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ABSTRACT

This study aims to measure the extent of two advertising benefits and their correlation in creating

effective advertising campaigns on Facebook.

There is a need to understand if there is a relationship between Facebook advertising
effectiveness and benefits gained from such advertising.

This study tested the correlation between two advertising benefits and the effectiveness of
Facebook advertising. The benefits tested were “customer relationship management” and
“promoting new products”. The correlations of these benefits with the effectiveness of Facebook

advertising were measured.

The results supported that Facebook is seen as an effective medium for advertising and there is a
strong association with the described benefits of “customer relationship management” and

“promoting new products”.

Key words: Customer Relationship Management, Effective advertising on Facebook, Near
East University, Promoting New Products
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Bu c¢alismanin amaci; Facebook iizerinde etkili bir reklam olusturmada, iki farkli reklam
kampanyas1 ¢esidinin etki alanlar1 ve bu reklam g¢esitlerinin arasindaki baglantiyr ortaya

cikarmaktir.

Calismada; Facebook’a verilen reklamlarin etkisi ve facebook reklamlarinin getirileri arasinda bir

baglant1 olup olmadig1 anlagilmaya ¢aligilmistir.

Bu c¢alismada; iki farkli reklam ¢esidi getirisi ile bunlarin arasindaki etkilesimi ve Facebook
reklamciliginin insanlar iizerindeki etkisinin korelasyonu test etmistir. Olgiilen faydalar; "miisteri
iligkileri yonetimi" ve "yeni {irlinlerin tanitilmasi" dir. Ortaya ¢ikarilan faydalarin Facebook

reklamciliginin insanlar tizerindeki etkisi ve iligkileri 6l¢tilmiistiir.

Sonuglar desteklemektedir ki; Facebook’un reklamcilikta insanlar tizerinde etkili bir baglant1 ve
etkilesim olarak gorildiiginii ve kullanildigini, "miisteri iligkileri yonetimi" nin ve "yeni
tirlinlerin tanitilmas1" nin belirtilen getirileriyle (bulgulara dayanarak) facebook iizerinde giiclii

bir etkilesim olusturdugudur.

Anahtar Kelimeler: Miisteri iliskileri Yonetimi, Facebook'ta Etkili Reklamcilik, Yakin

Dogu Universitesi, Yeni Uriinler Tesvik Edilmesi
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CHAPTER |

ORIENTATION

1.1 Introduction

This chapter sets out the aims and the scope of this study. It provides an introduction
to Facebook and advertising followed by the problem situation, the significance and

the limitations of the study. Chapter summaries are also provided.

1.2 Facebook and Social Media Advertising

Many agree that the Social Media has changed the way we give and receive
information. Social media is defined as a connection between brands and consumers
offering a personal channel and currency for user-centred networking and social
interaction (Chi, 2011). Mangold and Faulds (2009) describe the way business
organisations connect with their customers and argue that businesses need to learn
using the media in parallel with their business plans. Social Media and thus the Social
Networking Sides present an opportunity for businesses to reach larger markets as with

their communications as with adverting.

Facebook is a Social Network Site that has been the most important social
phenomenon of the last ten years. Over a billion people are known to use it around
the globe every day. Businesses are interested in exchanging information, trading
products or services, connecting to current and potential customers, ensuring a better
understanding of targeted customers and business benefits offered by Facebook. It
should be noted, however, that Facebook is not a substitutes for the traditional

marketing media but it a complement to the existing systems.



1.3 Problem situation

University students using Facebook are frequently bombarded with advertisements,
related or not to their lifestyles, wants and values. Most adverts are mass targeted with

little consideration to the demographic backgrounds of customers.

Advertising campaigns aim to create awareness, inform, promote brand differences
and in parallel to business objectives. The essence of making advertisements is to
attract consumers to patronize the company’s product or service, which in turn garner
profits from sales to the company. Advertising without understanding the targeted
consumers and the nature of advertising media carries risks. Correlations between
benefits gained with what considered as effective advertising are one of the issues that
need to be understood.

1.4 Problem statement

There is a need to understand if there is a relationship between Facebook advertising
effectiveness and benefits gained from such advertising. This study will test the
correlation between two advertising benefits and the effectiveness of Facebook
advertising. The benefits that will be tested are “customer relationship management”
and “introducing new products”. The correlations of these benefits with the

effectiveness of Facebook advertising will be measured.

1.5 Research aims and objectives

This study aims to measure the extent of two advertising benefits and their correlation
in creating effective advertising campaigns on Facebook.

University students comprised the sample of the study as they regularly use Facebook

and come into contact with Facebook advertising.



The research questions formulated in parallel to the aims were:

The study aimed to find out the extent to which Facebook advertising is effective in

the following benefits:

a. Is there a customer relation management benefit gained with Facebook
advertising?

b. Is there an effective promotion of new products benefit gained with Facebook
advertising?

c. Do University students think that Facebook advertising is effective?

d. Is there a positive relationship between customer relationship management and
Facebook advertising?

e. Is there a positive relationship between promoting new products and Facebook

advertising?

1.6 Significance of the study

Businesses need to understand Facebook and its benefits in achieving effective advertising.
The research in this field has been escalating in the last five years. However, further
investigation is still needed to understand how effective social media and specially Facebook

is for advertising.

1.7 The limitations of the study

There are two limitations of this study envisaged. One is that that there are other
benefits of Facebook advertising that need to be explored. For the reasons of
parsimony, this study concentrated on two benefits. Two is that, the study results are
based on a convenience sampling of university students. Clearly, a better

representative sample is needed to be able to generalise the results.



1.8  Chapterso summaries

1.8.1 Chapter Il

This chapter reviews the literature on how effective the social media advertising is
with Facebook as an advertising tool and benefits of Facebook advertising. It also

reviews consumer attitudes and motives toward social media.

1.8.2 Chapter Il

This chapter explains the conceptual model of this research study. It offers

definitions to the concepts used in the model followed by hypotheses formulation.

1.8.3 Chapter IV

This chapter covers the research design and the methodological steps of this research
study. It describes the design and the methodological steps used in data collection and
analysis. It details the questionnaire designed as the measuring instrument and
explains how the sample size was decided. Finally, reveals the method used on testing

the consistency of the measuring instrument.

1.8.4 Chapter V

This chapter describes the findings of the empirical investigations carried outon a
sample of students from the the Faculty of Economics and Administrative Sciences of
Near East University, Northern Cyprus. The aim was to mesure their attitudes on the

benefits and the effectivencess of Facebook.
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