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Hemen her alandaki iletisim yapisini farklilagtiran sosyal medya, bireyler arasindaki
iletisimden kurumlar arasindaki iletisime kadar ¢ogu eylemde degisime yol agmustir.
Sosyal medya iletisimi ile kisiler arasi etkilesime doniik platformlar ortaya ¢ikmis ve
bireylerin birbirlerinin fikirlerinden ¢esitli bigimlerde etkilenebilecekleri mecralar s6z
konusu olmustur. Bu siirecten, turizm de payina diiseni almig ve sosyal medya artik turizm
pazarlamasi i¢in akla ilk gelen unsurlardan olmustur. Bu dogrultuda ¢alismanin amaci,
sosyal medyanin turizm pazarlamasindaki roliinii cinsiyet, 6grenim goriilen okul, 6grenim
goriilen simif, giinliik sosyal medya kullanimi ve sosyal medya kullanim yili
degiskenlerine gore irdelemektir. Bu amagla 316 katilimer ile yiizylize anket teknigi ile
veri toplanmistir. Calismada kullanilan 6l¢egin faktor analizi neticesi elde edilen deneyim
paylasimi, etkilenme, etkilesim ve takip faktorleri arasinda pozitif yonde, gii¢lii ve anlamli
bir iliski oldugu sonucuna ulasilmistir. Calismada ayrica giinlik internet kullanim
sliresinin, giinliik sosyal medya kullanim siiresinin ve sosyal medya kullanim yilinin
artmasinin; sosyal medyada turizm faaliyetlerine dayali gergeklestirilen deneyim
paylasimi, etkilenme, etkilesim ve takip davranislarini artirdigi sonucuna da erigilmistir.
Bu nedenle turizm faaliyetlerinde sosyal medya tizerinden kurulacak iletisimlerin oldukg¢a
onemli sonuglar doguracag agiktir.
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Social media which differentiate the structure of communication in every field has given
rise to a transformation in most of the actions from the communication between
individuals to the communication between institutions. Social media communication has
generated interpersonal interaction-oriented platforms and mediums that enable
individuals to be influenced by each other’s opinions in different ways have emerged.
Tourism activities have also received their share from this process and social media has
become one of the main components of tourism marketing. In this direction, the purpose
of this research is to examine the role of social media in tourism marketing according to
gender, faculty, class, daily social media usage and year of social media usage variables.
For this purpose, a face-to-face survey implementation was performed with 316
participants. As a result of the factor analysis of the scale that was employed in the study,
it was found out that there is a positive, strong and significant correlation between the
factors of; experience sharing, influencing, interaction and tracking. Furthermore, in the
study, it was reached to the result that the increase in the daily internet use, daily social
media use and year of social media use increases experience sharing, influencing,
interaction and tracking behaviors towards tourism activities on social media. Therefore,
it can be clearly said that communications that will be established on social media in
tourism activities will have important consequences.
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