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Keywords

Sosyal medya kullaniminin bilgi edinmek ve iletisim saglamak amaciyla artmasiyla
tiiketicilerin gilinliikk yasami {izerinde biiyiik bir etkisi olmus ve bireylerin birbirleriyle
iletisim kurma ve seyahat etme sekilleri degismistir. Bu gelismelerin turizm isletmelerine
etkisi seyahat topluluklarmin varliginin artmasina ve seyahat endiistrisinde Onemli
degisikliklerin olusmasina neden olmustur. Bu arastirmada, ingiltere, Almanya ve Rusya’da
yasayan sosyal medya kullanan ve seyahat etme niyeti olan bireylere ana dillerinde sorular
yoneltilerek seyahat ile ilgili sosyal medyanin; fakl kiiltiirel bakis agilarina sahip turizm
tiiketicilerinin tercihleri tizerindeki etkisinin dlgiilmesi amaglanmustir. Arastirmadan elde
edilen veriler SPSS 25.0 ve Smart PLS 3.0 programi ile analiz edilmistir. Veriler
degerlendirilirken tanimlayici istatistiksel metotlar (say1, yiizde, ortalama, standart sapma)
kullanilmistir. Karsilagtirma testleri ve frekans analizi yapilmistir. Ayrica uyarlanan dlgege
iliskin giivenirlik ve yap1 gegerliligi i¢in agiklayic1 faktdr analizi ve dogrulayici faktor
analizi yapilmistir. Arastirmanin sonuglarina gore, sosyal medyanin; fakli kiiltiirel bakis
agilarina sahip turizm tiiketicilerinin davraniglari lizerindeki etkisi oldugu sdylenebilir.
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With the increase of social media use for the purposes of obtaining information and
ensuring communication, there has been a great effect on the daily lives of the consumers,
changing the ways by which individuals communicate with each other and travel. The effect
of these developments on tourism companies lead to the increase of presence of travel
communities and the occurrence of significant changes in the travel industry. In this
research, questions have been directed to the individuals who live in the UK, Germany and
Russia and who use social media and have the intention of travelling, in their mother
tongues, with the aim of impact of social media on the preference of tourism consumers
that have different cultural view points. The data obtained in the research is analyzed with
SPSS 25.0 and Smart PLS 3.0 software. While evaluating the data, complementary
statistical methods (number, percentage, average, standard deviation) have been used.
Comparison tests and frequency analysis were conducted. Besides, explanatory factor
analysis and affirmative factor analysis were conducted for reliability related to the adapted
scale and the structure validity. According to the results of the research, it could be said
that social media has an effect on the behaviors of tourism consumers who have different
cultural viewpoints
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