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Elektronik Agizdan Adiza iletisim Motivlerinin Tiiketici Satin Alma ve iletisim
Davranisina Etkisi’

The effect of electronic word of mouth motives on consumer buying and
communication behavior
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Tuketiciler internette yer alan Urin degerlendirme forumlari, tartisma gruplari ve internet glinceleri gibi
platformlarda, lokasyon, sosyo-ekonomik durum ve kisisel iliskilerden bagimsiz olarak iletisim kurmaktadir. Sanal
fikir platformlarinin sayisindaki artigla beraber, tiiketicilerin bir satin alma karari dncesi siklikla bu platformlarda yer
alan bilgileri arastirmaya basvurmasi eAAl’in etkilerinin ne yonde olacagini arastirmayi gerektirmektedir.

Bu calismada eAAI motivlerinin tiiketici satin alma ve iletisim davranisina etkisini belirlemeye yénelik kavramsal bir
model gelistirilmis ve Turkiye’de 1200 tlketici ile gergeklestirilen saha galismasindan elde edilen sonuglara yer
verilmistir. Calisma sonuglarina gére tiiketicileri eAAI bilgisi aramaya motive eden faktérlerin ‘sosyal oryantasyon’,
‘sistem avantajlarindan faydalanma’, ‘sosyal temelli Griin bilgisi edinme’, ‘arama zamanini azaltma’, ‘satin alma
riskini azaltma’ ve “6dillendirilme motivleri oldugu gorilmektedir.
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ABSTRACT

Consumers communicate with each other on the internet product review forums, discussion groups, and blogs
regardless of personal relationships, location and socio-economic status. The increase in the number of virtual
platforms and consumers seeking information from these platforms before buying decision, makes it necessary to
investigate what will be the effects of eWOM on consumer buying and communication behavior.

This study introduces a conceptual model of the effect of eWOM motives on consumer buying and communication
behavior and reports key findings from a field study employed with 1200 Turkish consumers. According to the
results of the study, the factors motivating consumers to search for eAAl information are “social orientation”,
‘system advantages ‘, ‘socially based product information”, “reducing search time”, ‘reducing purchasing risks” and
“rewarding” motives.
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