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Abstract
The social media was actively used during the Gezi Park events that existed in Turkey, which is
one of the most important social movements in Turkish history. Starbucks was chosen as the
research object since it got the worst reaction from the protestors. The study’s primary
objective is to reveal the differences between the Starbucks’ brand resonance during the
protests and five months after based on the negative accusations on the brand. The main finding
is that the brand resonance of Starbucks increased after the Gezi Park events according to the
time of the events’ brand resonance. Also the youth social media users had an effect on
Starbucks’ brand resonance during the events. Besides the study discovered that while the
content about the accusations on Starbucks were active on the social media the customers
didn’t purchase the brand’s products until the events were ended and the contents were
lessened.
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Introduction
The Gezi Park protests, which can be considered as one of Turkey’s biggest social movements,
began on the late of May 2013 as an environmental movement about preventing Taksim
Square’s Gezi Park. When this environmental protest’s news went viral, hundreds of people
came to Taksim Square before police attacked them with tear gases and water cannons. The
attacks of the police and the warnings of the Turkish Prime Minister made the situation even
worse as the protests spread to the countries’ different provinces with more than 3 million
people uniting as a reaction. Social media platforms took a big role on the events because not
only there were news and photos of the attacks shared instantly by the people who were at the
protest areas as citizen journalists but also mainstream media didn’t publish the photos or news
about the police attacks. The youth of Turkey had an important role also on the events by
becoming networked young citizens by using social media as the only news channel. During
the events some brands showed their positive attitudes towards the events by helping protestors.
The brands with negative attitudes showed their stand by not opening the doors to the injured
protestors. Some of the social media users started to summon people for not consuming those
brands or going to those brands’ shops because of their negative attitude towards the protests.
According to ‘Agenda of Gezi Park Research’ (Kocasu,2013); Starbucks got the worst reaction
from the protestors and social media users. According to K. L. Keller (2001b:22) Starbucks is a
brand that created brand resonance -which focuses on the customer-brand relationship and the
extent to which, the customers feel that they are ‘in synch’ with the brand- by using emotional
and functional appeals on the customers. In this manner the study’s main aim is to reveal the
differences between the Starbucks’ brand resonance during protests and while after the protests.

Literature Review
Gezi Park Events
Social movements have generally been defined as collective actors constituted by individuals
who understand themselves for sharing some common interest and who also identify with one
another. Social movements are mainly concerned with defending or changing at least some
aspect of society and rely on mass mobilization, or the threat of it, as their main political
sanction (Stammers,1999:984.) The mobilization of collective action emerges from the socialeconomic conflict between social movements’ actors and their opponents and these can’t be
reduced to isolated protest events on issues such as a threatened hospital closure or the building
of a highway. Rather, it requires such protest relating to a wider context offering alternative
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world-views with which participants can collectively identity. Feelings of solidarity with likeminded actors therefore help creating a bonding between single actions and a trajectory over
time (Loader,2008:1922). From the point of views of R. Eyerman and A. Jameson (1991:60,65)
-that argue social movements are processes- the social movements live and die and they are
“impermanent, transient phenomena” which means that there are flows and ebbs, cycles of
movement activity. Indeed weak and strong periods can be included in the concept but the point
would be the same as the movements don’t last forever. In this context, GeziPark protests, was
started as an environmental movement and transformed into a social movement can be
considered as one the most important social movements in Turkish history.

The protests began as a reaction to the violent intervention of the men of the municipality, and
then of the riot police, to a peaceful civilian resistance that organized by a number of NGOs
and professional associations to an urban plan amendment in Istanbul. The amendment was
about redesigning the Taksim Square (accepted as the heart of Istanbul), which involved rebuilding TopcuKıslası (The old Ottoman Military). And the Prime Minister of Turkey
RecepTayyip Erdogan insisted that this replica of the old barracks would serve as a shopping
mall and a luxurious residence building. Also the amendment involved destroying the Gezi
Park (involving cutting the trees there) by the square (Bayırbağ&Penpecioğlu,2013:2). The
Gezi Park protests began on 27 May 2013, with a small group of environmental activists
determined to block the government’s plans on replacing this park in Taksim Square with a
complex of hotels, restaurants and a shopping mall. As news of the occupation spread on social
media, hundreds of people joined in and united on 29 and 30 May and the police tried to stop
the protesters with tear gas and water cannons (Corke et al. 2013:8) What turned a minor
protest over an urban planning issue into a nationwide antigovernment movement was that
excessive police reaction (Ji-Hyang&Lee,2013:2). On June 2, the Prime Minister Erdogan
called the protestors ‘chapulcu’ and blamed social networks being as ‘menaces’. Over the next
two weeks the images- included a Reuters photograph of a young woman wearing a red dress
being sprayed by a policeman became the iconic image of the protest- spread rapidly on social
media and not only the Turkey exposed to the images but also the world got exposed to them.
The protests spread to 80 of the country’s 81 provinces, with more than 3.5 million people
participating, according to the government’s own estimates and thousands of people rushed to
occupy all of Taksim Square. On June 13, the Prime Minister stated a 'final warning' to
protesters demanding to end the occupation of the Park and because the protesters didn’t pay
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attention to the warning two days later the police moved into the Gezi Park firing water cannon
and tear gas and within half an hour Gezi Park was being evacuated (Gökay & Shain, 2013:69,
Corke etal., 2013:8). The Turkish Medical Association (TTB) made an announcement on June
20 that four people died, 7,832 persons were wounded during the protests (Human Rights
Association 2013).
To determine the sociological profile of the Gezi Park protest’s participants, a research called
‘resist Gezi Park’ including an online survey of 3000 respondents was conducted. The ages of
the respondents’ were between 19-25 (39.6%) and 26-30 (24%), also 53.7 % out of these
respondents stated that they have never been in a mass protest before. According to the
research; 92.4% of the respondents stated that ‘the autocratically manners of the Prime
Minister’ made them participate to the protest while 91.3% indicated that ‘police’s
disproportionate use of force’ led them going out to protest. 91.1% of the respondents indicated
that they felt as their ‘democratically rights were infringed’ and 84.2% of them showed ‘the
silence of the mainstream media’ as a reason to participate. The least reasons were the ‘attempt
of cutting the trees’ with 56.2% and ‘the guidance of the political parties that they belong’ with
7.7% (Işık,2013:23-24). In this context, it can be said that the main aim of the protesters was to
make the government listen to their needs/wants and hear their voices democratically, not
offensively. However much they saw resistance from the government, they went on protesting
across Turkey.

Effects of Social Media on Gezi Park Events
The effects of the Gezi Park events hasn't finished at the day that the protestors ended the
occupation. The effects of the events started on May 2013 at social media as an important
propaganda medium, the political side effects are still going on to this day with shared posts at
social media. Lots of citizens of Turkey positioned themselves as ‘citizen journalists’ during
the events and they spread the audial/visual violence and protest scenes via social media. While
the citizens had become ‘journalists’ the mainstream media had been criticized as they didn’t
publish the real scenes of police violence and broadcasted biased. Through the social media,
protestors were informed and alerted so quickly with some warnings about where the police
were attacking at that moment or where to hide etc.

There have been some accusations that young people are politically apathetic and somehow
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failing in their duty to participate in many democratic societies worldwide have been refuted by
a growing number of researches conducted in recent years. The youth participation in social
movements, protests etc. all point to the possible displacement of traditional models of
representative democracy as the dominant cultural form of engagement by alternative
approaches increasingly characterized through networking practices. Today’s new form of
youth participation in social movements, protests etc. has created a concept called ‘networked
young citizen’. The political identity and attitudes of networked young citizens are seen to be
increasingly shaped less by their social ties to family, neighborhood, school or work, but rather
by the manner in which they participate and interact through the social networks that they have
had a significant part in constructing (Loader & Vromenb & Xenosc, 2014:143,145).
According to a research conducted between 6-7th of June 2013 with 4411 respondents located
at Gezi Park; 69% of the protestors heard the Gezi Park events from social media for the first
time and their average age was 26. Besides the 84.6% of the protestors used social media
actively and shared posts regularly while they were at the park. Also the results show that; how
early the protestors came to the park the more they used social media for getting and sharing
information about the events (Konda,2013). Another research about the social media usage
during events show that; Twitter has 9.5 million Turkish users and at regular times the tweets
sent from Turkey are 10 million a day. But during Gezi Park events this number increased 2.5
times a day (Base,2013). On the base of these results it can be thought that the social media and
the ‘networked young citizens’ played an important role on spreading the Gezi Park events to
whole country and to world.

The cyber-environment offered the opportunity of becoming omnipresent to the protestors for
delivering their viewpoints to all over the globe. Advertisement and social media agencies, blog
writers etc. constituted a coalition to make the ‘chapulling movement’ popular especially by
means of the hashtag of #direngeziparki (#resistgeziparki). The employees of these agencies
produced striking slogans and placards in order to gain new members for the movement and to
make the hashtag of #direngeziparki popular in social media platforms (Kılıç,2013:136).Also
more than 120 hashtags like #occupygezi, #direnizmir, #direnistanbul were created for different
provinces and from the 3rd day of the events these hashtags were in the trending topics list with
the others ones about the events(Banko&Babaoğlan,2013:18).
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Social Media’s Effects on Brands during Protests
Customer socialization is defined as the “processes by which young people acquire skills,
knowledge, and attitudes relevant to their functioning as customers in the marketplace” (Ward,
1974:2). Wang et al. has worked on social media’s effects on peers’ purchase intentions guided
by Ward’s customer socialization theory. They argue that in social media settings, customers
learn attitudes and purchase behaviors through written messages that peers send. Additionally
they indicate that if customers identify themselves with a group then they develop ‘weintention’ and want to maintain a self-defining relationship with the group. Also they are
willingly engage in community activities and place greater value on relationships with the
community (Wang etal., 2012:200,202). In social media, negative opinions about brands or
companies are formed by and propagated via thousands of people within hours. In addition,
massive negative online dynamics are not only limited to the business domain, but they also
affect organizations and politics (Pfeffer & Zorbach & Carley,2013:118). If a social media
platform is formed around the dislike of a product/service then the negative opinions and
protest actions by members of the group can have a devastating effect on the brand (Ward &
Ostrom, 2006).

The citizen journalists had an important effect on the spread of Gezi Park events and the
citizens’ reactions on government’s policies about the events. Nowadays these individuals can
make the brands weaker than their customers and the brands can lose prestige because of the
negative comments about them on the social media (Banko&Babaoğlan,2013:10). During
theGezi Park events some brands got positive support from the customers and some of the
brands lost prestige according to their manners towards the protests and protestors. In this
context, the brands that supported the protests were positioned positively in the minds of some
citizens and the ones that kept their silence or didn’t help or protect the protestors from police
lost serious prestige. Warnings and calls were made about not purchasing those brands or not
going to their shops from social media platforms.
ERA Research conducted a research called ‘Agenda of Gezi Park Research’ with 307
respondents aged 15 and up to determine the customers’ points of views on the brands that
showed negative/positive position during events. According to the research; some brands
gained and some brands lost prestige on the basis of their attitudes and manners. The results
reveal that (Kocasu,2013, Kurt,2013); Starbucks got the worst and biggest reaction from the
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respondents because it was claimed that one of the brand’s shops took down their window
shutter with the aim of not taking the protestors in on the first day of the events. Due to this
accusation, the brand made a statement that they helped everyone within their facilities and
they handed out water to the protestors on the following days. Even the statement, the negative
reactions from social media went on going. Besides during events,some protestors went into a
shopping mall at Istanbul and made the people sitting at Starbucks leave was another subject
that has been talked a long time at social media platforms.

The presence of the brands that lost and gained prestige during events brought to mind the
concept called brand resonance -that comprises the deep relationship between the brands and
the customers- and the concept’s place at the Gezi Park events. According to K. L. Keller’s The
Customer-Based Brand Equity (CBBE) Model; the power of a brand is based on what
customers learnt, felt, saw and heard about the brand over time and he has proposed four steps
for building a strong brand which are; brand identity, brand meaning, brand responses and
brand relationships. According to Keller; it is useful to think of six ‘brand-building blocks’
which are salience, performance, imagery, judgments, feelings and resonance- that form a
pyramid- to accomplish the four steps necessary to achieve a strong brand. To create significant
brand equity, the pinnacle of the pyramid which is the brand resonance must be reached and the
‘brand-building blocks’ must be in the right places. ‘Brand resonance refers to the nature of the
relationship that customers have with the brand and the extent to which they feel that they are
‘in synch’ with the brands’ (Keller, 2001a:19). Briefly brand resonance focuses on “the
ultimate relationship and level of identification that a customer has with a brand” (Keller,
2001b:15) and it reflects the intensity or depth of the psychological bond between them
(Keller,2009:144). With brand resonance, customers that have a high degree of loyalty marked
by a close relationship with the brand such that customers actively seek means interacting with
the brand and sharing their experiences with others in their environment (Keller,2001b:17).
Brand resonance has four dimensions namely; behavioral loyalty, attitudinal attachment, sense
of community and active engagement. Behavioral loyalty’s main attributes are the customers’
repeat purchases and the amount or share of category volume attributed to the brand. To talk
about the behavioral loyalty’s presence, the volumes and the frequencies of customers’
purchases of the brand must be identified. Attitudinal attachment which is the second
dimension of brand resonance is sufficient for resonance to occur whereas the behavioral
loyalty is not. Because sometimes a brand can be the only product that is stocked or accessible
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or the only one that the customers can afford and in this case the brand may be bought out of
necessity. But the resonance to occur, a strong attachment is necessary. Customers can define a
brand as a possession or view the brand as ‘love’ or a ‘little pleasure’ that they seek. In this
case, customers must go beyond simply having a positive attitude to view the brand as
something special broadly. Third dimension of resonance which is the sense of community
occurs when the customers identify themselves with a brand community and feel a kinship with
others- like that brands’ customers, employees or representatives of the company- associated
with the brand. Active engagement which is the last dimension of resonance occurs when the
customers are willingly invest time, energy, money into the brand like choosing to join a club
centered on a brand or receive updates and exchange correspondence with other brand users
(Keller,2001a:19). CBBE Model suggests that there are two different ways to create loyalty and
resonance which can be considered as; ‘going up the left-hand side’ of the pyramid in terms of
more product-related performance associations resulting judgments or ‘going up the right-hand’
of the pyramid in terms of more non-product-related imagery associations resulting feelings.
Keller indicates that strong brands such as Starbucks, Coca-Cola, Nike, Mc Donald’s often
have a duality and appeal both to head and the heart (Keller, 2001b:22). As a strong brand that
has loyalty and brand resonance by appealing both to head and hearth Starbucks got the worst
and biggest reaction during Gezi Park events because some of its shops didn’t open the doors to
the protestors for protecting them. Therefore, to reveal the situation of the brand resonance –
which focuses on the customer-brand relationship and the extent to which, the customers feel
that they are ‘in synch’ with the brand- during the protests and while after the protests are
concerned in this study.

Methodology
Throughout the Gezi Park events, negative information appeared in social media about some
brands. Some of themgot admiration and prestigeand others lost prestige because of their
attitude and the manners during the Gezi Park events. The study’s research object was chosen
as Starbucks, since the brand got the worst reaction from the protestors and social media. In this
context, the study aims determining the differences between the Starbucks’ brand resonance
during protests and while after the protests considering the negative accusations on the brand.
Also, the study examines if the protestors were exposed to and produced negative social media
messages about Starbucks during and after the events. By these efforts the study is aimed to
discover whether there were the social media’s effects on Starbucks’ brand resonance.
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The research of the study, which can be considered academically as a first in its field in Turkey,
conducted in two different phases about Gezi Park events. On the first phase of the research, a
survey was performed during Gezi Park protests between 11-17June 2013 after the negative
social media messages were spread about Starbucks. And on the second phase, a survey was
performed between 20-27 November 2013 after five months of the Gezi Park events were
ended to the respondents who was joined the protests. It was so important to choose the
respondents who were at the protests of Gezi Park for the second phase of the research because
they represent the whole population who was joined the protests. The field research of the study
was conducted at the places that the Gezi Park protests happened in Izmir namely as;
Gundogdu Square and Karşıyaka Bazaar.On the two phases of the field research 384
respondents each was joined and the total of 768 respondents was chosen by using purposive
sampling and a pencil-and-paper survey was conducted on both phases.

The survey was formed from three parts and the first part included the demographical questions
and the second the questions were aimed to reveal the brand resonance’s of Starbucks. The last
part was aimed to identify the relationship between the Gezi Park protests, Starbucks and the
usage of social media. The scale were modified from Keller’s ‘Building Customer-Based Brand
Equity’ study were measured from a 1-5 Likert scale to test the H1, H2 and H3. The
measurement items of brand resonance’s four dimensions were modified based on Starbucks.
Behavioral loyalty, attitudinal attachment, sense of community and active engagement of
customers regarding to Starbucks were measured by a 21-item scale formed by Keller. A
special section was developed to answer the research questions about the relationship between
Starbucks’ brand resonance and Gezi Park protestors and the protestors’ usage of social media
about Starbucks. In this case reliability test has been analyzed during the events and the
reliability was α=0,865 and it was α=0,892 after five months of the events that showed the
survey is reliable and high.

The main constraint of the research is that the survey was conducted only in Izmir, which is the
third biggest city of Turkey. Since it was the early days of the protests there were time and cost
limitations to conduct the research at the other cities in Turkey.
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Findings and Discussion
Table 1: Demographic Characteristics of the Respondents during the Gezi Park Protests and
After Gezi Park Protests.
Gender

Age (%)

Education (%)

15-19

Uneducated

Occupation (%)

(%)
During
The

F 52.9%

22,1%

1%

unemployed

%

Gezi

Park

6,5

M 47,1%

20-29

39,8%

Primary school 8,1%

Public

graduate

Protests
30-39

40-49

26,0%

8,3%

%

Secondary

20,8% Private

2,6%

14,3

school graduate

%

High

39,1

school 43,8% Student

graduate
50-59

25,8

%

Bachelor

24,2% Tradesman

14,3
%

After The F

51%

60-64

1,0%

65-+

0%

15-19

20,6%

Postgraduate

2,1%

Uneducated

2,3

Unemploye

%

d

Gezi Park
Protests

M

49%

20-29

43,8%

primary

school 8,6

Graduate
30-39

40-49

50-59

22,9%

6,3%

3,6%

7,6%

Public

29,4%

Private

18,2%

Student

35,2%

Tradesman

9,6%

%

Secondary school 21,3
Graduate

%

Highschool

33,3

graduate

%

Bachelor

31,9
%

60-64

2,6%

Postgraduate
2,6
%

65-+

0.3%
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When the age average of the respondents during the Gezi Park protests is examined, it has been
determined that most were high school (43.8%) graduates and students (39.1%) between the
ages of 20-29 (39.8%). When the demographic characteristics of the respondents after the Gezi
protests was examined, it was again determined that most were high school (33.3%) graduates
and students (35.2%) between the ages of 20-29 (39.8%); so it can be stated that the
respondents mostly consist of young people and students. In this regard, it can be mentioned
that the survey results supported the demographic data found in literature (Işık 2013, 23-24,
Konda 2013).

RQ1: Did the attitude of Starbucks against protesters during/after the Gezi Park protests lead to
any negative thoughts about the brand on protestors?

Table 2: The attitude of Starbucks against protesters during/after Gezi Park protests led
negative impressions about the brands on protestors
The Thought During The Thought While
The

protesters

led

negative thoughts about the

Park After The Gezi Park

Protests

Protests

4,73

3,83

N

384

384

Std. Deviation

,652

1,121

The attitude of Starbucks Mean
against

Gezi

brand on protestors

As can be seen in Table 2, whereas the average for the expression stating that the alleged
attitudes of Starbucks towards the protesters during the protests is 4,73 and it is observed that
the response average for those who have participated in the survey following Gezi Park protests
has decreased to 3,83. It has been observed that the opinion expressing that the protesters have
created negative thoughts about the brand has decreased over time after Gezi Park protests. To
this end, it can be said that the reason for brands to be included in the listing of brands that lost
prestige according to the study results of ERA Research is that these were the brands that didn’t
help/open the doors of their shops to the protesters during Gezi Park protests. In addition, the
results given in Table 4 leads to think that the sharing of the negative attitudes of brands in
social media has also played a significant role.

© Online Journal of Communication and Media Technologies

141

Online Journal of Communication and Media Technologies
Volume: 6 – Issue: 2 April - 2016

RQ2: Did those who participated in Gezi Park protests purchase anything during and after the
protests?
Table 3. Protestors’ purchase behavior of Starbucks’ products during Gezi Park protests and
while after Gezi Park protests.

During The Gezi Park Protests

After The Gezi Park Protests

Frequency

Valid Percent

Yes

7

1,8 %

No

377

98,2 %

Total

384

100,0 %

Yes

358

93,2 %

No

26

6,8 %

Total

384

100,0 %

As has been stated in Table 3, while the ratio of the purchasing of Starbucks branded products
during Gezi Park protests was 1,8%; the ratio of purchasing Starbucks products among those
who have participated in Gezi Park protests increases to 93,2% after the protests. A significant
increase in the purchasing behavior of protesters has been determined after some time has
passed over the protests. Within the light of these results; a major increase is observed in the
behavioral loyalty of customers after the effects of Gezi Park protests are over as can be seen in
Table 5 and it can be stated that the results of Table 3 support those of Table 5. The connection
between the results of purchase behaviors of the customers and behavioral loyalty of the
customers will be explained in detailed under the Table 7.
RQ3: What is the protestors’ state of exposing to and creating negative social media content
regarding Starbucks during / after Gezi Park protests?
Table 4: Exposure and production of Gezi Park protesters’ of social media content about
Starbucks during / after Gezi Park protests
Frequency

Valid Percent

380

99,0%

No

4

1,0%

Total

384

100,0%

Expose to the negative social media Yes
content during the Gezi Park Protests
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Expose to the negative social media Yes

17

4,4%

No

376

95,6%

Total

384

100,0%

Produce negative social media content Yes

205

53,4%

No

179

46,6%

Total

384

100,0%

8

2,1%

No

367

97,9%

Total

384

100,0%

content after the Gezi Park Protests

during the Gezi Park Protests

Produce negative social media content Yes
while the Gezi Park Protests

Whereas 99,0% of the respondents replied as, ‘Yes, I was subject to negative social media
content about Starbucks’ this ratio decreased to only 2,1% after Gezi Park protests. Whereas a
reply of ‘Yes’ was given at a ratio of 54,3% during Gezi Park protests, this ratio was
determined to decrease to 4,4 % after Gezi Park protests. 380 people were subject to negative
social media content about Starbucks during Gezi protests whereas 205 people have created
content about the negative attitude of Starbucks via social media. 17 people have been subject
to content about Starbucks after Gezi Park protests and only 8 people have created content.
Those who participated in the protests have shared and created content widely during the
protests and this sharing/creating process has decreased after the protests. From the start of the
protest, negative content and calls on people not to go to Starbucks store or not to consume
their products has started to be distributed widely and many protesters have been subject to
such content because of Starbucks’ manners towards the protestors. To this end, the fact that
negative content creation along with exposure to negative content decreased significantly five
months after the Gezi Park protests ended is a natural result.

H1: The brand resonance of Starbucks has increased after Gezi Park protests in comparison
with the brand resonance during Gezi Park protests
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Table 5: The mean of Starbucks’ Brand Resonance during the Gezi Park Protests and After the
Gezi Park Protests.
Behavioral

Attitudinal

Sense

Loyalty

Attachmen

Communit

t

y

1,44

1,41

1,39

1,44

N

384

384

384

384

Std. Deviation

,693

,688

,672

,712

4,20

4,20

4,28

4,22

N

384

384

384

384

Std. Deviation

,823

,866

,842

,886

During the Gezi Mean
Park Protests

After The Gezi Mean
Park Protests

of Active
Engagement

Accordingly, the averages of dimensions that make up brand resonance during Gezi Park
protests have been compared with the averages of dimensions after Gezi Park protests. This
comparison has put forth that the average of the behavioral loyalty 1,44, the average of the
attitudinal attachment is 1,41,the average of the sense of community is 1,39 and that the
average of the active engagement is 1,44; whereas after Gezi Park protests these group averages
have been determined as behavioral loyalty 4,20, attitudinal attachment 4,20, sense of
community 4,28 and active engagement 4,20 respectively. In this case, the hypothesis H1:‘The
brand resonance of Starbucks has increased after Gezi Park protests in comparison with the
brand resonance during Gezi Park protests’wasverified. When the averages are evaluated, a
significant increase is observed in the averages of the dimensions that make up brand resonance
after Gezi Park protests in comparison with the averages obtained during Gezi Park protests.
Due to this data; a significant increase in the purchasing behavior of protesters has occurred
after Gezi Park protests as was specified previously in Table 3.
H2: There is a correlation between negative thoughts of customers because of Starbucks’
manners towards them and it’s brand resonance during Gezi Park protests.
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Table 6: The correlation between negative thoughts of customers because of Starbucks’
manners towards them and it’s brand resonance during Gezi Park protests.

Spearman's Negative
rho

Correlation

Thoughts

Behaviora Attitudinal

Sense

of Active

l Loyalty

Attachmen

Communi

Engagemen

t

ty

t

-,257*

-,176*

-,361*

-,185*

,000

,001

,000

,000

Of Coefficient

Customers
Because

Of
Sig.(2-tailed)

Starbucks’
Manners
Towards Them
During

Gezi

Park Protests
*. Correlation is significant at the 0.01 level (2-tailed).
It has been determined in Table 6 that there is a correlation between the statement of ‘negative
thoughts of customers because of Starbucks’ manners towards them during Gezi Park protests’
and between behavioral loyalty (Correlation Coefficient -,257, p=,000), attitudinal attachment
(Correlation Coefficient -,176, p=,001), sense of community (Correlation Coefficient -,361,
p=,000) and active engagement (Correlation Coefficient -,185, p=,000). There is negative and
low correlation (Behavioral loyalty, attitudinal attachment and active engagement) and medium
correlation (Sense of Community) between the statement. The hypothesis expressed as, ‘There
is a correlation between negative thoughts of customers because of Starbucks’ manners
towards them and it’s brand resonance during Gezi Park protests’ was verified. In this
context, it can be stated that the dimensions that create brand resonance is negatively affected
due to the negative thoughts that form in the minds of GeziPark protesters about Starbucks.
H3: There is a correlation between negative thoughts of customers because of Starbucks’
manners towards them and it’s brand resonance after Gezi Park protests
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Table 7. The correlation between negative thoughts of customers because of Starbucks’
manners towards them and it’s brand resonance after Gezi Park protests
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Park Protests
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
There is a positive correlation between negative thoughts of customers because of Starbucks’
manners towards them and its brand resonance after Gezi Park protests. Brand resonance has
increased as the effect of Gezi Park events have decreased. It has been determined in Table 7 in
the light of the second survey carried out five months after Gezi Park protests that; there are
positive and low correlations between the statement and behavioral loyalty (Correlation
Coefficient ,210, p=,000), attitudinal attachment (Correlation Coefficient ,135, p=,005), sense
of community (Correlation Coefficient ,120, p=,001) and active engagement (Correlation
Coefficient ,167, p=,001). The hypothesis of ‘There is a correlation between negative thoughts
of customers because of Starbucks’ manners towards them and it’s brand resonance after Gezi
Park protests’ was verified. In this context, it is stated that there are positive opinions in the
minds of protesters about the dimensions that make up brand resonance because some time has
passed since the protests.

Based on the data of H1, H2 and H3 it can be suggested that the increased number of
behavioral loyalty is linked to the increased level of purchase behavior shown in Table 3.
According to Keller; to achieve the brand resonance, behavioral loyalty sometimes is not

© Online Journal of Communication and Media Technologies

146

Online Journal of Communication and Media Technologies
Volume: 6 – Issue: 2 April - 2016

sufficient due to the fact that the brand can be the only product that is stocked or accessible or
the only one that the customers can afford. However, Keller’s indication was changed because
of Starbucks and Gezi events’ relationship since it has been considered that the customers
didn’t purchase the products of Starbucks because they didn’t want to consume them during
events. Also the increased level of attitudinal attachment can be considered as the customers
did not view Starbucks as a ‘love’ or ‘possession’ during events and define the brand as a
special thing for them because some of the shops of the brand didn’t help the protestors.
However, this situation has changed after the protests’ effects ended in five months because it
can be said that most of the people have forgotten what Starbucks has done during the events
and they felt the same feelings that they have felt before the protests towards the brand. The
sense of community was one of the most decreased dimensions above all during the events and
the most increased one after five months. The Starbucks’ negative attitude had an effect on this
situation to occur. Because during the protests there were warnings and calls at the social media
about the Starbucks’ attitude on Gezi Park events and the efforts on preventing people not to go
to Starbucks. It has been thought that; the social media messages has an important effect on the
‘sense of community’ dimension because it is about identifying a person’s self with the other
people who use this brand. In this case, it has been considered that the protestors who have
been exposed to social media messages about Starbucks during the events –as shown in the
Table 4- thought that if the others were not going to Starbucks they wouldn’t too. Also they
couldn’t feel like the brand was used by the people like them because at that time some part of
the society abstained from going those shops. Since the protestors did feel the belongingness to
the groups that were not going to Starbucks, it can be claimed that they have prevented
themselves to go there at those times. Hence the most of protestors were not receiving or
creating any negative messages about Starbucks’ attitude after the events -because the effects
of the Gezi Park was over on most ways- and they were seeing the people like they identify
with themselves going to Starbucks, they started to think that they were feeling like they have
almost belong to a club with other who use the brand. And the last dimension of brand
resonance that has dramatically changed after the time of the events was active engagement.
Because of the social media messages that included the warnings to prevent the people from
going to Starbucks, the protestors didn’t want to consume time and money to the brand as
happened at the other three dimensions. Yet the other dimensions’ situation has changed
dramatically, active engagement has increased like the other ones because the effects of the
events was mostly over and the protestors were willing to invest time, energy, money into the
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brand like choosing to join a club centered on a brand or receive updates and exchange
correspondence with other Starbucks users.

Conclusion
This study revealed that the social media usage of Turkish citizens had an effect on Starbucks’
brand resonance during events. Similar with the literature data, this study also brought out the
information that the users of social media during events were predominantly youth individuals
who shared and spread constant information about the protests. Therefore, the study
emphasizes the power of networked citizens during the Gezi Park events. The major finding of
this paper supports the hypothesis that the brand resonance of Starbucks increased after the
Gezi Park events according to the time of the events’ brand resonance. Since during protests
most of the protestors were exposed to and produced negative social media content about
Starbucks’ behavior and after the events less amount of negative content was produced and
spread it has been thought that the reason of this rise in Starbucks’ brand resonance was social
media usage.

The literature data has shown the brands that were affected by the power of social media.
According to a research result that has been underlined before, a coffee chain has never made a
comment about Gezi Park events but an information came from nowhere about the brand’s
positive attitude towards the protests spread and became viral that made the brand got into the
prestigious brands list during events. This story could be the example of the social media’s
power during events as well as Starbucks’ story. In spite of Starbucks’ statement that they have
helped the protestors, the negative reactions from social media went on going, as they have
never done any help at all. The ongoing negative content made the brand got the first place in
the list of prestige loosing brands.

The study showed that after the accusations went on going on social media during the events,
most of the customers didn’t purchase the brand’s products. But after the events’ effects and the
negative content on the social media were lessened the customers preferred to purchase the
brand’s products again as well as the behavioral loyalty, attitudinal attachment, sense of
community and the active engagement dimensions were increased. The results of the study
were also coherent with Wang et.al (2012)’s claims as the protestors identified themselves with
the others on social media who had the same opinions with them and they showed the same
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attitudes towards Starbucks.
The study’s results can also be a support to Eyerman and Jameson (1991) definition as the
social movements are ‘impermanent, transient phenomena’ and to the momentary, popularculture related nature of social media. According to Gustave Le Bon; an impermanent thought
can be inculcated easily to the masses however to embed a belief needs effort and to change or
destroy a belief is hard (Le Bon, 2001:99). As an attribute to Le Bon, the study indicates that
the customers of Starbucks were under the effect of an impermanent thought that was been
created by the social media about the brand hence after the events were over they went back to
purchase the brands’ products and went to its shops. It has been envisioned that this study will
provide an important contribution to the marketing professionals, social media professionals
and to the literature thatit can be considered as the first academic study about the effects ofGezi
Park events and social media usage on a brand from Turkey. Since this study was conducted in
one city, it can be suggested that in future researches the survey can be conducted in different
cities of where the protests are. It can be suggested that the brands’ social media contents about
the movements and a research on the brands’ marketing strategies on where to stand at the time
of a social movement could be analyzed.

Notes
1. The word of ‘chapull’ which passed to English during the course of the Taksim protests
came from the Turkish verb ‘capulculuketmek’ after The Prime Minister used it to define the
Taksim protesters. Actually, the subject of chapuller which is ‘capulcu’ in Turkish has the
meanings of ‘marauder, looter, vandal, bum and riffraff’ (Kılıç,2013:134)
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