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Abstract – Social media becomes an effective technological
communication tool that is used to talk about any subject.
Political fluctuations, as a type of social crises, can be one of
the important determinants of consumption. This study is
conducted to investigate the changes in consumption
behavior with respect to usage level of social media for the
purpose of political crisis related communications. Under this
framework, descriptive information is produced with a
survey which is conducted on Vocational High School
Students in Kirikkale. In conclusion, it is revealed that using
social media for political crisis communications is related
with the level of being affected by the crisis, perceived
negative economic conditions and consumption changes.
Suggestion for marketers and researches are made at last.
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I. INTRODUCTION

Using social media for consumption related
communication and being affected from them is
inevitable. In addition to this, pointing out the results of
increasing usage of social media for social and political
communications which lead increasing level of awareness,
information and influence about crises, would be helpful
for managers. By this way, suitable marketing strategies
can be developed toward social media users in crisis
periods.

Social networking sites are online communication tools
that are used for self expressing, idea sharing and
screening, socializing, sharing picture, photo, video,
having good time and fun, constructing a collaborative
environment etc. 1,2,3,4. Although health and face
to face communications are being damaged because of
spending more time across the screen; social media is used
since it meet some needs and motives like following
innovations, feeling of loneliness, sharing and asserting
ideas5, communicating and making information
exchange6, relaxing and having a good time 7,8,
being liked and considered etc. 9,10.

II. SOCIAL MEDIA AND MARKETING

Social media is used for several consumption related
purposes. Social media is an important information
sharing and finding channel. Social media is used by
consumers to influence other consumers (opinion sharing
etc.), being influenced by others for consumption
(information and product review seeking etc.), and making
directly consumption related communications (making

purchasing, communicating with firm etc.) 11.
Information, opinions, reviews about products that are

produced by consumers, affect purchasing decisions.
12,13. For example studies shows that this effect is
meaningful in tourism 14,15,16, airline 17 and
textile sectors 18. In other words consumers change into
viral marketers. Because much more and rapid messages
are conveyed to more consumers with respect to
traditional face to face communication 19.

Firms start to be conscious of social media and use it in
marketing activities. They use it for constructing brand
image 20, having a supporter and follower list by
opening social web sites 21, creating ads that spread
among people in digital world (video, photo etc.) 22,
ensuring public relation activities depended upon two way
dialog (news, social networking, music, video, photo, one
to one communications etc.) 23, 24, 25, supporting
promotion activities and direct marketing and selling 26.

For example, Gucci and Vakko supports luxury image
with messages that focusing on upper level, special life
and luxury. At this point, social media campaigns should
be supported by sharing frequency to keep current and
increase follower quantity 27. For other example, using
percentage of social media for customer service and
marketing communications in airline industry increases as
time goes by. But there are some problems to make these
kind of activities like; scarcity of financial and non
financial resources, organization structure, inappropriate-
ness of technological infrastructure, difficulty in finding
competency and low level management desire etc. 28

Furthermore, companies struggle to affect the spreading
of messages about good news that affect positively the
product awareness and customer loyalty. Because
consumers can easily, rapidly and effectively represents
their reactions about marketing offerings. At this point, to
see the crises before they become uncontrollable and
decreasing negative effects, firms can take precautions like
following online messaging, preparing social media plan,
authorizing personnel for social media, communicating
with dissatisfied consumers directly, deleting the unrelated
and abusive messages, using web site as a stage to start
contact with consumers, identifying customer
representatives for chasing negative comments in other
social networking sites etc. 29

In short, companies should determine using purposes of
social media (marketing, customer service, crisis
communication, defense etc.) and point out basic
performance indicators about social media. By making
necessary explanations and promotions any crisis, being
benefited from social media is possible 30.
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III. SOCIAL MEDIA COMMUNICATIONS IN

POLITICAL CRISIS PERIODS

As like any other subject, social media can be used in
decision making, persuasion, and communication in a
subject like a political crisis 31, 32. Although social
media communications is not sufficient for attending street
protests or representing active reactions and making
collaboration with labor and middle class is required 33,
it is possible to be affected negatively about general
economic condition and future of society because of
pessimistic messages and communications in social media.

Under a crisis condition, people consume less, are more
careful at purchasing, search more information; prefer
cheaper and discounted products and stores etc. 34, 35,
36. Moreover as people decrease their consumption
expenditures, their wants for being ready for unexpected
life events increase in crisis periods. As a result of
increasing saving and decreasing demand, bad economic
conditions deepening because of decreasing in financing
sources and transactions 37.

But the role of crisis related communications in social
media on perceived political crisis and perceived negative
economic conditions has to be investigated, since these
perceptions generally related with the consumption
changes as seen in the previous studies to better
understand consumer behavior.

IV. AN EMPIRICAL RESEARCH ABOUT THE

ROLE OF CRISIS COMMUNICATIONS IN SOCIAL

MEDIA ON CONSUMER PERCEPTIONS AND

BEHAVIORS

4.1. Goal and Importance of the Research
The goal of this research is to investigate the

relationships among crisis related communications in
social media and changes in consumer behavior. By this
way, the importance of this current communication area on
consumer behavior is tried to be point out and valuable
information is provided to firm to overcome related
drawbacks.

Social media is investigated in marketing science
generally in terms of consumption related communications
(inter consumer or among consumers and firms). But
people make communications in social media beyond
consumption related issues (political crisis, economic
crisis, natural disaster etc.) since they are important part of
life. The effect of these social fluctuations and
communications in these periods has been a research area
of marketing science.

Since communication channels and structures are
changing, the effects of crises related communications on
consumption may be change, too. In short, clearing the
effects of using social media for crises related
communication, on consumer behavior is the starting point
of this study. By this way, firms can design more
appropriate marketing offerings to changing consumer
behaviors.

4.2. Method, Model and Hypothesis of the Research
Initial data obtained by survey method to reveal

relationships among variables with the study. To obtain
related data, questions are constructed about; attitudes
toward crisis related communications in social media,
crisis related communications in social media, perceived
economic condition and expensiveness, perceived political
crisis and changes in consumption.  To create statements
about being affected by a specific phenomenon and
changes in consumption behavior; Yengin and Sagıroğlu
(2012)’s 38, Unal and Erciş (2006)’s 39 and Unal and
Ercis (2007)’s 40 study scrutinized. The study of Ozgul
and Ozguven (2011) 41 is benefited for constructing the
statements about negative economic conditions.

Moreover, in-depth interviews are conducted to
determine questions about attitudes toward
communications in social media, communication behavior
in social media, perceived political crisis and crisis related
communications in social media.

To reach research objectives following hypotheses are
constructed which indicates the possible relationships
among variables:

H1: Attitude toward political crisis communications in
social media is meaningfully related with representing
political crisis communications in social media.

H2: Representing political crisis communications in
social media is meaningfully related with perceived
political crisis.

H3: Representing political crisis communications in
social media is meaningfully related with perceived
economic condition and expensiveness.

H4: Perceived political crisis is meaningfully related
with perceived economic condition and expensiveness.

H5: Perceived economic condition and expensiveness is
meaningfully related with being affected by political crisis
as a consumer.

H6: Perceived political crisis is meaningfully related
with being affected by political crisis as a consumer.

The research model that shows the relationships among
specified research variables are seen in the figure I:

Fig.I. Research Model

Research population is specified as 1524 students who
takes education in Keskin Vocational High School of
Kirikkale University at the years of 2013-2014 because of
budget and resource constraints 42.

So research results can not be generalized to all
consumers. But it provides useful information and clues
about the students who widely use the social media. 507
surveys are conducted with randomly selected participants.
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4.3. General Demographic Findings
As the age allocation is investigated; the great majority

of attendants is under the age of 22. (% 80,9). In terms of
income, the % 70,8 of the students has 750 TL and less.
And it is seen that % 55,8 of the attendants is male.

After general demographic questions, it is pointed out
that % 70,6 of (358 person) attendants give the answer that
“I follow the sharing about political crisis”. General
findings are seen in the table I:

Table I: General Findings
F % C. % F % C. %

Age Income
17-19 159 31,4 31,4 < 300 TL 163 32,1 32,1
20-22 251 49,5 80,9 301-750 196 38,7 70,8
23-25 87 17,2 98,0 751-1000 65 12,8 83,6
26-27 4 ,8 98,8 1001-1500 50 9,9 93,5
> 28 6 1,2 100,0 > 1500 TL 33 6,5 100,0

Gender Following Political Crisis
Female 283 55,8 55,8 Yes 358 70,6 70,6
Male 224 44,2 100,0 No 149 29,4 100,0

4.4. Social Media Using Properties
When the answers which are about social media usage

properties are looked, it is seen that % 71 of attendants use
social media less than 2 hour with a daily basis. And most
of the students use social media since 5 years.
Furthermore, %44,4 of the attendants makes sharing in
social media several times in a week. Table II summarizes
the social media using properties:

Table II: Social Media Using Properties
Daily Social Media Using Time
30 minutes and less 129 25,4 25,4
30- 59 minutes 75 14,8 40,2
1-2 hours 156 30,8 71,0
3-4 hours 75 14,8 85,8
5 hour and more 72 14,2 100,0
Sharing Frequency
More than 10 times in a day 10 2,0 2,0
9-5 times in a day 38 7,5 9,5
1-4 times in a day 98 19,3 28,8
Several times in a week 225 44,4 73,2
Several times in a month 125 24,7 97,8
Several times in a year 11 2,2 100,0
How long have you been use social media?
1 year and less 33 6,5 6,5
2 years 46 9,1 15,6
3 years 56 11,0 26,6
4 years 95 18,7 45,4
5 years and more 277 54,6 100,0
Friend Quantity
0-99 73 14,4 14,4
100-199 99 19,5 33,9
200-299 110 21,7 55,6
300-399 88 17,4 73,0
400-499 100 19,7 92,7
500-599 26 5,1 97,8
600 and more 11 2,2 100,0

4.5. Reliability Analysis
After analyzing general allocations, research questions

are subjected to reliability analysis. As a result of the
analysis, the Cronbach’s Alpha coefficients show the high
reliability of the questions as seen in the table III:

Table III: Reliability Results
Α Q

Being affected by political crisis as a consumer 0,92 9
Attitudes toward political crisis related sharing 0,90 6
Perceived economic condition and expensiveness 0,87 4
Perceived political crisis 0,82 4
Representing political crisis communications 0,85 2
General α 0,943 25

4.6. Factor Analysis
Questions under the framework of the research are

subject to factor analysis. Kaiser-Meyer-Olkin coefficient
is depicted as 0,917 which show the suitability of data set
to factor analysis. Total explained variance is seen as %
69,7 that is interpreted as the questionnaire is valid.
Factors are named with respect to questioned they contain
as in the following table IV:

Table IV. Factor Analysis Results
1. Factor: Being affected by political crisis as a consumer
My shopping for relaxation reduced (entertainment, leisure, etc.)
My interest to new products reduced.
I delay some unnecessary expenses. (telephone, cloth etc.)
I look for social support. (more scholarship, debt, pocket money etc.)
I can not make saving, even I have to spent from my saving
My unplanned shopping reduced
I give up to purchase some expensive brands
I started to be more careful when shopping
I didn’t buy my favorite products, I had to change
% of Variance 21,8
Cumulative % of Variance 21,8
2. Factor: Attitudes toward Political Crisis Related Sharing
I give importance to pages about political crisis
Sharing about political crisis take my attention
Social media is a good environment to share opinions about political
crisis
I am aware of political crisis related sharing
I follow opinions of my social media friends about political crisis
I follow pages which are about political crisis
% of Variance 16,7
Cumulative % of Variance 38,5
3. Factor: Perceived Economic Condition and Expensiveness
Political crisis lead to economic shrinkage
My consumption opportunities reduced because of political crisis
I think product prices has increased due to political crisis
The political crisis has shaken my confidence to economic structure
% of Variance 12,3
Cumulative % of Variance 50,8
4. Factor: Perceived Political Crisis
Political crisis will continue in the coming years
Political crisis has pushed me to despair in general
I would prefer not to have political crisis
Political crisis has affected people
% of Variance 10,4
Cumulative % of Variance 61,3
5. Factor: Representing Political Crisis Related Communication
I make sharing about political crisis (reviews etc.)
I am fascinating by the sharing which are related with political crisis
% of Variance 8,4
Cumulative % of Variance                                                69,7

4.7. Difference Analysis
To test the differences of “being affected by political

crisis as a consumer” level in terms of gender, income,
social media using time, difference analyses are
(independent sample t-test and one way anova) are
conducted. According to this, changes in consumption
changes are not representing difference with respect to
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gender and income. On the other hand, being effected
level of consumption differs in terms of social media using
time especially for new users. Moreover, the influence of
crisis on consumption differs in terms of friends owned in
social media. The highest level is for users who have 400
and more friends.

At last it is seen that, users of social media for crisis
related communications have more tendency to being
affected from crisis. Difference tests results are mentioned
in the table V:

Table V: Difference Analyses Results
Being affected by political crisis as a consumer

N Mean

Gender Female 278 3,31

Male 223 3,39

Sig. 0,338

Income 300 TL and less 160 3,35

301-750 195 3,32

751-1000 63 3,48

1001-1500 50 3,13

1501 and above 33 3,52

Sig. 0,327

Social Media
Using Time

1 year and less 33 2,77

2 years 46 3,81

3 years 55 3,43

4 years 91 3,15

5 years and more 276 3,38

Sig. 0,000

Friend Number 0-99 72 3,25

100-199 96 3,37

200-299 108 3,23

300-399 88 3,22

400 and above 137 3,56

Sig. 0,05

Using Social
Media For Crisis

Yes 353 3,51

No 148 3,10

Sig. 0,000

4.8. Correlations among Variables
To test the research hypotheses, correlation analysis is

conducted to point out the relationship levels among
variables. As a result of the analysis, meaningful
relationships among variables are seen and all of the
research hypotheses are accepted. The correlation
coefficients are seen in table VI:

Table VI: Correlations Analysis Results
Representing Political Crisis Related

Communication
Attitudes toward Political
Crisis Related Sharing

Pearson Correlation 0,636**

Sig. (2-tailed) 0,000

Perceived Political Crisis

Representing Political
Crisis Related
Communication

Pearson Correlation 0,491**

Sig. (2-tailed) 0,000

Perceived Economic Condition and
Expensiveness

Representing Political
Crisis Related
Communication

Pearson Correlation 0,420**

Sig. (2-tailed) 0,000

Perceived Economic Condition and
Expensiveness

Perceived Political Crisis Pearson Correlation 0,572**

Sig. (2-tailed) 0,000

Being affected by political crisis as a
consumer

Perceived Economic
Condition and
Expensiveness

Pearson Correlation 0,661**

Sig. (2-tailed) 0,000

Being affected by political crisis as a
consumer

Perceived Political Crisis Pearson Correlation 0,482**

Sig. (2-tailed) 0,000

According to correlation analysis results, there is seen
meaningful positive relationship between “attitudes toward
political crisis related sharing” and “representing political
crisis related communication” (correlations coefficient is:
0,636, H1; accepted). This result was as expected since it
supports general relationships among attitudes and
behaviors. Second, it is understood that there is
meaningful positive relationship between “representing
political crisis related communication” and “perceived
political crisis” (correlation coefficient is: 0,491, H2;
accepted). Third, there is seen meaningful positive
relationship between “representing political crisis related
communication” and “perceived economic condition and
expensiveness” (Correlation coefficient: 0,420, H3;
accepted). Fourth, significant and powerful relationship is
pointed out between “perceived political crisis” and
“perceived economic condition and expensiveness”
(correlation coefficient: 0,572; H4; accepted). Fifth, the
meaningful positive relationship between “perceived
economic condition and expensiveness” and “being
affected by political crisis as a consumer” is pointed out.
(correlation coefficient: 661, H5; accepted). At last, it is
seen that “perceived political crisis” is also related with
“being affected by political crisis as a consumer.
(correlation coefficient: 0,482). But this relationship is
lower that perceived economic condition as expected since
consumption is mainly a function of economic conditions.
But when the relationship between perceived political
crisis and perceived economic condition is considered, it is
understood perceived political crisis is related with
consumption indirectly also.

V. CONCLUSION AND SUGGESTIONS

This study is made to research the changes in
consumption structures with respect to changes in crisis
related communications among consumer thanks to the
social media. As a result of analyzing the obtained initial
data, meaningful relationships between attitudes toward
crisis related communications in social media and
representing crisis related communications in social media
is found. Moreover it is understood that representing crisis
related communication is related with perceived political
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crisis and perceived economic condition. Furthermore,
perceived economic condition and perceived political
crisis is meaningfully related with being affected by crisis
related communication in social media. In short, using
social media for crisis related communication leads
customers negatively being affected by exposed negative
messages.  In other words crisis related messages in social
media spread speeder than traditional channels and affect
crisis perceptions, economic condition perceptions and
consumption behaviors. These end ups with decreasing
consumption, more planned, rational, modest and less
quantity, prestigious, priced and innovation oriented
consumption tendency of students.

This study contributed the related literature by revealing
the relationships among social media and consumer
behavior under a political crisis period. At this point, firms
can develop marketing offerings; by touching on more
rational messages like price, quantity, durability,
affordability etc. for their more crises sensitive target
markets in social media.
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