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Yonetim, Ekonomi ve Pazarlama alanindaki profesyonellere akademik katki saglayan, sektorel

uygulamalara katki saglayan teorik ve uygulama arasinda koprii olan, Yonetim, Ekonomi ve

Pazarlama alanlarinda ulusal ve uluslararasi karsilastirmalari inceleyen eserler yer almaktadir.

Yonetim, Ekonomi ve Pazarlama Arastirmalar1 Dergisinin yayin kapsaminda;

>

>

>

>

Isletme bilim dalin1 temel alan ¢alismalar,

Kamu yonetimi bilim dalin1 temel alan ¢calismalar,

Muhasebe ve Finansman bilim dalini temel alan ¢alismalar,
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Hastane isletmeciligi bilim dalin1 temel alan ¢alismalar,

Turizm isletmeciligi bilim dalin1 temel alan ¢alismalar,

Yonetim bilisim sistemleri bilim dalin1 temel alan galismalar yer almaktadir.
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Yonetim, Ekonomi ve Pazarlama Arastirmalar1 Dergisi elektronik ortamda yayin yapan hakemli
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Abstract

It is known that social media, which has become an indispensable part of daily life with the
developments in information and communication technologies, is extensively used by Generation Z.
Social media, which offers easier and faster access to accurate and reliable information, has an important
place in the preference processes of tourism components that cannot be experienced before. Therefore,
this study aims to determine whether social media has an impact on Generation Z's preference processes
for destinations, one of the most important components of tourism. For this purpose, descriptive and
inferential statistics were used to analyze the data collected from 402 participants in online
environments. Within the scope of the research, it was found that there is a relationship between the
destination preference of Generation Z and all elements of social media and that destination image,
behavioral intention, and tourism satisfaction elements on social media have a significant impact on
destination preference. The information shared by travelers and the impacts of social media on
marketing elements have been found to be associated with destination preferences; however, it has been
determined that they do not have an effect on preferences. This is associated with the fact that the most
important factor in the preference process of Generation Z is their own decisions.
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INTRODUCTION

The widespread use of social media on the Internet has made it easier for people to communicate
globally and to have information on every subject. Social media, which makes it faster and easier for
consumers to obtain information about products anywhere in the world (Tosyal1 & Siitgii, 2016), offers
the advantage of being able to obtain information and make comparisons about the products they
demand for their wants and needs from both sellers and users who have already experienced them
without time limits (Guan et al., 2022). For businesses, the fact that it provides an opportunity to increase
brand awareness by reaching more audiences with less cost compared to traditional marketing as a
digital marketing tool (Yao et al, 2019; Tritama & Tarigan, 2016) makes it necessary to follow
information and communication technologies as well as operational technologies, especially in a global
competitive environment. In other words, it can be stated that ignoring the use of social media will pose
some risks in terms of surviving in a competitive environment as it will reach fewer audiences compared
to competitors. Therefore, social media, which reveals a new habit in the exchange process between
consumers and businesses and paves the way for new approaches in terms of marketing, has caused
the tourism sector, which is highly affected by globalization, and social media-based marketing
concepts to be mentioned together.

Dstinations, which are one of the most important components of the tourism sector (Akin, 2022), have
been one of the most discussed concepts in the related literature, together with the concept of social
media (Leung et al.,, 2013). When the research on destinations and social media is examined, it is seen
that researchers mainly focus on the impact of social media on destination choice and decision (Di
Pietro, Di Virgilio & Pantano, 2012; Sultan, Sharmin & Xue, 2019; Fotis, Buhalis & Rossides, 2012; Kasim
et al, 2019; Tapanainen, Dao & Nguyen, 2021; Pan, Rasouli & Timmermans, 2021; Angriani Asnawi,
2022; Merabet, 2020; Tham, Mair & Croy, 2020; Dogra, 2020; Tesin et al., 2022; Terttunen, 2017; Matikiti-
Manyevere & Kruger, 2019), its effect on intention to visit the destination (Gaffar et al, 2022; Tobias-
Mamina et al., 2020; Al-Gasawneh & Al-Adamat, 2020; Chu & Luckanavanich, 2018), effect on purchase
intention (Jaya & Prianthara, 2020; Diposumarto, Purwanto & Ramdan, 2015), effect on destination
image (Ghazali & Cai, 2013; Kim et al, 2017; Stepaniuk, 2015, Chu & Luckanavanich, 2018) and
destination branding (Dedeoglu et al, 2020; Stojanovic, Andreu & Curras-Perez, 2018; Lim, Chung &
Weaver, 2012; Stojanovic, Andreu & Curras-Perez, 2022; Tran & Rudolf, 2022). The impact of social
media on destination choice is the research topic of this study.

According to data on social media use, there are 4.76 billion social media users in the world, which
equals 59.4 percent of the total global population. On the other hand, according to the distribution of
social media users by age range, users between the ages of 13 and 29, including Generation Z, make up
43% of the total (Meltwater, 2023). Considering that individuals born between 1997 and 2012 are
commonly characterized as Generation Z, although they are graded differently in different sources
(Pratminingsih, 2021; Marin & White, 2023), it can be said that the quantitative value of the social media
use of Generation Z, which constitutes the target audience of this study, is quite high.

Considering that Generation Z individuals are both current and future tourists, revealing their
destination preferences as well as the impact of social media on these preferences is of great importance
for researchers who want to provide effective findings and suggestions for practitioners and other
research, as well as stakeholders and management organizations of destinations that want to survive in
a global competitive environment. In this direction, in the related literature, the effect of social media
on purchase preference (Altun, Cizreliogullar1 & Babayigit, 2022; Setiawan et al., 2018), the effect of
social media on destination promotion and loyalty (Zaib Abbasi et al., 2022), the effect of trust in social
media influencers on pre-purchase behavior (Glines, Ekmekgi & Tas, 2022), the effect on travel intention
(Khoa et al., 2021), and the effect on travel behavior (Liu et al., 2023). However, in addition to the
information given above, the limited number of studies on the impact of social media on the destination
choice of Generation Z reveals the importance of this research. In line with this importance, this study
aims to determine the impact of social media on the destination preferences of Generation Z within the
research question "Does social media have an impact on the destination preferences of Generation Z?".
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In addition, the findings obtained aim to present knowledge that will have a widespread impact on the
relevant literature.

CONCEPTUAL FRAMEWORK
Social Media Concept

Social media are defined as web-based services that allow individuals to create a public or semi-public
profile within a limited system, express a list of other users with whom they share a connection, and
view and navigate their own list of connections and the connections made by others within the system
(Boyd & Ellison, 2007). In other words, social media is defined as online platforms where individuals
share content such as videos, photos, pictures, texts, ideas, insights, humor, opinions, gossip, and news
(Drury, 2008). When the definitions of social media are examined, it is seen that it offers individuals
opportunities such as obtaining information about different subjects, virtual browsing, commenting,
making comparisons, and getting to know new people.

The use of the opportunities offered by social media may vary according to the purposes for which
individuals use social media. Social media, which are mainly used for social interaction, information
seeking, time passing, entertainment, relaxation, communicative benefit, convenience benefit,
expressing opinions, sharing information, and learning about others (Whiting & Williams, 2013), are
classified as a) collaborative projects (wiki applications), b) blogs, content communities (platforms
where content such as photos, videos, slides, and books are shared), c) social networking sites, virtual
game worlds, and virtual social worlds (Kaplan & Haenlein, 2010).

Regardless of the aforementioned classifications, the benefits that social media use provides to
individuals are addressed in five value categories: functional, social, emotional, epistemic, and
contingent value (Hallikainen, 2015):

Table 1. Value Category

Value Category Definition

Functional Value Perceived benefit obtained

In the case of social media, the capacity of social media platforms to provide
functionality or tools to achieve one's goals

Social Value Perceived utility of associating with specific social groups

In the case of social media, social value is derived from engaging with social
groups using social media platforms. Maintaining one's social image using
social media platforms

Emotional Value Perceived benefit related to evoking emotions

In the case of social media, emotions evoked by the use of social media
platforms, such as enjoyment

Epistemic Value  Perceived utility is related to arousing curiosity, providing novelty, or
satisfying the desire for information

In the case of social media, the capacity of social media platforms to generate
curiosity, innovation, or information

Conditional Perceived utility of a particular situation

Value
In the case of social media, the value associated with the use of social media on

a specific occasion, such as one's birthday

Source: Hallikainen, 2015.
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Regardless of the classifications of social media and the purposes of individual use, it is evident that
almost all social media applications have a commercial aspect. This is characterized as the impact of
social media on individuals' purchasing behavior (Varghese & Agrawal, 2021). The functional and
epistemic values of social media can be evaluated in this context. In other words, the functionality of
social media in terms of achieving the goals of consumers and businesses emerges as a commercial
activity for almost all social media tools and users. On the other hand, the epistemic values that social
media posts create in individuals shape the benefits perceived by individuals by affecting decisions
such as destination preference (Dogan, Pekiner & Karaca, 2018).

The Effect of Social Media on Destination Preference

Destinations, like all products that reach consumers, include a package of tourism facilities and services
consisting of a series of multidimensional attributes within the attractions that shape the preferences of
individuals or are shaped according to their preferences (Hu & Ritchie, 1993). According to another
definition, a destination is a geographical area that hosts touristic products and attractions to meet the
needs of tourists and is supported by touristic facilities and services that tourists visit intensively
(Karamustafa et al., 2015). According to these definitions, it is seen that destinations basically focus on
influencing individuals' preferences with attractions that will meet their needs. In other words, the more
the destination meets the needs of the individual, the more attractive it is and the more it is preferred
(Vengesayi, 2003).

Individuals desire to travel for a number of intrinsic reasons that can be positioned as needs, and they
choose the destination they want to go to in line with their needs. This situation is referred to as a push-
pull factor in the literature (Prayag & Ryan, 2011). While push factors, also referred to as intrinsic
motivators, include escape, rest, health and wellness, adventure, and social interaction, pull factors,
referred to as extrinsic motivators, include tangible resources such as beaches, recreation facilities, and
cultural attractions, as well as perceptions and expectations such as novelty, benefit expectation, and
marketing image (Uysal & Jurowski, 1994). Apart from push and pull factors, individuals may be
motivated and influenced by factors such as knowledge and adventure, economic concerns, personal
safety, destination knowledge, travel arrangements, destination characteristics, family and friends, fun
and relaxation, religious and cultural considerations, and travel bragging (Mutinda & Mayaka, 2012).

In unpredictable sectors such as tourism, individuals want to predict whether the goods or services
offered will meet their needs. In terms of destinations, individuals try to make decisions in line with the
information and feedback they receive from their environment, as well as their previous experiences,
which have been found to have a close relationship with future destination preferences (Oppermann,
1999; Frank, 1962). Therefore, word-of-mouth marketing via social media has become one of the most
fundamental tools for individuals and has been adopted by hospitality businesses (Litvin, Goldsmith &
Pan, 2018). Accordingly, in addition to the content created by social media users, travelers' posts,
information on social media, and variables such as behavioral intention, destination image, and tourism
satisfaction on social media have become determinants of individuals' destination preferences (Cox et
al., 2009; Agyapong & Yuan, 2022). In other words, social media has started to be accepted as an
important source of feedback because of the opportunities it offers in terms of obtaining fast and
accurate information.

In tourism, which is an information-intensive sector, technological systems are needed more to
disseminate more information, and at this point, the role of social media emerges (Kim et al., 2017). The
role of social media emerges at the point where information on social media is seen as an important
source of information in all tourism-related processes, especially in destinations (Da Mota & Pickering,
2020). In fact, it is stated that information on social media has fundamentally changed the travel
planning and purchasing processes (Tham et al. 2020). Although information on social media is created
by users such as businesses, consumers, and travelers, it is known that the information produced by
travelers is used to provide accurate information about destinations and guide the decision process
(Zeng & Gerritsen, 2014). For example, Abad & Borbon (2021) found in their research that the
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information provided by travelers has a significant impact on individuals' travel decisions in terms of
cognitive and sensory values, and the accuracy of the relevant decisions ensures that the right decision
is made based on destination preferences. Therefore, it can be said that especially the information on
social media produced by travelers is an important tool in guiding individuals' behavioral intentions
on social media, ensuring a positive destination image on social media, and increasing tourism
satisfaction on social media.

Information shared on social media is one of the most important sources of information that can be used
in travel planning (Zeng & Gerritsen, 2014). Social media is recognized as an important marketing tool
(Jaya & Prianthara, 2020) that has a direct impact on the creation of destination images (Stepaniuk, 2015).
The finding that individuals tend to adopt the destination image created by social media users,
regardless of whether they have prior knowledge about the destination or not (Pan et al., 2021) supports
this fact. In addition to the effects of social media on marketing, it is also known that the content
produced by travelers, in addition to its contribution to the destination image on social media,
influences the behavioral intentions of individuals and directs their preferences (Al-Gasawneh & Al-
Adamat, 2020). Therefore, when evaluated as a whole, it is seen that social media is an important tool
in creating a positive impression of the destination and creating a positive impact on individuals'
purchase intentions and destination preferences (Ninan, Roy & Cheriyan, 2020; Tobias-Mamina et al.,
2020). When evaluated as a process that follows each other, the destination image created by the
information on social media and its impact on touristic preferences lead individuals to the right
decisions, and the experiences gained through the right decisions lead to tourism satisfaction.

The above-mentioned developments regarding social media are also reflected in the related literature.
Llodra-Riera et al. (2015) found that individuals are influenced by information sources when choosing
a destination, and among these information sources are the information on social media provided by
travelers and influencers. Similarly, Pop et al. (2022) found that individuals' tourism satisfaction on
social media, which is formed by their previous experiences as well as the destination image created by
social media, has a positive impact on travel and destination preference processes. Masuda, Han, and
Lee (2022) found that celebrities or influencers, which are components of social media, have a significant
impact on individuals' destination decision processes and behavioral intentions. These findings suggest
that social media and communication through social media (word-of-mouth marketing) have a
significant impact on individuals' travel planning and travel decisions (Xiang, Magnini & Fesenmaier,
2015; Agyapong & Yuan, 2022). In other words, social media provides some information about a tourist
destination (transportation facilities, travel routes, accommodation and food and beverage facilities,
problems and risks, safety issues, culture, and heritage) and functions as a word-of-mouth
communication tool, thus influencing people's travel decisions (Paul, Roy & Mia, 2019).

The Effect of Social Media on Generation Z's Destination Preference

The generation defined as Generation Z uses social media more intensively with the spread of the
internet and the development of technology. Another important purpose of Generation Z
(Euajarusphan, 2021), which uses social media for purposes such as communicating with acquaintances,
accessing secure information, being happy by sharing, and having a mass communication tool, is to
facilitate their decisions in the process of purchasing goods or services. Generation Z (Seker, Erdem &
Unur, 2022), which is known to be more influenced by social media compared to other age groups, has
smartphones and internet access, which both facilitate the selection of goods or services and allow them
to be more meticulous and selective compared to other generations (Karim, 2019). Therefore, it is known
that Generation Z prefers online shopping over the internet because of the influence of social media
(Dabija & Lung, 2019).

The impact of social media on the purchasing preferences of Generation Z has been the subject of
research due to their intensive use of social media and being called the tourists of the future, as well as
the increase in commercial mobility caused by the impact of social media. For example, Djafarova and
Foots (2022), in their research on the purchasing preferences of Generation Z, which they express as
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conscious consumers, found that they perceive social media phenomena and recommendations of
friends and relatives on social media as a facilitating factor in their purchasing preferences, taking into
account environmental effects. Ninan et al. (2020) found that the impact of social media on Generation
Z is greater than traditional marketing and that social media has a positive impact on purchase
intention, brand awareness, product perception, brand loyalty, and customer-business interaction.
Similarly, Kahawandala, Peter, and Niwunhella (2020) found that information technologies, peer and
social influence, as well as social media, have a significant impact on the purchase decisions of
Generation Z. Therefore, in line with these findings, it is possible to say that the purchasing behavior of
Generation Z is highly influenced by social media.

In line with the information provided in the conceptual framework of the research, it has become
important to examine the destination preferences of Generation Z as future tourists and active users of
social media on the basis of destinations, which are important components of the tourism sector, where
the reality of social media is more important due to its previously unexperienced structure. This
information formed the basis for the hypotheses of the study, and hypotheses were developed regarding
the effect of social media on the destination preferences of Generation Z. The hypotheses were formed
within a fiction to reveal the relationship between social media and the destination preference of
Generation Z together with its sub-dimensions, and then to determine whether the dimensions affect
each other. The main hypotheses of the study question the relationship and impact of social media
elements on Generation Z's destination preferences. The social media elements in the hypothesis include
behavioral intention shaped by social media, information shared by travelers, other information
available on social media, destination image formed on social media, and overall satisfaction with the
tourism sector on social media. Apart from the main hypothesis, sub-hypotheses were developed for
the five related hypotheses:

Hi: There is a relationship between social media elements and Generation Z's destination preference.

Hia: There is a relationship between the information shared by travelers and the destination
preferences of Generation Z.

Hiv: There is a relationship between the destination image on social media and the destination
preference of Generation Z.

Hic: There is a relationship between behavioral intention on social media and Generation Z's
destination preference.

H1a: There is a relationship between the effects of social media on marketing and the destination
preference of Generation Z.

Hie: There is a relationship between tourism satisfaction on social media and Generation Z's
destination preference.

Ho: Social media elements have an effect on Generation Z's destination preference.
Hza: Information shared by travelers has an effect on the destination preference of Generation Z.
Hzp: Destination image on social media has an effect on Generation Z's destination preference.
Hozc: Behavioral intention on social media has an effect on Generation Z's destination preference.
Haza: The effects of social media on marketing have an effect on Generation Z's destination preference.

Haze: Tourism satisfaction on social media has an effect on Generation Z's destination preference.
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The model of the research, which is formed according to the hypotheses developed in line with the
research purpose, is presented in Figure 1.

Figure 1. Research Model

Social media elements
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METHODOLOGY

In this study, which is designed to determine the effect of social media on the destination preference of
Generation Z, the relational survey model, which is also referred to as impact, is used to reveal and
determine the degree of co-variation between two or more variables (Karasar, 2005; Islamoglu &
Alniacik, 2016). In addition, within the scope of the study, the purposeful sampling method, which
involves the selection of individuals who are suitable for the problematic of the research and who are
directly related to the subject based on the researcher's own observations, was used (Altunisik et al.,
2012; Giirbiiz & Sahin, 2018). Accordingly, the data for the study were collected online between June
and September 2023 from individuals who were suitable for the purpose.

The population of the study consists of individuals residing in Tiirkiye, born between 1997 and 2012,
and called Generation Z. The criterion for the study was that the participants were 18 years of age or
older. The criterion of the study is that the participants should be 18 years of age or older. Therefore,
the population of the study was limited to individuals between the ages of 18 and 26. It is known that it
is sufficient to reach a sample size of 384 regardless of the population and sample size in order to achieve
the purpose of research (Karasar 2005; Yazici 2018). On the other hand, it is seen that the number of
samples sufficient to perform factor analysis on the scale with the data obtained in scientific research is
considered sufficient to be 5-10 times the number of items in the scale in the relevant literature
(LoBiondo-Wood & Haber, 2002; Tavsancil, 2002; Shultz & Whitney, 2005; Byrne, 2016). Within the
scope of this study, data were received from 416 participants, and data were obtained from 402
participants by removing 14 questionnaire forms that were not suitable for the population and purpose
of the study. Therefore, 12.18 times the number of 33 items in the scale was obtained, and it was accepted
that a sufficient sample size was reached for the analysis within the scope of the study.

The questionnaire form, which was used to collect the data for the study and adapted by the researchers
from Agyapong and Yuan (2022), was prepared as a 5-point Likert scale to measure the participants'
level of agreement with the statements and consisted of three sections. The first section provides
information about the research and consists of an acceptance question for voluntary participation. The
second section consists of 33 items to measure the impact of social media on Generation Z's destination
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choice. The scale items consist of five items each on information shared by travelers, destination image
on social media, and tourism satisfaction on social media, seven items each on behavioral intention on
social media and the effects of social media on marketing, and four items on destination preference. The
last section, the third section, includes questions about the demographic characteristics of the
participants and their social media use.

In order to ensure the content validity of the scale and to check the comprehensibility of the scale items,
a pilot study was conducted with nine people, including four students, two academicians, and three
civil servants, who were included in the age group of the study. To test the construct validity of the
scale, a normality distribution test and PLS-SEM model factor analysis were conducted. In addition,
Cronbach's Alpha coefficients were calculated to determine the reliability of the scale, and the scale
(¢=0.982) and its sub-dimensions, such as information shared by travelers (a=0.911), behavioral
intention on social media (a=0.905), destination image on social media (a=0.913), the reliability
coefficients of the effects of social media on marketing (a=0.957), tourism satisfaction on social media
(0=0.946), and destination preference (a=0.880), were found to be at the expected level, and the basic
condition for the validity of the scale was met (Karasar, 2005).

FINDINGS

In line with the purpose of the study, descriptive statistics were used to calculate the frequency
distributions of the participants' demographic characteristics and social media use. In addition, the data
were tested for normal distribution, and PLS-SEM model factor analysis was performed. Finally,
analyses were conducted to test the study hypotheses. The frequency distributions of the demographic
characteristics of the participants are given in Table 2.

Table 2. Frequency distributions of demographic characteristics of the participants

Demographic Characteristics Groups f %
18-20 117 29,1
Age 21-23 183 45,5
24-26 102 25,4

Male 161 40

Gender Famale 241 60

Primary and secondar

educati};n ’ 26 64
Education status Associate degree 49 12,2
Bachelor's degree 311 77,4

Postgraduate 16 4
No income 126 31,4
1-2.000 b 125 31,1

Average monthly income 2.001-4.000 & 25 6,2
4.001-6.000 b 19 4,7
6.001 ® and above 107 26,6
Total 402 100

In line with the purpose of the research, since the age groups defined as Generation Z in the literature
have been reached, it is seen that the majority of the participants, which include individuals between
the ages of 18 and 26, are female (60%) between the ages of 21 and 23 (45.5%), have undergraduate
education (77.4%), and have no income (31.4%). When these results are evaluated, it is seen that the
target group is suitable for the purpose of the research in terms of age. On the other hand, in terms of
education and average monthly income, it is seen that the findings obtained overlap since the age
groups defined as Generation Z are generally students and are expected to have no or low income
accordingly.
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Distributions for the variables that are important for the purpose of the study and reveal important
findings regarding the participants' social media use were calculated. The findings obtained are
presented in Table 3.

Table 3. Frequency distributions of participants' social media use

Social Media Usage Groups f %
Less than 2 93 23,1
hours
Frequency of social media use 3-4 hours 195 48,5
5 hours and 114 28,4
above
Total 402 100
Social Social
. Frequency of . Frequency of
networking .. networking .
. Repetition . Repetition
service service
Facebook 39 The most Facebook 30
The most used Instagram 348 used social Instagram 335
social YouTube 241 network YouTube 217
networking X 38 service in X 64
service TikTok 42 destination TikTok 26
Other 27 choice Other 24

In line with the research purpose, it is important to reach participants who use social media intensively.
The data on the frequency of social media use shows that the appropriate target group was reached. It
is seen that the majority of the participants use social media for 3—4 hours (48.5%) and 5 hours or more
(28.4%). In addition, the most used social networking services are Instagram (348 repetition frequency)
and YouTube (241 repetition frequency). Therefore, it is an expected result that Instagram (335 repetition
frequency) and YouTube (217 repetition frequency) are the social networking services that the
participants use the most in their destination preferences.

Before the research analyses, the normality distribution of the data was tested. Skewness and kurtosis
coefficients were calculated to test whether the data were normally distributed, and it was observed
that the coefficients (skewness = -1.347 / 0.154; kurtosis = -0.877 / 0.610) were between acceptable values
(Chemingui & Ben Lallouna, 2013). Accordingly, it was accepted that the data showed a normal
distribution. On the other hand, PLS-SEM model factor analysis was conducted to determine the
validity of the scale and its suitability for the analysis, and the results are given in Table 4.



Mehmet Halit AKIN &Biisra SENER

Table 4. Factor Analysis Results

Factors Statements F;::: CR AVE
The information provided by travelers guides me to visit new 0,829
Iy destinations.
o Information provided by travelers is more reliable than 0,720
E o  information shared by travel businesses on their websites.
c % I always ask people about their experiences before choosing a 0,792 ,98 797
£ % tourist destination. 2
g =1 believe it is important to seek the opinion of others before 0,798
§ choosing a tourist destination.
L I recommend getting information from different sources before 0,848
making any decision about the destination.
o Destination image has a strong influence on a person's choice of 0,822
° destination.
% «  Destinations with recognition are always more visited. 0,824
E7T Images of destinations shared on social media influence me to go 0,862 97
,§ _t_i there. ’3 ,819
“é’ ‘g Videos shared on social media influence me to choose a 0,859
£ ©  destination.
5 Social media provides accurate information about new tourism 0,731
destinations.
< Information shared on social media has a strong influence on my 0,757
;g:': decision-making intentions.
= I trust the brands advertised by the social media influencers I 0,542
s follow.
§ I'have a positive opinion towards tourism businesses advertised by 0,623
g social media influencers.
g My personal experience has a strong influence on my tourism 0,832 ,99 765
E destination decisions. 27
ﬂqé The way tourism businesses handle complaints affects my 0,844
.'7: decision-making process.
_§ The attitudes of tourism enterprises towards service provision 0,868
5 affect my decision-making process.
g The existence of positive opinions about a brand affects my 0,892
decision-making process.
Social media has led to a significant change in tourist behavior, 0,852
c marketing activities, and travel information sharing.
- Social media has changed the process of creating touristic products. 0,832
% Social media has made it easier for tourists to share their viewsand 0,873
E o EXPeriences, providing different perspectives on destinations.
-3 £ Social media enriches the touristic experience of people visitinga 0,887 99
é % destination for the first time by enabling them to share experiences ’ 1 ,857
° g of different destinations.
‘g Social media, in effect, acts as an enhanced customer service tool. 0,852
= Social media provides information about new tourism 0,880
2 destinations.
= Social media facilitates access to destinations. 0,828

10
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I was generally satisfied with the services provided by the tourism 0,790
enterprises I had previously received services from.
My previous satisfaction is important for me to prefer the service 0,849

§
§
§ -‘-§ offered by a tourism business again.
:'g g My previous level of satisfaction is very important to me in my 0,854 ,98 839
§ & purchasing decisions. 5
£ § Reliable information shared by the tourism organization increases 0,840
g my satisfaction.
S The quality of the service provided by the tourism establishment 0,862
increases my satisfaction.
If I were to choose a tourism business, I would prefer the one 0,596
g o recommended by social media influencers.
'..g % If I'm going to visit a destination, I decide first by looking at its 0,816 93
,_g E visuals. ! 9 ,697
g i My willingness to visit a destination depends on its awareness. 0,671

My willingness to visit a destination depends on the images of that 0,707
destination shared on social media.

The results of the factor analysis show that the loading values of the scale items are > 0.50, which is
considered sufficient (Giirbiiz & Sahin, 2018), so it can be said that the scale items correctly define the
relevant factors (Cokluk, Sekercioglu & Biiyiikoztiirk, 2010). The CR (composite reliability) values,
which reveal that the scale has a reliable structure, were found to be at the expected level (CR > 0.70)
(Valentini & Damasio, 2016). In line with the requirement that the AVE value should be >0.50 (Yashoglu,
2017), it was determined that all factors had acceptable values, and discriminant validity was achieved.
Finally, it was seen that the expectation of CR > AVE (Hair et al., 2010), which is required for the fit
validity of the scale, was met in all factors. These findings show that the scale is suitable for the purpose
of the study in terms of convergent validity, and other analyses can be performed.

In line with the purpose and model of the study, in order to determine the impact of social media
elements on destination preference, the relationship between the factors was first tested with correlation
analysis, and then regression analysis was used to determine the effects between the relationships. The
results of the Pearson correlation analysis on the level of relationship between the factors are presented
in Table 5.

11
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Table 5. Correlation between factors

Information Destination Behavioral The Tourism Destination
shared by image on intention  effectsof satisfaction preference
Factors travelers social on social social on social
media media media on media
marketing
Information
shared by 1
travelers
Destination
1mefge on ‘ 862" 1
social media
Behavioral
1nte.:nt10n o.n 863" 890" 1
social media
The effects
of social
media on ,852™ ,900™ ,887" 1
marketing
Tourism
satisfaction
on social ,855™ ,854™ ,825™ ,876™ 1
media
Destinati
estnation 704" 758" 819" 743" 639" 1
preference

** Correlation is significant at 0.01 level.

In addition to the information given in Table 5, the relationship between social media elements,
including information shared by travelers, destination image on social media, behavioral intention on
social media, marketing effects of social media, tourism satisfaction on social media, and destination
preference, was tested, and a positive relationship was found (0.830). The correlation coefficients
represent relationship levels of 0.00-0.19 (very weak), 0.20-0.39 (weak), 0.40-0.59 (moderate), 0.60-0.79
(strong), and 0.80-1.00 (very strong) (Campbell & Swinscow, 2011; Ryan & Bruno, 2017). Accordingly,
there is a very strong relationship between social media elements and destination preferences. On the
other hand, a very strong positive relationship was found between destination preference and almost
all factors. There is a strong positive relationship between destination preference and the factors of
information shared by travelers, destination image on social media, the effects of social media on
marketing, and tourism satisfaction on social media. Therefore, the main hypothesis H1 and its sub-
hypotheses are accepted.

Regression analysis was conducted to test the other main hypothesis of the study, H2, and its sub-
hypotheses, and the findings are presented in Table 6.

12
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Table 6. Regression Analysis on the Effect of Social Media Elements on Destination Preference

Sienifi
R R2 Adjusted R2 F IprEReEee
Level
,830 ,688 ,685 175,003 ,000
Standardized Beta T
Destination
,830 1,385 ,000
preference

Dependent Variable: Destination preference Independent Variable: Social media elements

Beta: ,830 Significance: ,000

According to the regression analysis, which has a coefficient of determination R2=,688 and a rate of
explanation of social media elements on destination preference of 68.8%, it is determined that social
media elements have a positive effect on destination preference by creating a statistically antecedent
effect (3=,830; p=,000). In addition, the dimensions of destination image on social media ([3=,207; p=,007),
behavioral intention on social media ([3=,712; p=,000), and tourism satisfaction on social media ([3=264;
p=,000) were found to positively affect destination preference. On the other hand, information shared
by travelers (8=,014; p=,826) and the effects of social media on marketing ([3=,145; p=,065) have no effect
on destination preference. According to these findings, the results regarding the research hypotheses
are given in Table 7.

Tablo 7. Results of Hypothesis Tests

H Description Conclusion

3 There is a relationship between social media elements and the destination Acceptance
preference of Generation Z.

o There is a relationship between the information shared by travelers and the Acceptance
destination preference of Generation Z.

Hus There is a relationship between destination image on social media and Acceptance
destinationpreference of Generation Z.

e There is a relationship between behavioral intention on social media and the Acceptance
destination preference of Generation Z.

Haug There is a relationship between the effects of social media on marketing and Acceptance
the destination preference of Generation Z.

e There is a relationship between tourism satisfaction on social media and Acceptance
destination preference of Generation Z.

Hz Social media elements have an impact on the destination preference of Acceptance
Generation Z.

o Information shared by travelers has an impact on the destination preference of Rejection
Generation Z.

s Destination image on social media has an effect on the destination preference Acceptance
of GenerationZ.

e Behavioral intention on social media has an effect on the destination preference  Acceptance
of Generation Z.

s The effects of social media on marketing have an impact on the destination Rejection
preference ofGeneration Z.

e Tourism satisfaction on social media has an effect on the destination preference = Acceptance

of Generation Z.

13
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CONCLUSION AND SUGGESTIONS

Due to the intensive use of social media, it is known that businesses carry out their marketing activities
in internet-based environments in a planned manner. On the other hand, it is obvious that Generation
Z is among the most intensive users of social media, and social media is one of the most important
marketing tools for tourism components due to its unpredictable structure. In line with this information,
this study aims to determine whether social media elements have an impact on the preference processes
of Generation Z regarding destinations. In this direction, descriptive statistics as well as correlation and
regression analyses were conducted to determine the role of social media in destination preference
based on the data on the factors affecting destination preference obtained from individuals between the
ages of 18 and 26, born between 1997 and 2005, in order to reach participants aged 18 and over as a
criterion of the research.

Within the scope of the research, it was aimed at determining the time spent by Generation Z on social
media and the social media platforms they use the most. In line with the data obtained, it was
determined that Generation Z spends an average of 3—4 hours a day on social media, uses Instagram
and YouTube platforms the most, and mostly uses these two platforms in their destination preferences.
In line with the purpose of the research, in addition to reaching individuals who use social media, the
fact that the majority of the participants (76.9%) have a social media usage frequency of three hours or
more indicates that the target audience in line with the purpose of the research has been reached, and
accordingly, it is seen that some social media platforms are utilized in destination preferences. The data
on Instagram and YouTube platforms, which were found to be the most used social media platforms
and utilized in destination preferences, reveal that e-marketing practices should be carried out on these
platforms in all tourism components, especially in destinations.

According to the correlation analysis conducted to test the first of the main hypotheses in line with the
purpose and model of the study, it was determined that there is a very strong positive relationship
between destination preference and social media elements. In other words, there is a very strong
relationship between the information about the destination on social media and the destination
preference of Generation Z. On the other hand, it has been determined that there is a positive
relationship between destination preference and the factors of information shared by travelers,
destination image on social media, the effects of social media on marketing, and tourism satisfaction on
social media. When the level of the relationship is examined, it is seen that there is a very strong
relationship between destination preference and behavioral intention on social media, while there is a
strong relationship between destination preference on social media and information shared by travelers,
destination image on social media, marketing effects of social media, and tourism satisfaction on social
media. Accordingly, it is possible to talk about the existence of a positive relationship between
destination preference and social media as an important indicator for destinations.

Regarding the second of the main hypotheses of the study, regression analysis was performed, and
accordingly, it was observed that social media elements had a positive effect on destination preference
by creating an antecedent effect. In other words, it has been determined that the existing elements
related to the destination on social media have a significant impact on the destination preferences of
Generation Z. Therefore, in order to appeal to more audiences, destinations should focus more on social
media-based e-marketing practices, which will provide a significant advantage in terms of preferability.
In addition, according to the analysis, destination image, behavioral intention, and tourism satisfaction
factors in social media have a positive effect on destination preference. Accordingly, since social media
posts as well as marketing and perception management activities have an impact on destination image
formation, destinations should carry out accurate and effective posts, collaborations, and activities that
will contribute to the formation of a positive destination image on social media. Therefore, ensuring a
positive destination image, among other practices, will be a pioneering step in terms of creating a
positive behavioral intention towards destinations on social media as well as ensuring positive tourism
satisfaction. Considering the impact of these three factors on the destination preference of Generation
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Z, social media tools are very important for destinations to increase their potential visitor base, reach
more real visitors, and thus gain an advantage in the global competitive environment.

Although the information shared by travelers and the effects of social media on marketing have a
relationship with destination visits, they do not have an effect on destination preference. Therefore, it
can be said that Generation Z creates behavioral intentions by taking advantage of the information
shared by travelers as well as the information provided by social media on destination marketing in
destination decision processes, but the most important factor in the preference process is their own
decisions. In other words, although the information shared by travelers and the effects of social media
on marketing do not have a direct effect on destination preference, it can be said that it can affect
destination preference since there is a strong relationship between destination image on social media,
behavioral intention, and tourism satisfaction.

Based on these results, it is possible to offer some suggestions for destinations. In this context:

e Active use of social media platforms to gain an advantage in the global competitive
environment,

e Emphasizing service quality through social media due to the intensive use of social media,
e Ensuring social media-based and reliable purchasing transactions,

e Emphasizing personalized applications in social media applications,

e Providing services that will create an attraction factor for Generation Z as potential visitors,

e Emphasizing reliable information and promotional content supported by visuals about the
destination to support the destination image on social media platforms, especially Instagram
and YouTube platforms, which are predicted to affect the destination preference of potential
visitors,

e Adpvertising through social media influencers to increase interest in the destination and create
behavioral intentions,

e Encouraging real visitors to provide feedback on social media platforms to ensure tourism
satisfaction on social media,

e Analyzing the comments on social media and taking into account the positive or negative
comments made about the destination, increasing the quality of service in this direction, and
making it sustainable,

e Itisrecommended that an e-marketing team consisting of trained and specialized personnel on
social media be formed, or that training be provided for personnel where necessary.

For future research, it is recommended to investigate the impact of Instagram and YouTube, which are
the most frequently used social media platforms according to the findings of this study, on the
destination preferences of potential visitors. On the other hand, it is recommended to examine the
tendencies of destinations or tourism businesses towards the use of these platforms. In line with the
finding that the most important factor in the preference process of Generation Z is their own decisions,
it is recommended that research be conducted to examine the impact of influencers or tourism
satisfaction on social media. It is also recommended to comparatively investigate the impact of social
media on destination preference with different methods involving more participants and to compare
the change over time.
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Calismanin amaci literatiirde ayri ayri incelenmis olan giig, politik davrans ve izlenim yonetimi
kavramlarmin, izlenim yonetimi temelinde gii¢ ve politik davrarus kavramlar1 arasindaki iliskisinin
incelenmesi odag: ile literatiire katki saglayacag: degerlendirilmistir. Calisma konusuyla ilgili daha
once yapilmis aragtirmalardan faydalamp nitel aragtirma ydntemiyle hazirlanmistir. Orgiitlerde giig,
politik davranis ve izlenim y6netimi birbirini tamamlayan bir biitiiniin pargalaridir. izlenim y6netimi
strateji/taktikleri, politik davranis ile giice ulasmak ve giicii elinde tutmaya devam etmek i¢in kullanilir.
Calisanlarin kariyer, statii, prim gibi olanaklardan en iist seviyede faydalanmasi i¢in orgiitlerde siklikla
karsilasilan davramislardir. Bu davranislarin sergilenmedigi orgiit neredeyse yok denilecek kadar azdir
yakindir. Calismanin 6rgiitlerde insan kaynaginin orgiit amaglar1 dogrultusunda yonlendirilmesi icin
yoneticilerde farkindalik yaratacag: degerlendirilmisgtir.
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Abstract

The study aims to contribute to the literature by examining the relationship between the concepts of
power, political behavior, and impression management, which have been examined separately in the
literature, and the concepts of power and political behavior based on impression management. The
study was prepared using a qualitative research method, using previous research on the subject. Power,
political behavior, and impression management in organizations are parts of a whole that complement
each other. Impression management strategies/tactics are used to achieve and maintain power through
political behavior. Organizations frequently encounter these behaviors so employees can benefit from
opportunities such as career, status, and bonuses at the highest level. There are almost no organizations
where these behaviors are not exhibited. It is evaluated that the study will raise awareness among
managers to direct human resources in organizations in line with organizational goals.
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GIRIS

Glintimiiz sartlarinda orgiitlerin amaclarina ulasabilmesi i¢in basvuru odagi olan orgiitsel davranis
disiplini her gecen giin Onemini arttirmaktadir. Orgﬁt yoneticileri personelini, Orgiit amaglar
dogrultusunda yonlendirmek ve yonetmek istiyorsa bahse konu disiplin kavramlarinin anlasilmasina
gerekli onemi vermelidir. Bu kapsamda literatiirde ¢ok fazla iligkileri incelenmemis fakat ayr1 ayr
olarak fazlaca galisilmis olan gii¢, politik davranis ve izlenim yonetimi, arasindaki iliski makalenin
konusunu olusturmaktadir. Nihayetinde orgiit kiiltiirii (Boylu ve Sokmen, 2006) ve Orgiitsel
sosyallesme (Sokmen, 2007; Sokmen ve Tarakgioglu, 2008) gibi konular gii¢ ve politika konularim
icerseler de, gli¢ ve politik davranis ile izlenim yOnetimi arasindaki iliskinin kavramsal bir temele
oturtulmasina ihtiyag vardir.

Orgiit iginde ve diginda kaynaklarin sinirli oldugu diisiiniildiigiinde gii¢ ve gii¢ kaynaklarmdan
bahsetmek, gii¢c konu oldugunda bu giicii elinde bulundurmak ve devamini saglamak i¢in politik
davranisin ortaya ¢ikmasi, politik davranis algisi olustugunda ise izlenim yonetimi stratejilerinin
uygulamaya konulmasi orgiit igin dogal bir siirectir. Gii¢ kaynaklarinin kullaniminda etik yonetimin
onemi de unutulmamalidir (S6kmen, 2016).

[zlenim yénetiminin nihai hedefi, kisinin kendi imajin1 olusturmasi ve siirdiirmesi yoluyla kisisel
faydalar elde etmektir. izlenim yénetimi temelde kendi kendine hizmet eder. Izlenim y&netimiyle
ugrasan ¢alisanlar, kisisel ¢ikarlarini en iist diizeye ¢ikarmak i¢in ¢abalarlar (Lu and vd., 2018:543).

Calismada 6ncelikle izlenim yOnetiminin tarihsel gelisimi, kuramsal siireci, stratejileri ve literatiirde
izlenim y6netimi ile ilgili saha arastirmalarina deginildikten sonra politik davrans ve izlenim yonetimi
iliskisi arastirmalarina yer verilecek ve son olarak da giig, politik davranis ve izlenim yonetimi iliskisi
irdelenecektir.

Calismada 1ii¢ kavramin birbiri ile iligskisi incelenmesi yOniiyle 0zgiin bir ¢alisma oldugu
degerlendirilmektedir. Bununla birlikte izlenim yonetimi literatiirde daha az incelendiginden {izerinde
agirlikli olarak durulacaktir. Bu calismada; orgiit yoneticilerinde, calisanlarin performansinin
arttirllmasi yoniiyle farkindalik yaratilmasi da amacglanmistir. Bu sayede basta isten ayrilma niyeti
(Bitmis vd., 2015; Giires ve Sokmen, 2015; Ekmekg¢ioglu ve Sokmen, 2016) ve stres (S6kmen ve Simsek
2016; Sokmen, 2006) olmak {izere olumsuz ¢iktilara yonelik bir ¢6ziim de yaratilabilecektir.

KAVRAMSAL CERCEVE
izlenim Yonetiminin Gelisimi

Bagkalar {izerinde olumlu bir izlenim yaratma arzusu, hem is hem de 6zel yasamda insan dogasimin
temel bir pargasidir. Bagkalarmin kendileri hakkinda olumlu diisiinmesini kolaylastirmak igin bilingli
veya biling oncesi teknikleri kullanan insanlar fikri muhtemelen binlerce yil 6ncesine dayanmaktadir
(Dubrin, 2011:3). 1514 yilinda Machiavelli'nin yazdig1 Prens' adl1 eserinde izlenim birakmanin énemi
sOyle ifade edilir; “Kotiilitkler goriiniisle goriinmez olur” hiikiimdarin kendisinden beklenen tiim
erdemlere sahip olmasi gerekmez, ancak tiim erdemlere sahip oldugu izlenimini vermesi gerekir.
Deneysel boyutta ilk izlenim yonetimi gézlemi Hawthorne ¢alismalarinda yapilmuistir. Bu ¢alismalar
sirasinda denekler yoneticileri tarafindan izlendiklerini fark ettiklerinde verimlilikleri artmistir (Yicel,
2013:5). 1960'l1 yillarda Psikolog Edward Jones, izlenimler iizerine arastirmalar yapmis ve ¢alismalar
sonucunda ne tiir davreanislarin sergilendiginde kars: tarafin onaymin alindigini belirlemistir. 1970li
yillarda izlenim yonetimine iliskin ¢alismalarin artmasi sebebiyle kisilerin karsi tarafi etkilemek igin
sergilenen davranislarin 6nemli oldugu fakedilmeye baslanmistir (Akdogan ve Aykan, 2008:8).
1980’lerde izlenim yonetimi, organizasyon aragtirmalarinda inceleme odagi haline gelmistir. Bu
donemde izlenim yOnetimi organizasyonel insan iligkilerinde siradan bir stratejik davranis olarak
goriilmiis ve etkili iletisimin olmazsa olmazi olarak goriilmiistiir (Ozdemir, 2006:24; Dogan ve Kilig,
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2009). izlenim yonetimi, kisiler arasi iletisim ve etkileisimin yap1 taslar1 arasinda olup davranis bilimleri,
sosyoloji, psikoloji ve antropoloji gibi bir ¢ok disiplinde yer bulmus bir olgudur.

Izlenim Yonetimi Tanimi1

[zlenim y®énetiminin genel fikri, bireysel veya orgiitsel bazda belirli davramslar yoluyla istenen imajt
yaratmaya dayanir (Beka, 2013: 463). Izlenim yOnetimi ile ilgili baz1 tanimlar asagida sunulmustur:

v Bagkalarinin kendileri hakkinda olusturdugu izlenimleri kontrol etmeye calistiklari siireg
(Leary and Kowalski, 1990),

v' Bir kiginin, bagkalarimin goziinde istenen izlenimleri yaratacak ve siirdiirecek sekillerde
davranmaya yonelik sistematik girisim (Schermerhorn and others, 2004),

v’ Istenilen kimlikleri olusturmak, siirdiirmek veya korumak icin tasarlanmus stratejik iletisimler
(Bozeman and Kacmar, 1997),

v" Kisisel veya sosyal amaclarin hizmetinde bagkalarinin goriislerini yonlendirmek igin bilgileri
kontrol etme faaliyeti (Schlenker and Pontari, 2000),

v' Bireylerin orgiitsel politikada ustalasmasi, daha iyi is iligkileri saglanmasi, grup baghiliginin
arttirllmasi ve daha hos bir orgiitsel iklim yaratmak icin kullanilan sosyal yeterlilik bicimi (Roberts,
2005),

v Insanlarin kendileri hakkinda istenen algilar1 yaratmak ve siirdiirmek icin bagkalarina
yonelttikleri davranislarla ilgilidir (Gardner and Martinko, 1988:321).

izlenim Yonetimi Modelleri

Literatiirdeki ¢alismalar izlenim yonetimini bir “siire¢” olarak ele almaktadir. (Akdogan ve Aykan,
2008). Bu siirecte gelistirilen modellere asagida deginilmistir.

Gardner ve Martinko'nun Izlenim Yénetimi Modeli (1988): Bireyler, diger bireylere karsi olumlu
izlenimler yaratmak icin performans gosteren aktorler olarak tanimlanir. Burada aktoriin ve hedefin
(izleyicinin) 6zellikleri, ortamin 6zellikleriyle birleserek bir tiir uyaric1 gorevi goriir. Kisilik 6zellikleri,
oyuncunun ve hedef kitlenin tanimlanan durumlara iliskin yorumlarini etkiler ve oyuncu bu durum
tanimlarini kullanarak en uygun izlenimleri yaratarak davranislarini se¢meye calisir.

Leary ve Kowalsky’nin Izlenim Yonetimi Modeli (1990): Bireyler 6nce belirli izlenimler olusturmak icin
motive olurlar ve daha sonra diger bireylerin kendileri hakkindaki izlenimlerini etkilemek igin
davraniglarini degistirirler.

Rosenfeld, Giacolone ve Riordan’in Izlenim Yonetimi Modeli: Bu modelde Leary ve Kowalsky'nin
modelindeki motivasyon ve izlenim yaratma unsurlarina ek olarak izlenimlerin izlenmesine de yer
verilmektedir.

Martinko'nun Izlenim Yonetimi Modeli (1991): Bu modele gore bireyler nce bir durum tamimlarlar. Bu
asamada durum, hedef ve bireysel ozellikler incelenir. Bu inceleme sonucunda elde edilen veriler
1s181nda izlenim yOnetiminin amaglar: ve 6ncelikleri belirlenir. Hedefler belirlendikten sonra hedefler
dogrultusunda en uygun izlenim yonetimi taktigi secilir. Taktik uygulandiktan sonra hedefin tepkileri
ve sonuglar degerlendirilir. Sonrasinda amaca gore taktiklerin bagarili olup olmadig degerlendirilir.

Izlenim Yénetiminin Sibernetik Modeli (Bozeman ve Kacmar) (1997): Oyuncunun mevcut imajt arzu
edilen yonde ise kullanilan taktiklere devam edilir, farklilik varsa alternatif taktik aranir. Bunu senaryo
gelistirme veya ¢esitli planlar takip eder ve belirlenen taktige gore hareket eden birey, sergiledigi
davranig sonucunda hedefin tepkisini bekler. Bu tepki dikkate alinarak oyuncunun elde etmek istedigi
imaj ile karsilagtirilir. Bu karsilastirmanin sonucu etkilesimin bir sonraki adimini ve devamini belirler.

Sampson’un Izlenim Yonetimi Modeli (2000): Sampson, izlenim yonetimini dokuz adimda ele aldu.
Bunlar;
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1. Hedeflerin tanimlanmasi, durumdan ne elde edileceginin ortaya ¢ikarilmasi,

2. GOsterim yOnetimini tanimlayin,

3. Uygun arag ve taktiklerin se¢imi,

4. Izlenim yoénetimi taktiginin uygulanmas,

5. Tepkilerin alinmasi,

6. Hedeflere ne kadar ulasildiginin belirlenmesi (hangi bireysel sonuglara ulasildig1),
7. Alinan tepkiler dogrultusunda uygulanan taktiklerin yeniden diizenlenmesi,

8. Yeni hedefler belirlemek ve

9. Bu uygulamalari bir dongii iginde tekrarlamak.

izlenim Yénetimi Siireci

Bu modeller cercevesinde izlenim ydnetimi siireci temel olarak izlenimleri inceleme, izlenim
olusturmaya giidiilenme ve izlenim yaratma olmak {izere ii¢ asamadan olusur.

Izlenim inceleme

» Bireyin ¢evresindeki bireylerin alg1 ve degerlendirmeleri dogrultusundaki davramslarini igerir.

> Izlenimlere kayitsizlik: Bu diizeyde birey, diger bireylerin kendisi hakkindaki izlenimlerine
kayitsizdir.

> Izlenimlerin bilingsizce gozden gecirilmesi: Kisi kendisini nasil algiladigini bilingli olarak
gozden gecirmese bile diger kisilerin kendileri hakkindaki bilgilerini taramay1 igerir.

> Izlenimlerin Farkindalhigi: Bu diizeyde kisi, diger bireyler {izerinde biraktig1 izlenimlerin bilingli
olarak farkindadir veya kendisi hakkindaki izlenimlerinin dogasi {izerine diisiiniir.

> Izlenimlere Odaklanma: Bireyin diger bireylerin kendisi hakkindaki izlenimlerine ve bu
izlenimlerin olasi sonuglarina odaklanmasi durumudur.

izlenim Olugturmaya Giidiilenme

Bireyler iki nedenden dolay1 bir izlenim olusturmaya motive olurlar. Ik giidii, aktdriin arzuladig
sosyal kimligi yaratmak icin hedeflerini belirleyip harekete gecirebildigi kendini gelistirmedir. Tkinci
giidii, bireyin kendini onaylamasini igerir. Diger bir deyisle, bireyin arzuladig: sosyal kimlige iliskin
geri bildirimlerle onaylanma arzusudur (Dogan ve Kilig, 2009).

izlenim Olusturma

Izlenim olusturma, izleyicilerin algilarini degistirecek izlenimler yaratmak icin kullanilan stratejilere
odaklanir. Izlenim olusturma, bireylerin diger bireylerin fikir ve davraniglarinda degisiklik yaratmak
icin kullandiklar1 davramssal stratejilerle ilgilidir. Izlenim olusturma, sosyal etki odakl bir siirectir ve
bireyin belirli hedeflere ulasmak ve ¢evresindeki diger bireylerin diisiince ve davranislarini degistirmek
i¢in kulland1g taktikleri igerir. (Akdogan ve Aykan, 2008).

izlenim Yénetimi Stratejileri

Kisi, izlenim yOnetimi stratejilerini uygulamadan once karsisindaki kisinin kendisi hakkinda olan
degerlendirmelerini analiz ederek 6diiliinii en {ist seviyeye ¢ikaracak davranislara odaklanarak izlenim
yonetimi stratejilerini olusturur. Bu stratejiler genellikle saldirgan izlenim yonetimi stratejileri ve
savunmaci izlenim yonetimi stratejileri olarak smiflandirilmistir.

Saldirgan izlenim Yonetimi Stratejileri
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Bireyin olumlu bir izlenim birakmak i¢in olumlu imaji destekleme ve gelistirme girisimi olarak goriiliir
ve bireyin kariyerinde ilerlemesine yardimec olabilecek bir kimlik olusturmasina olanak tanr (Yiicel,
2013). Bu amagla kullanilan taktikler asagida sunulmustur.

» Kendini Sevdirme: Yagcilik en sik kullanilan izlenim yonetimi taktiklerinden biridir (Yiicel,
2013). Yoneticiler gibi orgiitlerde daha iist konumlardaki kisileri etkilemek i¢in alt konumlarda
calisanlarin tercih ettigi bir stratejidir (Goker, 2017).

> Kisisel Reklam: Bireylerin niteliklerini 6ne ¢ikarma, basarilarini vurgulama ve yeteneklerini
abartma davranisini ifade eder (Akdogan ve Aykan 2008).

» Gozdag1 Verme: Bireyler digerlerinden daha giiclii olduklar: izlenimini vermeye, bagkalar:
tarafindan kendi ¢ikarlar1 dogrultusunda kéti, sert, korkutucu ve tehdit edici olarak algilanmak isterler
ve bu ortamda goriinerek toplumsal giic kazanmaya galisirlar (Yiicel, 2013). Bu taktigi kullanan
bireylerin genellikle etkilesimde giiclii olan tarafta yani statii, konum, yetki bakimindan yiiksek
mevkilerde bulunduklari belirtilmektedir (Goker, 2017).

> Ornek Birey Olma: Ornek olma taktigini kullanan birey, ahlaki degerlere bagh olarak diger
bireylerde ornek bir izlenim yaratmaya calisir. Bu taktigi kullanan bireyin calisma ortaminda
bagkalarina yardim etmeye yonelik davranislari, mesai saatinden bagimsiz calismasi, ¢ok ¢alismay
benimsemesi vurgulanarak 6zverili bir ¢alisan olarak tanitilmasi amaglanmaktadir (Goker, 2017).

> Yalvarma (Kendini Acindirma): Yoksul ve sefil goriinmek igin cesitli eksiklikleri varmis gibi
davranma stratejisidir. Siirekli olarak durumunun kétii oldugunu vurgulayan Kkisiler, belli bir siire
sonra diger kisiler tarafindan itici goériilmeye ve itibarlarin1 kaybetmeye baslarlar. Bu nedenle bu taktik,
olumsuz bir imaj yaratmaya son derece agik bir stratejidir (Yiicel, 2013). Jones ve Pittman'a (1982) gore
kendine acimaya yonelik izlenim yonetimi taktiginde birey, kisisel zayifligini ve baskalarina olan
bagimliligini kendi ¢ikar igin kullanur.

Savunmaya Yénelik Izlenim Yonetimi Stratejileri

Calisanin kariyerini olumsuz yonde etkileyebilecek bir olay veya davranis sonrasinda zarar goren imajt
kurtarmak igin savunma stratejileri kullanilir (Yiicel, 2013). Savunmaci izlenim yonetimi, bireyin
cevresindeki kisilerin olumsuz degerlendirilmesinden endise duymas: durumunda ortaya c¢ikar
(Akdogan ve Aykan, 2008). Bu amagla kullanilan taktikler asagida sunulmustur.

> Rapor Verme: Seyirciler tarafindan olumsuz degerlendirilme ve cezayla sonuglanma olasiligini
azaltmak i¢in olumsuz davranisi actklamak i¢in kullanilan s6zlii bir aractir (Akdogan ve Aykan, 2008).

> Orziir Dileme: Sorumluluklarin veya suglulugun kabulii anlaminda kullanilir. Hedef kitle olan
birey, kendini affettirmeye ve olumsuz tepkileri azaltmaya ¢alisir. (Goker, 2017).

> Bahane Bulma: Calisanlarin performanslarinin diisiik olmast durumunda sugu dis etkenlere
yiiklemek icin kullanilan en yaygin taktiktir (Goker, 2017).

> Yadsima: Olumsuz ya da rahatsiz edici bir durum ortaya ¢ikmadan once kisinin tahmin ve
onsezilerle olay hakkinda mazeret iiretme davranislarini igerir. Bir gorevde basarisizlik olasilig
arttikca, orgiit calisanlariin inkar taktigini kullanma egilimi de artmaktadir (Goker, 2017).

> Hakl olma: Birey sorumlulugu alir ama hakli oldugunu karnitlamaya ¢alisir (Yiicel, 2013).
izlenim Yonetimi Arastirmalart

> Erciyes Universitesinde gérev yapan ve bu aragtirmaya katilan akademisyenlerin en gok
benimsedigi izlenim yonetimi taktigi oziir dilemek, en az tercih ettigi taktik ise engel koymaktir,
akademisyenlerin cinsiyetine gore bir farklilik yoktur. Davranisi motive eden ve izlenim yaratan
faktorlerin cogunlukla bireysel faktorlerden olustugu sonucuna varilmistir (Akdogan ve Aykan, 2008).
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> Michigan Eyalet Universitesi Psikoloji Boliimii galiganlari Ellis, West, Ryan ve Shon (2002)
tarafindan 6grencilerin tiniversite kampiisiindeki is bagvurulari sirasinda izlenim yonetimi taktiklerini
kullanip kullanmadiklar: tizerine yapilan bir ¢alismada, goriisiilen 119 6grencinin tamamina yakininin
izlenim yonetimi taktiklerini kullandig1 belirlenmistir (Unald, 2005).

» Hastanelerde ¢alisan 286 hemsire {izerinde yapilan arastirmada; lidere yakin grupta yer almak
isteyen veya yakin gruptaki yerini korumak isteyen ¢alisanlarin kendileri hakkinda olumlu imaj
olusturmak i¢in izlenim yonetimi stratejilerini kullandiklar belirlenmistir (Erdem, 2008).

» Marmara bolgesinde yer alan sirketlerde 345 kisiye yapilan arastirma sonuglar1 dogrultusunda;
izlenim yOnetiminin performansla iligkili oldugu belirlenmistir (Yagar, 2016).

» Bireylerin kisilik 6zellikleri tizerine yapilan arastirmalarda, 6z-yeterligi yiiksek olan kisilerin
kendi niteliklerini 6ne ¢ikararak kendilerini sevdirme taktigini daha ¢ok kullandiklar1 saptanmistir
(Cetin ve Basim, 2010).

» Wickham ve Walter (2007) tarafindan yapilan arastirma, kisisel reklam taktiginin liderligi tesvik
etmede Onemli bir role sahip oldugunu ve kisinin yetenekli ve zeki olarak algilanmasina neden
oldugunu ortaya koymustur.

» Caillouet ve Allen (1996) bir fabrikanin kirsaldaki 260 calisani ve sehirdeki sirket ofisinde 45
calisani {izerinde yaptig1 arastirmada, yoneticiler ve yOnetici olmayanlarin benzer izlenim yonetimi
stratejileri kullandiklarini tespit etmistir.

»> Mitshelwane ve digerlerinin (2016) yaptig1 arastirmada, izlenim yonetimi taktiklerini
kullanmanin kisisel bir tercih oldugu; ancak, bir bireyin yetistirilme tarzi veya kiiltiirii, sergiledigi
izlenim yOnetimi taktikleri tizerinde etkili oldugu belirlenmistir.

» Zaidmen'e (2001) gore hiyerarsik mesafenin yiiksek oldugu orgiitlerde kisa orgiitlere gore daha
fazla izlenim yonetimi davranisi kullanildigr goriilmiistiir. Hiyerarsik mesafe ne kadar yiiksekse,
calisanlar kariyer basamaklarinda o kadar ilerlemek isterler ve daha fazla izlenim y6netimi stratejisi
uygularlar (Tatar, 2013:100).

> Rekabetci is ortaminda bazi ¢alisanlar, ticret, egitim, terfi vb. kariyer firsatlarinda sinirlamalar
olduguna inanabilirler. Bu nedenle kariyer firsatlarinin smirli oldugu distintildiigiinde izlenim
yonetimi davranislarinin  Orgiitsel ortamlarda kullamilmas: gerektigi (Yilmaz, 2012: 106) algist
artmaktadir.

Politik Davranis ve izlenim Yonetimi iliskisi Arastirmalar

» Misir’'da seyahat acentesinde ¢alisan 262 ksiye yonelik bir arastirmada (Hadi ve Mahrous, 2017);
erkek galisanlar orgiitsel politikay1 kadinlardan daha fazla algilamistir. Ayni sonuglar, izlenim yonetimi
davraniglar igin de gegerlidir. Bu arastirmanin bir diger 6nemli sonucu, 31-40 yaslar1 arasindaki
calisanlarin diger yas gruplarma gore daha yiiksek izlenim yonetimi ve politik davranisa sahip
olmasidir. 6-10 yillik deneyime sahip galisanlar, izlenim yonetimi ve orgiitsel politikaya biiyiik dl¢iide
katilmistir. Sonuglar ayrica, izlenim yonetimi davranisi ile orgiitsel politika algis1 arasinda pozitif bir
iliski oldugunu da gostermistir.

» Turkiye’de turizm sektoriinde otelde galisan 205 kisiye yonelik arastirmada (Yilmaz, 2014);
izlenim y6netimi kullaniminin bireylerin politik davramisindan etkilenebilecegi sonucuna varilmstir.
Politik davranis, ¢alisanlarin izlenim yonetimi davraniglarinin 6nemli bir ongoriiciisiidiir. Kadin
calisanlar orgiitsel politikay1 erkeklerden daha fazla algilamistir. Ayni sonuglar, izlenim yonetimi
davranuglar i¢in de gegerlidir. 6 yildan fazla siiredir ¢alisanlar, digerlerinden daha yiiksek diizeyde
politik davranis algiladig: belirlenmistir.

Giig, Politik Davranis ve izlenim Yonetimi iliskisi

Orgiitsel davranigin en temel dinamiklerinden biri olan gii¢ ve onun operasyonel uzantisi olan politik
davranig ve bu amagla gelistirilen ve uygulanan stratejiler, hi¢ siiphesiz, orgiitiin varliginin temel
gercegi olarak her siirecte kendini hissettirmistir. Bir orgiitte kaynaklar bol olsayd: ve iiyelerin amag ve
cikarlar1 bu kadar farkli olmasayds, politik davramsa gerek kalmazdi (Pfeffer, 1998). Ust yonetim ve
mesleki kademelerde gorev yapan bireylerin kariyer hedeflerinin, bireylerin sahip olduklar giig
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birikimine dayandigini dikkate alirsak eger, bireyler gerceklestirmek istedikleri ¢ikarlar icin giig
miicadelesine girecek ve diger bireyleri etkileyecek eylemlerde bulunacaktir (Yagar, 2016). Bacharah ve
Lawler'a gore giic ve politika ayrilmaz ikilidir. Bu iki kavramin bu sekilde ele alinmasi kavramlarin
birbirinin iginde yer almasi ve birbirinden beslenmesinden kaynaklanmaktadir. Ciinkii politik
davraniglar Orgiitler agisindan gii¢ artisina neden olurken, giic de oOrgiit icinde politikanmin
uygulanmasini kolaylastirmaktadir (Yagar, 2016). Goffman 1955'te bireylerin birbirleriyle olan
iliskilerinde birbirlerine ilettikleri izlenimleri dogrudan politik davranis veya politik taktik ad1 altinda
olmasa da bilingli olarak yonettiklerinden bahsetmistir. Bireyler, karsisindaki kisi ya da kisilerle farkh
sebep ve beklentilerle etkilesim halindeyken, davranislarmi karsisindaki kisiyi etkileyecegini
diistinecek  sekilde degistirebilmekte, farklilastirabilmekte; yani politik olarak hareket
edebilmektedirler. Bireyi politik eylemde bulunmaya iten giiciin temelini olusturan sey, “zenginlik,
konum, statti, otorite, bilgi, uzmanlik, ¢esitli ayricaliklar ve yalnizca egemen ya da ¢ogunlukta olan bir
grubun tiiyesi olmak gibi toplumsal agidan degerli ancak esit olmayan ayricaliklardir. Birey, gerek bu
glic temellerine sahip olmak icin gerekse bu gii¢ temellerini korumak ve giiciine gii¢ katmak i¢in politik
davranisi olusturan gesitli taktikler sergileyebilir (Yagar, 2016). "Politik davrams, politik taktikler,
etkileme veya etkileme taktikleri, etkileme stratejileri, etkileme yonetimi, gii¢ stratejileri veya giig
taktikleri ve izlenim yOnetimi" gibi isimler ayn1 amaca hizmet eden farkli kavramlardir. Bu kavramlarda
proaktif ve siklikla kullanilanlardan biri de izlenim yonetimidir. izlenim yonetimi, drgiitte calisanlarmn
motivasyonunu ve performansinu artirmaya katki saglayan politik davramstir (Pfeffer, 1998: 46).
Orgﬁtsel politika ve izlenim y&netimi algilarinin dogasini ve bunlarin performans tizerindeki birlesik
etkilerini netlestirmek agisindan beklenti teorisini anlamak 6nemlidir. Beklenti teorisi, cevresel algilarin
bir bireyin davranigini degistirme egilimini degistirecegi goriislinii savunur. Bu noktada Gardner ve
Martinko (1988), politik davranisin hakim oldugu oOrgiitlerde calisanlarin goriintiilerini baskalarina
gore yonetmeye calistiklarin1 veya beklenen 6diilleri artirmak ya da beklenen cezalar1 azaltmak igin
izlenim yonetimi davranislarinda bulunduklarini belirtmistir. Izlenim yOnetimi, bireylerin belirli bir
hedefe ulasmak i¢in baskalarini etkilemeye calistiklar1 bir siire¢ olarak nitelendirilebilir (Hadi ve
Mahrous, 2017). Bir organizasyon iginde farkli politik oyun bigimlerine dahil olmanin, sinirh firsat
havuzundan daha fazlasimi elde etmek i¢in “izlenim yonetimi” davramislarinin kullanilmas: énemlidir.
[zlenim Yonetimi davranisi genellikle orgiitler icindeki politik davranigin bir boyutu olarak
distiniilmistiir (Yilmaz, 2014). Organizasyonlarda politik davranisin kapsamli oldugunu anlayan ve
buna inanan calisanlar, organizasyonel kaynaklardan ve yararlarindan paymi gelistirmek veya
iyilestirmek i¢in izlenim yonetimi taktikleri uygulamalidir (Hadi ve Mahrous, 2017).

SONUC VE ONERILER

Orgiitlerde insanin, drgiitiin amaglarini gerceklestirmesinde nemli bir yer tutmasinin anlagilmasiyla
birlikte; orgiitsel davranisin onemi ortaya g¢ikmis ve orgiitlerde gii¢c kaynaklarmi etkin bir sekilde
kullanarak giice sahip olma egilimi artmistir. Giiciin eylemsel uzantisi olan politik davranislar ve politik
davranuglarin etkili olmasi igin gelistirilen stratejiler orgiit i¢i dinamikler haline gelmistir.

Literatiirde Orgiitsel davramis konusunda goreli olarak az ¢alisilmis alanlardan olan gii¢ ve politika
konusu; érgiitiin amaglarina ulasmasinda, en 5nemli ve ihmal edilmemesi gereken iki kavramdir. Orgiit
icinde bir kisinin, digerlerini etkilemek ve ayni amag i¢in yonlendirebilmesi giiciin konusu oldugu
diisiintildiigiinde, orgiit icinde giiciin formel veya informel olarak ortaya ¢ikmasi kaginilmazdir. Giiciin
kuramsal cercevesini kaynak bagimlilig1 kurami ve stratejik durumsallik modeli olusturmaktadir. Bu
kuramlara gore, kaynaklari elinde bulunduranin bagimlilik etkisiyle giice sahip olacagi mutlak oldugu
savunulur.

Kaynaklarin kit olmasi sebebiyle, giicii kazanmak ve arttirmak da ancak politik davranislarla miimkiin
olmaktadir. Orgiitlerde giiciin olmast sebebiyle, politik davranisi engellemek imkansiza yakindur.
Orgiitlerde giiciin var olmasi ve kisilerin bu giigten daha fazla pay almak istemesi politik davraniglarin
yogunlagsmasina sebep olmaktadir. Bireyler, politik davranislar sayesinde giice daha ¢abuk ulagilacak
veya koruyacak ¢abayi sarf ederek, gii¢ kaynaklarinin biri veya daha fazlasinin kullanimu ile giiciine
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mesru bir yap1 kazandiracaktir. Orgiitlerde i¢ dinamiklerin boyle olmasi sebebiyle, bireylerin belirli
stratejiler gelistirerek politik davranislarin etkinligini arttirilmasi gerektigi zorunlu bir siire¢ olarak
degerlendirilebilir.

Politik davrams strateji veya taktiklerinden bir tanesi de izlenim yonetimidir. Izlenim yonetimi
stratejileri sayesinde, politik davramisin yogun oldugu orgiitlerde bireylerin giice ulasmasi veya
amaclarmi gergeklestirmesi ¢ok daha kolaylasacaktir. Bireyler, izlenim yonetimi sayesinde
yoneticilerinin dikkatini ¢ekerek kariyer, performans, iicret artis1 gibi amagclarmma ¢ok daha hizl
ulasabilirler. Fakat izlenim yonetimi taktikleri her durumda aym etkiyi yaratmaz bu sebeple izlenim
yonetimi taktikleri uygulanirken, izlenim yonetimi taktikleri secimini etkileyen faktorler dikkate
alinarak uygulanmasinin 6nemli oldugu degerlendirilmektedir.

Sonug olarak; giig, politik davranis ve izlenim yonetimi birbirini tamamlayan bir biitiiniin pargalar1
olarak degerlendirilebilir. Orgiit sz konusu oldugunda giiciin olmasi, gii¢ oldugunda politik
davraniglarin olmasi ve politik davranislar oldugunda izlenim y6netimi stratejilerinin uygulandiginin
goriilmesi dogal bir siire¢ olarak degerlendirilebilir.

Beyan

Makalenin tiim yazarlarinin makale siirecine verdikleri katki esittir. Yazarlarin bildirmesi gereken
herhangi bir ¢ikar catismasi yoktur.
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