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Konakalma Isletmelerinin Sosyal Medya Kullanim Sekillerinin
Tiiketici Satin Alma Niyeti Uzerindeki Etkisi

The Affect of Social Media Usage Forms of Accomodation Businesses on
Consumer’s Purchasing Intentions
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Ozet

Internetin yayginlasmas: ve kullanimim artis1 ayn1 zamanda sosyal medyanin
kullaniminm1 ve etkisini arttirmistir. Sosyal medyanin, seyahat edenlerin turistik iirlin
tercihleri ve karar verme siireci lizerindeki etkisi de yadsinamaz derecede biiyiik bir
oneme sahiptir. Bu baglamda ¢alismanin amaci konaklama isletmelerinin (K.I) sosyal
medya kullanim sekillerini ortaya ¢ikarmak ve bu kullanim sekillerinin tiiketicilerin
satin alma niyetleri {izerinde etkisini incelemektir. Bu amag¢ dogrultusunda son bir yil
icerisinde turizm faaliyetlerine en az bir kez katilmis tliketicilerden basit
tesadiifiornekleme yontemi ile segilen 1101kisiye anket uygulanmistir. Elde edilen
veriler istatistik paket programi araciligiyla analiz edilmistir. Arastirmanin sonuglarina
gore, K..’ninsosyal medya kullanim sekilleri somutlastirmal, somutlastirma2,
sosyallesme, mobillesme ve oyunlastirma olarak ifade edilen bes boyutta ortaya
¢tkmistir. Bununla birlikte K.I.’nin, sunduklar1 hizmetlerin tiiketicilerin zihninde
somutlasmast adina, sosyal aglarda gergeklestirdikleri paylasimlarindan video ve
resimlerin digerlerine gore daha etkili oldugu, diger tiiketicilerinK.i. ninprofillerinde
yaptiklar1 paylasimlardan ise ¢evrimic¢i metinsel igeriklerin diger paylasimlarina gore
daha etkili oldugusonucuna ulasilmistir. Son olarak regresyon analizi sonuglarina gore
K.I’nin sosyal medya kullanim sekilleri tiiketicilerin satin alama niyetlerini etkilemekte
ve tiiketicilerde konaklama isletmelerine iliskin satin alma niyeti olugmasi tlizerindeki
degisimlerin %30’nun igletmelerinin sosyal medya kullanim sekillerinden kaynakladig:
gozlemlenmektedir.
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Abstract

The aim of this study, to find out forms of social media usage of accommodation
businesses (A.B.) and to examine the influence of these forms on consumers purchasing
intentions. In accordance with this purpose, a questionnaire was applied to 1101
individuals selected by probabilistic sampling method from consumer who participated
in tourism activities at least once in the last one years. The obtained data were analyzed
by statistical package program. Social media usage forms of accommodation businesses
were uncovered in five dimensions which are expressed as concretisationl,
concretisation2, socialization, mobilization and gamification. However,as a results of
survey, for the concretization of the services offered by the accomodaiton businesses in
the minds of consumer, video and images which are shared by the A.B. in social
networks, more effective than the other, othervise the textual contents which are shared
by the other consumer in the hotel social media profils and in the social Networks, more
effective than the other shared videos, images etc. Finally, according to results of the
regression analysis, it’s observed that A.B’s social media usage forms affect consumer’s
purchasing intentions. Also 30% of the changes in consumer’s purchasing intentions on
the A.B. are caused by usage of social media by A.B.
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