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Oz

Gilintimiizde sosyal medyanin kullanim alani giderek artmakta ve her gegen giin daha fazla
insan bu mecray:1 giinliik rutinlerinin birer parcasi haline getirmektedir. Kisiler sosyal
medyay1 artik birer bilgi kaynag1 olarak gormekte, satin alma oncesi ve sonrasinda sosyal
medyadan {iriinler hakkinda bilgi edinmekte ve dolayisiyla sosyal medya aracihigiyla
edindikleri bu bilgilerden etkilenmektedir. Bu anlamda sosyal medyanin tiiketicileri satin
alma Oncesi ve sonrasi ne sekilde etkiledigini tespit etmek biiyiik 6nem tasimaktadir. Bu
calisma kapsaminda sosyal medyanin tiiketici satin alma dncesi ve sonras: davranislarma
olan etkisini tespit etme amaciyla 697 katilimciy1 igeren bir anket calismas: yiiriitiilmiistiir.
Calisma kapsaminda sosyal medyada tiiketici satin alma Oncesi ve sonrasi davranislari,
kisilerin sosyal medya kullanim yogunlugu ve sosyal medya baglarinin giigliiliigii olmak
tizere iki farkli boyut ile analiz edilmeye ¢alisilmistir. Yapilan analizler sonucu tiiketicilerin
sosyal medyadaki satin alma oncesi ve sonrasi davraniglar ile, sosyal medya kullanim
yogunlugu ve sosyal medya baglarmin giigliiliigii arasinda anlaml bir iliski oldugu tespit
edilmistir.
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Abstract

Today, the usage area of social media is gradually increasing and every day more and more
people make this channel a part of their daily routines. People now view social media as a
source of information, before and after purchasing they obtain information about products
from social media and therefore are influenced by the information they obtain through
social media. In this sense, it is very crucial to determine how social media affect consumers
before and after purchasing. Within the context of this study, a survey has been conducted
with 697 participants in order to determine the effect of social media on pre-purchase and
post-purchase consumer behavior. Within the scope of the study, the pre-purchase and
post-purchase consumer behavior have been tried to be analyzed with two different
dimensions as the intensity of social media usage and the strength of social media ties. In
consequence of the analyses, it has been found that there is a significant relationship
between the pre-purchase and post-purchase behavior of consumers and the strength of
social media ties and the intensity of social media usage.
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1 Bu makale Kivang Yanar'in yiiksek lisans tezinden tiretilmistir.



