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Makale Gegmisi 0Oz

Giin gectikce artan bir 6neme sahip olan sosyal medya, bircok isletmenin pazarlama
uygulama ve yaklagimlarinda degisimine neden olmaktadir. Bu kapsamda turizm sektoriinii
de derinden etkileyen sosyal medya, {izerinde arastirma yapilmasi gereken dnemli bir alan
Kabul Tarihi:23.09.2019 haline gelmistir. Bu arastirma, sosyal medyanin, turist kararlart tizerindeki etkisini
belirlemeyi amaglamaktadir. Bu dogrultuda, nicel bir ¢alisma olarak tasarimlanan bu
aragtirmanin verilerini toplamak amaciyla yiiz yiize anket tekniginden yararlanilmustir. Elde
edilen veriler, SPSS 21 paket programi yardimiyla, frekans, yiizde, agimlayic1 faktor,
bagimsiz iki orneklem t testi ve tek yonlii varyans (ANOVA) analizlerine tabi tutularak
aragtirma amaglart dogrultusunda gelistirilen hipotezler test edilmistir. Arastirmanin
Turist tercihleri kapsamini Kemaliye’yi ziyaret eden yerli turistler olusturmaktadir. Arastirmanin bulgulari;
Kemaliye destinasyonunu tercih eden turistlerin sosyal medyayi etkin bir sekilde
kullandigini ve sosyal medyanin turistik satin alma kararlar1 tizerinde etkili oldugunu ortaya
koymaktadir. Analiz sonuglarina gore ortaya gikan faktor boyutlari da bes ayri baslik altinda
toplanmistir. Bu faktdr boyutlarinin, cinsiyet degiskeni acisindan farklilik gostermedigi,
diger degiskenlere gore ise kismen anlamli farkliliklar gosterdigi, yapilan analizler
sonucunda ortaya ¢ikmistir.
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Keywords Abstract

Social media Social media, which is of increasing importance day by day, causes many businesses to
change in their marketing practices and approaches. In this context, social media, which
also deeply affects the tourism sector, has become an important area to work on. This study
Kemaliye (Egin) aims to determine the impact of social media on tourist decisions. In this respect, a face-to-
face survey technique was used to collect the data of this research, which was designed as
a gquantitative study. With the help of the SPSS 21 package program, hypotheses developed
for research purposes were tested by subjecting them to frequency, percentage, unfolding
factor, independent Two-Sample t test and one-way variance (ANOVA) analysis. The
scope of the study consists of local tourists visiting Kemaliye. The findings of the study
reveal that tourists who prefer Kemaliye destination use social media effectively and that
social media is effective on their touristic purchase decisions. According to the results of
the analysis, the factor dimentions have been collected under five separate headings. the
results of the analysis have shown that these factor dimentions does not differ in terms of
gender variables, but there are patially significant differences compared to other variables.
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