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Amag - Calismanin amaci, benzer cografyalarda bulunmakla beraber, farkli kiiltiirel ve demografik
yapilarda bulunan iki {iilkenin vatandagslari arasinda, tartismasiz en yiiksek sosyal medya
kullanicilart olan Universite ogrencilerinin satin alma davranislar1 arasindaki farkliliklar ve
benzerliklerin ortaya ¢ikarilmasidir. Her ne kadar farkli teknolojik alt yapilar kullanilsa da, sosyal
medyanin satin alma davranislarini ne yonde etkiledigini ortaya koymak calismanin temel amacini
olusturmaktadir. Calismada gecerlik ve giivenirlik testleri disinda faktor analizi ve ki kare iliski
testleri yapilmustir.

Yontem — Arastirmada, nicel bir arastirma yontemi uygulanmistir. Nicel aragtirmalarin tiirleri iginde
bu aragtirmamn amacina bagl olarak korelasyonel arastirma tiirleri iginden kesfedici korelasyonel
arastirmasinin uygun olacag diisiiniilmiistiir ve buna gore iki tilkedeki miisterilerinin satin alma
siirecinde goriis ve deneyimlerinden yararlanmak adina anket kullanmak suretiyle 400’{i iran’da,
400" Tiirkiye’de toplamda 800 Kkisi ile yiiz ylize anket goriismesi gerceklestirilmistir.

Bulgular - Calismada elde edilen bulgulara gore, arastirmaya katilan Tiirk ve Tranli tiiketicilerin
sosyal medyada satin alma 6ncesi tiiketici davranislarinda bir farklilasma olup olmadigina bakilmis
ve 0,05 6nem diizeyinde anlamli bir farklilasma tespit edilmistir. franli tiiketiciler internette daha
¢ok zaman gegirmekle beraber, sosyal medyada kalma siireleri az da olsa Tiirk tiiketicilere gore daha
azdir. Her iki iilkede iiriin satin alma sonrasi sosyal medyada paylasim yapma orami % 50
dolayindadir ve iki iilkenin tiiketicilerinde benzerlik goriilmektedir.

Tartisma - Literatiirde goriildiigii iizere sosyal medyanin tiiketici davraruslarim etkiledigine
yonelik son on yil igerisinde ¢ok sayida ¢alisma yapilmistir. Bu ¢alisma da 6zellikle cografi bir
yakinligi olmasina ragmen farkl kiiltiirel ve teknolojik alt yapisi olan Tiirkiye ve fran gibi iki
iilkenin, belirli yas araliginda olan tiiketicilerin davranislarindaki ve sosyal medyaya tepkilerindeki
farklilik ve benzerlikleri ortaya koymaktadir. Bu siiregte farkli sosyal medya araglarinin iilkelerinde
popiiler olmasina ragmen, sosyal medya olgusunun etkisinin biiyiik oranda benzerlik tasidigi
goriilmektedir. Bu ve benzeri ¢ok Kkiiltiirlii karsilagtirmali ¢alismalar, sosyal medyanin pazarlama
sureglerindeki etkisini anlamak adina 6nem tasimaktadir.
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Purpose — The aim of the study is to reveal the differences and similarities between the citizens of
two countries with different cultural and demographic structures, although they are located in
similar geographies, and among the purchasing behaviors of university students, who are
undoubtedly the highest social media users. Although different technological infrastructures are
used, the main purpose of the study is to reveal how social media affects purchasing behavior.

Design/methodology/approach — In the research, a quantitative research method was applied.
Depending on the purpose of this research in the types of quantitative research exploratory through
correlational research types it is thought to be appropriate to the correlational research and in
making the purchase of customers in the two countries accordingly views and through the use of
questionnaires in order to benefit from the experience 400 in Iran, 400 in Turkey In total, face-to-face
interviews were conducted with 800 people.
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Findings — According to the findings of the study, it was examined whether there is a differentiation
in the pre-purchase consumer behaviors of Turkish and Iranian consumers participating in the
research on social media and a significant difference was determined at the 0.05 significance level.
Although Iranian consumers spend more time on the internet, their time on social media is less than
Turkish consumers. In both countries, the rate of sharing on social media after purchasing the
product is around 50% and there is a similarity in the consumers of the two countries.

Discussion — As seen in the literature, many studies have been conducted in the last decade to show
that social media affects consumer behavior. This study specifically different cultural and
technological infrastructure, although geographical proximity to Turkey and both countries such as
Iran, reveals similarities and differences in the behavior of consumers in specific age ranges and
social media response. In this process, although different social media tools are popular in their
countries, it is seen that the effect of social media phenomenon is largely similar. These and similar
multicultural comparative studies are important in understanding the impact of social media on
marketing processes.
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