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Chapter 5

OPINION LEADERS OF DIGITAL ERA AND THEIR 
EFFECTS ON CONSUMER BEHAVIOR

Sibel AYDOĞAN1

INTRODUCTION

Consumer behavior refers to the buying behavior of the last consumer, every 
individual and user of household products and services (Kotler, 2005:178). In oth-
er words, people buy products or services without business purposes, for personal 
use or the use of households (Pride and Ferrell, 2000:195).

Many factors are affecting the purchasing behavior of consumers. These con-
sist of social factors such as culture, subculture, social class, reference groups, 
family, personal factors such as motivation, personality, perception, learning, and 
technological, economic, and political factors (Oktay, 2006:198). According to 
the theories of consumer behavior, the purchasing decisions of consumers are 
influenced by the reference groups in which they want to exist or to be present 
(Odabaşı and Barış, 2002). Consumers want to take advantage of the experience 
of other people, who have previously used the same or similar products, before 
buying a new product. These consumers are usually a part of a reference group. 
Within each reference group, there are opinion leaders who consumers trust, and 
these opinion leaders make the purchasing behavior of consumers easier.

Today, many brands are trying to identify suitable opinion leaders for the pro-
motion of their products, and they are marketing them directly. Marketers who 
create and find information about products and brands through opinion leaders 
deliver them to the consumers by using word of mouth communication (Kotler 
and Armstrong, 2005:142). Word-of-mouth communication is a very close and 
related concept with the concept of personal effect. The personal effect, which 
is also found in studies of ancient origin, is connected with the Word-of-mouth 
communication. In modern marketing researches, this issue has been mentioned 
after the 1940s (Buttle, 1998:241).

The personal impression is defined as the effect or change that occurs in the 
attitudes or behavior of the person as a result of communication with others 
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fluencer marketing is in the 3rd place with 11 %. Virtual and augmented reality 
are at 4th place with 10%, while paid content or enrichments are the last with 8% 
(Source: Statista, Social media trends expected to have the biggest effect on mar-
keting strategies in the US, September 2017-kpmg.com.tr).

Internet access and use of social media in terms of Turkey are also in line with 
the world. Turkey is also among the countries with high rates of users regarding 
social media. The rate of Internet usage in Turkey, corresponds to 67% of the pop-
ulation, seems to be approximately 54.33 million Internet users. Social media us-
ers account for 63% of the population and 51 million people. 84% of users say they 
use digital channels every day. Looking at the most frequently visited social media 
channels in Turkey, it is clearly seen that the winners are Youtube, Facebook, and 
Instagram (We Are Social-Hootsuite, 2018).

Users who enter social media from various vehicles spend an average of 2 
hours, 56 minutes per day. When we look at the activities and rates of mobile 
users on social media, social media applications are used 24%, while videos are 
at 28%, and games are used at the rate of 22%. In the study, there are rates of use 
of social networks. According to this, Facebook is preferred by 26%, Twitter by 
17%, Google+ by 14%, Instagram by 12%, Linkedin by 8%, and Pinterest by 7 %. 
Instagram has about 3.5 billion likes per day, with an average of 80 million shared 
photos per day (www.instagram.com, 2015).

REFERENCES
Algür, S. (2016). Almanca Dilini Kullanan Seyahat 2.0 Kullanıcılarına Göre Otel Performans Anali-

zi: Alanya Alan Çalışması. Akdeniz Üniversitesi Sosyal Bilimler Enstitüsü, Turizm İşletmeciliği 
ve Otelcilik Ana Bilim Dalı, Antalya.

Altan, S. (2018). Instagram Influencer Marketing 2017’de %198 Büyüdü. (url: http://
www.pazarlamasyon.com/sosyal-medya-pazarlama/ instagram-influencer-market-
ing-2017de-%198-buyudu/). (Access date: 02.06.2019).

Amelina, D. and Zhu, Y.Q. (2016). “Investigating Effectiveness of Source Credibility Elements on 
Social Commerce Endorsement: The Case of Instagram In Indonesia”. Pacific Asia Conference 
on Information Systems, Chiayi. p.234.

Arslan, F.M. (2018). “Influencer Pazarlama ve Markalama” - Masamızda Marka Sohbetleri 2. içinde 
bölüm. Editör: F. Müge Arslan - Beta Basım Yayım Dağıtım A.Ş, p. 137.

Aslan, A. and Ünlü, D.G. (2016). Instagram Fenomenleri ve Reklam İlişkisi: Instagram Fenomen-
lerinin Gözünden Bir Değerlendirme. Maltepe Üniversitesi İletişim Fakültesi Dergisi, 3(2), p. 
41-65.

Avcılar, M.Y., Demirgüneş, B.K. and Açar, M.F. (2017). Instagram Reklamlarında Ürün Destekçisi 
Olarak Sosyal Medya Fenomeni Kullanımının Reklama Yönelik Tutum ve E-Wom Niyetine 
Etkilerinin İncelenmesi. Pazarlama ve Pazarlama Araştırmaları Dergisi, 21, p.1-27.

Aydın, S., (2009) “Kişisel ve Ürün Temelli Yenilikçilik: Cep Telefonu Kullanıcıları Üzerine Ampirik 
Bir Uygulama”. Doğuş Üniversitesi Dergisi, Vol.10(2), p:188-203.

Aydoğan, S., (2018). “Kişisel Marka” - Masamızda Marka Sohbetleri 2. içinde bölüm. Editör: F. Müge 
Arslan - Beta Basım Yayım Dağıtım A.Ş, p.293.



Current Marketing and Production Studies

- 88 -

Balık, B. (2017). Celebrity ve Fenomen/İnfluencer Kullanımı Arasındaki Fark Nedir? url: https://
www.campaigntr.com/celebrity-ve-fenomeninfluencerkullanimi-arasindaki-fark nedir/.(Ac-
cess date: 6 May, 2019),

Borsa Haber. (2017). Influencer Marketing Pazarının Büyüklüğü 1 Milyar Dolara Yaklaştı. (URL: 
http://eborsahaber.com/81453/2017/ gundem/influencer-marketing-pazarinin-buyuklu-
gu-1-milyar-dola ra-yaklasti/) (Access date: 25.05.2019).

Braatz, L.A. (2017). #Influencer Marketing on Instagram Consumer Responses Towards Promo-
tional Posts: The Effects of Message Sidedness and Product Depiction, (Master Thesis),Univer-
sity of Twente, Marketing Communications, Enschede.

Brown, D., Fiorella, S. (2013). Influence Marketing”Einarsdottır, V.A. (2017) , “Influencer Marketing 
With A Special Focus On The Social Media Platform, Instagram, Basılmamış Yüksek Lisans 
Tezi, p.3.

Buttle, A.F. (1998 ). Word of Mouth: Understanding and Managing Referral Marketing. Journal of 
Strategic Marketing, 6(1), p.241-254.

Carter, D. (2016). Hustle and Brand: The Sociotechnical Shaping of Influence. Social Media+ Society, 
2(3), p.1-12.

Chan, K.K. and Misra, S. (1990). Characteristics of the Opinion Leader: A New Dimension. Journal 
of Advertising, 19 (3), p.53-60.

Chelminski, P. and Coulter, A. R. (2007). On Market Mavens and Consumer Self-Confidence: A 
Cross-Cultural Study. Psycholy and Marketing, Vol (24), No (1), p.69-91.

Childers, T.L. (1986). Assessment of the Psychometric Properties of an Opinion Leadership Scale. 
Journal of Marketing Research, 23 (2), p.184-188.

DeBeer, C. (2017). “Follow” My Constructed Instagram Lifestyle! The Impression Management 
Practices of Lifestyle Influencers on Instagram, (Master Thesis), Erasmus School of History, 
Culture and Communication Erasmus University Rotterdam, Media and Business, Rotterdam.

Dean, D. H. and Biswas, A. (2001). Third-Party Organization Endorsement of Products: An Ad-
vertising Cue Affecting Consumer Prepurchase Evaluation of Goods and Services. Journal of 
Advertising, 30(4), p.41-57.

DeSarbo, W. S. and Harshman, R. A. (1985). Celebrity-Brand Congruence Analysis. Journal of Cur-
rent Issues and Research in Advertising, 8(1), p.17-52.

Devecioğlu, S. and Polatcan, İ. (2017). Spor Sektöründe Hatırlı Pazarlama Yöntemi, 2. Uluslararası 
Sosyal Bilimler Sempozyumu, 18-20 May, Alanya.

Djafarova, E. and Rushworth, C. (2017). Exploring the Credibility of Online Celebrities’ Instagram 
Profiles in Influencing the Purchase Decisions of Young Female Users. Computers in Human 
Behavior, p.68, 1-7.

Dölarslan, E. Ş., (2015). “Tüketicilerin Ürün İlgilenim ve Bilgi Düzeylerinin Marka Saadakatlerine 
Etkisinin Fikir Liderliği Kapsamında Değerlendirilmesi”, Pazarlama ve Pazarlama Araştırma-
ları Dergisi, Vol:15, January, p.23-48.

Dyck, F. V. (2015). Yeni Nesil Reklamcılık, İstanbul: The Kitap. Einarsdottir, V.A. (2017). Influencer 
Marketing with a Special Focus on The Social Media Platform, Instagram. Basılmamış Yüksek 
Lisans Tezi, p.16.

Eisend, M. and Langner, T. (2010). Immediate and Delayed Advertising Effects of Celebrity Endors-
ers’ Attractiveness and Expertise. International Journal of Advertising, 29(4), p.527-546.

Erdoğan, Z. B., Baker M. J. and Tagg, S. (2001). Selecting Celebrity Endorsers: The Practitioner’s 
Perspective. Journal of Advertising Research, 41:(3), p.39-48.

Erdoğan, Z. B. (1999). Celebrity Endorsement: A Literature Review. Journal of Marketing Manage-
ment, 15(4), p.291-314.

Fard, S. S.; Tamam, E., Hassan, M. S. H., Waheed, M. and Fay, B., Çakim, İ., Carpenter, S., et al. 
(2017). “Influencer Handbook. Word of Maketing Assocation, p.2.

Fitzmaurice, J. (2011). Market Mavens’ Motivations To Acquire Information. The Marketing Man-
agement Journal, Vol (21), No (1), p.71-83.

Flynn, L. R., Goldsmith, R. E. and Eastman, J. K. (1994). The King and Summers Opinion Leader-



Current Marketing and Production Studies

- 89 -

ship Scale: Revision and Refinement. Journal of Business Research, Vol. 31, (1), p.55-64.
Fung, S. K. M. (2017). An IMB Model Testing Via Endorser Types and Advertising Appeals as Inter-

vention Influences on Young People’s Attitude Towards Cervical Cancer Prevention Advertise-
ment in Hong Kong. Young Consumers, 18(1), p.1-32.

Goldsmith, R. E., and De Witt, T. S. (2003). The Predictive Validity of an Opinion Leadership Scale. 
Journal of Marketing Theory and Practice, 11 (1): p.28-35.

Gretzel, U. (2018). Influencer Marketing in Travel and Tourism. In Sigala, M. and Gretzel, U. (Eds.), 
Advances in Social Media for Travel, Tourism and Hospitality: New Perspectives, Practice and 
Cases, New York: Routledge. p.147-156.

Grewal, R., Mehta, R., and Kardes, F. R. (2000). The Role of The Social-Identity Function of Attitudes 
in Consumer Innovativeness and Opinion Leadership. Journal of Economic Psychology, 21 (3), 
p.233-252.

Habertürk, (2017). http://www.haberturk.tv - Ankara-Kars Arası Doğu Ekspresi Seferlerine İlgi Gi-
derek Artıyor. (url: http://www.haberturk.com/ankara-kars-arasi-dogu-ekspresi-seferlerine-il-
gi-giderek-artiyor-1761960). (Access date: 18.06.2019).

Hoyer, W. D. and Maclnnis D. J.(2004). Consumer Behavior. New York: Houghton Mifflin Company. 
p.393.

Instagram.com. (2015). Instagram Sıkça Sorulan Sorular. (Çevrimiçi). https://www.instagram.com/
about/faq/ (Access date: 21.16.2019).

Influencer Nedir?. (2016). http://digitalage.com.tr/influencer-nedir/. (Access date: 15.09.2018).
Izea (2017). “What is Influencer Marketing?”, Blog, 27 January, (Access date: 15.09.2018).
Jaakonmaki, R., Müller, O., and Von Brocke, J. (2017). The Impact of Content, Context, and Creator 

on User Engagement in Social Media Marketing, 50th Hawaii International Conference on 
System Sciences, January 4th-7th, Hawaii.

Jin, S. and Phua, J. (2014). Following Celebrities’ Tweets About Brands: The Impact of Twitter-Based 
Electronic Word-of-mouth on Consumers’ Source Credibility Perception, Buying Intention, 
and Social Identification with Celebrities. American Academy of Advertising, 43(2), p.181-195.

Karaoğlu, H.(2010). Ağızdan Ağıza İletişimin Tüketici Satın Alma Kararları Üzerine Etkisi ve Boru-
san Telekom Çalışanları Üzerine Bir Araştırma. Yüksek Lisans Tezi, Kadir Has Üniversitesi. 
İstanbul, p.17.

Ketelaar, P. E.; Janssen, L., Vergeer; M., Reijmersdal, E. A. V.; Crutzen, R. and Jonathan, R. (2016). 
The Success of Viral Ads: Social and Attitudinal Predictors of Consumer Pass-on Behavior on 
Social Network Sites. Journal of Business Research, 69 (7), p.2603-2613.

Kim, H. and Jeong, J. (2016). Effect of Celebrity Endorsement in Marketing of Musicals: Poster Ver-
sus Social Networking Site. Social Behavior and Personality, 44(8), p.1243-1254.

Kim, D.H., Seely, N.K. and Jung, J.H. (2017). Do You Prefer, Pinterest or Instagram? The Role of 
Image-Sharing SNSs and Self-Monitoring in Enhancing ad Effectiveness. Computers in Human 
Behavior, 70, p.535-543.

King, C. W. and Summer J. O. (1970). Overlap of Opinion Leadership Across Consumer Product 
Categories. Journal of Marketing Research, (7), p.43-50.

Kinski, N. (2017). How Influencer Marketing Can Take Your Travel Business to New Heights (url: 
https://upfluence.com/influencer-marketing/influencer-marketing-travel-business). (Access 
date: 09.03.2018).

Knoll, J. and Proksch, R. (2015). Why We Watch Others’ Responses to Online Advertising – In-
vestigating Users’ Motivations for Viewing User-Generated Content in The Context of Online 
Advertising. Journal of Marketing Communications, 23(4), p.400-412.

Korotina, A. and Jargalsaikhan, T. (2016). Attitude towards Instagram Micro- Celebrities and 
Their Influence on Consumers’ Purchasing Decisions, Master Thesis, Business Administration, 
Jönköping University, Jönköping, p.20.

Kotler, P. and Armstrong, G.(2005). Principles of Marketing. New Jersey: Prentice Hall, p.142.
Kotler, P. (2005). Principles of Marketing, Prentice Hall, Tenth Edition, p.178.
Kutthakaphan, R. and Chokesamritpol, W. (2013). The Use of Celebrity Endorsement with The Help of 



Current Marketing and Production Studies

- 90 -

Electronic Communication Channel (Instagram): Case study of Magnum Ice Cream in Thailand. 
Master Thesis, School of Business, Society and Engineering, Vasteras.

Launch, M., (2016), The State Of Influencer Marketing.
Lim, X.J., Mohd-Radzol, A.R., Cheah, J.H. and Wong, M.W. (2017). The Impact of Social Media In-

fluencers on Purchase Intention and the Mediation Effect of Customer Attitude. Asian Journal 
of Business Reseach, 7(2), p.19-36.

Littlejohn, S. W. (1996). Theories of Human Communication. Belmont: Wadsworth Publishing Com-
pany.

Marangoz, M.; Coşkun, T. and Türkoğlu, T. (2015). “Pazar Kurtları ve Tüketici Satın Alma Karar-
larındaki Rolü”, Ekonomi ve Yönetim Araştırmaları Dergisi, Vol:4 / Issue:1. p.163.

Martens, M. (2010). The Effect of Market Mavens on Trial Probability: Does Marketing Communi-
cation Affect Market Mavens. Bachelor Thesis Marketing, Supervisor: Ms. N. Raassens, p.1-27.

Marwick, A. and Boyd, D. (2011), To See and Be Seen: Celebrity Practice on Twitter. Convergence: 
The International Journal of Research into New Media Technologies, 17(2), p.139-158.

McKinsey (2016). China Consumer Report.
Myers, J. H. and Robertson T. S. (1972). Dimensions of Opinion Leadership, Journal of Marketing 

Research, (9), p.41–46.
Odabaşı, Y., and and Barış, G., (2012). Tüketici Davranışı. İstanbul: MediaCat Kitapları, p.269.
Oktay, K., (2006). Kırgızistan’daki Tüketicilerin Giyim Tercihleri Üzerine Bir Araştırma. Manas 

Üniversitesi Sosyal Bilimler Dergisi, p.198.
Petty, R.D. and Andrews, J.C. (2008). Covert Marketing Unmasked: A Legal and Regulatory Guide 

for Practices that Mask Marketing Messages. Journal of Public Policy and Marketing, 27(1), p.7-
18.

Pride, W. M. and O.C. Ferrell. (2000). Marketing Concepts and Strategies, Houghton Mifflin Com-
pony, , U.S.A, p.195.

Robertson, T. and Myers, J.H. (1969). Personality Correlates of Opinion Leaders-hip and Innovative 
Buying Behavior. Journal of Marketing Research, 6 (2), p.164-168.

Rogers, E.M. and David G. C. (1962). Methods of Measuring Opinion Leadership. Public Opinion 
Quarterly, (26), p.435-441.

Ruvio Ayalla and Aviv Shoham. (2007). “Innovativeness, Exploratory Behavior, Market Mavenship, 
and Opinion Leadership An Empirical Examination”. Psychology and Marketing, Vol. 24(8), 
p.703-722.

Sabuncuoğlu, A. and Gülay, G. (2014). Sosyal Medyadaki Yeni Kanaat Önderlerinin Birer Reklam 
Aracı Olarak Kullanımı: Twitter Fenomenleri Üzerine Bir Araştırma. Gazi Üniversitesi İletişim 
Kuram ve Araştırma Dergisi, Vol.38, p.1-24.

Senft, Theresa M. (2008). Camgirls, Celebrity and Community in The Age of Social Networks. https://
books.google.com.tr/books

Schiffman, L. G., and Kanuk, L. L. (2004). Consumer Behavior (8th international ed.) Englewood 
Cliffs, NJ: Prentice Hall, p.503.

Shah, D.V. and Scheuhele, D.A. (2006). Explicating Opinion Leadership: Nonpolitical Dispositions, 
Information Consumption and Civic Participation. Political Communication, (23), p.1-21.

Silvera, D. H. and Austad, B. (2004). Factors Predicting the Effectiveness of Celebrity Endorsement 
Advertisements. European Journal of Marketing, 38(11/12), p.1509-1526.

Solomon, Joan. (1994). Towards a Notion of Home Culture: Science Education in the Home. British 
Educational Research Journal, Volume 20, Issue 5-First published: December 1994.

Statista. (2018). Leading countries based on number of Instagram users as of January 2018 (in mil-
lions). (url: https://www.statista.com/ statistics/578364/countries-with-most-instagram-us-
ers/). (Access date: 01.06.2019).

Statista, Social Media Trends Expected to Have the Biggest Effect on Marketing Strategies in the US, 
September 2017- kpmg.com.tr. (Access date: 01.06.2019).

Statistik, Global Online Shoppers Who Are Influenced by Reading Reviews Social Media. (Access 
date : 24.05.2019).



Current Marketing and Production Studies

- 91 -

Summers, J.U. (1970). The Identitiy of Women’s Clothing Fashion Opinion Leaders. Journal of Mar-
keting Research, 7 May. p:178-185.

Taylor, J. W. (1977). A Striking Characteristic of Innovators. Journal of Marketing Research, 14(1), 
p.104-107.

The World of YouTube (2015). “Part I: The “Coming of Age” of a YouTube Star.” https:// s3.amazonaws.
com/grapevine_media/grapevine_worldofyoutube_2015.pdf . (Access date: 01.06.2019)

The YouTube Creator Playbook for Brands. (2015). https://think.storage.googleapis.com/docs/ cre-
ator-playbook-for-brands_research-studies.pdf. (Access date: 01.06.2019).

Türkiye Influencer Marketing Raporu. (2018). https://creatorden.com/2017-turkiye-influenc-
er-marketing-raporu/. (Access date: 17.09.2018)

Tuten, T. L. and Solomon, M. R. (2013). Social Media Marketing. International ed. Pearson Educa-
tion. Upper Saddle River: New Jersey, p.14.

UNICEF, (2017). “New Film Featuring UNICEF Goodwill Ambassador David Beckham Highlights 
Urgent Need to End Violence Against Children”, 05.12.2016, https://www.unicef.org/media/
media_93819.html. (Access date: 12.06.2017).

Uzkurt, C. Demirci, E. A., Işık, N. et al. (2013). Yenilik Yönetimi. Eskişehir: T.C. Anadolu Üniversit-
esi Yayını No: (2602), Editörler: Cevahir Uzkurt and Ahmet Emre Demirci, p.28.

Veirman, De M.;Cauberge, V.,and Hudders, L. (2017), Marketing Through Instagram Influencers: 
The Impact of Number of Followers and Product Divergence on Brand Attitude, International 
Journal of Advertising, p.14.

Venkatraman, M. P. (1990). Opinion Leaders, Adopters, and Communicative Adopters: A Role 
Analysis, Psychology and Marketing, (6), p.51-68.

Voss, P. J. (1984), Status ShifU to Peer Influence. Advertising Age, (17), p.10.
Weimann, G. (1994). The influentials. Albany, NY: State University of New York Press.
Woods, R. B. (2016). Social Issues in Sport. (3th. edition): USA: Human Kinetics.
Yanar, K. and Yılmaz, K.G. (2017). Sosyal Medyanın Satın Alma Öncesi ve Sonrası Tüketici 

Davranışına Etkisi Üzerine Bir Araştırma. Yönetim, Ekonomi ve Pazarlama Araştırmaları Der-
gisi, 1(2), p.24-40.

Yeygel, Ç. and Sinem. (2015). “Kullanıcı Reklamcı Mı Oluyor?: Sosyal Medyada Etkileşimciliğin 
Gücü ve Kullanıcı Merkezli İçerik Üretimi.” Yeni Medya ve Reklam. Abdullah Özkan, Nilnur 
Tandaçgüneş, ve Betül Önay Doğan (der.) içinde. İstanbul-Derin. p.213-252.

Yıldırım, Y.,(2016). “Tüketicinin Satın Alma Karar Sürecinde Bilgi Kaynakları ve Güvenirlikleri: 
Referans Grubu Olarak Yakın Çevrenin Etkisinin İncelenmesi”. Akademik Yaklaşımlar Dergisi, 
Vol: 7, Issue:1, p.225.

Zaremohzzabieh, Z. (2016). Factors Affecting Malaysian University Students’ Purchase Intention in 
Social Networking Sites, Cogent Business and Management, 3(1), p.1-12.

Internet Sources
https://tubularinsights.com/blogging-vs-vlogging/, (Access date: 24.05.2019).
http://www.hurriyet.com.tr/unluler-hamburger-festivaline-katilabilmek-icin-aclik kampina-gir-

di-40592449 - (Access date: 20.04.2019).
https://www.hopperhq.com/blog/instagram-rich-list/niche/celebrity/-24.04.2019-2018 Instagram 

Rich List: (Access date: 24.04.2019).
https://www.iabturkiye.org/ (Access date: 20 April 2019).
https://wearesocial.com, (2015). Digital, Social and Mobile in 2015. (Online). http://wearesocial.

com/uk/special-reports/digital-social-mobile-worldwide-2015. (Access date: 21.06.2019).


