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Oz

Sosyal medya kullaniminin artis gostermesine paralel olarak, sosyal medyanin pazarlama alaninda
kullanilmasinin énemi de her gecen giin artmaktadir. Sosyal medyadan edinilen bilginin tiiketicinin
satin alma kararina etkisi, herhangi bir markanin sosyal medya sayfasmin tiiketicinin satin alma
istekliligi, niyeti ve kararina etkisi ve bu etkinin Tiirkiye ve Kazakistan 6rnekleminde farklilik gosterip
gostermediginin belirlenmesi amaciyla; Facebook, Twitter, Linkedin, Instagram ve WhatsApp sosyal
medya platformlarinda, online kartopu 6rneklemesi yontemiyle anket yontemi uygulanmus, Tiirkiye’de
ikamet eden 230 katilimc1 ve Kazakistan’da ikamet eden 132 katilimci olmak tizere 372 katihimcidan veri
elde edilmistir. Tiirkiye ve Kazakistan’da tiiketicinin satin alma kararinda sosyal medyadan edindigi
bilgiler etkilidir ve etkinin diizeyi Tiirkiye’de %35,2 ve Kazakistan'da %33,4'diir. Herhangi bir
markanin sosyal medya sayfasimin tiiketicinin satin alma isteklili§ine, satin alma davramis niyetine ve
satin alma kararma etkisi Tiirkiye ve Kazakistan’da farklilik gostermemektedir ve “3,24-3,5 notr”
araliginda gerceklesmektedir. Ayrica tiiketicilerin sosyal medyanin etkisiyle satin alma davranis niyeti
gostermesi olasiligt her iki tilkede de davranis niyeti olasilig1 6lcegine gore, “%50-%89 arasi olasilikla
belki diisiiniiriim.” diizeyinde belirlenmistir.
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Abstract

In line with the increase in the use of social media, the importance of using social media in marketing
gradually increases. In order to determine the effect of the information obtained from social media on
the purchasing decision of the consumer and the effect of any brand's social media page on the
consumer's willingness to buy, intention and decision, and whether this effect differs in the sample of
Turkey and Kazakhstan, the online snowball sampling survey method was applied in social media
platforms Facebook, Twitter, Linkedin, Instagram and WhatsApp, and data were obtained from 372
participants, 230 participants residing in Turkey and 132 participants residing in Kazakhstan. In Turkey
and Kazakhstan, the information gathered from social media is effective in the purchasing decision of
the consumer, and the level of influence is 35.2% in Turkey and 33.4% in Kazakhstan. The effect of any
brand's social media page on the consumer's willingness to buy, purchase behavior, intention and
purchasing decision does not differ in Turkey and Kazakhstan, it occurs in the range of "3.24-3.5
neutral". In addition, the probability of consumers showing purchase behavior with the effect of social
media is determined as “with 50%-89% probability, may be I'll think about it.” according to behavioral
intention probability scale in both countries.
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