hypothesis Tested

The results of the 30 hypothesis tested are shown on the table below.

Table 31 The Results of Hypothesis Tested

H | Independent Variable(s) Result

1 | S-CRM applications usage is determined by: a. social influences, b. social and communication needs, c. Approved
need of information search, d. financial incentives, e. consumer innovativeness, f. relationship with
brand interacted, g. application related factors, h. privacy and security concerns.

2 | There is a relationship between females and males in terms of following a brand page, account or Approved
application.

3 | There is a difference between males and females with respect to the relationship with brand interacted. Approved

4 | There is a difference between male and female with respect to privacy and security concerns. Rejected

5 | Younger people have a higher frequency of following a brand page, account or application. Approved

6 | There is a difference between age groups with respect to the relationship with the brand interacted. Approved

7 | There is a difference between age groups with respect to privacy and security concerns. Rejected

8 | The consumers with a higher education level have a higher frequency of following a brand page, account | Rejected
or application.

9 | There is a difference between education level with respect to the relationship with the brand interacted. Rejected

10 | There is a difference between education level with respect to the effect of the respondents’ privacy and Rejected
security concerns on following its page, account or application.

11 | There is a difference between male and female with respect to social media usage frequency. Approved

12 | There is a difference between male and female with respect to the effect of financial incentives on Approved
following a brand page, account or application.

13 | There is a difference between male and female with respect to the effect of need of information search Approved
on following a brand page, account or application.

14 | There's a difference between age groups with respect to social media usage frequency. Approved

15 | There is a difference between age groups with respect to the effect of ease of use on following a brand Approved
page, account or application.

16 | There is a negative relationship between social media usage frequency and the effect of privacy concerns | Approved
on following a brand page, account or application.

17 | There is a positive relationship between the effect of purchasing frequency and the effect of sector of the | Approved
brand on following its page, account or application.

18 | There is a positive relationship between the effect of loyalty and the effect of sector of the brand on Approved
following its page, account or application.

19 | There is a difference between people who make a complaint about a brand on the Internet and who do Approved
not make with respect to the effect of loyalty on following a brand page, account or application.

20 | There is a positive relationship between the effect of loyalty and effect of financial incentives on Approved
following a brand page, account or application.

21 | There is a positive relationship between the effect of loyalty and the effect of social and communication | Approved
needs on following a brand page, account or application.

22 | There is a positive relationship between the effect of sector of the brand and effect of financial incentives | Approved
on following a brand page, account or application.

23 | There is a positive relationship between the effect of need of information search and the effect of social Approved
and communication needs on following a brand page, account or application.

24 | There is a negative relationship between the effect of social and communication needs and the effect of Approved
privacy concerns on following a brand page, account or application.

25 | There is a positive relationship between the effect of social and communication needs and the effect of Approved
perceived enjoyment on following a brand page, account or application.

26 | There is a positive relationship between the effect of social and communication needs and the effect of Approved
recommendation of a friend on following a brand page, account or application.

27 | There is a negative relationship between the effect of privacy concerns and the effect of personal Approved
innovativeness on following a brand page, account or application.

28 | There is a negative relationship between the effect of privacy concerns and the effect of perceived Approved
enjoyment on following a brand page, account or application.

29 | There is a negative relationship between the effect of privacy concerns and the effect of recommendation | Approved
of a friend on following a brand page, account or application.

30 | There is a positive relationship between the effect of perceived ease of use and the effect of perceived Approved

enjoyment on following a brand page, account or application.

62




H:: S-CRM applications usage is determined by: a. social influences, b. social
and communication needs, c. need of information search, d. financial incentives, e.
consumer innovativeness, f. relationship with brand interacted, g. application related
factors, h. privacy and security concerns.

This hypothesis is developed to see effect of all independent variables in the
theoretical framework on respondents’ usage of social CRM applications (as dependent
variable).

For the dependent variable, 4th question in the survey is used. That question is
a conditional one of 3th question. 3rd one is asking whether the respondents are using
S-CRM application of any brand and the people who answered 3th question as “Yes”
were asked how many brands’ S-CRM applications they are following in 4th question.

Multiple linear regression analysis with stepwise method is implemented for
those variables. This analysis aims to find the relationship between an independent
variable and two or more dependent variables (Anderson, Sweeney, & Williams, 2011).

The results of the test show that consumers’ relationship with brand interacted
and their privacy and security concerns have statistically significant effect on social
CRM applications usage. Other 6 variables do not have significant impact on social

CRM applications usage.
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Table 32 Regression Analysis for Hypothesis 1 - ANOVA

ANOVA®
Sum of Squares | df Mean Square F Sig.

Model

Regression 12,519 1 12,51 11,349 ,0012
1 Residual 261,431 237 1,10

Total 273,950 238

Regression 20,010 2 10,00 9,298 ,000°
2 Residual 253,940 236 1,07

Total 273,950 238

a. Predictors: (Constant), avg relationship with the brand

b. Predictors: (Constant), avg relationship with the brand, avg privacy sec

c. Dependent Variable: Number of brands followed

variability in the social CRM applications usage is accounted for by relationship with
the brand interacted and privacy and security concerns. The second model will be used,
because our 2 independent variables were included to that one. According to the values

shown on the table, 7,3 % of the variance was accounted for.

R Square values on the model summary table present what percentage of

Table 33 Regression Analysis for Hypothesis 1 — Model Summary

R R Square Adjusted R Square Std. Error of the
Model Estimate

,2142 ,046 ,042 1,050
1

,270° ,073 ,065 1,037
2

a. Predictors: (Constant), avg relationship with the brand

b. Predictors: (Constant), avg relationship with the brand, avg privacy sec

As seen on coefficients table the formulation of this relationship is;

Y = usage of social CRM applications

X1 = relationship with the brand interacted
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X2 = privacy and security concerns

Y =1,627 + 0,238 X1 - 0,196 X2

The formulation on the second model provided on coefficients table shows that
consumers’ relationship with the brand interacted on social networking sites has a
positive effect on the usage of social CRM applications. Nevertheless, their privacy and

security concerns decrease the usage of those applications.

Table 34 Regression Analysis for Hypothesis 1 - Coefficients

Unstandardized Standardized t Sig.
Model Coefficients Coefficients
B Std. Error | Beta
(Constant) ,812 ,326 2,489 ,014
! avg relationship with the ,293 ,087 214 3,369 ,001
brand
(Constant) 1,627 ,446 3,645 ,000
2 avg relationship with the ,238 ,088 174 2,692 ,008
brand
avg privacy sec -,196 ,074 -,170 -2,639 ,009
a. Dependent Variable: Number of brands followed

As mentioned above, there are 6 other variables included to this regression
analysis as independent variables and the results prove that they don’t have a direct

effect on the usage of social CRM applications.
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Table 35 Regression Analysis for Hypothesis 1 — Excluded Variables

Beta In t Sig. Partial Collinearity
Model Correlation Statistics
Tolerance
suggestion of a friend ,0312 454 ,651 | ,030 ,879
! avg social and comm needs | ,0572 ,841 401 | ,055 877
avg need of info search -,0482 -,645 ,619 | -,042 726
avg financial incentives -,090? -1,326 ,186 | -,086 871
personal innovativeness ,1072 1,633 ,104 | ,106 ,932
avg app related factors ,1032 1,488 ,138 | ,096 ,829
avg privacy sec -,1702 -2,639 ,009 | -,169 ,944
suggestion of a friend ,005° ,079 ,937 | ,005 ,860
2 avg social and comm needs | ,040° ,590 ,555 | ,038 ,868
avg need of info search -,048° -,650 ,516 | -,042 726
avg financial incentives -,088P -1,310 ,191 | -,085 871
personal innovativeness ,082° 1,245 ,215 | ,081 ,909
avg app related factors ,063P ,883 ,378 | ,058 179

a. Predictors in the Model: (Constant), avg relationship with the brand

b. Predictors in the Model: (Constant), avg relationship with the brand, avg privacy sec

c. Dependent Variable: Number of brands followed
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H>: There is a relationship between females and males in terms of following a
brand page, account or application.

In the analysis, it is found that 72,3 percent of female consumers are following
a S-CRM application and this rate is 63,5 percent for male consumers. However, the
result of the cross tabulation test shows that the hypothesis is not statistically supported.

The significance level which is 0.049 proves that. It is less than 0.05.

Table 36 Crosstab Analysis for Hypothesis 2 — Case Processing Summary

Valid Missing Total
N Percent N Percent N Percent
351 80,9% 83 19,1% 434 100,0%

Gender of the Respondents
* Following a brand page,
account or app.

Table 37 Crosstab Analysis for Hypothesis 2 — Chi — Square Tests

Chi-Square Tests

Value df | Asymp. Sig. (2- | Exact Sig. (2- Exact Sig. (1-
sided) sided) sided)
3,1272 1 ,077
Pearson Chi-Square
2,735 1 ,098
Continuity Correction®
3,127 1 ,077
Likelihood Ratio
,086 ,049
Fisher's Exact Test
3,118 1 ,077
Linear-by-Linear
Association
351
N of Valid Cases

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 53,29.

b. Computed only for a 2x2 table
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Table 38 Crosstab Analysis for Hypothesis 2 Crosstabulation

Usage of social CRM applications

No Yes Total
Female | Count 51 133 184
Gender of the Respondents % within Gender of the 27,7% 72,3% 100,0%

Respondents

% of Total 14,5% 37,9% 52,4%
Male Count 61 106 167

% within Gender of the 36,5% 63,5% 100,0%

Respondents

% of Total 17,4% 30,2% 47,6%
Total Count 112 239 351

% within Gender of the 31,9% 68,1% 100,0%

Respondents

% of Total 31,9% 68,1% 100,0%
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Hz: There is a difference between males and females with respect to the
relationship with brand interacted.

In this hypothesis, it is aimed to see that if there is a difference between males
and females with respect to effect of relationship with brand interacted on following a
brand page, account or application.

The results of the t-Test prove that H3 is supported. In other words, there is a
meaningful relationship between the variables, because the significance value is 0,010.
Moreover, mean values on the Group Statistics table show that the effect of the
relationship with brand interacted on following a S-CRM application is more for female

consumers than males. Mean value is 3,63 for females and 3,38 for males.

Table 39 t-Test Analysis for Hypothesis 3 — Significance Level

t Sig (2-tailed)
Equal variances 2,605 ,010
avg relationship with the brand assumed
Equal variances 2,581 ,010
notassumed

Table 40 t-Test Analysis for Hypothesis 3 — Group Statistics

Gender N Mean Std. Deviation | Std. Error
Mean
Female 184 | 3,63 ,83577 ,061
avg relationship with the brand | Male 167 | 3,38 1,01282 078
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Ha: There is a difference between males and females with respect to privacy
and security concerns.

In this hypothesis, it is aimed to see that if there is a difference between males
and females with respect to effect of privacy and security concerns on following a brand
page, account or application.

The results of the t-Test prove that H4 is rejected. In other words, the
relationship between those variables is not meaningful, because the significance level is

over 0.05.

Table 41 t-Test Analysis for Hypothesis 4 — Significance Level

t Sig (2-tailed)
Equal variances -1,605 ,109
privacy and security concerns assumed
Equal variances -1,614 ,108
notassumed

Table 42 t-Test Analysis for Hypothesis 4 — Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
) Female 184 3,15 1,03604 ,076
avg privacy sec Male 167 3,32 ,92314 ,071
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Hs: Younger people have a higher frequency of following a brand page,
account or application.

In this analysis, it is found that 89,2 percent of consumers who are between 18
and 24 are following a S-CRM application. This rate is 67,0 percent for people between
25 and 34 and 50,0 for people between 35 and 44. The result of the cross tabulation test

shows that the hypothesis is statistically supported. The significance value is 0,00.

Table 43 Crosstab Analysis for Hypothesis 5 — Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
351 80,9% 83 19,1% 434 100,0%
Age of the respondent *
Following a brand page,
account or app.

Table 44 Crosstab Analysis for Hypothesis 5 — Chi — Square Tests

Chi-Square Tests
Value df Asymp. Sig. (2-sided)
22,607a 3 ,000
Pearson Chi-Square
24,774 3 ,000
Likelihood Ratio
14,527 1 ,000
Linear-by-Linear Association
351
N of Valid Cases
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 7,34.
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Table 45 Crosstab Analysis for Hypothesis 5 — Group Statistics

Following a brand Total
page, account or app.
Yes No
18-24 | Count 58 7 65
Age of the Respondent % within Age of the | 89,2% | 10,8% 100,0%
Respondent
% of Total 16,5% | 2,0% 18,5%
25-34 | Count 136 67 203
% within Age of the 67,0% | 33,0% 100,0%
Respondent
% of Total 38,7% | 19,1% 57,8%
35-44 | Count 30 30 60
% within Age of the 50,0% | 50,0% 100,0%
Respondent 2
% of Total 8,5% 8,5% 17,1%
45-64 | Count 15 8 23
% within Age of the 65,2% | 34,8% 100,0%
Respondent
% of Total 4,3% 2,3% 6,6%
Count 239 112 351
Total % within Age of the 68,1% | 31,9% 100,0%
Respondent
% of Total 68,1% | 31,9% 100,0%
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He: There is a difference between age groups with respect to the relationship
with the brand interacted.

In this hypothesis, it is aimed to see that if there is a difference between age of
the respondent and effect of the relationship with the brand interacted on any social
networking environment.

In order to make this analysis the average of the 6 scale variable questions
which aim at measuring respondents’ relationship with the brand interacted is
computed. Anova analysis is implemented between this computed variable and
respondents’ age groups.

The result of the statistical test finds that there is meaningful relationship
among those variables, because significance value is 0,00.

The biggest mean value is 3,90 which belongs to the respondents who are
between 18 and 24 years old. In other words those people are the ones whose

relationship with the brand interacted mostly affects their social networking sites usage.

Table 46 Anova Analysis for Hypothesis 6 — Significance Level

avg relationship with the brand
Sum of df Mean Square F Sig.
Squares
13,467 3 4,48 5,363 ,001
Between Groups
290,441 347 ,83
Within Groups
303,909 350
Total
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Table 47 Anova Analysis for Hypothesis 6 — Descriptives

avg relationship with the brand

N Mean Std. Dev. Std. Error | 95% Confidence Interval for Mean | Min Max
Lower Bound Upper Bound

65 3,90 ,64878 ,08047 3,7418 4,0633 1,67 | 5,00
18-24

203 | 3,47 ,93664 ,06574 3,3433 3,6025 1,00 | 5,00
25-34

60 3,29 1,02860 ,13279 3,0259 3,5574 1,00 | 5,00
35-44

23 3,39 1,04157 ,21718 2,9409 3,8417 1,00 | 4,83
45 - 64

351 | 3,51 ,93183 ,04974 3,4183 3,6140 1,00 | 5,00
Total
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H7: There is a difference between age groups with respect to privacy and
security concerns.

In this hypothesis, it is aimed to see that if there is a difference between age of
the respondent and effect of privacy and security concerns on any social networking
environment.

In order to make this analysis the average of 2 scale questions which aim at
measuring the effect of privacy and security concerns is computed. Anova analysis is
implemented between this computed variable and respondents’ age groups.

The result of the statistical test finds that there is not meaningful relationship

among those variables, because significance value is 0,205 which is over 0,05.

Table 48 Anova Analysis for Hypothesis 7 — Significance Level

avg privacy sec
Sum of df Mean Square F Sig.
Squares
4,743 3 1,58 1,634 ,181
Between Groups
335,644 347 ,96
Within Groups
340,386 350
Total
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Table 49 Anova Analysis for Hypothesis 7 — Descriptives

Descriptives

avg privacy sec

N Mean Std. Dev. | Std. Error | 95% Confidence Interval for Mean | Min Max
Lower Bound Upper Bound

65 3,05 1,03502 ,12838 2,7974 3,3103 1,00 | 5,00
18-24

203 | 3,25 ,96902 ,06801 3,1221 3,3903 1,00 | 5,00
25-34

60 3,25 ,98075 ,12661 2,9966 3,5034 1,00 | 5,00
35-44

23 3,56 ,96888 ,20203 3,1462 3,9842 2,00 | 5,00
45 - 64

351 | 3,23 ,98617 ,05264 3,1344 3,3414 1,00 | 5,00
Total
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Hg: The consumers with a higher education level have a higher frequency of
following a brand page, account or application.

In this analysis, it is found that 57,9 percent of people who graduated from
doctorate degree are following a S-CRM application and this rate is higher for people
with a lower education level. This shows that the hypothesis is not accepted. Moreover,
the result of the cross tabulation test proves that the hypothesis is not statistically
supported. The significance level is 0.363.

The respondents are divided into 3 groups in terms of education level.
However, the last group - doctorate - only includes 4,4 % of the respondents. This

situation can be the major reason of why Hgis not statistically significant.

Table 50 Crosstab Analysis for Hypothesis 8 — Case Processing Summary

Cases
Valid Missing Total
N Percent N Percent N Percent
351 80,9% 83 19,1% 434 100,0%
Education Level *
Following a brand page,
account or app.
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Table 51 Crosstab Analysis for Hypothesis 8 — Chi — Square Tests

Value df Asymp. Sig. (2-sided)
2,026a 2 ,363
Pearson Chi-Square
1,989 2 ,370
Likelihood Ratio
1,997 1 ,158
Linear-by-Linear Association
351
N of Valid Cases

a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 6,06.

Table 52 Crosstab Analysis for Hypothesis 8 — Group Statistics

Usage of social CRM applications
No Yes Total
High School and Count 59 143 202
Education Level | Undergraduate % within Education Level | 29,2% 70,8% 100,0%
% of Total 16,8% 40,7% 57,5%
Graduate Count 45 85 130
% within Education Level | 34,6% 65,4% 100,0%
% of Total 12,8% 24,2% 37,0%
Doctorate Count 8 11 19
% within Education Level | 42,1% 57,9% 100,0%
% of Total 2,3% 3,1% 5,4%
Total Count 112 239 351
% within Education Level | 31,9% 68,1% 100,0%
% of Total 31,9% 68,1% 100,0%
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Ho: There is a difference between education level with respect to the
relationship with the brand interacted.

In this hypothesis, it is aimed to see that if there is a difference between the
respondents’ education level and effect of the relationship with the brand interacted on
any social networking environment.

In order to make this analysis the average of the 6 scale variable questions
which aim at measuring respondents’ relationship with the brand interacted is
computed. Anova analysis is implemented between this computed variable and
respondents’ education level.

The result of the statistical test finds that there is no meaningful relationship
among those variables, because significance value is over 0,05.

The respondents are divided into 3 groups in terms of education level.
However, the last group - doctorate - only includes 4,4 % of the respondents. This

situation can be the major reason of why Hg is not statistically significant.

Table 53 Anova Analysis for Hypothesis 9 — Significance Level

avg relationship with the brand
Sum of df Mean Square | F Sig.
Squares
1,881 2 ,94 1,084 ,340
Between Groups
302,028 348 ,86
Within Groups
303,909 350
Total
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Table 54 Anova Analysis for Hypothesis 9 — Descriptives

avg relationship with the brand

N Mean Std. Std. 95% Confidence Min Max
Deviation Error Interval for Mean
Lower Upper
Bound Bound
202 | 3,55 ,91439 ,06434 | 3,4317 3,6854 | 1,00 | 5,00
High School and
Undergraduate
130 | 3,42 ,98634 ,08651 | 3,2558 3,5981 | 1,00 | 5,00
Graduate
19 3,67 ,68600 ,15738 | 3,3448 4,0061 | 2,00 | 4,83
Doctorate
Tota 351 | 3,51 ,93183 ,04974 | 3,4183 3,6140 | 1,00 | 5,00
ota
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Hio: There is a difference between education level with respect to the effect of
the respondents’ privacy and security concerns on following its page, account or
application.

In this hypothesis, it is aimed to see that if there is a difference between
education level of the respondent and effect of privacy and security concerns on any
social networking environment.

In order to make this analysis the average of 2 scale questions which aim at
measuring the effect of privacy and security concerns is computed. Anova analysis is
implemented between this computed variable and respondents’ education level.

The result of the statistical test finds that there is not meaningful relationship
among those variables, because significance is 0,738 which is over 0,05.

The respondents are divided into 3 groups in terms of education level.
However, the last group - doctorate - only includes 4,4 % of the respondents. This

situation can be the major reason of why Hig is not statistically significant.

Table 55 Anova Analysis for Hypothesis 10 — Significance Level

avg privacy sec
Sum of Squares | df Mean Square F Sig.
,595 2 ,29 ,304 ,738
Between Groups
339,791 348 ,97
Within Groups
340,386 350
Total
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Table 56 Anova Analysis for Hypothesis 10 — Descriptives

avg privacy sec

N Mean Std. Std. 95% Confidence Min Max
Deviation | Error Interval for Mean
Lower | Upper
Bound Bound
202 | 3,26 ,98639 ,06940 | 3,1305 | 3,4042 1,00 5,00
High School and
Undergraduate
130 | 3,18 1,00220 ,08790 | 3,0107 | 3,3585 1,00 5,00
Graduate
19 3,28 ,90240 ,20702 | 2,8545 | 3,7244 1,50 5,00
Doctorate
| 351 | 3,23 ,98617 ,05264 | 3,1344 | 3,3414 1,00 5,00
Tota
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Hi1: There is a difference between males and females with respect to social
media usage frequency.

In this hypothesis, it is aimed to see that if there is a difference between males
and females with respect to social media usage frequency.

In order to make this analysis the average of the most popular 5 social
networking sites’ usage frequencies is computed.

The results of the t-Test prove that Hi: is accepted. In other words, there is a
meaningful relationship between the variables, because the significance value is 0,003.
Moreover, mean values on the Group Statistics table show that female consumers use

social media more than males. Mean value is 2,53 for females and 2,34 for males.

Table 57 t-Test Analysis for Hypothesis 11 — Significance Level

t Sig (2-tailed)
Equal variances 2,962 ,003
avg social media usage | assumed
Equal variances 2,955 ,003
notassumed

Table 58 t-Test Analysis for Hypothesis 11 — Group Statistics

Gender N Mean Std. Deviation Std. Error Mean
) ) Female 168 2,53 ,55427 ,042
avg social media usage Male 155 2,34 ,58999 047
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H1o: There is a difference between males and females with respect to the effect
of financial incentives on following a brand page, account or application.

The impact of financial incentives on following a company’s brand page or
account shows difference among males and females.

In this hypothesis, it is aimed to see that if there is a difference between men
and women with respect to effect of financial incentives on following a brand page,
account or application on social networking sites.

In order to make this analysis the average of the 4 scale questions which aim at
measuring the effect of the financial incentives is computed.

The results of the t-Test prove that Hiz is supported. In other words, there is a
meaningful relationship between the variables, because the significance level is 0,00.
Moreover, mean values on the Group Statistics table show that the effect of financial
incentives on following a S-CRM application is more for female consumers than males.

Mean value is 3,78 for females and 3,41 for males.

Table 59 t-Test Analysis for Hypothesis 12 — Significance Level

t Sig (2-tailed)
Equal variances assumed 3,836 ,00
avg_financial incentives
Equal variances notassumed 3,785 ,00

Table 60 t-Test Analysis for Hypothesis 12 — Group Statistics

Gender N Mean Std. Deviation Std. Error Mean

Female 184 3,78 ,76518 ,056
avg_financial_incentives

Male 167 3,41 1,01579 ,078
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His: There is a difference between males and females with respect to the effect
of need of information search on following a brand page, account or application.

In this hypothesis, it is aimed to see that if there is a difference between men
and women with respect to effect of need of information search on following a brand
page, account or application on social networking sites.

In order to make this analysis the average of the 4 scale questions which aim at
measuring the effect of the financial incentives is computed.

The results of the t-Test prove that Hiz is accepted. In other words, there is a
meaningful relationship between the variables, because the significance level is 0,00.
Moreover, mean values on the Group Statistics table show that the effect of need of
information search on following a S-CRM application is more for female consumers

than males. Mean value is 3,89 for females and 3,58 for males.

Table 61 t-Test Analysis for Hypothesis 13 - Significance Level

T Sig (2-tailed)
Equal variances assumed 3,672 ,00
Avg need of information search
Equal variances notassumed 3,628 ,00

Table 62 t-Test Analysis for Hypothesis 13 - Group Statistics

Gender N Mean Std. Deviation | Std. Error Mean

Female | 184 | 3,89 ,69516 ,051
Avg need of information search | pmale 167 | 3,58 89773 069
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H14: There's a difference between age groups with respect to social media
usage frequency.

In this hypothesis, it is aimed to see that if there is a difference between age of
the respondent and his social media sites usage frequency.

In order to make this analysis the average of the most popular 5 social
networking sites’ usage frequencies is computed. Those web sites are Facebook,
LinkedIn, Twitter, Google + and Instagram. Moreover, age groups also recoded into 3
categories according to their frequencies.

The result of the statistical test finds that there is meaningful relationship
among those variables, because the F-value is 0 and that means there is a significant
difference between those age groups.

The biggest mean value is 2,86 which belongs to the respondents who are
between 18 and 24 years old. In other words those people are the ones who use social

networking sites mostly.

Table 63 Anova Analysis for Hypothesis 14 — Significance Level

avg_social_media_usage
Sum of df Mean Square F Sig.
Squares
10,105 3 3,36 6,550 ,000
Between Groups
167,127 325 ,51
Within Groups
177,232 328
Total
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Table 64 Anova Analysis for Hypothesis 14 — Descriptives

avg_social_media_usage

N Mean Std. Dev. Std. Error | 95% Confidence Interval for Mean | Min Max
Lower Bound Upper Bound

64 2,86 ,66114 ,08264 2,7036 3,0339 1,40 | 4,00
18-24

190 | 2,70 ,76500 ,05550 2,5989 2,8179 1,20 | 4,60
25-34

55 2,35 ,62146 ,08380 2,1884 2,5244 1,00 | 3,80
35-44

20 2,36 ,65406 ,14625 2,0539 2,6661 1,00 | 3,80
45 - 64

329 | 2,65 ,73508 ,04053 2,5799 2,7393 1,00 | 4,60
Total
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His: There is a difference between age groups with respect to the effect of ease
of use on following a brand page, account or application.

In this hypothesis, it is aimed to see that if there is a difference between age of
the respondent and effect of his perceived ease of use of the page, environment of the
account or application. Anova analysis is implemented between those variables.

The result of the statistical test finds that there is meaningful relationship
among those variables, because significance is 0,04 which is lower than 0,05.

The biggest mean value is 3,98 which belongs to the respondents who are
between 18 and 24 years old. In other words those people are the ones whose perceived
ease of use of the page, environment of the account or application mostly affects their

social networking sites usage.

Table 65 Anova Analysis for Hypothesis 15 — Significance Level

perceived ease of use
Sum of df Mean Square F Sig.
Squares
11,819 3 3,94 3,863 ,010
Between Groups
353,924 347 1,02
Within Groups
365,744 350
Total
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Table 66 Anova Analysis for Hypothesis 15 — Descriptives

perceived ease of use

N Mean | Std. Dev. | Std. Error | 95% Confidence Interval for Mean | Min | Max
Lower Bound Upper Bound

65 3,98 ,800 ,099 3,79 4,18 2 5
18- 24

203 | 3,51 1,069 ,075 3,36 3,66 1 5
25-34

60 3,52 1,000 ,129 3,26 3,77 1 5
35-44

23 3,65 1,027 214 3,21 4,10 1 5
45 - 64

351 | 3,61 1,022 ,055 3,50 3,71 1 5
Total
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Hie: There is a negative relationship between social media usage frequency and
the effect of privacy concerns on following a brand page, account or application.

This hypothesis maintains that as privacy concerns of respondents differ,
people’s social media usage frequency changes.

In order to make this analysis the average of the most popular 5 social
networking sites’ usage frequencies and 2 privacy and security concerns question are
computed. Correlation analysis is implemented to those computed variables to measure
the correctness of the hypothesis.

The findings show that there is a meaningful and very strong relationship
between those variables, because the significance value is 0,00. Pearson Correlation

value is — 0,241 and it proves that there is a negative correlation among the variables.

Table 67 Correlations Analysis for Hypothesis 16

avg social media usage avg privacy sec
Pearson Correlation 1,000 -,241™
avg social media usage Sig. (2-tailed) ,000
N 397,000 330
_ Pearson Correlation -,241™ 1,000
avg privacy sec Sig. (2-tailed) ,000
N 330 353,000
**_Correlation is significant at the 0.01 level (2-tailed).
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Hi7: There is a positive relationship between the effect of purchasing frequency
and the effect of sector of the brand on following its page, account or application.

This hypothesis maintains that as the effect of respondent’s purchasing
frequency of the products of brand interacted on using social CRM applications differs,
the effect the sector, which brand interacted belongs, on using social CRM applications
changes. Correlation analysis is implemented to those variables to measure the
correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance level is 0,00. Pearson Correlation value is 0,431 and

it proves that there is a positive correlation among the variables.

Table 68 Correlations Analysis for Hypothesis 17

purch_freq sector

Pearson Correlation 1,000 A31**
purch_freq Sig. (2-tailed) 000

N 366,000 366

Pearson Correlation ,431** 1,000
sector Sig. (2-tailed) 1000

N 366 366,000
**_Correlation is significant at the 0.01 level (2-tailed).
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His: There is a positive relationship between the effect of loyalty and the effect
of sector of the brand on following its page, account or application.

This hypothesis claims that as the effect of respondent’s loyalty to the brand
interacted on using social CRM applications differs, the effect of the sector, which
brand interacted belongs, on using social CRM applications changes. Correlation
analysis is implemented to those variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Pearson Correlation value is 0,454 and

it proves that there is a positive correlation among the variables.

Table 69 Correlations Analysis for Hypothesis 18

sector avg loyalty

Pearson Correlation 1,000 ,454**
sector Sig. (2-tailed) ,000

N 366,000 366

Pearson Correlation ,454** 1,000
avg loyalty Sig. (2-tailed) 1000

N 366 366,000
**_Correlation is significant at the 0.01 level (2-tailed).
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Hio: There is a difference between people who make a complaint about a brand
on the Internet and who do not make with respect to the effect of loyalty on following a
brand page, account or application.

In this hypothesis, it is aimed to see that if there is a difference between people
who make a complaint about a brand on the Internet and who do not make with respect
to the effect of loyalty on following a brand page, account or application.

In order to make this analysis the average of the 4 scale questions which aim at
measuring the effect of loyalty to the brand interacted is computed.

The results of the t-Test prove that Hio is supported. In other words, there is
almost a meaningful relationship between the variables, because the significance value
is 0.005. Moreover, mean values on the Group Statistics table show that the effect of
loyalty on following a S-CRM application is more for people who make a complaint
about a brand on the Internet. Mean value is 3,68 for that group and 3,38 for the other

one.

Table 70 t-Test Analysis for Hypothesis 19 — Significance Level

t Sig (2-tailed)
Equal variances 2,814 ,005
avg_loyalty assumed
Equal variances not 2,770 ,006
assumed

Table 71 t-Test Analysis for Hypothesis 19 — Group Statistics

Complaint N Mean Std. Deviation Std. Error Mean
Yes 197 | 368 91601 1065
avg_loyalty g 165 | 338 1,09334 085
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H2o: There is a positive relationship between the effect of loyalty and effect of
financial incentives on following a brand page, account or application.

This hypothesis claims that as the effect of respondent’s loyalty to the brand
interacted on using social CRM applications differs, the effect of financial incentives on
using social CRM applications changes.

In order to make this analysis the average of 4 scale questions which aim at
measuring the effect of loyalty to the brand interacted and 4 financial incentives
questions are computed. Correlation analysis is implemented to those computed
variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Pearson Correlation value is 0,367 and

it proves that there is a positive correlation among the variables.

Table 72 Correlations Analysis for Hypothesis 20

avg_loyalty | avg_financial_incentives
Pearson Correlation 1,000 ,367**
avg_loyalty Sig. (2-tailed) ,000
N 366,000 366
Pearson Correlation ,367** 1,000
avg_financial_incentives | Sig. (2-tailed) ,000
N 366 366,000

**_Correlation is significant at the 0.01 level (2-tailed).
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H21: There is a positive relationship between the effect of loyalty and the effect
of social and communication needs on following a brand page, account or application.

This hypothesis maintains that as the effect of respondent’s loyalty to the brand
interacted on using social CRM applications differs, the effect of social and
communication needs on using social CRM applications changes.

In order to make this analysis the average of 4 scale questions which aim at
measuring the effect of loyalty to the brand interacted and 6 social and communication
needs questions are computed. Correlation analysis is implemented to those computed
variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance level is 0,00. Pearson Correlation value is 0,369 and

it proves that there is a positive correlation among the variables.

Table 73 Correlations Analysis for Hypothesis 21

avg_loyalty | avg_social_and_comm_needs

Pearson 1,000 ,369%*
avg_loyalty Correlation

Sig. (2-tailed) ,000

N 366,000 366

Pearson ,369%* 1,000
avg_social_and_comm_needs | Correlation

Sig. (2-tailed) ,000

N 366 366,000
** Correlation is significant at the 0.01 level (2-tailed).
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H2.: There is a positive relationship between the effect of sector of the brand
and effect of financial incentives on following a brand page, account or application.

This hypothesis maintains that as the effect of respondent’s financial incentives
on using social CRM applications differs, the effect of the sector of the brand on using
social CRM applications changes.

In order to make this analysis the average of 4 scale questions which aim at
measuring the effect of financial incentives is computed. Correlation analysis is
implemented to the variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance level is 0,00 Pearson Correlation value is 0,390 and

it proves that there is a positive correlation among those variables.

Table 74 Correlations Analysis for Hypothesis 22

avg_financial_incentives Sector

Pearson Correlation 1,000 ,390**
avg_financial_incentives Sig. (2-tailed) ,000

N 366,000 366

Pearson Correlation ,390** 1,000
Sector Sig. (2-tailed) ,000

N 366 366,000
**_Correlation is significant at the 0.01 level (2-tailed).
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H2s: There is a positive relationship between the effect of need of information
search and the effect of social and communication needs on following a brand page,
account or application.

This hypothesis maintains that as the effect of respondent’s need of
information search on using social CRM applications differs, the effect of respondent’s
social and communication needs on using social CRM applications changes.

In order to make this analysis the average of 4 scale questions which aim at
measuring the effect of respondent’s need of information search and 6 social and
communication needs questions are computed. Correlation analysis is implemented to
those computed variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful and strong relationship between
those variables, because the significance level is 0,00. Pearson Correlation value is

0,569 and it proves that there is a positive correlation among the variables.

Table 75 Correlations Analysis for Hypothesis 23

avg need of info avg social and comm needs
search
Pearson 1,000 ,569**
avg need of info search Correlation
Sig. (2-tailed) ,000
N 366,000 366
Pearson ,569** 1,000
avg social and comm needs Correlation
Sig. (2-tailed) ,000
N 366 366,000

**_Correlation is significant at the 0.01 level (2-tailed).
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H24: There is a negative relationship between the effect of social and
communication needs and the effect of privacy concerns on following a brand page,
account or application.

This hypothesis maintains that as the effect of respondent’s privacy and
security concerns on using social CRM applications differs, the effect of respondent’s
social and communication needs on using social CRM applications changes.

In order to make this analysis the average of 2 scale questions which aim at
measuring the effect of privacy and security concerns and 6 social and communication
needs questions are computed. Correlation analysis is implemented to those computed
variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Moreover, Pearson Correlation value is

-0,211 which proves that the direction of the relationship is negative.

Table 76 Correlations Analysis for Hypothesis 24

avg social and avg privacy sec
comm needs
Pearson Correlation 1,000 -2117
avg social and comm needs Sig. (2-tailed) ,000
N 366,000 353
Pearson Correlation -2117 1,000
avg privacy sec Sig. (2-tailed) ,000
N 353 353,000
**_Correlation is significant at the 0.01 level (2-tailed).
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Hos: There is a positive relationship between the effect of social and
communication needs and the effect of perceived enjoyment on following a brand page,
account or application.

This hypothesis maintains that as the effect of respondent’s social and
communication needs on using social CRM applications differs, the effect of his
perceived enjoyment on using social CRM applications changes.

In order to make this analysis the average of 6 scale questions which aim at
measuring the effect of social and communication needs is computed. Correlation
analysis is implemented to the variables to measure the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Pearson Correlation value is 0,286 and

it proves that there is a positive correlation among those variables.

Table 77 Correlations Analysis for Hypothesis 25

avg social and comm | enjoyment
needs
Pearson Correlation 1,000 ,286™"
avg social and comm needs Sig. (2-tailed) ,000
N 366,000 353
Pearson Correlation ,286™ 1,000
enjoyment Sig. (2-tailed) ,000
N 353 353,000
**_ Correlation is significant at the 0.01 level (2-tailed).
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Hoe: There is a positive relationship between the effect of social and
communication needs and the effect of recommendation of a friend on following a
brand page, account or application.

This hypothesis maintains that as the effect of recommendation of a friend on
using social CRM applications differs, the effect of respondent’s social and
communication needs on using social CRM applications changes.

In order to make this analysis the average of 6 social and communication needs
questions is computed. Correlation analysis is implemented to the variables to measure
the correctness of the hypothesis.

The findings show that there is a meaningful and strong relationship between
those variables, because the significance value is 0,00. Pearson Correlation value is

0,275 and it proves that there is a positive correlation among the variables.

Table 78 Correlations Analysis for Hypothesis 26

avg social and comm needs | suggestion of a friend
Pearson 1,000 275"
avg social and comm needs | Correlation
Sig. (2-tailed) ,000
N 366,000 353
Pearson 275" 1,000
suggestion of a friend Correlation
Sig. (2-tailed) ,000
N 353 353,000
** Correlation is significant at the 0.01 level (2-tailed).
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H>7: There is a negative relationship between the effect of privacy concerns and
the effect of personal innovativeness on following a brand page, account or application.

This hypothesis maintains that as the effect of respondent’s personal
innovativeness differs, the effect of privacy and security concerns on using social CRM
applications changes.

In order to make this analysis the average of 2 privacy and security concerns
questions is computed. Correlation analysis is implemented to the variables to measure
the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Moreover, Pearson Correlation value is

-0,209 which proves that the direction of the relationship is negative.

Table 79 Correlations Analysis for Hypothesis 27

personal avg privacy sec
innovativeness
Pearson Correlation 1,000 -,209™
personal innovativeness Sig. (2-tailed) 000
N 353,000 353
_ Pearson Correlation -,209™ 1,000
avg privacy sec Sig. (2-tailed) ,000
N 353 353,000
**_ Correlation is significant at the 0.01 level (2-tailed).
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H2s: There is a negative relationship between the effect of privacy concerns and
the effect of perceived enjoyment on following a brand page, account or application.

This hypothesis maintains that as the effect of respondent’s perceived
enjoyment differs, the effect of privacy and security concerns on using social CRM
applications changes.

In order to make this analysis the average of 2 privacy and security concerns
questions is computed. Correlation analysis is implemented to the variables to measure
the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Pearson Correlation value is — 0,225

and it proves that there is a negative correlation among those variables.

Table 80 Correlations Analysis for Hypothesis 28

perceived enjoyment avg privacy sec
Pearson Correlation 1,000 -,225%*
perceived enjoyment Sig. (2-tailed) ,000
N 353 353
) Pearson Correlation -,225** 1,000
avg privacy sec Sig. (2-tailed) ,000
N 353 353

**_Correlation is significant at the 0.01 level (2-tailed).
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H2o: There is a negative relationship between the effect of privacy concerns and
the effect of recommendation of a friend on following a brand page, account or
application.

This hypothesis asserts that as the effect of suggestion of a respondent’s friend
on using social CRM applications differs, the effect of privacy and security concerns on
using social CRM applications changes.

In order to make this analysis the average of 2 privacy and security concerns
questions is computed. Correlation analysis is implemented to the variables to measure
the correctness of the hypothesis.

The findings show that there is a meaningful relationship between those
variables, because the significance value is 0,00. Pearson Correlation value is — 0,202

and it proves that there is a negative correlation among the variables.

Table 81 Correlations Analysis for Hypothesis 29

suggestion of a friend avg privacy sec

Pearson Correlation 1,000 -,202™
suggestion of a friend Sig. (2-tailed) ,000

N 353,000 353

_ Pearson Correlation -,202™ 1,000

avg privacy sec Sig. (2-tailed) ,000

N 353 353,000
**_Correlation is significant at the 0.01 level (2-tailed).

103



Hzo: There is a positive relationship between the effect of perceived ease of use
and the effect of perceived enjoyment on following a brand page, account or
application.

This hypothesis claims that as the effect of respondent’s perceived ease of use
on using social CRM applications differs, the effect of perceived enjoyment on using
social CRM applications changes. Correlation analysis is implemented to the variables
to measure the correctness of the hypothesis.

The findings show that there is a meaningful and strong relationship between
those variables, because the significance value is 0,00. Pearson Correlation value is

0,630 and it proves that there is a positive correlation among the variables.

Table 82 Correlations Analysis for Hypothesis 30

ease of use enjoyment

Pearson Correlation 1,000 ,630™
ease of use Sig. (2-tailed) 1000

N 353,000 353

_ Pearson Correlation ,630™ 1,000

enjoyment Sig. (2-tailed) ,000

N 353 353,000
**_ Correlation is significant at the 0.01 level (2-tailed).
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The Summary of the Results

In that section, the summary tables are given which make interpretation of the
results easier.
The usage of S-CRM applications in terms of gender is given on the table

below.

Table 83 The Usage of S-CRM Applications - Gender

No Yes
Gender

27,7 % 723 %
Female

36,5 % 63,5 %
Male

The usage of S-CRM applications in terms of age groups is given on the table

below.

Table 84 The Usage of S-CRM Applications - Age

No Yes
Age

10,8 % 89,2 %
18 - 24

33,0 % 67,0 %
25 - 34

50,0 % 50,0 %
35 - 44

34,8 % 65,2 %
45- 64

The usage of S-CRM applications in terms of education level is given on the

table below.
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Table 85 The Usage of S-CRM Applications — Education Level

No Yes
Education Level

29,2 % 70,8 %
High School & Undergraduate

34,6 % 65,4 %
Graduate

42,1 % 57,9 %
Doctorate

The results of the difference tests with respect to gender are given on the table

below.

Table 86 The Results of the Difference Tests — Gender

N Mean t Significance
2,605 ,010
Relationship with brand interacted
167 3,38
Male
184 3,63
Female
2,962 ,003
Social media usage frequency
155 2,34
Male
168 2,53
Female
3,836 ,00
Financial incentives
167 341
Male
184 3,78
Female
3,672 ,00
Need of information search
167 3,58
Male
184 3,89
Female
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The results of the difference tests with respect to age groups are given on the

table below.

Table 87 The Results of the Difference Tests — Age Groups

Relationship with brand interacted
18 -24
25-34
35-44
45 - 64

Social media usage frequency

18- 24
25 - 34
35-44
45 - 64

Ease of use

18-24
25-34
35-44

45 - 64

65

203

60

23

64

190

55

20

65

203

60

23

Mean

3,90

3,47

3,39

3,51

2,86

2,70

2,35

2,65

3,98

3,51

3,52

3,65
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6,550

3,863

Significance

,001

,000

,010



CHAPTER 6
CONCLUSION

This research aimed at measuring the factors affecting the usage of social CRM
applications in Turkey. After a detailed literature review, a questionnaire was prepared
to find the awareness level and test the hypothesis set. Besides our major purpose, the
survey also gave a chance to measure the relationship between different variables, so 30
hypotheses are developed. The results show that 25 of them are supported.

The results of this survey show that 65,2 % of the respondents are currently
following a brand page, account or application on any social networking site. This is
really a crucial level, and it shows the high potential of social CRM. If the companies in
Turkey could use social CRM applications effectively, they can increase the efficiency
of their CRM strategy which means being able to create new sales opportunities,
improving the success of marketing activities and giving more satisfactory customer
service.

The findings also display that people frequently use the internet and social
media for other types of relationship with the brands such as making complaint. 54,4 %
of the respondents stated that they made a complaint through those channels at least
once. Many of Turkish consumers are using the internet and social networking sites to
manage their relationship with brands they interact.

It is tried to measure effect of the 8 variables included to the theoretical
framework to our dependent variable — social CRM applications usage — in the first
hypothesis. As it is seen in the explanations of first hypothesis, 2 of the 8 variables

(relationship with the brand interacted, need of information search, privacy and security
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concerns, social and communication needs, application related factors, respondents’
demographics, financial incentives and consumer innovativeness) have a predictive
effect on social CRM applications usage in Turkey.

The relationship with the brand interacted has a positive influence on the
usage. Turkish consumers have a tendency to interact to brands which they already have
a relationship. This is an important opportunity for brands to know their existing
customers better. People are sharing their personal information directly or indirectly on
social networking sites. They share their relationships, favorite teams, artists, books,
hobbies etc. This type of data is difficult to get from a customer via classical
communication channels such as appointments, phone calls or e-mails. Companies can
develop special S-CRM programs for their current customers and find a way to obtain
this valuable customer data. It can be used for new analyses, making different types of
customer segmentation or create new campaigns.

The test proves that consumers’ privacy and security concerns impress S-CRM
applications usage negatively. Moreover, Hig demonstrates that the relationship between
social media usage frequency and privacy concerns of consumers is also negative.
Today many S-CRM applications — such as Facebook or LinkedIn apps — claim to reach
personal information of consumers which they put on the related platform. Of course
obtaining this data is invaluable for companies. However, the amount of requested data
can prevent consumers from using those apps. Brands should be more careful when
demanding personal data and they should not claim to reach unnecessary information
which they will not use in any analysis or campaign.

As it is mentioned above, consumers tend to use S-CRM applications of the
brands which they are already familiar. In order to acquire potential customers, the

amount of data which is requested from leads can be limited at the initial stage of the
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relationship. This strategy can prevent hesitation of potential customers for using S-
CRM applications due to privacy concerns. After converting those leads to existing
customers, more information can be asked in order to know those customers better.

H2s proves that the relationship between the effect of privacy concerns and the
effect of perceived enjoyment on following a brand page, account or application is
negative. In order to reduce the unwanted effect of privacy and security concerns,
enjoyment level of the applications can be increased. For example, a Facebook game
which offers fun can attract consumers and they can disregard their privacy and security
concerns to share their personal data for the sake of the game.

H29 presents another factor which reduce the effect of privacy concerns. It
shows that there is a negative relationship between the effect of privacy concerns and
the effect of recommendation of a friend on following S-CRM applications. Brands can
encourage their current applications’ users to make recommendations to their friends.
Strategies can be developed in order to build referral systems, so that companies can
reach more consumers via social networks.

One of the independent variables in the theoretical framework is financial
incentives. Hi demonstrates that it does not have statistically significant influence on S-
CRM application usage. Actually this result is a little bit different from my expectation.
I was thinking that financial incentives would be one of the major factors which affect
S-CRM applications usage positively. It is possible to observe several S-CRM
applications which use financial incentives of consumers to increase the usage.
Delivering gifts such as cars, mobile devices or giving discounts are very common
implementations of attracting people for using those applications. However, the findings
of the analysis show that majority of Turkish consumers do not care about these type of

motivations.
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The first hypothesis also confirms that the need of information search, social
and communication needs and consumer innovativeness have no substantial impact on
S-CRM usage. Consumers probably satisfy those needs through different channels such
as the Internet or other traditional methods and S-CRM applications are not mature
enough to satisfy them.

The findings prove that young people have a stronger tendency to use S-CRM
applications (Hs) and they use social media more frequently (H14). Furthermore, the
ease of use of those applications is important for young people (His). All those results
illustrate that a customized strategy for younger consumers in social media is needed.
Their habits, patterns and attitudes should be considered, and brand should find a way to
attract that valuable consumer group.

In 5 of the hypotheses (Hs, Ha, Hi1, Hi2, and His), it is aimed at measuring the
differences between men and women. All of them were approved, however the mean
values were not very far from each other. So it is possible to state that social CRM
related issues are not differentiated with gender very strongly.

As it is stated in hypothesis 11, women spend more time in social networking
sites than men. Moreover, their mean values in the hypotheses which measure the effect
of financial incentives (H12) and need of information search (His3) are higher than males.
Those results can be valuable for the brands which target to reach female consumers.
Those companies can form their social media strategies by considering these findings.

Hypothesis 19 has an interesting result. The effect of loyalty on S-CRM
applications usage are higher for people who make complaint through the Internet,
when compared to those who do not make. Brands should not assume those people, who
declare their matters through public environments, as troublesome customers.

Adversely, they are the consumers who pay importance to loyalty. If their problems can
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be solved at the right time, it is possible to convert those customers to loyal ones. As it
is known, increasing the loyalty of the consumers is one of the biggest goals of many
customer relationship management programs.

In Hg, it is observed that the consumers with a higher education level have a
lower percentage of S-CRM applications usage. Normally, it can be expected that
people with a higher education level can adapt to a new concept such as S-CRM
applications better. However, the age is a key motive at that point. People with a
doctorate or graduate degree are older than undergraduate ones. It is clear that younger

people can adopt to technology related concepts easier than older ones.
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Limitations of the Study
Although the reliability statistics of this study is highly satisfactory, there is a
point to remember when evaluating the results. In order to analyze the hypotheses, cross
— sectional data was collected. Convenience sampling was done, and finding has been
evaluated on the sample group. For the current respondent group, the findings are
relevant. However, it is difficult to assess that the results are supported for most of the
respondents. Different results can be obtained on different sample groups. This issue

can be evaluated as the major limitation of the study.

Further Research

After the evaluation of experiences acquired from this study, it can be
recommended to the potential researchers that focusing on the perception of the
companies’ - which operate in Turkey- attitudes towards social CRM. By comparing
consumers’ and businesses’ perceptions, the effectiveness of social CRM applications
can be improved.

Moreover, conducting a survey on a larger respondent group which also
includes people who are not active internet users can give a better idea about social

CRM applications usage in Turkey.
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APPENDICES

SAMPLE QUESTIONNAIRE (TURKISH)
Tiirkiye'de Sosyal CRM Uygulamalarimin Kullanimini Etkileyen Faktorler

Sayin katilimet,

Bu anket, Bogazici Universitesi Yonetim Bilisim Sistemleri boliimiinde hazirlanan
“Tiirkiye'de Sosyal CRM Uygulamalariin Kullanimin1 Etkileyen Faktorler” konulu

yiiksek lisans tezi i¢in veri toplamak amaciyla diizenlenmistir.

Isminiz hig bir sekilde not edilmeyecek ve verdiginiz cevaplar sakli tutulacaktir.

Cevaplariiz akademik amaglar disinda kullanilmayacaktir.

Ankete katilip sorular1 cevaplayanlar arasindan belirlenecek 10 kisiye Alain de
Botton'in "Calismanin Mutlulugu ve Sikintis1" isimli kitab1 hediye edilecektir. Kitap
hediye edilecek 10 kisiye elektronik posta adresleri lizerinden ulagilacaktir. Elektronik
posta adresi paylasimi tercihe baghdir. Elektronik posta adresiniz kesinlikle 3. sahislarla

paylasilmayacaktir.

Anketi doldurmak yaklasik 5 dakika zamaniniz1 alacaktir.
Gosterdiginiz ilgi ve katki i¢in tesekkiir ederiz.

Tez Danigmani: Prof. Dr. Aslihan Nasir (aslihan.nasir@boun.edu.tr)
Hazirlayan: Mehmet Nuri Can (mehmetn.can@gmail.com)

Lutfen cevaplarinizi vermeden 6nce sorulari ve aciklamalari dikkatlice okuyunuz.
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1) Giinde ortalama kag saat internet kullaniyorsunuz?

Hi¢ kullanmiyorum

1 -2 saat

3 -5 saat

6 - 9 saat

10 saat ve Usti

115




2) Liitfen asagidaki sosyal aglar1 kullanim sikliginizi belirtiniz:

1 Hig
kullanmiyorum

2 Nadiren
kullantyorum

3 Ortalama
Siklikta
Kullantyorum

4 Sik
kullaniyorum

5 Cok sik
kullantyorum

Facebook

Twitter

Google+

Weibo

RenRen

LinkedIn

Badoo

Instagram

Yelp

Tumblr

Flickr

Orkut

MySpace

Foursquare

Pinterest

Soundcloud

Xing

Friendster

Path

GetGlue

Last.fm
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Diger Sosyal Ag(lar) ‘ ‘ ‘ ‘

3) Herhangi bir sosyal agda bir markanin sayfasini, uygulamasini ya da hesabini takip ediyor musunuz?
(Markanin Facebook sayfasi, uygulamasi ya da twitter, foursquare hesab1 vb.)

Evet

Hayir

4) Sosyal aglarda yaklagik ka¢ markanin sayfa, uygulama ya da hesabim takip ediyorsunuz?

1-5

6-10

10-20

20-40

40'dan fazla
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5) Takip ettiginiz marka sayfalarindan, uygulamalarindan ya da hesaplarindan hangi yontemlerle haberdar

oldunuz? (Birden fazla secenegi isaretleyebilirsiniz.)

Arkadag tavsiyesi / bir arkadagimin ayni1 sayfay: takip etmesi

TV/Radyo/Gazete/Dergi reklami

Internet reklami

Internette firmayla iliskili bir konuda arama yaparken karsilastim

Internette konuyla alakasiz bir arama yaparken karsilastim

Firmanin web sayfasinda rastladim

Diger (Liitfen belirtiniz) :

6) Bir markanin bir sosyal agdaki sayfasini, uygulamasini ya da hesabini takip etmenizde asagidakilerden

hangisi ne derecede etkili olur?

1 Hig etkili
olmaz

2 Etkili
olmaz

3 Ne etkili
olur ne de
etkisiz

4 Etkili olur

5 Cok etkili
olur

Markanin {iriin ya da hizmetini satin alma sikliginiz

Markaya olan tutkunuz

Markanin hayatinizda bir aligkanlik haline gelmis
olmasi

Markaya olan guveniniz

Markanin seffaflig / diiriist yaklagimi

Markanin sektori
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7) Bir markanin sosyal medya sayfasini, uygulamasini ya da hesabini takip etmenizde asagidakilerden hangisi

ne derece etkili olur?

1 Hig etkili
olmaz

2 Etkili
olmaz

3 Ne etkili
olur ne de
etkisiz

4 Etkili olur

5 Cok etkili
olur

Indirim kazanma

Uriin ya da hizmet satin alma

Uriin ya da hizmetle ilgili yorumlara ulagma

Markanin kendisi veya sagladigi iiriin ya da
hizmetlerle ilgili genel bilgi edinme

Markanin kendisi veya sagladigi iiriin ya da
hizmetlerle ilgili bana ¢zel bilgi edinme

Markanin diizenledigi bir etkinlige katilma

Markanin kendisi veya sagladigi iiriin ya da
hizmetlerle ilgili goriis belirtme

Markayla iletisim halinde kalmak isteme

Markanin bir iiriin ya da hizmetiyle ilgili
probleminizi giderme / sikayette bulunma

Markayla ilgili toplulugun bir pargasi olma

Marka ve / veya takipgileri tarafindan saygi gorme

Markayla ilgilenen diger insanlari tanima sansi elde
etme

Fiyat karsilastirma

Hediye kazanma
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8) Takip ettiginiz bir marka sayfasindan veya uygulamasindan aboneliginizi iptal ettiniz mi ya da markanin
hesabini (twitter, foursquare vb) takip etmeyi biraktiniz m1 ?

Evet

Hayir

9) Aboneliginizi iptal etmenizde asagidakilerden hangileri etkili oldu? (Birden fazla se¢enegi
isaretleyebilirsiniz.)

Indirim/hediye kazanma déneminin sonlanmasi

Markayi takip etmenin bana bir artis1 olmadigini diigiinmem

Marka sayfasinin ¢ok fazla gdnderimde (post, e-posta vb) bulunmasi

Yeterince giincel icerik girilmemesi

Kisisel bilgilerimin giivenliginden endise duymam

Markanin kullandigim iiriin ya da hizmetiyle ilgili memnuniyetsizligim

Uygulamay takip eden kitleyi kendime yakin bulmamam

Diger (Liitfen belirtiniz) :

10) Herhangi bir sosyal agdan/internet sitesinden bir markayla ilgili sikayette bulundunuz mu?

Evet

Hayir
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11) Hangi kanallar1 kullanarak sikayette bulundunuz? (Birden fazla secenegi isaretleyebilirsiniz.)

Sikayet amacli siteler (sikayetvar.com vb)

Markanin Facebook sayfasi

Twitter

Markanin diger sosyal aglardaki sayfasi/hesabi

Markanin internet sitesi

Canl1 Yardim (live chat)

Diger (Liitfen belirtiniz) :

12) Arkadasglariiza sosyal medyadaki herhangi bir marka sayfasini, uygulamasini ya da hesabini énerdiniz
mi?

Evet

Hayir
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13) Asagidaki ifadeler icin size en ¢ok uydugunu diisiindiigiiniiz secenegi isaretleyiniz.

1 Kesinlikle
Katilmiyorum|

2 Katilmiyorum

3 Kararsizim

4 Katiliyorum

5 Kesinlikle
Katiliyorum

Uriin ya da hizmetlerini satin aldigim
markalarla internet iizerinden kisisel bilgilerimi
paylasirim

Bir markanin sosyal medya uygulamasinin
kullanim kolaylig1 o uygulamay: kullanmamda
etkili olur

Bir markanin sosyal medya uygulamasinin
eglenceli olmasi o uygulamay1 kullanmamda
etkili olur

Internet iizerinden hicbir marka ya da firmayla
kigisel bilgilerimi (telefon, e-mail vb)
paylasmam

Giivenilir bir arkadagimin tavsiye etmis olmasi
bir markay1 sosyal medya tizerinden takip
etmemde etkili olur

Yeni bir uygulamay1 test etmek / gézlemlemek
istemem bir markanin sosyal medya
uygulamasini kullanmamda etkili olur

Giivenli bulmadigim bir platformda (kisisel
bilgilerinizin paylasildigini ya da
calmabilecegini diislinmeniz vb) bir markanin
sosyal medya uygulamasini1 takip etmem

14) Cinsiyetiniz:

Kadin

Erkek
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15) Yasimz:

17 ve alt1

18-24

25-34

3544

45 54

55 -64

65 ve lzeri

16) Egitim durumunuz:

[Ikogretim

Lise

Lisans

Yiksek Lisans

Doktora
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17) Mesleginiz:

Avukat/Hakim/Savci

Gazeteci/Yazar

Serbest Ticaret

Bankaci

Ogretmen/Akademisyen

Psikolog

Doktor/Eczaci/Hemsire

Yazilim Uzmani/Sistem Analisti/Sistem Destek Uzmani

Danigsman

Mihendis

Oyuncu/Mzisyen/Ressam

Ogrenci

Yonetici

Diger (Litfen belirtiniz):

18) Elektronik posta adresiniz (Kitap kazanma sansi elde etmek istiyorsaniz liitfen belirtiniz)
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SAMPLE QUESTIONNAIRE (ENGLISH)
Factors Affecting Turkish Consumers' Social CRM Applications Usage

Dear Respondent,

This survey aims to generate data for the thesis called “Factors Affecting Turkish
Consumers' Social CRM Applications Usage” which is prepared in Bogazi¢i University

Management Information Systems department.

Your name will not be revealed under any condition and your answers will only be used

in this survey.

Alain de Botton’s book named “The Pleasures and Sorrows of Work” will be gifted to
10 respondents. They will be contacted via e-mail addresses. E-mail sharing is optional.

Your e-mail address will not be shared with third parties.

5 minutes will be enough to fill the survey.

Thanks for your participation.

Thesis Advisor: Prof. Dr. Aslihan Nasir (aslihan.nasir@boun.edu.tr)
Prepared by: Mehmet Nuri Can (mehmetn.can@gmail.com)

Please read carefully before answering the questions.
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1) How many hours are you online in a day?

Never

1-2 hours

3 -5hours

6 - 9 hours

More than 10 hours
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2) Please specify your usage frequency of the social networking sites listed below.

11 never
use

2 | rarely
use

31
averagely
use

41
frequently
use

5 | always
use

Facebook

Twitter

Google+

Weibo

RenRen

LinkedIn

Badoo

Instagram

Yelp

Tumblr

Flickr

Orkut

MySpace

Foursquare

Pinterest

Soundcloud

Xing

Friendster

Path

GetGlue

Last.fm
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Other Social Network(s) ‘ ‘ ‘

3) Do you follow page, application or account of a brand in any social networking site?
(Brands’ Facebook page, application or Twitter, Foursquare account etc.)

Yes

No

4) How many brands’ pages, applications or accounts are you following in social networking sites?

1-5

6-10

10-20

20-40

More than 40
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5) How did you know about those pages, applications or accounts? (Select all that apply.)

Recommendation of a friend / One of my friends was following it

TV/Radio/Newspaper/Magazine ads

Internet ads

I was making a web search about the brand

I was making a general web search

Company website

Other (Please specify) :

6) Please specify the effect of each item on your decision to follow social media page, application or account

of a brand.

1 It never
affects

2 It does not
affect

3 Neither
affects nor
does not
affect

4 1t affects

5 It strongly
affects

Purchasing frequency

Passion for the brand

Loyalty to the brand

Trust to the brand

Transparency of the brand

Sector of the brand
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7) Please specify the effect of each item on your decision to follow social media page, application or account

of a brand.

1 It never
affects

2 It does not
affect

3 Neither
affects nor
does not
affect

4 1t affects

5 It strongly
affects

Discount opportunity

Purchasing

Reviews and product rankings

Getting general information about the brand’s
products and services

Getting personalized information about the brand’s
products and services

Participation to an event of the brand

Making comment about the brand

Feeling connected with the brand

Customer service / making complaint

Being part of the brand’s community

Fulfilling emotional needs such as self-esteem

Meeting with new people who are interested in the
brand

Price comparison

Gift opportunity
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8) Have you ever unfollow a brand’s page, application or account on any social networking site?

Yes

No

9) What was the reason of that action? (Select all that apply.)

End of the discount or gift period

| could see no added value to follow the brand

Too many post (social media post, e-mail etc.) by the brand

Lack of up-to-date content

Privacy and security concerns

Dissatisfaction from the product or service of the brand

The people who follow the brand were not familiar to me

Other (Please specify) :

10) Have you ever complained a brand through a social networking site?

Yes

No
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11) Which channels did you use to complain? (Select all that apply.)

Complaint sites (sikayetvar.com etc.)

Facebook page of the brand

Twitter

Other social network page/account of the brand

Company web site

Live chat

Other (Please specify) :

12) Have you ever recommend social media page, application or account of a brand to your friends?

Yes

No
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13) Please answer the following questions by using the given scale.

1 Strongly

Disagree 2 Disagree

3 Moderate

4 Agree

5 Strongly
Agree

I share my personal info through web with brands
which | purchase their products or services.

Ease of use of a brand’s social media application
affects my usage decision.

Enjoyment of a brand’s social media application
affects my usage decision.

I do not share my personal info through internet with
any brand.

Recommendation of a trusted friend affects my
following decision of a brand on social media.

I can use social media application of a brand in order
to test it.

I do not share my personal info with a brand if | think
the platform is not safe.

14) Your gender:

Female

Male
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15) Your age:

17-

18-24

25-34

3544

45 54

55 -64

65+

16) Your education level:

Primary school

High school

Undergraduate

Graduate

Doctorate
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17) Your profession:

Lawyer / Adjudicator / Prosecuting Attorney

Journalist / Writer

Trade

Bank Employee

Teacher / Academician

Psychology

Doctor/Pharmacist/Nurse

Developer / System Analyst / System Support Specialist

Consultant

Engineer

Actor / Musician / Artist

Student

Executive Manager

Other (Please specify):

18) Your e-mail (If you want to have an opportunity for book gift)
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