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Ozet

Son yillarda bilimsel ve teknik alanda yasanan gelismeler iletisim kavramina yeni bir boyut
kazandirmistir. Bu yeni boyut, “Agizdan Adiza lletisim” dir. “Agizdan Adiza lletisim” pazarla-
ma uygulamalarinda yaygin bir kullanim alani bulmaktadir. Bu nedenle galismada “Adizdan
Agiza lletisim” kavrami ile tiiketicilerin satin alma davranisi arasindaki iliski analiz edilmistir.
Calismada dncelikle “Agizdan Adiza lletisim” kavrami, 6zellikleri incelenmis, ardindan “Agiz-
dan Agiza lletisim’de etkili olan faktérlerin tiiketicilerin satin alma davranisina etkileri irde-
lenmistir.

Calisma, anket yontemi kullanilarak ampirik bir uygulamayla desteklenmistir. Literatirdeki
calismalarda “Agizdan Agiza iletisim”in basta reklam olmak (izere diger pazarlama iletigimi
cabalarindan daha etkili oldugu ortaya konulmustur. “Agizdan Agiza Iletisim” satin alma siire-
cinde ¢ok 6nemlidir. Clink Griin/hizmetler ile ilgili satic yerine birincil tiiketiciler bilgi vermek-
tedir. Bagka bir deyisle, ticari herhangi bir amag giidillmemektedir. “Agizdan Agiza Iletisim”
sayesinde tuketiciler mal ve hizmetlerle ilgili olarak deneme ya da satin alma sureci sonucun-
da edindikleri deneyimleri birbirlerine aktarmaktadirlar. Tuketiciler GrGin ya da hizmetlerle ilgi-
li duyduklari, okuduklari haberleri diger potansiyel tuketicilere iletmekte ve boylece tiketici-
ler biitiinlesik pazarlama yaklagimlarina katkida bulunmaktadirlar. Isletmeler “Agizdan Adiza
lletisim”i isletme faaliyetlerinde kullanmalidirlar. Calismada agdizdan agiza iletisim ile egitim
diizeyi, goriis/bilgisine basvurulan kisinin egitim diizeyi ve agizdan agiza iletisimden etkilen-
me dlzeyi arasindaki iligkiler ortaya konulmustur.
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Analyzing of Relationship between Word of Mouth

Communication and Consumer Buying Behaviour

Abstract

In recent years communication concept, has gain a new dimension with academic and tech-
nical studies. This dimension name is “Word of Mouth Communication”. Even though word
of mouth is a new concept, it uses common in marketing. Because of this reason the study
is analyzing relationship with “Word of Mouth Communication” and consumer buying beha-
viour. This study first analyses “Word of Mouth Communication” concept, properties, contri-
bution to marketing and then Word of Mouth Communication’s factors which effect consumer
purchasing decision explicated.

This study uses survey and empirical application builds up it. “Word of mouth communica-
tion” is more effective than other promotion efforts especially advertising. “Word of Mouth
Communication” is so important. Because primary consumer gives information instead of sel-
ler. In other words there is no commercial purpose. Thanks to “Word of Mouth Communicati-
on” consumers transfer experience or after buying process about product or services to each
other. Consumers transfer hearing, reading news about product or services to other potential
consumers. And so it supports integrated approach in marketing communication. Businesses
must use “Word of Mouth Communication” in their activities. In this study the educational le-
vel of word of mouth, opinion / knowledge of a person’s educational level and referred to the
influence of word of mouth had brought up the relationship between levels.
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