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E-ticarat brendlorinda sosial media kontent marketinginin
miistori sodaqatinog tasiri

Forid iskandorov

Xiilasa. Bu tadqgiqat sosial media marketinginin miistori sadaqatina tasivini arasdwrir. 9dabiyyat
icmalina daxil edilmis bir nega tadqiqat sosial media platformalarinin marka malumathiligi, brend
imici va qavranilan dayar vasitasilo miistori sadaqatina ahamiyyatli daracada tasir etdiyini gostorir.
Bu tadqgiqatlara gora, sosial media marketingi yalniz mahsul tanitimi vasitasi deyil, hom da brendlor
va istehlakg¢ilar arasinda emosional alagalorin qurulmasina imkan veran strateji tinsiyyat vasitasidir.
Instagram, Facebook va YouTube kimi platformalar miistari calbini artirmaqla brend etibarini va
tokrar alis niyyatini giiclondirir. Xiisusilo Instagram marketingi vizual mazmunun intensivliyi, calb
saviyyasi va tasir giictina gora miistori sadaqatina an giiclii tasir gostarir. Wang va digarlarinin (2024)
Cindaki idman brendlari iizorinda apardigi arasdirma gostordi ki, sosial media marketingi brend
imici, malumatliliq va qavranilan dayar vasitasilo brend sadaqatina miisbat tasir gostarir. Eynila,
Verma, Dewangan va Agrawal (2025) sosial media marketinginin miistari calbini artirmagq ii¢iin
giiclii bir kanal oldugunu, sosial qarsiligh alaga va brend tocriibasi elementlorinin prosesa tohfo
verdiyini vurguladilar. Kamyabi va digarlori (2025) ragamsal marketing strategiyalarinin brendin
tasgvigini va miistori calbini artirmaqla davamli boyiimaya nail olmagq ii¢iin vacib bir vasita oldugunu

iddia etdilor.
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The Impact of Sosial Media Content Marketing on Customer
Loyaly in E-Commerce Brands

Farid Iskenderov

Abstract. This study investigates the impact of social media marketing on customer loyalty. A few
details included in the literature review have a significant impact on customer loyalty through brand
awareness, brand awareness and perceived value of social media platforms. It shows that it has an
effect. According to these measures, the social media market is not only a means of product
promotion, but also a means of strategic communication that allows the establishment of emotional
relationships between brands and consumers. Platforms such as Instagram, Facebook and YouTube
increase customer appeal, strengthening brand reputation and repurchase intentions. In particular,
the intensity of the visual content in the Instagram market has the strongest effect on customer loyalty,
depending on its appeal level and influence power.

286


https://aem.az/azerbaycanda-milli-suurun-formalasmasinda-elimerdan-bey-topcubasovun-rolu
mailto:iskenderovferid12@gmail.com
https://orcid.org/0009-0006-4516-9960
https://orcid.org/0009-0006-4516-9960

Forid Iskandoarov

The research conducted by Wang et al. (2024) on sports brands in China showed that brand
indicators in the social media market contribute to brand loyalty through information and perceived
value. It has a positive effect. Eynil, Verma, Dewangan and Agrawal (2025) emphasized that the
social media market is a powerful channel to increase customer appeal, and that the elements of
social reciprocal relevance and brand experience are detrimental to the process. Kamyabi and others
(2025) argued that figure marketing strategies are an essential means to achieve sustained growth
by increasing brand promotion and customer appeal.
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Giris

Sosial media sobokalori, bloglar, forumlar vo roy saytlar1 kimi onlayn platformalar fordlorin bir-biri
ilo qarsiligli alagads ola va fikir v tocriibalorini boliiso bilocayi genis yayilmis rogomsal miihitlordir.
Internet vo informasiya-kommunikasiya texnologiyalarindan (IKT) istifado hom kommersiya, hom
do geyri-kommersiya togkilatlar1 {li¢lin qarsiliqlt olage, {insiyyat vo marketing strategiyalarinda
ohomiyyoatli iraliloyislora imkan verir (Aliyeva & Durucasu, 2024). Bundan slavo, sirkotlorin mohsul
vo xidmotlorini togviq edorkon miistori sodaqotini artirmaq tigiin sosial media platformalarindan
istifado do xiisusi vurgulanir (Banerji & Singh, 2024). Miistori sadaqati istehlak¢ilarin miioyyon bir
brenda iistiinliik vermays vo hamin brendls davamli miinasibatlori qorumaga davam etmo davranisini
tosvir edir (Guo, Lin & Zhuang, 2024). Hor bir biznes {i¢lin ¢ox vacib olan sadaqat, brendlor vo
miistorilor arasindaki alagalori giiclondirdiyi ticlin golir artiminda miithiim rol oynayir (Kamyabi,
Ozgit & Ahmed, 2025). Brend sodaqoti miisbot miinasibot, etibar, miistori momnuniyyati vo
tokrarlanan alig davranislart gotirir. Sadiq miistorilor daha ¢ox xorclomoys meyllidirlor ki, bu da
sodagoti birbasa biznesin uguru vo goalirliliyi ils slagoalondirir (Park & Namkung, 2022). Miixtalif
tadqiqatlar miistori sodagotini miioyyaon bir platformadan davamli istifads vo homin platformaya giicli
sadiqlik inkisaf etdirmok voziyyoti kimi miioyyon edir (Wang, Mokhtar & Ahmad, 2024).

Metodlar

Aragdirma zamani e-ticarat brendlorinin sosial media kontent marketingi strategiyalariin
istehlakgilarin marka sodaqgotine tosirini miioyyon etmok mogsadilo komiyyot todqiqat metodu
se¢ilmisdir. Todqiqatin etibarliligini vo obyektivliyini tomin etmok magqsadilo tasviri vo korelyasiya
xarakterli yanasmaya istiinlik verilmisdir. Molumatlar1 doqiq oldo etmok {i¢iin  demokrafik
gostaricilar, yani respondentlorin yasi, cinsi vo sosial mediadan istifads tezliyi miioyyonlosdirilmis,
statistik molumatlar analitik metodlarla arasdirilmisdir.  Miistori  sadaqgeti  miqyasini
miioyyonlogdirmak {i¢iin marka ilo bagli emosional baglilig1 va galocokds tokrar alis etmak niyyatini
Olcon suallar miioyyonlosdirilmis, toplanmis molumatlar proqrami vasitosilo tohlil edilmisdir:
Korrelyasiya analizi vasitosilo kontent marketingi elementlori ilo miistori sodaqgati arasindaki alagonin
istigamatini vo gliclinlii miioyyon etmak {i¢iin totbiq edilmis, reqressiya Analizi: Miistoqil doyisonlorin
asil1 doyigons olan tosir doracosini (prediktor giiciinii) askar etmok maqsadilo yerins yetirilmisdir.
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Noticalar

Tadqigat noticesindo miioyyan olundu ki, sadaqotsiz miistorilor adoton yalniz maliyys faydalarina
diqqpot yetirirlor vo brendlo uzunmiiddotli miinasibatlor qurmaga meylli deyillor.

H1: Sosial media marketingi ilo miistori sodaqgoti arasinda olago var.

H2: Facebook marketinqi ilo miistori sodaqgoti arasinda alaqs var (Kocabas & Arslan, 2024).
H3: YouTube marketinqi ilo miistori sodaqgati arasinda alaqgo var.

H4: Instagram marketinqi ilo miistori sadaqati arasinda olaqs var.

Cadval 1
Korrelyasiya Tohlili
Hipotez Dayisonlor Korelasiya ©Ohomiyyat Notico
omsali (r) Diizeyi (p)
H1 Sosial media marketingi <> Miistori 0.721 0.000 Ohomiyyatli alaqgo
sodagoti var
H2 Facebook marketinqi «» Miistori 0.643 0.000 Ohomiyyoatli alaqgo
sadaqgoti var
H3 YouTube marketingi <> Miistori 0.578 0.001 Ohomiyyatli slago
sodagoti var
H4 Instagram marketinqi <> Miistori 0.785 0.000 Ohomiyyatli alaqgo
sodagoti var

Monba. Codval miiallif torafindon hazirlanmisdir.

Bu cadval sosial media marketingi ilo miistori loyalli1 arasindaki alagani vo alaqenin giiciinii ortaya
goymagi hodofloyir. Korrelyasiya tohlilinin noticolorine gors, iimumi sosial media marketingi ilo
miistori loyallig1 arasinda miisbot vo statistik cohotdon ohomiyyotli bir olago askar edilmisdir
(r=0.721, p<0.05).

Oxsar noticolor alt forziyyalords da alds edildi:

* Facebook marketingi (r=0.643) ilo miistori loyallig1 arasinda orta korrelyasiya askar edilmisdir,

* YouTube marketingi (r=0.578) ilo miistori loyallig1 arasinda orta korrelyasiya askar edilmisdir,

* Instagram marketingi (r=0.785) ilo miistori loyallig1 arasinda yiiksok miisbot korrelyasiya askar
edilmisdir. Bu noticolor gostorir ki, sosial media platformalart miistori loyalligmin artirilmasinda
mithiim rol oynayir vo on giiclii tosir Instagram marketinqindo miisahido edilmisdir.

Cadval 2
Regqressiya tahlili
Model R R? Diizolisli Standart F Ohomiyyat Diizeyi (p)
R? Sohv
1 0.812 0.659 0.648 0.312 42.57 0.000

Monba. Codval miiallif torafindon hazirlanmisdir.
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Bu codvoldo sosial media marketinginin miistori sadagotino tosirini qiymetlondiron reqressiya
modelinin iimumi xiilasesi toqdim olunur. Modelin determinasiya omsali (R?*) 0,659 olaraq
hesablanmigdir. Bu doyor miistori sadaqotindoki doyisikliyin toxminon 65,9%-nin sosial media
marketing doyisenlori ilo izah olundugunu gostorir. Bundan olave, F-test noticolori (F=42.57,
p=0.000) modelin iimumiyystlo ohomiyyatli oldugunu gdstorir. Bu, sosial media marketing
doyisonlorinin birlikdo nozordon kegirildikdo, onlarin miistori sodaqotino statistik cohotdon
ohomiyyotli tosir gostordiyini gostorir (Y1lmaz & Uysal, 2023).

Miizakira

Twitter vo Facebook kimi platformalar, bu giin demok olar ki, biitiin sektorlara xidmat gostoron
bizneslor li¢clin mohsul vo ya brend tanitimi iigiin alotloro ¢evrilib (Verma et al., 2025). Instagram,
Facebook vo YouTube kimi sosial media totbiglorinin genis yayilmasi sosial medianin marketing
foaliyyatlorindo rolunu giiclondirir vo miistori sadaqotinin artmasina ohomiyyotli tohfalor verir
(Wilson, Johnson & Brown, 2024; Park & Namkung, 2022).

Tadqiqat mogsadlori:

1. Facebook-da marketingin miistori sodagatina tosirini miioyyon etmok.
2. Instagram-da marketinqin miistori sodagatine tosirini arasdirmag.

3. YouTube-da marketinqin miistori sodaqotino tosirini miioyyon etmak.

Tadqiqat suallar1:

1. Facebook-da marketinqg miistori sadaqgatina neca téhfa verir?
2. Instagram marketinqi miistori sadagotini artirirmi?

3. YouTube marketingi miistori sodagoting tohfo verirmi?

Miistori sadaqati, roqib firmalarin colbedici tokliflorina baxmayaraq, istehlak¢ilarin miisyyan bir
markadan mohsul va ya xidmatlor almaga davamli olaraq hazir olmalar1 kimi miioyyan edilir. Sadiq
miistorilor zamanla miiossisolorlo giiclii miinasibatlor qururlar ki, bu da satiglarin artmasina vo
agizdan-agiza yayilmasina komok edir (Maracic et al., 2022). ©dobiyyatda sodaqot iki osas formada
nozorden kegirilir: davranis sadaqoti vo miinasibat sadaqati. Davranig sodagoti miistorinin eyni
markani tokrar-tokrar almasi naticasinds yaranir, miinasibot sadagoti iso brendo emosional bagliliq vo
zehni bagliligla formalasir. Bu halda, miistori brends etibar, sadagot vo ardicil doyarlor inkisaf etdirir
(Celik, 2023). Dik vo Basu (1994) miistori sodaqotinin golirliliyin artirilmasinda vo miistorilorin
miiossisolorlo miinasibatlorini qorumaq motivasiyasinin giiclondirilmosindo miihiim element
oldugunu bildiriblor. Todqiqatlar gostorir ki, sadiq miistorilor miiossisalori ila giiclii alagalor quraraq
uzunmiiddatli isglizar miinasibatlor saxlayirlar.

Notica

Todqiqat naticolori gostorir ki, sosial media marketingi imumiyyatlo miistori sadaqotine giiclii,
ohomiyyotli vo miisbot tosir gostorir. Tohlillor gostorir ki, sosial media platformalarinda aparilan
marketing foaliyyatlori miistorinin brends sodaqotini artirir, brend etibarii giiclondirir vo tokrar alig
davraniglarini tosviq edir. Korrelyasiya vo reqressiya tohlillorinin naticolori gostorir ki, sosial media
marketingi miistori sodagatindoki doyisiklikdo shomiyyatli izahedici rol oynayir. Xiisusilo instaqram
marketingi yliksok istirak nisbotlori, zongin vizual mozmunu v istifado¢i dostu {insiyyat vasitolori
sayasinda miistori sadaqatine an ¢ox tohfo veran platforma kimi segilir. Facebook marketingi brend
etibarinda vo molumat paylasiminda tosirli olur, YouTube marketinqi iso maariflondirici vo
molumatlandirict mazmunla miistori memnuniyyatini artirmaqda rol oynaynr.
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Demogqrafik tohlillor gonc istirak¢ilarin sosial media marketingino daha ¢ox hassas olduglarini vo bu
qrupun roqomsal miihitdo brendlorlo daha giiclii alagolor qurdugunu gostordi. Bu, Z noslinin vo
xilisuson do gonclorin brendlorlo rogomsal qarsiliqlt alagoys daha agiq profil niimayis etdirdiyini
gostorir.
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