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Makale Gecmisi Oz

Gonderim Tarihi: 31.08.2023 Bilgi teknolojilerinin geligsmesi tiiketicilerin satin alma davraniglarinda degisimlere yol
agmustir. Bazi tiiketiciler 6nceden alacaklari iiriinlere karar vererek planli bir sekilde satin

Kabul Tarihi: 02.02.2024 alma yaparken, bazi tiiketiciler ise o an gordiikleri bir tiriinden etkilenerek plansiz bir sekilde

satin alma yapabilmektedir. Bu arastirmanin amaci turistlerin plansiz satin alma
davranisinda sosyal medyanin etkisini incelemektir. Konu kapsaminda hazci ve faydaci
taramanin dogrudan ve akis deneyimi ile dolayli olarak plansiz satin alma iizerindeki etkileri
Plansiz satin alma iizerinde durulmustur. Calisma, g¢evrimici anket yontemi ile sosyal medya kanallar
iizerinden gergeklestirilmistir. Aragtirmaya katilan 422 sosyal medya kullanicisi kolayda
ornekleme yontemi kullanilarak secilmistir. Arastirma sonucunda turistlerin plansiz satin
Hazci tarama alma yapmalarinda faydaci ve hazei taramanin akis deneyimi lizerinde etkisi oldugu ortaya
ctkmigtir. Ayni zamanda, faydaci ve hazci taramanin tiiketicilerin plansiz satin alma
davranislar izerinde dogrudan etkisi de tespit edilmistir. Bununla birlikte, sosyal medyada
Akis deneyimi akis deneyimin turistlerin plansiz satin alma davramisina dogrudan bir etkisi olmadig:
sonucuna ulasilmistir.
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Keywords Abstract

Impulse buying The development of information technologies has led to changes in the purchasing behavior
of consumers. While some consumers make a planned purchase by deciding on the products
they will buy in advance, some consumers are influenced by a product they see at that
Hedonic browsing moment and make an unplanned purchase. The purpose of this research is to examine the
effect of social media on impulse buying behavior of tourists. The effects of hedonic
browsing, utilitarian browsing and flow experience, which are thought to have an impact,

Social media

Utilitarian browsing

Flow experience on impulsive buying were examined. In addition, the effect of hedonic and utilitarian
browsing on flow experience was also examined. The research was conducted with the
Makalenin Tiirii online survey method via social media channels. 422 social media users participating in the
study were selected by convenience sampling method. As a result of the research, it has
Arastirma Makalesi been revealed that utilitarian and hedonic browsing have an effect on the flow experience

in the impulse buying of tourists from different generations. At the same time, the direct
effect of utilitarian and hedonic browsing on consumers' impulsive buying behavior has
been identified. However, it has been determined that the flow experience in social media
does not have a direct effect on tourists' impulse buying behavior.
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