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Abstract

The aim of this research is to determine the causes of redundant purchasing behavior of university
students and the effects of social media usage on redundant purchasing behavior. Quantitative
research method is used in the research and relational screening model is preferred. "Social media
addiction" and "sustainable consumption behavior scale" were used in the research. The research
group consists of 221 men and 181 women in total, 402 students who studying at Ankara
University Faculty of Sport Sciences. In the research, the pre-control of the data was provided and
the distribution of normality was examined primarily. From the parametric tests to the data that
appear to provide normal distribution; t-Test, One-Way Anova and Correlation tests were
applied. According to the findings, it was found that women had a high redundant purchase
behavior compared to men. It has been determined that the use of credit cards increases redundant
purchases in students and affects daily life. It was observed that unrestrained shopping perception
is high among students who are not licensed athletes. As the high income students' redundant
purchasing behavior is high, as the time spent on social media increases, social media addiction
and redundant purchasing behavior also increase. As a conclusion, it is observed that consumption
behaviors are closely related to social media addiction and sustainable consumption behaviors.
The suggestions of the findings obtained were tried to be given in the research, including future
research.
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Contribution of this paper to the literature

This study contributes to existing literature by determining the causes of redundant purchasing
behavior of university students and the effects of social media usage on redundant purchasing
behavior.

1. Introduction

Nowadays, with the globalization, social media fields are increasingly reaching a significant potential all over
the world. This potential development has manifested itself in social, psychological and knowledge-based practices,
and has reached a high level in marketing and trade. Especially with social media, companies want to use online
strategies to communicate with their potential customers are becoming an emerging trend in the global economy
(Felix, Rauschnabel, & Hinsch, 2017). The strategy of using social media affects all economic markets, from local
companies to global companies, as well as causing projects to develop rapidly in this area (Si, 2016). In 2019, the
number of internet users worldwide increased by 9% annually to approximately 5.112 billion, while the number of
social media users reached about 3.484 billion with an increase of 9% (Kemp, 2020). With this increase in the
number of internet users, the use of social media has also increased and has evolved from an individual level to a
useful marketing tool in the business world over the past decade (Zainal, Harun, & Lily, 2017). Therefore, many
organizations from various sectors nowadays use a social media account proactively to reach their potential and
existing customers and keep up with changing consumer behavior (Ali Abdallah Alalwan, 2018; A. A. Alalwan,
Rana, Algharabat, & Tarhini, 2016; Kumar, Varma, Sangvikar, & Pawar, 2020). Social media is defined by the user
as a group of internet-based applications that allow content to be created and modified (Kaplan & Haenlein, 2010).

Users can create content using various possibilities provided by social media websites such as pictures and
videos and share a lot of information about the products, content and services of visually enriched brands (Erkan &
Evans, 2018). Social media, which takes place as the most important tool for sharing information and discussing
this information nowadays also affects people's buying tendencies and decision making processes (Chen & Lien,
2017). Social media, which is a fast and flexible tool for shopping, provides a convenient and easy shopping
opportunity with online stores where consumers can reach 24 hours a day (Shankar, 2012). The fact that the use of
social media leads to a global growth is important in terms of showing that these areas are also used by people as a
means of purchasing behavior (Felix et al., 2017). As a matter of fact, according to the "Global Digital Report"
published in 2019, it is stated that 84% of internet users use the internet to search for a product or service and 75%
buy a product or service online within a month. Consumer buying behavior has been significantly affected by the
emergence of information and communication technology (ICT) as well as the spread of social media. Consumers
can now collect information through various media channels at every stage of the buying and decision-making
process. FFor this reason, companies need to better understand changing customer purchasing behavior in order to
create mutual value with consumers in social media use (Shah, Zahoor, & Qureshi, 2019). Especially in recent years,
companies differentiate social media marketing from other strategies as a low and effective marketing strategy to
increase their turnovers (Lim, Radzol, Cheah, & Wong, 2017). Current studies on the subject show that consumers
are increasingly using social media to learn about unknown brands (Erkan & Evans, 2018; Naylor, Lamberton, &
West, 2012; Schivinski & Dabrowski, 2016; Shah et al., 2019).

The consumer, who thinks needs a product, realizes buying behavior in two options. The first option is a
planned and controlled shopping. The second option is unplanned and out of control shopping. Although
unplanned buying behavior provides the consumer with the peace of mind, it causes redundant product purchase,
wastage and payment difficulties due to the preparation of the ground for unnecessary shopping (Erkmen &
Yuksel, 2008; Solomon, Bamossy, Askegaard, & Hogg, 2006). Academic interest in connection between social
media and consumer behavior has been steadily increasing in recent years (IFrutos, Giones, & Miralles, 2014).
There is a steady increase in purchasing behavior and marketing research on social media (Pomirleanu,
Schibrowsky, Peltier, & Nill, 2013) and especially recently, researchers have been focusing on social media usage
and online Mouth-to-Mouth Communication (E-WOM) They have shown that it has a positive effect (Alharbi,
Aziz, Yusof, & Hamid, 2020; Erkan & Evans, 2018; Farzin & Fattahi, 2018; Lam, Lau, Cheng, & Wong, 2019; Tien,
Rivas, & Liao, 2019). Bolton et al. (2013) revealed that the majority of social media research is conducted in
developed countries, predominantly in Europe and the United States (USA), while less research is conducted in
developing economies. Many researchers have stated that social media and consumer behaviors should be handled
in different contexts. Social media, which has taken place in our lives with the development of technology, has an
inevitable effect on purchasing activities. However, not every purchasing activity is oriented towards need.

1.1. Social Media Addiction

According to the data of January 2020, approximately half of the world's population is active social media users.
While people spend an average of 6 hours and 43 minutes a day on the internet, they also spend 2 hours and 24
minutes on social media (Kemp, 2020). The reasons for this augmentation are increasing the number of social
media platforms day by day (Hawi & Samaha, 2017). While Facebook has 1.95 billion active users from these social
media platforms, Instagram has 925.5 million, Linkedin 663.3 million, Snapchat $81.5 million and Twitter 339.6
million active users (Kemp, 2020). Social media addiction is sometimes an expression used to refer to someone who
spends a lot of time using FFacebook, Twitter, Instagram or other social media platforms, and this time aftects other
aspects of daily life (Grau, Kleiser, & Bright, 2019).

Social networking sites that many people think of as social media are defined as “any type of social interaction
people have with the desire to control the impressions of other people” and have an important role in presenting /
revealing themselves (Kaplan & Haenlein, 2010). Thadani, Cheung, and Lee (2016) stated that the pathological and
dependent use of social media is a relatively new topic and the symptoms of social media addiction attract
researchers' attention. Some of these symptoms are noted as follows: Social media dominating users' behavior and
thoughts, mood swings, tolerance (the use of social media should increase to maintain or gain priority positive
emotion), withdrawal (ending social media use will lead to unpleasant feelings or emotions), conflict (social
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participation in media use will lead to conflicts in relationships, education, work and others) and repetition
(tendency to return to previous forms of social media use after control or deprivation).

Research has shown that various online activities, such as constant online gaming and social media use, can be
addictive to a particular group, especially adolescents and adults (Cheng & Li, 20145 Kuss, Griffiths, Karila, &
Billieux, 2014 Ryan, Chester, Reece, & Xenos, 2014). Social media sites are particularly important for Millennium
college students, who have been determined to spend a lot of time online and use the Internet frequently for social
purposes (Grau et al.,, 2019). Especially in developed and developing countries, the development of the Wi-Ii
network and the fact that 60% to 95% of the young adults all have smart phones, and the rapid increase in the
number of applications developed for smart phones are the factors that cause the growth of social media usage of
people (Yang, Chen, Huang, Lin, & Chang, 2017). One of the most important factors in the growth of internet-
related addictions is the widespread use of smartphones. Smartphones now offer an easy and more accessible way to
access many different types of content (Gambling, gaming, shopping, social media) that may be dependent on
potential individuals (Billieux, Maurage, Lopez-Fernandez, Kuss, & Griffiths, 2015; Kuss & Griffiths, 2017).
Internet addiction is considered an increasing health problem in many parts of the world; The estimated
dependency rates between 1.5% and 8.2% in the USA and Europe and up to 7% in some Asian countries are
estimated (Weinstein & Lejoyeux, 2010; Wolfling, Beutel, Dreier, & Miiller, 2014). In the literature, studies from
different disciplines such as sociology and psychology on internet addiction and marketing have been seen in recent
years (Al-Menayes, 2015; Blackwell, Leaman, Tramposch, Osborne, & Liss, 2017; Bright, Grau, & Kleiser, 2015;
Griffiths & Kuss, 2017; Hawi & Samaha, 2017; Kircaburun, 2016; Longstreet & Brooks, 2017; Savci & Aysan, 2017;
Turel, Brevers, & Bechara, 2018).

1.2. The Redundant Purchasing

The purchasing decision process in consumer behavior begins with the emergence of a need. Firms acting as
sales-oriented aim to initiate the purchasing decision process of the consumers by following a policy of making
them feel needed on target consumers regarding the products they offer to the market. Consumers are exposed to
firms' guidance on whether they really need a product (Yurtsever & Cakmak, 2012). Consumers often make
spontaneous and intuitively unplanned purchases after being exposed to stimuli such as price promotion, limited
offer advertising and attractive product appearance. This type of purchase, called impulse purchase, has three main
features: 1) unplanned, 2) the result of exposure to a stimulus, and 3) the "immediate" decision maker (Liu, Li, &
Hu, 2013). When customers go to a store to make certain purchases, they usually make unplanned purchases.
There are four types of unplanned purchases (Stern, 1962):

1) Pure impulse: These are purchases made only for hedonic reasons and are usually characterized by:
a) Spontaneity.

b) Strength, coercion and intensity.

¢) Excitement and revival.

d) Ignoring the results (Rook, 1987).

2) Reminder effect: A stimulus reminds the consumer to buy a product they need.

3) Suggestion eftect: The customer buys a product due to the promotion.

4) Planned impulse: The customer purchases without any product (s) in mind.

While shopping in the physical world is often restricted by time and geographic location, online consumers can
shop wherever and whenever they want, and so the number of products they probably buy with impulse is
increasing. Clicking on the ads on the social media and accessing the store where the product is located can
facilitate the unplanned redundant purchases of consumers (Koufaris, 2002). Beatty and Ferrell (1998) found that
in-store screening behavior can impulsively increase the urge to buy. If online consumers are satisfied with online
shopping and experience, they can screen more discoveries in the Web store, which can lead to redundant
purchases.

Considering the aforementioned definitions in the literature, it is aimed to determine the causes of the
redundant purchasing behavior and the effects of the use of social media on the redundant purchasing behavior. For
this purpose, the theories in the literature were examined and the study was considered to be examined under
"Flow Theory". Flow Theory; It is defined as “the whole of emotions created by the person to fully devote himself
to this work while he is busy with any work, to focus on the action he is doing and to isolate himself from the world
at the time” (Csikszentmihalyi, 1990). At the basis of the flow theory is a reward motivation that makes behavior
constant and turns this process into a kind of "losing yourself or not knowing how time has passed. In addition to
being defined as “activities and processes in which people act as if nothing else matters”, it is also defined as “the
total feeling that people feel when they act with collective participation” (Csikszentmihalyi, 1975). Studies to
explain the flow experience may differ in itself when evaluated in terms of content. The research published by
Hoffman and Novak (1996) on the stream has been an important start for the first time in online consumer
behavior research and conceptualized the flow as a cognitive condition taking place on the web. Hoftman and
Novak (1996) suggest that online streaming is a cognitive condition experienced during online navigation.
Hoffman and Novak (1996) argue that the online shopping environment can bring some kind of flow situation,
which leads to more online browsing and ultimately purchase. Smith and Sivakumar (2004) also suggest that the
stream facilitates online behavior such as browsing, shopping and repurchasing. Novak, Hoffman, and Yung (2000)
tound that 47% of users experience internet streaming at some point. With the increase in computer use and the
increase in communication services, online communication among people has improved and purchasing behavior
has become easier and increased. IFor this reason, the researchers stated that consumers who are deeply immersed
in a site that is visually appealing, entertaining, informative or useful, can experience the flow state mentioned in
theory.
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2. Method
2.1. Model of the Research

They are quantitative methods, one of the scientific research types. Quantitative research method is seen as a
method that allows the researcher to interpret the relationships between variables with meaningful data along with
various proven measurement tools to achieve concrete results (Creswell, 2009). In the research, “correlational
survey model” was preferred among general screening models in which individuals' opinions and attitudes about
any case or event were examined and tried to be interpreted. The purpose of screening research is to make a
description by taking a picture of the current situation related to the research subject (Biiyiikoztiirk, Cakmak Kilig,
Akgiin, Karadeniz, & Demirel, 2017). Correlational survey model, on the other hand, is preferred as a method that
does not describe the variables of the situation in the general screening models individually (singular), but also
explains the change of the relationships between the variables (Mazlum & Mazlum, 2017).

2.2. Research Group

While creating the research group, convenience sampling method, which is non-random, is used. Convenience
sampling method is a non-random sampling method in which the sample section to be selected from the population
is determined by the researcher's judgment. In convenience sampling, data are collected from the mainstream in the
easiest, fastest and most economical way (Etikan, Musa, & Alkassim, 2016). The research group of the study
consisted of 402 (Nmen = 221 and Nuwomen = 181) university students studying at Ankara University Faculty of Sport
Sciences. The average age of the participants was determined as 22.16 = 2.95. The findings related to descriptive
statistics are given in Table 1.

Table-1. Percentage distribution of participants' demographic information.

Variant Group f % Total X S Least | Most
Gender Women 181 45,0 e
Men 221 55,0
1st Grade 46 11,4
Grade 2nd Grade 107 26,6 e
3rd Grade 122 30,3
4th Grade 127 31,6
0-2000 50 12,4
. 2001-3500 115 28,6
Family Income Status CHOTL 000 98 31:8 402
5001 and+ 109 27,1
. Yes 234 58,2
Credit Card Usage Status No 65 41:8 402
Lessthan1hour 27 6,7
Time spent on social media | 1-2 hours 122 30,3 P
in a day 3-5 hours 199 49,5
More than 6 hours 54 13,4
Licensed Athletics Status R 195 8,5 402
No 207 51,5
Age 402 22,16 | 2,95 | 18,00 | 48,00
Social Media Addiction Scale 402 65,41 | 20,70 | 24,00 | 116,00

Note: Frequency (f).

221 (55.0%) of the university students constituting the study group of the research are men and 181 (45%) are
women. 3rd grade students constitute 127 (81.6%) of the students and 128 (31.8%) of the family income is between
3501-5000 TL. In addition, 234 (58.2%) of the students were found to use credit cards. It is seen that the vast
majority use social media (N = 883) and the majority (N = 199; 49.5%) spend 3-5 hours a day on social media. It
was determined that 207 (51.5%) of the participants were licensed athletes, while 195 (48.5%) were not licensed
athletes. It is seen that the social media addiction levels of the participants are at medium levels (X = 65.41 £
20.70).

2.3. Data Collection Tool

As the data collection tool, primarily, the personal information form containing the demographic information of
the participants was applied to the participants, and secondly, “Social Media Addiction Scale” and “Sustainable
Consumption Behavior Scale” were used.

Personal Information Form: In this section, there are 8 items related to the personal information of the
participants. These variables are; age, gender, class, family income status, credit card usage status, time spent on
social media daily and licensed sports status.

Social Media Addiction Scale: The measurement tool, developed by Firat and Barut (2018) consisting of a total of
24 items, consists of 2 sub-dimensions Lower dimensions; It occurs as "uncontrolling”" and "affecting / depriving
daily life". The measurement tool, which has a 5-point evaluation in Likert type, is scored as "Never (1)", "Rare
(2)", "Sometimes (3)", "Generally (4)", and "Always (5)". The total score that can be obtained from the SMDS is 24
to 120; The total score that can be obtained for the withdrawal dimension varies between 14 and 70, and for the
impact on daily life / uncontrolled dimension between 10 and 50. It can be interpreted that as the score obtained by
individuals from SMDS increases, their social media addiction increases.

Sustainable Consumption Behavior Scale: The measurement tool consisting of 17 items in total which is developed
by Dogan, Bulut, and Kokalan Cimrin (2015) consists of 4 sub-dimensions. Sub dimensions; Environmental
Awareness is defined as Redundant Purchase, Savings and Reusability. In this study, only the “Redundant
Purchase” sub-scale, which consists of 5 items, was used. The measurement tool, which has a 5-point evaluation in
Likert type, is scored as "Never (1)", "Rare (2)", "Sometimes (3)", "Generally (4)", and "Always (5)". In the case of
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Redundant Purchase, the situation is the opposite. Sustainability of consumption increases as the score given to the
items of this dimension decreases.

2.4. Collection of Data

The scale questions were applied in the form of one-on-one questions and answers, face-to-face discussion with
the participants during the data collection phase. The individuals who participated in the study were informed by
the researcher about the importance of the study and their importance for this study, and in this context, it was
stated that giving answers that reflect the correct and current situation will affect the reality of the research. For
this reason, it was assumed that the individuals participating in the research responded realistically to the scale
applied. Of the 450 questionnaires distributed, 420 were collected. Eight of these questionnaires, which were
analyzed, were not evaluated because they were filled in incorrectly or incompletely by the surveyors. As a result,
402 questionnaires were accepted as valid and evaluated.

2.5. Data Analysis

In order to test whether the obtained data shows normal distribution, skewness and kurtosis analyzes were
applied and it was understood that the data showed normal distribution as a result of these tests. Parametric tests
(T-test, One-Way Anova test, Pearson Correlation analysis) were applied on the normally distributed data. To
identify the different group in the One-Way Anova test, the Tukey test was used in the Post-Hoc tests. Cronbach's
Alpha reliability coefficients of the scales were examined and it was determined that all values were above 0.70. In
the normality distribution measurements, when skewness values are between -2 and +2 and kurtosis values are
between -2 and +2, then the data is identified as normally distributed (George & Mallery, 2010). The normality
test results and Cronbach's Alpha values of the data are given in Table 2.

Table-2. Normality analysis and cronbach’s alpha results.
Scales Sub Dimensions Items | Average | Skewness | Kurtosis| A
L
2=
285
Q2 oL .
S g3 Redundant Purchase 5 2,67 ,259 -,590 ,83
E 3z
283
noOm
- Uncontrolling 14 2,40 ,225 -,918 ,94
19
- S8 5
§ § %z % Affecting Daily Life/Deprivation 10 2,95 -,084% -,652 ,92
BN 2 <A

Note: Skewness is acceptable for -2/+2, Kurtosis is acceptable for -2 /+2.

3. Results

In this section, from descriptive statistics, t-Test, One-Way Anova analysis and correlation (pearson) analysis
are included.

Table-3. T-Test analysis results regarding gender variable.
Sub Dimensions Gender N x S sd t p*
Redundant Purchase Wl\(/)lrennen ;Zi z:zg SIZZ 400 2,415 0,01
Uncontrolling Wl\(/)lrennen ;Z i 2:22 S:ZZ 400 1,615 0,10
Affecting Daily Life/Deprivation Wl\‘/’;e“rf“ o j;‘“g S:Zf 200 | 0522 | 060

Note: P<0,05*.

When Table 3 is analyzed, a statistically significant difference was found in favor of women students (Xwomen =
2,79; p<0,05) in the size of redundant purchase by gender. The average scores of women redundant purchase was
found higher than men. There was no statistically significant difference in social media use scale sub-dimensions
according to gender (p<0.05).

Table-4. T-Test analysis results related to credit card usage variable.
Sub Dimensions Credit Card Usage N x S sd t p*
Redundant Purchase SI{\;;S ?2: z:;g 323§ 400 | 2,150 0,08
Uncontrolling T\Ieos ?z_: Z:gg 8:2: 400 | 1,408 | 0,16
Aftecting Daily Life/Deprivation SI{\;;S ?2: Z:Z'Z g:z; 400 | 2,281 0,02

Note: P<0,05%.

In Table 4, the results of the t-test analysis related to the sub-dimensions of the Redundant Purchase Scale and
Social Media Usage Scale according to the students' credit card use status variable are given. When the findings
were analyzed, a statistically significant difference was found in terms of students' redundant purchase average
scores and credit card use status (p<0.05) and this difference was in favor of students using credit cards (Xyes =
2.75; p<0.05) differentiated. When the average scores of the credit card use status of the students and the Social
Media Usage Scale sub-dimensions were examined, no statistically significant difference was found in the
“uncontrolling” sub-dimension, but a statistically significant difference was observed in the “affecting the daily life
/ deprivation” sub-dimension. It was determined that the difference was caused by students using credit cards (Xyes

620

© 2020 by the authors; licensee Asian Online Journal Publishing Group



Asian Journal of Education and Training, 2020, 6(4): 616-626

= 2.49; p<0.05). According to these findings, it is seen that students who use credit cards have higher redundant
purchasing behavior.

Table-5. T-Test analysis results related to the licensed athletic variable.
Sub Dimensions Licensed athletic N X S sd t p*
Redundant Purchase ?\Ieos ;2; z:gz 823(7) 400 | -0,704 | 0,48
Uncontrolling i]e; ;23 ii‘: 822 400 | -2,259 | 0,02
Affecting Daily Life/ Deprivation iﬁ: e zi . g:g o | 400 | -1,844 | 0,06

Note: P<0,05%.

In Table 5, the findings regarding the Sub-Dimensions of Redundant Purchase Scale and Social Media Usage
Scale according to the variable of being a licensed athlete of the students were examined. A statistically significant
difference was found among the social media addiction sub-dimensions of the students in terms of uncontrolling
average scores and licensed sports status, and this difference was observed to differ in favor of non-licensed athletes
(Xno = 8.05, p<0.05). No statistically significant difference was found between the licensed athletics variable and
the average scores of redundant purchasing and affecting daily life / deprivation (p<0.05).

Table-6. One-Way Anova analysis results related to income status.
Sub Dimensions Income Status N £ S sd F p* LSD
1. 0-2000 50 2,30 0,81 .
2.2001-3500 115 2,55 0,92
Redundant Purchase J‘J 398 | 6,735 | 0,00 | 4>1,2,3
3. 3501-5000 128 2,67 0,91 401
4. 5001+ 109 2,95 0,96
1. 0-2000 50 | 2,21 [ 085 |
. 2.2001-3500 115 2,40 0,92
Uncontrolling 398 | 2,483 | 0,06 -
3. 3501-5000 128 2,82 0,91 401
4. 5001+ 109 2,569 0,98
1. 0-2000 50 2,87 0,79 3
.. . ~ . . 2.2001-3500 115 2,95 0,91
Affecting Daily Life/Deprivation : 398 | 1,510 | 0,21 -
3.3501-5000 128 2,85 0,91 401
4. 5001+ 109 3,09 0,90

Note: P<0,05%.

In Table 6, a statistically significant difference was found between the income levels of the students and the
average of the redundant purchase (p<0.05). As a result of the LSD test conducted to determine which groups the
difference originated from, it was concluded that the students whose family income status was higher than 5001
had higher average scores than other groups (Xso1 + = 2.95; p<0.05). There was no statistically significant
difference between family income status variable and Social Media Addiction Scale sub-dimensions (p<0.05).

Table-7. One-Way Anova analysis results related to time variable on social media.
Sub Dimensions Time spent on Soc. Med. | N X S | sd F p* LSD
a-Less than 1 hour 27 | 1,96 | 0,92 5
b-1-2 hours 122 | 2,48 | 0,90
Redundant Purchase = 398 | 18,819 | 0,00 | d>a,b,c
c-3-5 hours 199 | 2,79 | 0,85 P
d-More than 6 hours 54 | 8,10 | 1,01
a-Less than 1 hour 27 | 1,50 | 0,74 5
) b-1-2 hours 122 | 1,98 | 0,76
Uncontrolling : — 898 | 86,006 | 0,00 | d>a,b,c
c-3-5 hours 199 | 2,61 | 0,86 P
d-More than 6 hours 54 | 8,04 | 0,87
a-Less than 1 hour 27 | 1,80 | 0,80 5
. . . . b-1-2 hours 122 | 2,64 | 0,77
Affecting Daily Life/Deprivation 2 — 398 | 48,230 | 0,00 | d>a,b,c
c-8-5 hours 199 | 3,19 | 0,76 A
d-More than 6 hours 54 | 8,64 | 0,76

Note: P<0,05%.

In Table 7, the findings related to the sub-dimensions of the Redundant Purchase Scale and Social Media
Usage Scale according to the time variable spent on the social media of the students are examined. A statistically
significant difference was found between the Redundant Purchase Scale and the time variable that students spent
on social media, and the LSD test conducted to determine this difference showed that the mean scores of the group
who spent more than 6 hours in social media were high (Xredundant purchase = 3.10; p< 0.05).

Students' social media addiction sub-dimensions were uncontrolled (Xuncontroling = 8.045 p<0.05) and their
average scores on affecting / deprivation of daily life (Xdeprivation = 8.545 p<0.05) were statistically significant. There
was a significant difference. As a result of the LSD test conducted to determine which groups the difference
originated from, it was observed that the average scores of the group who spent more than 6 hours in both sub-
dimensions on social media were high.

According to Table 8, a statistically low negative relationship was found between the ages of the students and
the dimensions of uncontrolling and daily life affecting / deprivation among the sub-dimensions of the redundant
purchase and social media addiction scale (p<0.05). In addition, a statistically positive relation was found between
the time spent on social media and family income status and the dimensions of uncontrolling and daily affecting /
deprivation among the sub-dimensions of redundant purchasing and social media addiction scale (p<0.05).
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Table-8. Correlation analysis table regarding demographic variables and scales.
Demographic Variables Redundant Purchase | Uncontrolling | Affecting Daily Life/Deprivation
Age -,146% -,180%* -,281%%
Time spent on social media ,35THR* ,B65T** ,590%*
Family income status ,275%% ,178%%* ,223%%
Redundant Purchase - ,621%% ,526%*

Note: p<0.05, p<0,01.

As a final, a positive relationship was found between the social media addiction scale sub-dimensions of
uncontrolling and daily life affecting / deprivation levels and redundant purchasing levels. In other words, as the
social media addiction of the students increases, the level of redundant purchases increases.

4. Discussion

In the research, where the effects of social media addictions on consumers' redundant purchasing behaviors
were examined, significant differences were found regarding the sub-dimensions of the scales. When the findings
obtained are analyzed in terms of gender variable, no statistically significant difference was detected in the
perception of social media addiction, but a meaningtul difference was observed in favor of women in the perception
of “redundant purchase” that includes sustainable consumption behaviorsThis situation is important for women to
show more redundant purchase behaviors than men via social media. It is also emphasized in similar studies that
women can access social media tools more easily than men and use these tools as a personalized area for various
purposes effectively (McGregor, Lawrence, & Cardona, 2017). When the literature is analyzed, it is seen that men
brand loyalty is higher, so that men are less affected by social pressures than women, and they have a high
tendency to purchase against the product they are interested in Rialti, Zollo, Pellegrini, and Ciappei (2017). The
result can be seen as important because it shows that women are less selective in consumption behavior than men
and therefore they keep their redundant purchasing behavior highln another research that reveals the difference
between the use of social media between women and men, it is seen that women prefer these networks to protect
their close social relationships, while men use these networks to conduct research and obtain information on topics
they are interested in Krasnova, Veltri, Eling, and Buxmann (2017). The findings obtained from the exemplified
researches are similar to our research results.

According to the results of the research, it was determined that students whose using credit cards had higher
redundant purchasing behaviors. The use of credit cards is a preferred payment method, especially in web-based
shopping, and it allows shopping to be make easier, but this type of convenience brings with it the risk of spending
too much (Aslanoglu & Korga, 2017). In a research conducted with university students, it was found that men tend
to borrow more frequently than women when using credit cards. This situation was explained by the researchers
that the risk factor in men is more dominant than women. However, when the results of the research are analyzed,
it is determined that women are in a longer-term get into debt compared to men (Santos., Mendes-Da, Flores, &
Norvilitis, 2016). The fact that women are in a long-term debt is similar to our redundant purchases for women. In
a similar research on credit card expenditures, it was found that credit card debt, calculated by students in the last
decade, was worrying. The research shows that environmental factors, the working environment and the
characteristic structure lead the person to financial behavior and eventually lead to credit card debt (Hancock,
Jorgensen, & Swanson, 2013). It was also emphasized in a difterent study that social media strengthens purchasing
behavior in individuals and it is seen that consumers are affected by their social environment very much and they
are influenced by stimuli from this environment and they tend to purchase behavior without waiting
(Thoumrungroje, 2014). Therefore, the convenience of using credit cards in shopping can be combined with
positive comments from social media, thus accelerating the buying behavior in individuals. These results are
similar to our research results.

A significant difference was found in the “uncontrolling” sub-dimension between the licensed athlete status of
the students and the scale of social media addiction It was observed that the difference was caused by students who
were not licensed athletes. This shows that students who are not licensed athletes can be affected by socio-
psychological factors. University students especially pay attention to how they develop socially in campus. This
situation, which is also mentioned in the social identity theory, is defined as the identification of individuals with
various symbols to make themselves more social (Kim & Kim, 2019). These symbols and social comparisons, which
are a reflection of the individual's actions, intentions or attitudes, the person sees himself in the groups he wants to
belong to, and this behavior can be determined by providing psychological discrimination (Martyn, Fowler, Kropp,
Oja, & Bass, 2019).The right social media use of the firms will attract their customers, who are seeking symbolic
pursuits, as well as the opportunity to make financial gain from this selectivity (Nevin et al., 2017). In a similar
research, people's sportive purchasing levels were examined and it was found that purchasing behavior was
significantly affected against products with emotional commitment. The belief in symbolic belonging, especially
mentioned in the social identity theory, has positively affected the purchasing behavior of people at the fan level,
and over time, this behavior has been observed to decrease with age, social environment or similar reasons (Eskiler,
Altunisik, & Ayhan, 2019).

In the research, it was observed that the students with high income status had higher purchase points than the
students with low income status. It is accepted that the perception of social identity develops with social networks
and this social development turns into buying behavior It is observed that individuals with a wide social
environment and high purchasing power transform the social connections they maintain through such networks
into product analysis or purchasing behavior (Wang, 2017). At the same time, it has been observed that the use of
well-known or rich people in the promotion of the accepted brands provides a kind of reliability and loyalty
between the product and the buyer (Jamil & Rameez, 2014). This type of strategies suggests that shopping from
online platforms can turn into redundant purchases. In a similar study on consumer perception in digital
marketing, when the amount spent on online shopping is analyzed, it is found that those with high income do more
shopping than those with low income (Kogarslan & Kiling, 2019). While these results are similar to our research
results, different results are also seen in the literature. For example, in a research on social media and purchasing
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level, it was determined that the income status does not make a significant difference on the perception of
purchasing (Meydan & Tunca, 2019). In a similar study on uncontrolled purchasing trends, unlike the results we
have obtained, no relation between monthly income level and uncontrolled purchasing tendency has been
determined (Yoldas & Akin, 2019).

In the research, it has been determined that the students who spend more than 6 hours on social media have
high scores on variables such as redundant purchasing, uncontrolling and aftecting daily life. Research shows that
technology affects every area in daily life, from business environment to personal relationships, and especially the
use of social media reveals a distraction and attention deficit that causes stress together with internet addiction
(Brooks, Longstreet, & Califf, 2017). At the same time, social media addiction has recently revealed a kind of stress
factor that has been translated as "fear of missing out". This factor can be characterized as “the desire to stay in
touch with what others do” (Swar & Hameed, 2017). Fear of losing social media access may cause mood disorders
such as stress, anxiety, depression and loss of control in students (Elhai, Hall, & Erwin, 2018). Thus, these
situations, which are also seen in the literature, may lead to negative effects on daily life, uncontrolling or
redundant purchasing behavior. In a study examining the social media addiction levels of university students, it
was observed that the social media addiction levels increased as the time allocated by the participants increased to
social media (Aktan, 2018). In another study on the time spent on social media mentions that when the use of social
media is normal during adolescence but the time spent on these platforms cannot be controlled, it can create an
uncontrolled process in individuals. The research suggests that self-directed training in individuals may be
beneficial for this period to be used effectively (Coyne, Padilla-Walker, Holmgren, & Stockdale, 2019). These data
obtained from the literature are similar to our research results, but in a study examining the social benefit,
addiction and satisfaction feeling about the use of social media, different results are seen. According to research
results, individuals use online social platforms for more than 3 hours a day and can get their basic and social needs
both from here. Social media addiction levels of the participants were found to be high, but it was found that this
turned into a habit that creates a sense of satisfaction for both genders (Santoso & Oetomo, 2019).

5. Conclusion

The constant renewal of social media areas and their facilitation of information sharing and shopping have
enabled people to make these platforms a part of their lives. The development of the social environment has
enabled the commercial activities to serve through these areas. Companies have come closer to their potential
customers through social media and developed various strategies to promote their products. These strategies
created a sustainable consumption behavior by social media users, causing them to observe the effects of the
products followed on social media. The fact that users examine the reviews about the product and exhibit
purchasing behavior within this framework causes companies to constantly review their strategies. The main sales
policies of these types of companies have been the promotion of product promotions, especially on liked or popular
characters, evaluating negative comments, updating products, and as a result, introducing marketing strategies
focused on user satisfaction.

The purchasing, following-up, or suggesting behaviors of the students on social media necessitated them to
spend long hours in these areas. Especially women shopping, taking into account the stimuli coming from their
social circles, sometimes led them to a redundant purchasing behavior. Brand loyalty, which is more common in
men, and the feeling of taking more risks than women, have caused them to make purchases that can exceed their
income. This type of shopping is due to the widespread use of credit cards and the convenience of shopping on
social media, causing uncontrolled shopping in users. When the time spent on social media is added to this, a
situation that affects daily life can arise and create negative emotional states. However, research suggests that this
type of purchases will increase and become easier in the future. It is observed that especially the young population,
which is more intertwined with social media, is satistied with these developments, and even transformed the gains
from such platforms into positive habits. As a result, it is thought that social media platforms will continue to
progress with the development of internet and technology and increase the buying behavior of students in parallel
with the current strategies of the companies. If the social media addiction that may arise in these environments can
be controlled by various techniques and the feeling of uncontrolling can be reduced, it will also be possible for
students to display a more effective and sustainable consumption behavior without affecting their daily lives.

Considering the results obtained from the research; When the person turns himself to a job, by focusing on this
job, it is seen that the situations such as turning into a time that can affect his daily life and as a result of having
uncontrolled coincide with the explanations mentioned in the flow theory. Increasing social communication with
internet applications and facilitating purchasing behavior can be considered as the increase of motivation sources
mentioned in theory. As this situation affects all students, it is seen that motivation perception is different in
students depending on gender. The flow status can also be considered as an important indicator of the financial
uncontrolled experience of the students using social media.

6. Suggestions

It is frequently explained by researchers that the time spent on social media decreases or the topics of interest
change as the age progresses. In this case, it is expected that the time spent by the students on social media does
not turn into uncontrolling, redundant purchasing or not being able to do their daily business. Therefore,
considering that this process is a normal development and need process, various informative or preventive
strategies can be used by family and educators. In particular, keeping financial expenditures under control by the
family is important for ensuring a sustainable consumption behavior as well as preventing unnecessary
expenditure. It can also be thought during this process that students gain a sense of self-sufficiency, manage their
search for social identity and reduce dependencies.

"Social media addiction" and "sustainable consumption behavior scale" were used in the research. In similar
studies in the future, scales can be expanded and different levels of perception can be measured. In this sense, scales
belonging to the branches of sociology and psychology can be used. At the same time, qualitative research can be
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created under different theories. This type of research is important to better reflect the user experience. The
research is limited to a single city, but different cities and different groups may be preferred in future research.
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