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Abstract: With the widespread use of the internet, the opportunities to spend time on the internet have
improved. Therefore, consumers have turned to online purchasing behavior within the framework of the
Technology Acceptance Model. While the concept of online perceived service convenience that has emerged
in this process reflects how user-friendly and accessible the service offered through a website or application is,
the concept of online perceived benefits usually includes factors such as meeting users' expectations and needs,
saving time or effort, and cost. Online compulsive buying behavior, one of the purchasing behaviors exhibited
by online shoppers, is a person’s tendency to purchase products or services frequently, uncontrollably, and
unnecessarily while shopping online.

The aim of the current study is to reveal the relationship between the perceived service convenience and
benefits of online shopping and online compulsive buying behavior. In this regard, examining the roles of the
two variables’ subcomponents in the effect in question is among the research aims. Additionally, the study
aims to analyze differences in the perceived service convenience and perceived benefits variables according to
demographic characteristics (age, gender, and education level), monthly online shopping amount, and monthly
online shopping frequency control variables. Data obtained from 392 respondents were analyzed through the
survey method. Research findings show that perceived online service convenience and benefits affect online
compulsive purchasing behavior.
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Oz: Internet kullaniminin yayginlasmasiyla birlikte, cevrimici olarak vakit gecirme olanaklarinda gelismeler
meydana gelmistir. Teknoloji Kabul Modeli ¢ercevesinde tiiketiciler, ¢evrimici satin alma davranisina
yonelmistir. Bu siiregte olusan, ¢evrimigi algilanan hizmet kolayligi kavrami, bir internet sitesi veya uygulama
iizerinden sunulan hizmetin kullanicilar tarafindan ne kadar kullanici dostu ve erisilebilir oldugunu
yansitmaktayken; cevrimigi algilanan fayda kavrami, genellikle kullanicilarin beklentilerini karsilama,
ihtiyaglarin1 giderme, zaman veya g¢aba tasarrufu saglama, maliyet gibi faktorleri icermektedir. Cevrimigi
aligveris yapan tiiketicilerin satin alma davraniglarindan biri olan ¢evrimig¢i kompulsif satin alma davranist ise,
kisinin ¢evrimi¢i aligveris yaparken kontrolsiiz bir sekilde ve gereksiz yere sik sik {iriin veya hizmet satin alma
egilimidir.

Bu ¢alismanin amaci, ¢cevrimici aligverisin algilanan hizmet kolaylig1 ve faydalari ile cevrimici kompulsif satin
alma davranist arasindaki iliskiyi ortaya koymaktir. Bu dogrultuda, iki degiskenin alt bilesenlerinin de s6z
konusu etki tizerindeki rollerinin incelenmesi arastirmanin amaglari arasindadir. Ek olarak, algilanan hizmet
kolaylig1 ve algilanan fayda degigkenlerinin demografik zellikler (yas, cinsiyet, 6grenim diizeyi), aylik
cevrimigi aligveris tutart ve aylik ¢evrimici aligveris sikligi kontrol degiskenleri bakimimdan farklilagma
durumlarinin analiz edilmesi de arastirmanin amagclar arasinda yer almaktadir. Bu ¢aligma kapsaminda, anket
yontemi ile 392 cevaplayicidan alinan veriler analiz edilmistir. Arastirma bulgulari, ¢evrimi¢i algilanan hizmet
kolaylig1 ve faydalarin ¢evrimici kompulsif satin alma davranisina etkisinin bulundugunu goéstermektedir.

Anahtar Kelimeler: Pazarlama, Algilanan Hizmet Kolayligi, Algilanan Faydalar, Kompulsif Satin Alma
Davranisi, Teknoloji Kabul Modeli.
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Structured Abstract:

The aim of this study is to understand how the convenience and benefits offered by online purchasing
behavior affect consumers' online shopping tendencies and their control mechanisms. A sample group selected
from individuals over the age of 18 who shop online in Istanbul was used in the study. When data collection
was completed, 392 survey forms were determined to be suitable for analysis, and the data were analyzed. The
determined sample units were reached through convenience sampling, one of the non-random sampling
methods. The survey method was used to collect data in the study. A survey was created in Google Forms to
reach respondents. The survey form question items were prepared in a 5-point Likert format.

A seven-component structure related to the perceived service convenience variable was subjected to
exploratory factor analysis. The effect was found to be significant at the 1% significance level, and the data
were found to be suitable for a multivariate normal distribution. The last factor in the seven-factor structure
was removed from the structure because it was a single question. A three-component structure related to the
perceived benefit variable was found to be significant at the 1% significance level, and it was observed that the
data were suitable for a multivariate normal distribution. The reliability analysis of the variables included in
the conceptual model shows that the scales related to the perceived service convenience, perceived benefits,
and compulsive buying variables are highly reliable according to the data obtained.

A simple regression analysis tested the effect of perceived service convenience on online compulsive
buying behavior. According to ANOVA results, the effect was significant at the 1% significance level.
Perceived service convenience consists of six components. Thus, the effect in question was tested on the basis
of components by a multiple regression analysis, showing that the effects of the components were significant
at the 1% significance level. The component that created this effect the most was relationship convenience. A
simple regression analysis tested the effect of perceived benefit on online compulsive buying behavior.
According to ANOVA results, the effect was significant at the 1% significance level. Perceived benefit consists
of three components. Hence, the said effect was tested on the basis of components by a multiple regression
analysis, demonstrating that the effects of the components were significant at the 1% significance level. The
price component created this effect the most.

A regression analysis tested the effects of perceived service convenience on online compulsive buying
behavior according to demographic and shopping characteristics. According to the regression analysis results,
the effect of perceived service convenience decreased with decreasing age, the effect level was higher in males
according to gender, the effect was higher in high school graduates according to education level, the effect was
higher in individuals with a monthly online shopping amount of 1,000-5,000 TL, and the effect was higher in
the group of 6-10 according to the monthly online shopping frequency. A regression analysis tested differences
in the effect of perceived benefit on online compulsive buying behavior according to demographic and
shopping characteristics. In accordance with the analysis results, the effect of perceived benefit decreased with
decreasing age, the effect level was higher in males, the effect was higher in high school graduates, the effect
was higher in individuals with an online monthly shopping amount of less than 1,000 TL, and the effect was
higher in the group with an online monthly shopping frequency between 1 and 5. According to the research
findings, 14 hypotheses were supported.

The present study investigated the effects of online perceived service convenience and perceived
benefits on online compulsive buying behavior. Both variables played roles in this effect. The effect of
perceived service convenience on online compulsive buying behavior was examined and found to be
significant. According to the results, individuals make compulsive purchases according to perceived service
convenience during online shopping. The study found that the six components of online perceived service
convenience (search and evaluation, post-possession convenience, possession convenience, transaction
convenience, relationship convenience, and access convenience) also affect online compulsive buying
behavior. The component of "Relationship Convenience" had the most effect on this buying behavior. It is seen
that consumers attach importance to personalized products or services and to special attention being shown to
them. Based on the data above, more personalized products or services offered by online sellers increase
consumers' online perceived service convenience and considerably affect their purchase intentions.

The present study determined that perceived benefits affect online compulsive purchasing behavior.
According to the research findings, the three components of online benefits (product selection, price, and
shopping convenience) also affect online compulsive purchasing behavior. The "Price" component caused the
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highest effect. The results demonstrate that factors such as the option of price comparison during online
shopping and reducing the time and energy spent can increase consumers' online perceived benefits and
purchase intentions. In this case, businesses make updates and offer convenience in line with price on their
websites or applications, which can direct consumers to purchase behavior.

It is thought that the current research will contribute significantly to the original value of the study
due to the few publications in the Turkish literature within this conceptual framework and the lack of a study
conducted to this end. Hence, future studies conducted in different provinces and in demographically diverse
groups (professional group, income, etc.) will allow comparisons to be made. It is also thought that future
research will contribute significantly to the marketing field.

Keywords: Marketing, Perceived Service Convenience, Perceived Benefits, Compulsive Buying
Behavior, Technology Acceptance Model.
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Résumé Structuré:

L'objectif de cette étude est de comprendre comment la commodité et les avantages offerts par les
achats en ligne influencent les tendances d'achat en ligne des consommateurs ainsi que leurs mécanismes de
contrdle. L'étude a porté sur un échantillon constitué¢ de personnes agées de plus de 18 ans effectuant des achats
en ligne a Istanbul. A I'issue de la collecte des données, 392 questionnaires ont été jugés aptes a I'analyse, et
les données ont ét¢ analysées. Les unités d’échantillonnage retenues ont été sélectionnées par échantillonnage
de commodité, I’une des méthodes d’échantillonnage non aléatoire. La méthode d’enquéte a été utilisée pour
collecter les données dans le cadre de cette étude. Un questionnaire a été créé¢ dans Google Forms afin de
recueillir les réponses des participants. Les questions du questionnaire ont été formulées selon une échelle de
Likert a 5 points.

Une structure a sept composantes liée a la variable « commodité pergue du service » a fait 1’objet
d’une analyse factorielle exploratoire. L’effet s’est avéré significatif au niveau de signification de 1 %, et les
données se sont révélées adaptées a une distribution normale multivariée. Le dernier facteur de la structure a
sept facteurs a été retiré de la structure, car il correspondait & une seule question. Une structure a trois
composantes liée a la variable « avantages percus » s’est avérée significative au niveau de signification de 1
%, et il a été observé que les données se prétaient a une distribution normale multivariée. L’analyse de fiabilité
des variables incluses dans le modeéle conceptuel montre que les échelles liées aux variables « commodité
pergue du service », « avantages percus » et « achats compulsifs » sont hautement fiables d’aprés les données
obtenues. Une analyse de régression simple a permis de tester 1’effet de la commodité pergue du service sur le
comportement d’achat compulsif en ligne. D’aprés les résultats de ’ANOVA, cet effet s’est avéré significatif
au niveau de signification de 1 %. La commodité pergue du service se compose de six composantes. Ainsi,
I’effet en question a été testé sur la base de ces composantes a 1’aide d’une analyse de régression multiple, qui
a montré que les effets des composantes étaient significatifs au niveau de signification de 1 %. La composante
qui a le plus contribué a cet effet était la commodité relationnelle. Une analyse de régression simple a permis
de tester I’effet des avantages pergus sur le comportement d’achat compulsif en ligne. D’aprés les résultats de
I’ANOVA, I’effet était significatif au niveau de signification de 1 %. L’avantage pergu se compose de trois
composantes. Par conséquent, ledit effet a été testé composante par composante a 1’aide d’une analyse de
régression multiple, démontrant que les effets des composantes étaient significatifs au niveau de signification
de 1 %. La composante « prix » a le plus contribu¢ a cet effet.

Une analyse de régression a permis d’évaluer les effets de la commodité percue du service sur le
comportement d’achat compulsif en ligne en fonction des caractéristiques démographiques et d’achat. D’apres
les résultats de 1’analyse de régression, I’effet de la commodité percue du service diminuait avec la baisse de
I’age ; le niveau d’effet était plus élevé chez les hommes en fonction du sexe ; I’effet était plus élevé chez les
diplomés du lycée en fonction du niveau d’études ; I’effet était plus élevé chez les personnes dont le montant
mensuel d’achats en ligne se situait entre 1 000 et 5 000 TL ; et D’effet était plus élevé dans le groupe de
fréquence d’achats en ligne comprise entre 6 et 10 par mois. Une analyse de régression a permis d’évaluer les
différences dans ’effet de I’avantage pergu sur le comportement d’achat compulsif en ligne en fonction des
caractéristiques démographiques et d’achat. Conformément aux résultats de I’analyse, 1’effet du bénéfice pergu
diminuait a mesure que I’age baissait ; il était plus élevé chez les hommes ; il était plus élevé chez les diplomés
du lycée ; il était plus élevé chez les personnes dont le montant mensuel des achats en ligne était inférieur a 1
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000 TL ; et il était plus élevé dans le groupe dont la fréquence mensuelle d’achats en ligne se situait entre 1 et
5. D’apreés les résultats de la recherche, 14 hypothéses ont été confirmées.

La présente étude a examiné les effets de la commodité pergue du service en ligne et des avantages
pergus sur le comportement d’achat compulsif en ligne. Ces deux variables ont joué un role dans cet effet.
L’effet de la commodité pergue du service sur le comportement d’achat compulsif en ligne a été examiné et
s’est avéré significatif. D’aprés les résultats, les individus effectuent des achats compulsifs en fonction de la
commodité pergue du service lors de leurs achats en ligne. L’étude a révélé que les six composantes de la
commodité percue du service en ligne (recherche et évaluation, commodité post-acquisition, commodité
d’utilisation, commodité de transaction, commodité relationnelle et commodité d’acces) influencent également
le comportement d’achat compulsif en ligne. La composante « commodité relationnelle » a eu I’impact le plus
important sur ce comportement d’achat. Il apparait que les consommateurs accordent de I’importance aux
produits ou services personnalisés ainsi qu’a 1’attention particuliére qui leur est accordée. Sur la base des
données ci-dessus, 1’offre de produits ou de services plus personnalisés par les vendeurs en ligne augmente la
commodité pergue du service en ligne par les consommateurs et influence considérablement leurs intentions
d’achat.

La présente ¢tude a établi que les avantages percus influencent le comportement d’achat compulsif en
ligne. Selon les résultats de la recherche, les trois composantes des avantages en ligne (sélection de produits,
prix et commodité d’achat) influencent également ce comportement d’achat compulsif en ligne. La composante
« Prix » a eu I’effet le plus marqué. Les résultats démontrent que des facteurs tels que la possibilité de comparer
les prix lors des achats en ligne et la réduction du temps et de I’énergie consacrés a ces achats peuvent accroitre
les avantages pergus par les consommateurs en ligne ainsi que leurs intentions d’achat. Dans ce contexte, les
entreprises procédent a des mises a jour et offrent une commodité adaptée au prix sur leurs sites web ou leurs
applications, ce qui peut orienter les consommateurs vers un comportement d’achat.

On estime que la présente étude apportera une contribution significative a la valeur originale de la
recherche, compte tenu du nombre limité de publications dans la littérature turque s’inscrivant dans ce cadre
conceptuel et de I’absence d’é¢tude menée a cette fin. Par conséquent, de futures études menées dans différentes
provinces et aupres de groupes démographiques variés (catégories professionnelles, niveaux de revenus, etc.)
permettront d’établir des comparaisons. On estime également que les recherches futures apporteront une
contribution significative au domaine du marketing.

Mots-clés: Marketing, commodité pergue du service, avantages pergus, comportement d’achat
compulsif, modéle d’acceptation de la technologie.

Resumen Estructurado:

El objetivo de este estudio es comprender como la comodidad y las ventajas que ofrece el
comportamiento de compra en linea influyen en las tendencias de compra en linea de los consumidores y en
sus mecanismos de control. Para el estudio se utiliz6 una muestra seleccionada entre personas mayores de 18
afios que realizan compras en linea en Estambul. Una vez finalizada la recopilacion de datos, se determiné que
392 cuestionarios eran aptos para el andlisis, y se procedio6 al analisis de los datos. Las unidades de muestra
seleccionadas se obtuvieron mediante un muestreo por conveniencia, uno de los métodos de muestreo no
aleatorios. Para la recogida de datos en el estudio se utilizé el método de encuesta. Se cre6 una encuesta en
Google Forms para llegar a los encuestados. Las preguntas del cuestionario se elaboraron en un formato de
escala de Likert de 5 puntos.

Se someti6 a un analisis factorial exploratorio una estructura de siete componentes relacionada con la
variable de la conveniencia percibida del servicio. Se comprobd que el efecto era significativo a un nivel de
significacion del 1 %, y se determind que los datos se ajustaban a una distribuciéon normal multivariante. El
ultimo factor de la estructura de siete factores se elimin6 de la misma, ya que correspondia a una tnica pregunta.
Se comprobo que una estructura de tres componentes relacionada con la variable «beneficios percibidos» era
significativa a un nivel de significacion del 1 %, y se observo que los datos se ajustaban a una distribucion
normal multivariante. El analisis de fiabilidad de las variables incluidas en el modelo conceptual muestra que
las escalas relacionadas con las variables «comodidad percibida del servicio», «beneficios percibidos» y
«compra compulsiva» son altamente fiables segun los datos obtenidos. Mediante un analisis de regresion
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simple se evalud el efecto de la comodidad percibida del servicio sobre el comportamiento de compra
compulsiva en linea. Segun los resultados del ANOVA, el efecto fue significativo al nivel de significacion del
1 %. La conveniencia percibida del servicio consta de seis componentes. Por lo tanto, el efecto en cuestion se
evalud sobre la base de los componentes mediante un analisis de regresion multiple, lo que demostro que los
efectos de los componentes eran significativos al nivel de significacion del 1 %. El componente que mas
contribuy6 a este efecto fue la conveniencia relacional. Mediante un analisis de regresion simple se evalu6 el
efecto del beneficio percibido sobre el comportamiento de compra compulsiva en linea. Segun los resultados
del ANOVA, el efecto fue significativo con un nivel de significacion del 1 %. El beneficio percibido se
compone de tres componentes. Por lo tanto, dicho efecto se evalué en funcion de los componentes mediante
un analisis de regresion multiple, lo que demostro que los efectos de los componentes eran significativos con
un nivel de significacion del 1 %. El componente del precio fue el que mas contribuy6 a este efecto.

Mediante un analisis de regresion se evaluaron los efectos de la comodidad percibida del servicio
sobre el comportamiento de compra compulsiva en linea en funcién de las caracteristicas demograficas y de
compra. Segun los resultados del andlisis de regresion, el efecto de la comodidad percibida del servicio
disminuy6 a medida que disminuia la edad; el nivel de efecto fue mayor en los hombres seglin el género; el
efecto fue mayor en los titulados de secundaria segun el nivel educativo; el efecto fue mayor en las personas
con un gasto mensual en compras en linea de entre 1 000 y 5 000 TL; y el efecto fue mayor en el grupo de 6 a
10 segln la frecuencia mensual de compras en linea. Se realizé un analisis de regresion para evaluar las
diferencias en el efecto del beneficio percibido sobre el comportamiento de compra compulsiva en linea en
funcidn de las caracteristicas demograficas y de compra. De acuerdo con los resultados del analisis, el efecto
del beneficio percibido disminuy6 a medida que disminuia la edad; el nivel de efecto fue mayor en los hombres;
el efecto fue mayor en los titulados de secundaria; el efecto fue mayor en las personas con un gasto mensual
en compras en linea inferior a 1 000 TL; y el efecto fue mayor en el grupo con una frecuencia de compras en
linea mensual de entre 1 y 5. Segun los resultados de la investigacion, se confirmaron 14 hipétesis.

El presente estudio investigo los efectos de la conveniencia percibida del servicio en linea y de los
beneficios percibidos sobre el comportamiento de compra compulsiva en linea. Ambas variables desempefiaron
un papel en este efecto. Se examiné el efecto de la conveniencia percibida del servicio sobre el comportamiento
de compra compulsiva en linea y se constatd que era significativo. Segun los resultados, las personas realizan
compras compulsivas en funciéon de la conveniencia percibida del servicio durante las compras en linea. El
estudio reveld que los seis componentes de la comodidad percibida del servicio en linea (busqueda y
evaluacion, comodidad tras la adquisicion, comodidad de posesion, comodidad de la transaccion, comodidad
relacional y comodidad de acceso) también influyen en el comportamiento de compra compulsiva en linea. El
componente de «comodidad relacional» fue el que mas influy6 en este comportamiento de compra. Se observa
que los consumidores conceden importancia a los productos o servicios personalizados y a que se les preste
una atencion especial. A partir de los datos anteriores, se deduce que una mayor oferta de productos o servicios
personalizados por parte de los vendedores en linea aumenta la comodidad percibida del servicio en linea por
parte de los consumidores e influye considerablemente en sus intenciones de compra.

El presente estudio determino que los beneficios percibidos influyen en el comportamiento de compra
compulsiva en linea. Segun los resultados de la investigacion, los tres componentes de los beneficios en linea
(seleccion de productos, precio y comodidad de compra) también influyen en el comportamiento de compra
compulsiva en linea. El componente «Precio» fue el que tuvo un mayor efecto. Los resultados demuestran que
factores como la posibilidad de comparar precios durante las compras en linea y la reduccion del tiempo y la
energia invertidos pueden aumentar los beneficios percibidos por los consumidores en linea y sus intenciones
de compra. En este caso, las empresas realizan actualizaciones y ofrecen comodidad en consonancia con el
precio en sus sitios web o aplicaciones, lo que puede orientar a los consumidores hacia el comportamiento de
compra.

Se considera que la presente investigacion contribuirda de manera significativa al valor original del
estudio, debido a la escasa cantidad de publicaciones en la literatura turca dentro de este marco conceptual y a
la ausencia de un estudio realizado con este fin. Por lo tanto, los futuros estudios llevados a cabo en diferentes
provincias y en grupos demograficamente diversos (grupos profesionales, niveles de ingresos, etc.) permitiran
realizar comparaciones. También se considera que las futuras investigaciones contribuirdn de manera
significativa al campo del marketing.
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CrpykrypupoBannoe Pe3iome:

Ilens maHHOTO HCCNENOBaHMSA — MOHATH, KaK yJOOCTBO M IIPEHMYILECTBA, MpEATaraeMble MpU
COBEpLIEHNH MOKYNOK B MHTepHeTe, BIMSIOT Ha CKIOHHOCTH IOTpEOWTENeH K OHJIAMH-TIOKYNKaM |
MEXaHNU3MBbl KOHTPOJISL HaJl THM IIOBEJCHUEM. B ncenenoBanum ucnone3oBaiack BEIOOPKA, CHOPMUPOBaHHAS
u3 Juu ctapie 18 net, copepmaronux nokynku B Matepaere B CramOyine. 1o 3aBepuiennn cOopa JaHHBIX
OBLIO YCTaHOBIICHO, YTO ISl aHAIN3a NOAXOAAT 392 aHKETHI, [0CiIe Yero AaHHbIe ObUTH MPOaHaIN3UPOBAHBI.
Bri6opka Obu1a chopmMrpoBaHa ¢ NOMOMIBIO yI00HOM BEIOOPKH — OJTHOTO M3 METO/I0B HECITy4aiiHOH BBHIOOPKH.
Jiist cOopa JaHHBIX B UCCIIE0BAHUH UCIIOIb30BAJICS METOJ aHKETHPOBaHuUs. [ onpoca pecloHIeHTOB ObliIa
coznana ankera B Google Forms. Borpocsr ankeTs! Obin chopMyTupoBaHbl B hopMaTe 5-0ambHON Kb
Jlaiikepra.

CrpykTypa W3 CEMH KOMIIOHEHTOB, CBSI3aHHAasi C IIEPEMEHHOHW «BOCIIPHHHMAaeMOE YI00CTBO
o0cmyXuBaHHU», OblIa MOABEPTHYTa 3KCIUIOPATOPHOMY (DaKTOPHOMY aHaNIM3y. BBUIO yCTaHOBIEHO, YTO
3¢ deKT sABIAETCS 3HAYMMBIM Ha YpPOBHE 3HAUMMOCTH 1%, a JaHHBIE COOTBETCTBYIOT MHOTOMEPHOMY
HOpMaJIbHOMY pacrpezneneHuo. [locnenauii dakTop B ceMH(pAKTOPHOH CTPYKType OBLT HCKIIIOYEH W3
CTPYKTYPBI, TOCKOJBKY OH MpEACTaBIsT CcOoOOH OTHENbHBI BOIpOC. bBbUIO yCTaHOBIEHO, 4TO
TPEXKOMIIOHEHTHAs CTPYKTYpa, CBSI3aHHAS C MEPEMEHHOM «BOCIpPHUHHMAaeMasi BBIT0J1ay, SIBJISETCS 3HAYUMON
Ha ypoBHE 3HaYUMOCTH 1%, U OBUIO OTMEYEHO, YTO JaHHBIE MOJAXOMAAT JUII MHOTOMEPHOI'O HOPMAJIBHOTO
pacrnpeienieHusl. AHaNIU3 HAJeKHOCTH IIEPEMEHHBIX, BKIIOUEHHBIX B KOHIENTYaJbHYIO0 MOJENb, TOKAa3bIBaLT,
YTO ILKAJIbI, CBS3aHHBIE C TIEPEMEHHBIMHU «BOCIIPHHUMAEMOE yJJ00CTBO 0OCITyKMBaHHUMY, «BOCIIPHUHUMAaeMast
BBIT0JIa» U «KOMITYJIbCUBHBIE TIOKYTIKID, SBJISIOTCS BBICOKOHAIEKHBIMHU COTJIACHO IOTYy4YE€HHBIM JaHHBIM. C
MIOMOIIBI0 TIPOCTOTO PETPECCHOHHOTO aHaln3a OBLIO TPOBEPEHO BIMSHHE BOCIPHHUMAEMOTO YHOOCTBa
o0CImyXMBaHHWs Ha MOBEACHHE, CBS3aHHOE C KOMITyJbCHBHBIMH NOKynkamu B Murtepnere. CoryacHo
pesynsratram ANOVA, BinusHHE OBIJIO 3HAUNMBIM Ha ypoBHE 3HaunMocTH 1%. Bocnpuanmaemoe yno06cTBO
00CITyKMBaHHs COCTOUT M3 LIECTH KOMIIOHEHTOB. TakuM 00pa3oM, paccMaTpHBAaEMOE BIUSHUE TIPOBEPSIIOCH
Ha OCHOBE KOMIIOHEHTOB C TIOMOIIBIO aHAJIM3a MHOXXECTBEHHON PErpecchy, KOTOPBI MOKa3all, YTO BIMSHUA
KOMIIOHEHTOB OBLIM 3HAYMMBIMH Ha ypoBHe 3HauMMOCTH 1%. KommoHeHTOM, B HamOomiblied cremeHu
00yCJIOBIMBAIONINM JIaHHOE BJIMSHUE, OBUIO yAOOCTBO B3aMMOOTHOHIEHWHA. C MOMOIIBI0 MPOCTOTO
PETrpecCHOHHOI0 aHaJIM3a MPOBEPSUIOCH BIUSHHE BOCHPHHHIMAEMOW BBITO/BI HAa TOBEACHHUE, CBSI3aHHOE C
KOMITyJIbCUBHBIMU TTOKyniKkaMu B MHTepHEeTe. CornacHo pesynstatraM ANOVA, BrusiHEe ObUTO 3HAYMMBIM Ha
ypoBHe 3HaunmMocTH 1%. BocmpuHmMaemas BBITOa COCTOMT W3 TPEX KOMIOHEHTOB. ClenoBaTeibHO,
yKa3aHHOE BIIMSHHE MPOBEPSATIOCH HA OCHOBE KOMIIOHEHTOB C ITOMOIIIBI0O MHOKECTBEHHOTI'O PErPECCHOHHOTO
aHaiIM3a, KOTOPBIH IIPOAEMOHCTPHUPOBAJ, YTO BIMSHHS KOMIIOHGHTOB OBUIM 3HAaUYMMBIMH Ha YPOBHE
3HaunMOocTH 1%. Hanbonpmmii Bkiaa B 3T0T 3¢ GEKT BHEC IICHOBOH KOMITOHEHT.

C mnOMOIIBI0 PETPEeCCHOHHOTO aHaIM3a IPOBEPSIIOCH BIMSHUE BOCIPHHUMAEMOTo yJI00cTBa
o0CIyXMBaHHs Ha TOBEICHHE, CBS3aHHOE C KOMIIYJIBCHUBHBIMH IOKynkamu B VHTepHere, ¢ yuérom
JneMorpadMueckuX XapakTepUCTHK M OcoOeHHOCTeH MOoKymok. CorimacHo pe3yibTaTaM perpecCHOHHOTO
aHaIM3a, BIMSHUE BOCHPHHMMAEMOTO yI00CTBa OOCITY)KMBaHMS CHMKAIOCHh C YMEHBIIEHHEM BO3PAcTa; MO
MOJIOBOMY TPU3HAKY YPOBEHb BIUSHHS OBLT BBIIE Y MY)KUHH; IT0 YPOBHIO 00pa30BaHMUsA — Y JIHIl C CPEIHUM
o0pa3oBaHNEM; [0 CyMMe €KeMECIYHbBIX MMOKYIoK B MHTEepHETE — Y suty, Tpatsamux 1 0005 000 Typenxnx
JIMP; TI0 YaCTOTE €KEMECSIHBIX OKYyIoK B MHTEepHETE — Yy nutl, coBepmatomux 6—10 moxymnok. C moMomsio
PETrpecCHOHHOTO aHanu3a OBUTM TPOBEPEHBl pa3iWiMs B BIMSHUM BOCHPHHUMAeMOW BBITOABI Ha
KOMITYJIbCHBHOE TIOBEICHNE NIPH COBEPIIEHNH MOKYNOK B VIHTepHETE B 3aBUCHMOCTH OT JIeMOTrpaduIecKux
XapaKTepUCTHK U OCOOEHHOCTeH MOKymok. CorjacHO pe3yibTaTaM aHaJln3a, BIUSHHWE BOCIHPHHUMAEMOU
BBITO/IbI YMEHBIIAJIOCHh C YMEHBIIEHHEM BO3PACTa; YPOBEHb BIMSHUS ObUI BBINIE y MYKUHH; BIMSHUE ObLIO
BBILIE Yy JIMI] C CPEAHUM O0Opa3oBaHUEM; BIMSHHUE OBUIO BBILIE Yy JIMI, €KEMECSUHbIE PACXO/bl KOTOPHIX Ha
nokynku B MiHTepHeTe coctaBmsu MeHee 1 000 Typenkux jaup; U BIUSHHAE OBLIO BBILIE B IPYIIIE C YaCTOTON
nokynok B Mutepuere oT 1 10 5 pa3 B Mecsu. CoriacHo pesysibTaraM HccienoBaHus, 14 rumnores Oblam
HOJTBEPKCHBIL.
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B HacrosIem Mccien0BaHNY H3y9aJIOCh BIMSHUE BOCHIPUHIMAEMOTO y100CTBa 00CTyKUBAHUS TIPH
OHJIAMH-TIOKYTIKaX W BOCIIPHHUMAEMOH BBITOJIbI HAa OBEICHHE, CBA3aHHOE C KOMITYIbCHBHBIMU TOKYITKAaMH B
Wnteprere. OOe mepeMeHHbIE WTPaldl POib B 3TOM BIMSHUH. BBUTO M3ydeHO BIMSHHE BOCTIPHHHMAEMOTO
ynoOcTBa OOCTyXKMBaHHMA Ha MOBEICHHE, CBS3aHHOE C KOMITYJIbCHBHBIMU MOKyNKamu B VIHTepHeTe, H
YCTaHOBIICHO, YTO OHO SIBJISICTCA 3HaYMMBIM. COTJIacHO pe3ynbTaTaM, JIIOAW COBEPIIAIOT KOMITYJIbCHBHBIC
MOKYNKA B 3aBHCHMOCTH OT BOCIPHHHUMAeMOTO yO0OCTBa OOCTy)XMBaHHS BO BpPEMsI OHJIAHH-TIOKYTIOK.
HccnenoBanue nokasao, 4To eCTh KOMIIOHEHTOB BOCIIPUHUMAEMOTI'0 y100CTBa 00CTy K BaHUS IPU OHIaHH-
NOKymnKax (yJoOCTBO MOMCKAa U OLEHKHU, YHOOCTBO IOCiE MPHOOpETEeHHs, yJ00CTBO BIaiEHUs, yI00CTBO
COBEpUICHHS TPaH3aKLUWH, YJOOCTBO B3aHMMOOTHOLIEHWH W ymoOCTBO JOCTyNa) TakkKe BIUSIOT Ha
KOMITYJIbCUBHOE IIOKyHaTelibckoe TnoBeneHne B HrepHere. Haubonbliee BiausHUE Ha JaHHOE
MOKYTaTeIbCKOE MOBE/ICHHE OKa3aJl KOMIIOHEHT «yZ00CTBO B3aMMOOTHOIIEHHH». BuaHo, 4ro notpedurenn
npUAaIoT 00JBLIOE 3HAYCHHUE TEPCOHATU3NPOBAHHBIM TOBApaM MIIH YCIYTraM, a TAK)Ke TOMY, YTO UM YIEISeTCs
ocoboe BHMMaHue. VIcXons W3 NMPUBEACHHBIX BBIIC JAaHHBIX, 0oJee MEPCOHATN3UPOBAHHBIE TOBAPHI HIH
yCIyTH, TpelularacMble OHJIAWH-TIPOAABIAMH, IIOBBIMIAIOT BOCIPHHIMAEMOE IMOTPEOHUTENSIMH yIOOCTBO
00CITyXKMBaHHS TIPH OHJIAHH-TIOKYTIKAaX U CYIIECTBEHHO BIUSIIOT HA NX HAMEPEHHUS COBEPILUTH MOKYIIKY.

B pamkax HacTosIIero ucciaeJ0BaHus ObUIO yCTaHOBJIICHO, YTO BOCIIPHHUMAEMBbIC BHITOIBI BIHSIOT HA
MOBE/ICHUE, CBA3aHHOE C UMIYJbCUBHBIMU NOKynKaMu B MHTepHeTe. COrlacHO pe3yibTaTaM UCCIIEeI0BaHUs,
TpH KOMITOHEHTa OHJIAHH-BHITO]T (BEIOOp TOBapa, IIeHa M yI0OCTBO IMOKYIIOK) TAaKXKe BIUSAIOT Ha MOBEJCHHE,
CBSI3aHHOE C UMITYJIbCUBHBIMU MOKynKamu B MHTepHeTe. Hanbonpliee BusHIE oKka3an KOMIOHEHT «L{eHay.
Pe3ysbTaThl MOKa3bIBAIOT, YTO TaKKe (PaKTOPHI, KAK BO3MOXKHOCTh CPABHEHHS LIEH BO BPEMsI OHJIalH-TIOKYTIOK
U COKpallleHHe 3aTpaT BpPEMEHM M DSHEPruH, MOTYT MOBBICUTh BOCIHPHUHHUMAEMBbIe MOTPEOUTEIIMU
[IPEUMYLIECTBA OHJIAMH-TIOKYIIOK U UX HAMEPEHUS COBEPIINUTD MIOKYNKY. B JaHHOM Cilydyae KOMIIaHUU BHOCST
OOHOBJICHHMS U MTPEAJIararoT y100CTBO B COOTBETCTBUH C IIEHON Ha CBOMX BeO-calTax UM B IPUIIOKEHHUSX, YTO
MOJKET HAIPaBIATh HOTPEOHUTEIECH K COBEPIICHHIO MOKYTIOK.

CuuTtaercs, YTO HACTOSIICC HCCIICJOBAHWE BHECET 3HAYUTENIBHBIM BKJIAH B HAyYHYIO LEHHOCTb
JaHHOW 00JIACTH, HOCKOJBKY B TYPELKOW JIUTEPAType MMEETCs Malo IyOJHMKAIMid, MOCBAMIEHHBIX NaHHOM
KOHIIENTYaIbHOH MOJEJH, ¥ paHee He IPOBOAMIOCH HCCIICIOBAaHUM, HANPABICHHBIX HAa JOCTHIKECHHE 3TON
nenu. Takum oOpaszom, OyayliuMe WCCIIEAOBaHMS, NPOBOJMMBIE B pa3HBIX MNPOBHHUUAX M CpPEIH
JaeMorpadudecky pasHOOOpa3HBIX TPyl (MpodecCHOHANBHBIC TPYIIbL, YPOBHU J0X0AA U T. J.), TIO3BOJIAT
IMPpOBECTH CpaBHI/ITeHLHBIﬁ ananu3. Taxxke CUHUTACTCA, YTO 6yI[yH_II/IC HCCIICIOBAaHNUA BHECYT 3HAYUTEILHBIN
BKJIaJl B 00JIaCTh MapKETHHTA.

KiroueBble cji0Ba: MapKeTHHT, BOCHPHHHMaeMoe yH00CTBO 0OCTy)XHBaHHS, BOCIPHHHMAaEMBbIE
BBITO/Ibl, KOMITYJIbCUBHOE IIOKYIIaTEIbCKOE [TOBEACHUE, MOJIENb IPUHATHS TEXHOJIOTUIL.
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Yapilandirilmis Ozet:

Bu calisma, ¢evrimici satin alma davranisinin sundugu kolaylik ve avantajlarin, tiikketicilerin internet
iizerinden aligveris yapma egilimleri ve kontrol mekanizmalari izerindeki etkisini belirlemeyi amaglamaktadir.
Aragtirmanin evrenini Istanbul ilinde ikamet eden ve cevrimici aligveris yapan 18 yas iizeri bireyler
olusturmaktadir. Veri toplama siirecinin sonunda, analiz edilmeye uygun bulunan 392 adet anket formu
degerlendirmeye alinmistir. Arastirmada, tesadiifi olmayan o6rnekleme yontemlerinden biri olan kolayda
ornekleme teknigi kullanilmistir. Verilerin toplanmasinda anket ydnteminden yararlamilmis; ilgili anket,
katilimeilara ulastirilmak iizere Google Formlar iizerinden internet ortaminda hazirlanmugtir. Olgekte yer alan
maddeler 5'li Likert tipinde diizenlenmistir.

Algilanan hizmet kolaylig1 degiskenine iliskin yedi bilesenli yapi tizerinde agiklayici faktdr analizi
uygulanmigtir. Yapilan analiz sonucunda etkinin %1 anlamlilik diizeyinde anlamli oldugu ve verilerin gok
degiskenli normal dagilim varsayimini karsiladig1 belirlenmistir. Yedi faktorlii yapida yer alan son faktor, tek
bir sorudan olusmasi nedeniyle analiz dis1 birakilmistir. Algilanan fayda degiskenine yonelik ii¢ bilesenli
yapinin da %1 anlamlilik diizeyinde anlamli oldugu ve verilerin ¢ok degiskenli normal dagilima uygunluk
gosterdigi tespit edilmistir. Kavramsal modelde yer alan degiskenlerin giivenirlik analizleri incelendiginde;
algilanan hizmet kolayligi, algilanan fayda ve kompulsif satin alma degiskenlerine iliskin 6l¢eklerin, elde
edilen veriler 15181nda yiiksek derecede giivenilir oldugu goriilmektedir.

Algilanan hizmet kolayligiin ¢evrimigi kompulsif satin alma davranisi tizerindeki etkisini belirlemek
amacityla basit dogrusal regresyon analizi uygulanmistir. ANOVA sonuglarina gore, séz konusu etkinin %1
anlamlilik diizeyinde istatistiksel olarak anlamli oldugu tespit edilmistir. Algilanan hizmet kolaylig1 degiskeni
alt1 bilesenden olusmaktadir; bu baglamda ilgili etki, ¢oklu regresyon analizi aracilifiyla bilesenler bazinda
incelenmis ve tiim bilesenlerin etkisinin %1 anlamlilik diizeyinde anlamli oldugu gériilmiistiir. Bu etkiyi en
giiclii sekilde yaratan boyutun iligki kolayligi oldugu belirlenmistir. Algilanan faydanin ¢evrim i¢i kompulsif
satin alma davranisi lizerindeki etkisini test etmek i¢in uygulanan basit regresyon analizi ve ANOVA sonuglari,
bu etkinin de %1 anlamlilik diizeyinde anlamli oldugunu ortaya koymustur. Algilanan fayda degiskeninin ii¢
bilesenden olugmasi nedeniyle, s6z konusu etki ¢oklu regresyon analizi ile bilesenler diizeyinde test edilmis ve
tiim bilesenlerin etkisinin %1 diizeyinde anlamli oldugu sonucuna varilmistir. Bu siiregte etkiye en yiiksek
katkry1 saglayan bilesen fiyat unsuru olmustur.

Algilanan hizmet kolayliginin ¢evrimici kompulsif satin alma davranisi izerindeki etkisi, demografik
Ozellikler ve aligveris aligkanliklar1 bazinda regresyon analizi ile test edilmistir. Analiz sonuglarina gore;
algilanan hizmet kolayliginin etkisi yas azaldik¢a diisiis gostermekte, cinsiyet degiskeni agisindan erkeklerde
daha yiiksek seyretmekte ve egitim diizeyi bakimindan en yiiksek etki lise mezunlarinda gériilmektedir. Ayrica,
aylik ¢evrimici aligveris tutart 1.000-5.000 TL arasinda olanlar ile aylik ¢evrimigi aligveris sikligi 6-10 kez
olan grupta bu etkinin daha yiiksek oldugu saptanmistir. Algilanan faydanin ¢evrim i¢i kompulsif satin alma
davranisi izerindeki etkisinin demografik ve aligveris 6zelliklerine gore farklilagip farklilasmadigina yonelik
yapilan regresyon analizi sonuglari ise su bulgulari ortaya koymustur: Algilanan faydanin etkisi yas azaldikc¢a
azalmakta, erkeklerde ve lise mezunlarinda daha yiiksek diizeyde gerceklesmektedir. Aligveris aliskanliklar
acisindan bakildiginda, etkinin aylik ¢evrimig¢i harcamasi 1.000 TL'den az olan bireylerde ve aylik aligveris
siklig1 1-5 kez olan grupta daha yiiksek oldugu gézlemlenmistir. Aragtirma bulgulari neticesinde toplamda 14
hipotez desteklenmistir.

Bu ¢alisma, ¢evrimigi algilanan hizmet kolaylig1 ve algilanan faydanin, ¢evrimici kompulsif satin
alma davranisi tizerindeki etkilerini incelemistir. Elde edilen bulgular, her iki degiskenin de bu siiregte etkin
rol oynadigimi gostermektedir. Algilanan hizmet kolayliginin ¢evrimici kompulsif satin alma davranisi
iizerindeki etkisi analiz edilmis ve bu etkinin istatistiksel olarak anlamli oldugu saptanmistir. Sonuclara gore
bireyler, ¢evrimici aligverig siirecinde algiladiklar1 hizmet kolayligina paralel olarak kompulsif satin alma
egilimi gostermektedir. Arastirma, ¢evrimici algilanan hizmet kolayliginin alt1 bileseninin de (arastirma ve
degerleme kolayligi, satin alma sonras1 hizmet kolayligi, sahiplik kolayligi, ddeme islemleri kolaylig, iliski
kolayligi, erisim kolaylig1) ¢evrimigi kompulsif satin alma davranisini etkiledigini ortaya koymustur. S6z
konusu satin alma davranisi iizerinde en giiclii etkiye sahip olan boyutun "fliski Kolaylig1" oldugu
belirlenmistir. Bu durum, tiiketicilerin kisisellestirilmis {iriin veya hizmetlere ve kendilerine gosterilen 6zel
ilgiye yiiksek diizeyde dnem verdigini gostermektedir. Veriler 15181nda, ¢evrimigi saticilar tarafindan sunulan
kisisellestirilmis hizmetlerin, tiiketicilerin algiladigir hizmet kolayligini artirdigi ve satin alma niyetlerini
onemli ol¢iide etkiledigi sonucuna varilmistir.
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Mevcut ¢alisma, algilanan faydanin ¢evrimici kompulsif satin alma davranisi iizerinde belirleyici bir
etkiye sahip oldugunu ortaya koymustur. Arastirma bulgular1 dogrultusunda, ¢cevrimici fayda algisini olusturan
iic temel bilesenin (iirlin gesitliligi, fiyat ve satin alma kolaylig1) ¢evrimi¢i kompulsif satin alma davranigini
anlaml diizeyde etkiledigi saptanmistir. Bu bilesenler arasinda en yiiksek etkiyi "Fiyat" unsuru yaratmistir.
Elde edilen sonuglar; ¢evrimici aligveris siirecinde sunulan fiyat karsilagtirma olanaklar1 ile zaman ve enerji
tasarrufu gibi faktorlerin, tiiketicilerin algiladigi fayday1 ve satin alma niyetlerini artirabildigini gostermektedir.
Bu baglamda, isletmelerin web sitelerinde veya mobil uygulamalarinda fiyat odakli giincellemeler yapmalari
ve bu dogrultuda kolayliklar sunmalari, tiiketicileri satin alma davranisina yonlendirmede kritik bir rol
oynamaktadir.

Yiriitilen bu arastirmanin; ilgili kavramsal c¢ercevede Tiirk literatliriinde sinirh sayida yaymin
bulunmasi ve bu kapsamda dogrudan bir ¢alismanin heniiz gergeklestirilmemis olmasi nedeniyle, literatiire
0zgiin bir deger katacag: diigiiniilmektedir. Bu dogrultuda, gelecekte farkli illerde ve farkli demografik gruplar
(meslek gruplari, gelir diizeyi vb.) iizerinde yapilacak caligmalar, karsilastirmali analizlere olanak
saglayacaktir. Ayrica, ileride yapilacak aragtirmalarin pazarlama literatiiriine ve uygulamalarina 6nemli
katkilar sunacagi 6ngoriilmektedir.

Anahtar Kelimeler: Pazarlama, Algilanan Hizmet Kolayligi, Algilanan Faydalar, Kompulsif Satin
Alma Davranigi, Teknoloji Kabul Modeli.
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Compulsive Buying Behavior

Introduction

The rapid advancement of technology has recently caused an increase in internet usage.
Online shopping habits, a part of these developments, have begun to spread and develop during the
pandemic. This has pushed brands to adapt, develop, and transform technologically under today's
conditions. The orientation of small and medium-sized enterprises (SMEs) toward online shopping,
owing to the internet, has enabled them to reach much broader markets (For detailed information on
this issue, see: Akyol ve Kiling, 2014; Keles, Keles ve Akgetin, 2017; Gedik ve Etlioglu, 2017;
Akgiin ve Ergiin, 2017; Cetin ve Yetis, 2017; Celik ve Aydin, 2017; Uslu Divanoglu, 2017a, 2017b;
Kaplan, 2018; Karamehmet, 2018; Cakirkaya, 2019; Goktas, 2019; Civek ve Ulusoy, 2020; Elgiyar,
2021).

The aim of the current study is to understand how the conveniences and benefits offered by
online purchasing behavior impact consumers' tendencies toward online shopping and the control
mechanisms in this process. The study specifically aimed to reveal the relationship between the
perceived service convenience and benefits of online shopping and online compulsive buying
behavior. Furthermore, the present study also examined differences in the relationship between these
variables according to demographic and shopping characteristics. The study used a sample group
from among individuals over 18 years of age who reside in Istanbul and shop online. Data collected
using an online survey method were evaluated by conducting statistical analyses, and concrete
information was obtained about the effect of online perceived service convenience and benefits on
online compulsive buying behavior. The findings obtained are important in terms of investigating
the effects of online shopping on consumers, particularly compulsive buying behavior, as the time
and resources people spend online increase. Moreover, this study aims to contribute significantly to
the original value of the research, given the small number of publications in the Turkish literature
within this conceptual framework and the lack of studies conducted for this purpose.

1. Technology Acceptance Model

The concept of technology is defined as "a rational discipline designed by humankind to
ensure superiority over nature using science" (Tebonchoue & Aksoy, 2023, p. 143). Information
technologies, which are currently advancing, propose numerous theoretical models to investigate
concepts, such as user acceptance process and usage behavior (Venkatesh, 2000, p. 343). The
Technology Acceptance Model (TAM) is one of the examples related to the application of digital
marketing. The model asserts that the perceptions of ease of use and functionality are determining
factors in how individuals accept and adopt technology (Ritz et al., 2019, p. 183).

The TAM, proposed by Davis (1989), helps evaluate technology from consumers'
perspective. The model in question states that individuals who use technology are affected by their
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usage behavior, which in turn is affected by perceived benefit and perceived ease of use (Opoku &
Enu-Kwesi, 2019, p. 35). The concept of perceived ease of use refers to "the degree to which a person
believes that using a particular system will be effortless" (Ramadania & Braridwan, 2019, p. 3). In
other words, the concept of perceived benefit expresses "the degree to which a person believes that
using a particular system will not require effort" (Sagnier et al., 2020, p. 4). In online shopping, it is
known that online applications must be used to purchase products or services. Thus, researchers are
conducting various studies for the application of information technology systems to this end (Islam
et al., 2023, p. 2).

2. The Concept of Online Perceived Service Convenience

Webster's Dictionary defines the concept of convenience as "anything that contributes to a
person's comfort or saves their work: useful or helpful device, article, service, etc." (Brown, 1990, p.
54). Marketing literature considers the concepts of time and effort as intangible costs affecting
individuals' purchasing behavior (Chakraborty, 2024, p. 76). Some researchers have revealed that
individuals’ level of perceived service convenience will decrease proportionally to an increase in the
time spent on a service (Duarte et al., 2018, p. 162). Internet users have recently become able to
easily access suitable services and products by shopping online. Thus, they meet their needs quickly
and effortlessly. Online shopping has specific and different advantages. Hence, users can easily
access product information from many different sources (Le-Hoang, 2020, p. 2945).

According to current empirical evidence, convenience plays an essential role in the
interaction between consumers and service providers. Despite the importance of this concept, there
is no consensus on the factors creating online convenience. Farquhar and Rowley (2009) argued that
the concept is not a primary attribute of services but a reflection of the resources utilized by
consumers (Lina et al., 2022, p. 03). Although convenience is known to encompass different
dimensions, there is no consensus on the said dimensions (Duarte et al., 2018, p. 162). As specified
by Jiang et al. (2013), convenience comprises five dimensions: access, search, evaluation,
transaction, possession, and post-purchase convenience. Consumers can benefit from numerous
service conveniences in terms of comfort: search, evaluation, transaction, relationship, possession,
and post-possession convenience (Lina et al., 2022, pp. 03-04).

2.1. Access Convenience

The concept of access convenience refers to “consumers’ perceptions of the minimum effort
and time required to benefit from services” (Kumar et al., 2023, p. 134). Physical location, working
hours, and accessibility online, in person, or by phone determine access convenience (Seiders et al.,
2007, p. 145). Online, the store’s location is not important. Online, consumers can access the products
and services they desire regardless of their location and save time (Almarashdeh et al., 2019, p. 153).

Access convenience is the most inspiring dimension among online shopping convenience.
Consumers prefer to shop in places like their homes and offices, in addition to traditional stores. The
above-mentioned options provide flexibility based on time and location, freeing individuals from the
pressure created by negative activities they might encounter from the moment they enter a store, such
as crowds, waiting times, and physical fatigue, and providing psychological benefits. Considering
that there are no products or services tailored to needs in every area of life, this enables consumers
to benefit from the advantages of accessing various stores and brands serving their needs (Jiang et
al., 2013, p. 206). King and Liou (2004) indicated website accessibility as the most important
dimension of online shopping convenience. Website accessibility can be provided through easy and
memorable link addresses, the use of automatic bookmark technologies, and the correct positioning
of advertisements on sites (Duarte et al., 2018, p. 162).
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2.2. Search Convenience

Search convenience is defined as “an easy way for consumers to examine products” (Djan
& Adawiyyah, 2020, p. 264). The concept in question addresses consumers' perceptions of time and
effort in terms of identifying or selecting the products they wish to purchase (Benoit et al., 2017, p.
6). The concept of search convenience is also defined as how consumers feel about the convenience
of searching according to the product’s name, type, function, or store categories. It encompasses how
consumers view the layout of online platforms and how easy it is to find products on websites (Daud
etal., 2019, p. 5675).

Conceptually, consumers can research the products they want online and compare prices
without going to a store (Jiang et al., 2013, p. 206). Online shopping makes life easier because
consumers can shop online anytime and anywhere they want. Consumers do not have to wait in
traffic, look for a parking space, wait in line to pay, or go to a crowded store (Katawetawaraks &
Wang, 2011, p. 69). In this regard, the consumer interface and the ease of navigating electronic
information resources, which significantly affect online search convenience, help consumers find
what they want quickly and efficiently (Kumar et al., 2023, pp. 134-135).

2.3. Evaluation Convenience

Evaluation convenience is associated with the availability of product information on the
website using diverse presentations, such as detailed and easily understandable text, technical
drawings, and videos (Jiang et al., 2013, p. 206). Evaluation convenience is the “usability, ease of
understanding, and details of product/service descriptions” (Kumar et al., 2023, p. 135). Evaluation,
as a factor of convenience, means the level of availability of products to potential consumers. As
stated by Jiang et al. (2013), this concept consists of various promotional contents, such as documents
and videos on businesses' websites that can be easily understood (Zeqiri et al., 2023, p. 4).

Moreover, consumers can chat with other consumers online, see their comments, and easily
compare the costs of products or services (Lina et al., 2022, p. 05). This type of exposure to the
product allows consumers to become familiar with it, while also helping them compare it with similar
products and services and contributing to the acceleration of the decision-making and purchasing
process (Duarte et al., 2018, p. 163).

2.4. Transaction Convenience

The concept of transaction convenience is defined as “the speed and ease with which
consumers can impact or change their transactions” (Beauchamp & Ponder, 2010, p. 53). The said
concept specifically addresses “the payment stage” (Lundberg et al., 2014, p. 434). The concept of
transaction convenience should be included within the scope of service convenience due to its nature
(Berry et al., 2002, p. 7). Easy payment methods, minimal payment failures, verification
notifications, stable prices, and numerous payment options are among the basic elements of
transaction convenience (Naseem et al., 2021, p. 339).

Shankar and Richi (2020) reported that online consumers perform transactions in “virtual
payment systems.” In terms of transaction convenience, businesses that offer single-action payment
and easy return options are suitable. Individuals who shop online do not wait in line (Lina et al.,
2022, p. 05). The speed and ease of payment are the elements that impact consumers’ shopping
decisions (Beauchamp & Ponder, 2010, p. 53).

2.5. Relationship Convenience

Relationship convenience correlates with the extent to which online sellers offer personalized
products or services to consumers and how attentive they are to consumers (Lina et al., 2022, 05).
Individuals who shop online to save time and effort expect to benefit from personalized services in
their purchase decisions (Duarte et al., 2018, p. 163).
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Nowadays, online retailers improve consumers’ experience and convenience using
personalization features to differentiate their products and services from those of their competitors.
This improves purchasing experience and ensures that consumers can grasp information more
quickly and correctly using online personalization capabilities (Lina et al., 2022, 05). Consumers
who want to receive personalized attention also want to benefit from this attention when shopping
online. For this reason, many online retailers provide decision support to offer personalized services.
They benefit from decision support elements such as recommendation or shopping bots and human
assistants (Le-Hoang, 2020, p. 2949).

2.6. Possession Convenience

Possession convenience refers to “the time and effort consumers perceive to possess the
service they want and experience the benefits of that service” (Pham et al., 2018, p. 3). Jiang et al.
(2013) conducted a study on how consumers perceive this dimension, stating that consumers perceive
it in the form of time, effort, and money required to obtain the desired product/service (Chakraborty,
2024, p. 78). As reported by Seiders, Berry, and Gresham (2000), possession convenience is
expressed as consumers’ ability to access the products they desire quickly and easily (Ivanova &
Noh, 2022, p. 54).

Although individuals who prefer to shop online are relieved of physical burden, the time it
takes for them to reach the product or service is prolonged. Whereas individuals can directly reach
the product or service through traditional shopping methods, they have to wait for a certain time to
receive the product or service when shopping online (Saha et al., 2023, pp. 5-6). Consumers prefer
online shopping because it relieves them from physical burdens (Khairial & Ridanasti, 2023, p. 293).

2.7. Post-Possession Convenience

Post-possession convenience refers to “the time and effort expenditures consumers perceive
when re-contacting a business after purchasing the desired product” (Ivanova & Noh, 2022, p. 54).

Post-possession convenience is related to the seller’s ability to provide explanations to the
consumer after the purchase. The importance of this concept is highlighted nowadays. Namely, the
higher the seller's level of dealing with customer requests and problem-solving after online shopping
is, the easier the purchase becomes. The easier it is for consumers who shop online to make requests,
the easier they do the shopping (Khairial & Ridanasti, 2023, p. 294). According to the current
research, the increased intention of customers to repurchase originates from the ease with which they
can perform product exchange, complaints, and returns after the purchase (Bi & Kim, 2020, p. 4).

The present study aimed to test the following hypotheses in light of these explanations and
using the literature:

Hi: Perceived service convenience positively affects online compulsive buying behavior.

H,: The components of perceived service convenience together positively affect online
compulsive buying behavior.

3. The Concept of Perceived Benefit

Perceived benefit is expressed as "the degree to which individuals believe that using a
particular system will provide them with numerous benefits" (Racbhini et al., 2021, p. 80). The
beneficial results obtained from attributes are indicated as perceived benefits. The said benefits can
be psychological, sociological, functional, or material in nature (Delafrooz et al., 2009, p. 168).
According to Wu (2003), perceived benefit refers to the overall advantages and satisfaction gained
from online shopping in fulfilling individuals’ needs and desires (Triandewo & Sagy, 2021, p. 34).

Online purchasing both involves risks and offers various benefits that change individuals’
shopping perceptions. Since face-to-face shopping in stores is more expensive, has less product
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variety, and is more challenging than online shopping, perceived benefits involve consumers’
perceptions that online shopping is better than traditional shopping in terms of the convenience and
satisfaction with online transactions (Bhatti & Ur Rehman, 2019, p. 35). Online shopping provides
consumers with unlimited possibilities such as large-scale search for desired products, a wide range
of prices, and different product options (Duong & Liaw, 2022, p. 3).

The benefits that online purchase behavior offers to consumers correlate strongly with
attitudes toward online shopping and intention to shop in this way. Basically, consumers’ perceived
benefits of online shopping are regarded as increased online shopping opportunities or satisfaction
with meeting consumer needs and expectations (Tanadi et al., 2015, p. 229). The abundance of
perceived benefits of online shopping sites is one of the elements increasing the likelihood of
consumers shopping online (Al-Debei et al., 2015, p. 713).

3.1. Price

Marketing literature refers to price as “an indicator of product cost and an essential
parameter” (Erdil, 2015, p. 197). From consumers’ perspective, price is “what consumers give up or
sacrifice to obtain a product” (Zeithaml, 1988, p. 10). In this respect, consumers utilize the internet
for shopping because they believe it is more advantageous in comparison with traditional methods
and offers competitive alternatives suitable for their individual budgets (Katta & Patro, 2017, p. 39).
It has become an easy process for consumers to compare the prices of desired products with just one
click (Lim & Dubinsky, 2004, p. 504).

As stressed by Sanjaya and Pratsatyo (2016), the price of a product or service is widely
regarded as a criterion that reflects value within the scope of perceived benefit in the consumer’s
eyes (Larano et al., 2023, p. 334). This form of price involves not only the perceived price, which is
a monetary element, but also non-monetary elements such as time and energy expenditures (Ashton
etal., 2010, p. 208). Additionally, the most beneficial aspect of online shopping is the opportunity to
compare prices and find the best deal (Larano et al., 2023, p. 334). If buyers find the product’s price
suitable, it causes them to think that the product will provide numerous benefits. Therefore, it is
predicted that purchasing tendencies may increase accordingly (Kristiyono et al., 2021, p. 301).

3.2. Shopping Convenience

With the advent of the internet in everyday life, the purchasing process has become faster
through a single click, which has considerably facilitated our life. Furthermore, convenience is an
important determinant in terms of purchase willingness, directing consumers to shop online.
Consumers can benefit from services anytime, anywhere, and without time restrictions from the
comfort of their homes due to the convenience of online purchasing (Bhatti & Ur Rehman, 2019, p.
35).

Shopping convenience is considered one of the essential factors in consumers shopping
online without leaving their homes. Darian (1987) identified the following five types of convenience
sought in shopping at home: time saving, time flexibility, saving physical effort, quick purchase, and
the opportunity to receive feedback. Prasad and Aryasri (2009) asserted that consumers' perceptions
of shopping convenience positively contribute to their preference for online stores over traditional
stores in their shopping choices. Consumers who want to use their time more effectively are turning
to online shopping since they are aware of the time and effort savings provided by online shopping
transactions (Clemes et al., 2014, pp. 366-367). Consequently, consumers feel mentally relaxed and
happy when online purchasing is easy, which increases their satisfaction when shopping online
(Marza et al., 2019, p. 588).
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3.3. Product Selection

Product selection means the abundance and diversity of product types available in the store
(Mofokeng, 2021, p. 6). Product selection is not only addressed in terms of product segment and
product range, but also in many different aspects such as quality, form, packaging, size, design,
warranty, and return policy. Given these components, businesses should be reasonable and cautious
in the resulting product (Kristiyono et al., 2021, p. 298).

Upon comparing of in-store and online shopping, online shopping can provide consumers
with an expanded product variety and easy access to information (Zhu et al., 2018, p. 6). Arora et al.
(2017) highlighted that web-based purchases offer a richer product range and are performed in a
single click compared to physical shopping (Triandewo & Sagy, 2021, p. 34). Online channels offer
a wide range of products and more detailed information, which enables consumers to make rational
purchase decisions and increases their satisfaction (Sin & Tse, 2002, p. 14).

Our research aimed to test the hypotheses below in line with these explanations and using
the literature:

Hs: Perceived benefits positively affect online compulsive buying behavior.

Hs: The components of perceived benefits together positively affect online compulsive
buying behavior.

4. Online Compulsive Buying Behavior

The concept of online compulsive buying has entered the literature along with the rapid
spread of the internet (Tiirkyilmaz et al., 2016, p. 93). This concept was introduced by Kimberly in
1998 for the first time (Letong et al., 2023, p. 1). Lyons and Henderson (2000) expressed the concept
in question as “an old problem in a new market” (Mason et al., 2022, p. 1). With the advent and
spread of the internet, online consumption is considered one of the most frequently used consumer
products among young people (Letong et al., 2023, p. 1). Individuals’ orientation toward online
shopping has caused increased interest among researchers in compulsive buying behavior (Xu et al.,
2022, p. 29). Online compulsive buying behaviors, such as “online shopping addiction,” occur
continuously (Letong et al., 2023, p. 1). The above-mentioned concept is described as a persistent
buying problem where consumers cannot control or significantly reduce their purchasing behavior.
This is also called purchasing addiction related to online shopping for products/services (Hussain &
Bohari, 2012, p. 32). The concept of compulsive online buying refers to “chronic, repetitive, and
excessive online buying caused by negative events or emotions” (Lee et al., 2012, p. 50).

Online compulsive buying is also expressed as the purchasing process carried out on online
shopping platforms by connecting to the internet through technological tools such as computers,
tablets, and mobile phones (Ulas & Yigit, 2023, p. 84). Smartphones, in particular, can function as a
factor that supports the emergence and spread of online compulsive buying behaviors since they
provide internet access (Mason et al., 2022, p. 1). The convenience of purchasing the desired product
at the desired time, which is offered by online shopping to consumers, activates consumers'
compulsive desire to purchase online. Compulsive consumers who shop online spend much more
money and time at the stage of online purchasing. Online shopping is considered an ideal form of
purchasing for compulsive buyers (Kocatiirk & Eroglu, 2022, p. 380).

This concept is also described as consumers’ tendency to shop online without controlling
their impulses during the purchase. Studies are ongoing to determine the factors behind online
compulsive buying. Psychological disorders, such as depression and anxiety, are among the main
factors that trigger this behavior. Apart from depression and anxiety, other negative emotional states
that develop in a person are also identified as factors increasing risk. The most researched emotion
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in this regard is perceived stress, which has been revealed to cause many different negative emotions
(Zheng et al., 2020, p. 14).

Research has reported that online compulsive buying behavior is related to factors, such as
“comparative buying motivations, impulsivity, high anxiety sensitivity and mindful attention,
perceived stress, internet addiction, and excessive use of social networking sites.” Studies have
shown that uncontrolled behavior represents a critical element for this condition because consumers
use the internet daily, spend time on online sites, and easily make purchases online. Additionally,
“self-efficacy issues, hedonic drives, and the pursuit of pleasure” constitute the key components of
postmodernism. Therefore, consumers tend to engage in compulsive online purchasing behavior. All
the aforesaid negative factors demonstrate the need for further research on the issue (Kocatiirk &
Eroglu, 2022, pp. 380-381).

The literature has defined online shopping addiction as one of the internet-based forms of
addiction; empirical research has shown that compulsive buying behavior correlates strongly with
diverse psychological disorders. Rose and Dhandayudham (2014) asserted that online shopping
addiction not only leads to devastating consequences for an individual's daily functioning and social
life, but also adversely impacts their financial structure. The dominance of cashless payment methods
in online shopping eliminates the experience of physically parting with money during the purchase,
which contributes to individuals displaying more reckless and uncontrolled spending tendencies by
ignoring budgetary risks (Bal & Okkay, 2022, p. 113).

The current findings demonstrate that intensive social media use is not only related to anxiety
states such as the fear of missing out, but is also significantly associated with compulsive buying
tendencies (Kerse & Yiice, 2022, p. 705). Online compulsive buying behavior promotes the
consumption of goods and services based on the fear of missing out by creating a perceived sense of
obligation among individuals (Kerse & Yiice, 2022, p. 705). Aesthetically appealing visuals in digital
advertisements, endorsements and persuasive discourses of influencers acting as opinion leaders may
activate consumers' emotional processes, thereby increasing their tendency toward impulse buying
and paving the way for consumption behaviors that are not based on actual needs (Keke, 2024, p.
738).

The present study also aimed to test differences in relationships between the three variables
according to respondents’ demographic characteristics, and the following hypotheses were
formulated accordingly:

Hs: The effect of perceived service convenience on online compulsive buying behavior
differs according to age groups.

He: The effect of perceived service convenience on online compulsive buying behavior
differs according to gender.

H7: The effect of perceived service convenience on online compulsive buying behavior
differs according to education level.

Hs: The effect of perceived service convenience on online compulsive buying behavior
differs according to monthly online shopping amount.

Ho: The effect of perceived service convenience on online compulsive buying behavior
differs according to monthly online shopping frequency.

Concerning perceived benefits, the following hypotheses were formulated (Larano et al., pp.
330-338).

Hio: The effect of perceived benefits on online compulsive buying behavior differs according
to age groups.
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Hii: The effect of perceived benefits on online compulsive buying behavior differs according
to gender.

Hio: The effect of perceived benefits on online compulsive buying behavior differs according
to education level.

His: The effect of perceived benefits on online compulsive buying behavior differs according
to monthly online shopping amount.

His: The effect of perceived benefits on online compulsive buying behavior differs according
to monthly online shopping frequency.

5. Method
5.1. Aim of the Study

The primary objective of the current study is to assess the effect of perceived online service
convenience and perceived benefits on online compulsive buying behavior. Accordingly, it aims to
research the roles of both variables’ components in this effect.

Furthermore, determining whether the perceived service convenience and perceived benefits
variables differ according to demographic characteristics (age, gender, and education level), monthly
online shopping amount and monthly online shopping frequency control variables is also among the
research objectives.

5.2. Population and Sample Selection

The study population consisted of consumers over 18 years of age who reside in Istanbul and
shop online. The formula below was used to determine the sample size to be selected from the
population (Yiikselen, 2017, p. 67):

n=p*q*(Ze)?

p and q values were taken as 50% to ensure the maximum variance, with a 95% confidence
level and a 5% margin of error, when the population proportion was unknown in a dichotomous
population.

n=0.50 * 0.50 * (1.96 / 0.05)* = 384

Thus, the sample size was determined to be 384 individuals. The determined sample units
were reached through convenience sampling, one of the non-random sampling methods.

5.3. Data Collection Methods and Instruments

The scales of the variables used when preparing the survey form were taken from the above-
mentioned sources, and the relevant scales have high validity and reliability: for Compulsive Buying
Behavior, CR: 0.930, AVE: 0.590, and a: 0.920 (Mason et al., 2022, p. 6); for the three components
related to Perceived Benefits, CR: 0.87-0.90, AVE: 0.58-0.61, and a: 0.84-0.88 (Forsythe et al.,
20006); for the components of Perceived Service Convenience, CR: 0.815-0.828, AVE: 0.606-0.631,
and the factor loadings from 0.532 to 0.860 (Lina et al., 2022, p.07,10).

The present study employed survey as the data collection method. As the data collection
instrument, a survey was created using Google Forms on the internet, and respondents were reached
through social media platforms. The survey form items were prepared in a 5-point Likert format.
Approval was obtained from the Scientific Research and Publication Ethics Board for Social and
Human Sciences of Istanbul Beykent University (Decision No. 672, dated 09.01.2025).
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5.4. Data Analysis

When data collection was completed, 406 respondents were reached. However, when the
respondents’ answers to the questions in the survey were examined, 14 survey forms were considered
invalid. After the invalid survey forms were removed, 392 were determined to be suitable for
analysis, and the data were analyzed.

5.4.1. Descriptive Information

Within the scope of the surveys collected in the current research, the descriptive information
of the 392 respondents was grouped according to age, gender, education level, monthly online
shopping amount, and monthly online shopping frequency. Table 1 shows that age groups were
distributed in three classes, and the vast majority of respondents (62.8%) were in the 18-30 age range.
Considering the distribution of survey respondents by gender, the majority of participants were
female. Education levels were distributed in three classes. Most participants had associate degrees
and above. Monthly online shopping frequency was distributed in three classes; respondents shopped
online 1-5 times a month. The monthly online shopping amount was divided into four classes; the
monthly online shopping amount of respondents ranged from 1,000TL to 5,000 TL.

Table 1: Variables’ Distribution

n %
Age groups 18 -30 246 62.8
31-40 104 26.5
41 and older 42 10.7
Gender Female 276 70.4
Male 116 29.6
Education Level Primary school 14 3.6
High school 71 18.1
Shopping Frequency 1-5 279 T2
6-10 80 20.4
11 and more 33 8.4
Sm‘;‘:i':gy online 1 eqs than 1,000 TL 95 242
1,000- 5,000 TL 211 53.8
5,001- 10,000 TL 60 15.3
10,001 TL and more 26 6.6

5.4.2. Results of Exploratory Factor Analysis for Perceived Service Convenience
Components

The perceived service convenience variable was subjected to exploratory factor analysis as
a seven-component structure. Factor analysis was conducted to determine whether the data obtained
from the analysis were distributed among these seven components. The Kaiser-Meyer-Olkin (KMO)
value was 0.935, indicating that the sample size was adequate. Bartlett’s test of sphericity chi-square
value of 5244.470 was significant at the 1% significance level, indicating that the data conformed to
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a multivariate normal distribution. The total explained variance was 76.333%. Table 2 contains the
factor structure and results. PSC14RC2 with a factor loading below 50% was removed from the
structure. Additionally, the last factor in the seven-factor structure was removed since it was a single
question. The factors were named in the following way:

Factor 1: Search and Evaluation Convenience

Factor 2: Post-Possession Convenience
Factor 3: Possession Convenience
Factor 4: Transaction Convenience
Factor 5: Relationship Convenience

Factor 6: Access Convenience

Table 2: Perceived Service Convenience Factor Analysis

Factors

PSCI1ACI
PSC2AC2
PSC3AC3
PSC4SC1
PSC5SC2
PSC6SC3
PSC7EC1
PSC8EC2
PSCY9EC3
PSC10TCl1
PSCI11TC2
PSCI12TC3
PSCI3RCl1
PSC15RC3
PSC16PC1
PSC17PC2
PSC18PC3

PSC19PPC1
PSC20PPC2
PSC21PPC3

740
764
71
721
.633
S11

.629
741
582
.892
721
810

.651
667
754

5.4.3. Results of Exploratory Factor Analysis for Perceived Benefit Components

A three-component structure of the perceived benefit variable was subjected to exploratory
factor analysis. Factor analysis was conducted to reveal whether the data obtained from the analysis
were distributed among these three components. The KMO value of 0.905 showed that the sample
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size was adequate. The chi-square value of Bartlett’s test of 3442.879 was significant at the 1%
significance level, indicating that the data conformed to a multivariate normal distribution. The total
explained variance was 76.475%. The factor structure and the results are displayed in Table 3. The

factors were named as follows:
Factor 1: Product Selection
Factor 2: Price

Factor 3: Shopping Convenience

Table 3: Perceived Benefit Factor Analysis

Factors
2

PB1PI
PB2P2
PB3P3
PB4P4
PB5SCl1
PB6SC2
PB7SC3
PB8SC4
PBYPSI1
PB10PS2
PB11PS3
PB12PS4

794
856
306
826

775
845
839
Jg77

.660
770
822
745

5.4.4. Reliability Analysis of the Conceptual Model Variables

The reliability analysis of the variables in the conceptual model was carried out using
Cronbach's alpha, and the results are given in Table 4. According to the data in Table 4, the scales
related to the perceived service convenience, perceived benefit, and compulsive buying variables are

highly reliable.

Table 4: Reliability Analysis of the Conceptual Model Variables

Variables

Perceived Service Convenience
Search and Evaluation Convenience
Post-Possession Convenience
Possession Convenience
Transaction Convenience
Relationship Convenience
Access Convenience

Perceived Benefit

Product Selection

Number of

Questions

Cronbach's Alpha

0.937
0.892
0.903
0.830
0.792
0.763
0.731
0.917
0.922
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Price 4 0.867
Shopping Convenience 4 0.884
Online Compulsive Buying 9 0.959

5.4.5. Analysis for the Effect of Perceived Service Convenience on Online Compulsive
Buying Behavior

A simple regression analysis tested the effect of perceived service convenience on online
compulsive buying behavior. Table 5 lists the analysis results. In line with the results in Table 5,
perceived service convenience explains 9.3% of compulsive buying behavior. According to the
analysis results, the effect was significant at the 1% significance level. Hence, hypothesis Hi was
supported.

Table 5: Regression Analysis Results for the Effect of Perceived Service Convenience on
Online Compulsive Buying Behavior

Variable B SE B t p
Constant .643 .396 1.622 .106
PSC .608 .096 305 6.329 .000

R?=.093, F(40.063), p<.001, PSC: Perceived Service Convenience

Perceived service convenience comprises six components, and a multiple regression analysis
tested this effect on the basis of these components. The results are presented in Table 6. All
components of perceived service convenience explain 14.8% of online compulsive buying behavior.
According to the results in Table 6, the effects of the components were significant at the 1%
significance level. No sequential or linear dependence was detected among any of the independent
variables (D-W<2.5; VIF<S5). Considering the regression coefficients showing the components’
effects, the multiple regression model was found to be significant, and the presence of the
components’ effects was detected. The component of Relationship Convenience created this effect
the most at the 1% significance level. According to these results, hypothesis H, was supported.

Table 6: Regression Analysis Results for the Effect of Perceived Service Convenience
Components on Online Compulsive Buying Behavior

Variable B SE B t P

Constant 1.264 0.42 3.007 0.003
PSCSEC 0.251 0.146 0.135 1.721 0.086
PSCPPC -0.014 0.107 -0.01 -0.132 0.895
PSCPC 0.079 0.141 0.043 0.558 0.577
PSCTC -0.228 0.137 -0.127 -1.655 0.099
PSCRC 0.447 0.07 0.379 6.349 0.000
PSCAC -0.035 0.087 -0.023 -0.398 0.691

Adjusted R?=.148, F(12.321), p<.001

PSCSEC: Search and Evaluation Convenience, PSCPPC: Post-Possession Convenience, PSCPC: Possession
Convenience, PSCTC: Transaction Convenience, PSCRC: Relationship Convenience, PSCAC: Access
Convenience
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5.4.6. Analysis for the Effect of Perceived Benefit on Online Compulsive Buying
Behavior

A simple regression analysis tested the effect of perceived benefit on online compulsive
buying behavior. Table 7 contains the analysis results. In line with the results in Table 7, perceived
benefit explains 6.6% of compulsive buying behavior. The results in Table 7 show that the effect was
significant at the 1% significance level. Therefore, hypothesis Hs was supported.

Table 7: Regression Analysis Results for the Effect of Perceived Benefit on Online
Compulsive Buying Behavior

Variable B SE B t P
Constant 0.825 0.443 1.862 0.063
PB 0.536 0.102 0.256 5.233 0.000

R?=.066, F(27.388), p<.001 PB: Perceived Benefit

Perceived benefit consists of three components, and a multiple regression analysis tested the
said effect on the basis of these components. The analysis results are displayed in Table 8. No
sequential or linear dependence was found between any of the independent variables (D-W<2.5;
VIF<S). All of the perceived benefit components explain 9.2% of online compulsive buying
behavior. In accordance with the results in Table 8, the multiple regression model demonstrating the
relationship between the independent variables consisting of the components and compulsive buying
behavior was significant at the 1% significance level. The price component created this effect the
most. According to the results above, hypothesis Hs was supported.

Table 8: Regression Analysis Results for the Effect of Perceived Benefit Components on Online
Compulsive Buying Behavior

Variable B SE B t P
Constant 1.246 0.45 2.766 0.006
PBPS -0.155 0.138 -0.08 -1.126 0.261
PBP 0.449 0.087 0.296 5.139 0
PBSC 0.174 0.142 0.092 1.229 0.22

Adjusted R*=.099, F(14.178), p<.001
PBPS: Product Selection, PBP: Price, PBSC: Shopping Convenience

5.4.7. Analysis of Differences in the Effect of Perceived Service Convenience on
Online Compulsive Buying Behavior According to Demographic and Shopping
Characteristics

A regression analysis tested differences in the effect of perceived service convenience on
online compulsive buying behavior according to age groups, and the results are given in Table 9.
According to the analysis results, this effect was present in all three age groups and was significant
at the 1% significance level. In accordance with the regression coefficients showing the effect level,
the effect of perceived service convenience decreases with decreasing age. Hypothesis Hs was
supported according to this result.

A regression analysis tested differences according to gender, and the results are shown in
Table 9. The analysis results demonstrate that the effect in question was significant at the 1%
significance level in both groups. As seen from the regression coefficients, the effect level was higher
among males. Hypothesis Hs was supported according to the aforesaid result.

Turkish Studies — Economics, Finance, Politics 21(O1)



A Research On The Effect Of Online Perceived Service Convenience And Benefits... 2775

Differences according to education level were tested by a regression analysis, and the results
are presented in Table 9. The effect was insignificant in primary school graduates. However, the
effect was found to be significant in the other two groups, and the regression coefficients showed
that it was higher in high school graduates. According to the result above, hypothesis H; was
supported.

A regression analysis tested differences according to monthly online shopping amount, and
Table 9 presents the results obtained. As seen from the results, the effect was not significant in
individuals with a monthly online shopping amount of 10,001 TL and more. Across the other groups,
the effect was higher in participants with a monthly online shopping amount between 1,000 TL and
5,000 TL compared to the other groups. Hence, hypothesis Hgs was supported.

Differences according to a monthly online shopping frequency were tested by a regression
analysis, and the results are given in Table 9. In accordance with the analysis results, this effect was
significant at the 1% significance level in all groups, except the group with a monthly online shopping
frequency of 11 and more. As seen from the regression coefficients in Table 9, the effect was higher
in the group with a frequency between 6 and 10 compared to the other group. Accordingly, hypothesis
Ho was supported.

Table 9: Analysis of Differences in the Effect of Perceived Service Convenience on Online
Compulsive Buying Behavior According to Demographic and Shopping Characteristics

F p B p
Age Groups 18-30 16.951 .000 .503 .000
31-40 16.323 .000 751 .000
41 and older 11.793 .001 1.021 .001
Gender Female 20.296 .000 515 .000
Male 16.760 .000 733 .000
Education Primary 1.452 251 .838 251
Groups school
High school 29.180 .000 1.216 .000
Associate 20.336 .000 474 .000
degree and
above
Monthly Online Less than 6.164 .015 471 .015
Shopping 1,000 TL
Amount
1,000 — 5,000 22.104 .000 .636 .000
TL
5,001 — 10,000 6.429 .014 .602 .014
TL
10,001 TL and 2.105 .160 .590 .160
more
Monthly Online 1-5 24.710 .000 572 .000
Shopping
Frequency
6-10 11.550 .001 .649 .001
11 and more 2310 139 .627 139

5.4.8. Analysis of Differences in the Effect of Perceived Benefit on Online Compulsive
Buying Behavior According to Demographic and Shopping Characteristics

Differences in the effect of perceived benefit on online compulsive buying behavior were
tested by a regression analysis, and the results are given in Table 10. The analysis results demonstrate
that this effect was present at the 5% significance level in all three age groups. As seen from the
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regression coefficients showing the effect level, the effect of perceived benefit decreases with a
decrease in age. Hypothesis Hio was supported according to this result.

A regression analysis tested differences according to gender, and Table 10 lists the results
obtained. The analysis results show that the said effect was significant at the 1% significance level
in both groups. As seen from the regression coefficients, the effect level was higher among males.
Therefore, hypothesis Hi1 was supported.

Differences according to education groups were tested by a regression analysis, and the
results are shown in Table 10. The effect was not significant in the group of primary school graduates.
However, the effect was found to be significant in the other groups, and as seen from the regression
coefficients, it was higher in high school graduates. Hypothesis Hi» was supported according to this
result.

A regression analysis tested differences according to a monthly online shopping amount, and
Table 10 contains the results. The analysis results demonstrate that the effect was significant in all
groups, except that with a monthly online shopping amount of 10,001 TL and more. According to
the differences, the effect was higher in participants with a monthly online shopping amount of less
than 1,000 TL in comparison with the other groups. Hypothesis Hi3 was supported accordingly.

Differences according to a monthly online shopping frequency were tested by a regression
analysis, and the results are shown in Table 10. According to the results, the effect in question was
found to be significant at the 1% significance level only in the group with a monthly online shopping
frequency between 1 and 5. Therefore, hypothesis Hi4 was supported.

Table 10: Analysis of Differences in the Effect of Perceived Benefit on Online Compulsive Buying
Behavior According to Demographic and Shopping Characteristics

F p B p
Age Groups 18 -30 13.460 .000 481 .000
31-40 9.343 .003 .607 .003
41 and older 5.417 .025 712 .025
Gender Female 11.423 .001 404 ,001
Male 14.069 .000 749 .000
Education Primary .024 879 131 .879
Groups school
High school 22.461 .000 1.044 .000
Associate 14.604 .000 432 .000
degree and
above
Monthly Online Less than 9.863 .002 578 .002
Shopping 1,000 TL
Amount
1,000 — 5,000 10.030 .002 477 .002
TL
5,001 — 10,000 4.857 .032 .557 .032
TL
10,001 TL and .007 933 .047 933
more
Monthly Online 1-5 21.377 .000 .550 .000
Shopping
Frequency
6-10 3.255 .075 400 .075
11 and more .831 .369 443 369
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5.4.9. Research Results
Table 11 presents the test results of the hypotheses according to the findings from the
analyses.

Table 11: Research results

Hypotheses Number Decision
Perceived service convenience positively affects online compulsive H, Supported
buying behavior.
The components of perceived service convenience together H, Supported

positively affect online compulsive buying behavior.

Perceived benefits positively affect online compulsive buying H; Supported
behavior.
The components of perceived benefits together positively affect Ha Supported

online compulsive buying behavior.

The effect of perceived service convenience on online compulsive Hs Supported
buying behavior differs according to age groups.

The effect of perceived service convenience on online compulsive He Supported
buying behavior differs according to gender.

The effect of perceived service convenience on online compulsive H; Supported
buying behavior differs according to education level.

The effect of perceived service convenience on online compulsive Hsg Supported
buying behavior differs according to monthly online shopping
amount.

The effect of perceived service convenience on online compulsive Ho Supported
buying behavior differs according to monthly online shopping
frequency.

The effect of perceived benefits on online compulsive buying Hio Supported
behavior differs according to age groups.

The effect of perceived benefits on online compulsive buying Hi Supported
behavior differs according to gender.

The effect of perceived benefits on online compulsive buying Hi» Supported
behavior differs according to education level.

The effect of perceived benefits on online compulsive buying His Supported
behavior differs according to monthly online shopping amount.

The effect of perceived benefits on online compulsive buying His Supported
behavior differs according to monthly online shopping frequency.
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The research findings demonstrated that the perceived service convenience and perceived
benefit components of the TAM affect online consumer compulsive buying behavior. These findings
agree with research results in the literature and are in line with the TAM. The subcomponents of both
components have a positive and statistically significant effect. For example, the above-mentioned
results are consistent with the findings obtained by Lina et al. (2022). Nowadays, when the internet
has become an indispensable and important part of our lives, the increasing time consumers spend
online demonstrates the importance of examining purchasing behavior in this environment, and the
present research and its findings contribute to the literature in the field in this respect. The TAM,
with all its components, plays an essential role in online compulsive buying behavior.

The effect of perceived service convenience on online compulsive buying behavior was
significant across age groups. According to another finding, the regression coefficients showed that
the said effect increased with an increase in age. This finding reveals that the elements of perceived
service convenience are needed and valued more with increasing age. Differences according to
gender are also reflected in the regression coefficient, indicating that male consumers attach greater
importance to perceived service convenience than female consumers. A remarkable finding across
education groups is that this effect was lower among consumers with an associate degree or higher
level of education in comparison with the others. In other words, for this group, the elements of
perceived service convenience may be less necessary, presumably because their predisposition is
already higher due to spending more time online and being more readily inclined toward online
shopping.

The effect of perceived service convenience on online compulsive buying behavior was
lower among consumers with a monthly online shopping amount of 1,000 TL and less compared to
the other groups. This finding can be interpreted as follows: the lower shopping amounts and possible
frequencies of the group in question indicate a lower need for these convenience elements. Thus, the
regression coefficient demonstrating this effect was also lower in consumers with low shopping
frequencies in comparison with the other groups.

The effect of perceived benefit on online compulsive buying behavior also increased with an
increase in age. Hence, it can be stated that the importance of product selection, price, and shopping
convenience also increases as age progresses. Moreover, it is understood that the effect of perceived
benefit is higher among males, indicating that males attach greater attention to perceived benefit
elements. The effect of perceived benefit on online compulsive buying behavior was lower among
primary school graduates. This result may have arisen from the low interest in online shopping in
this group. Whereas the effect of perceived benefit on online compulsive buying behavior was lower
in consumers with a monthly online shopping amount between 1,000 TL and 5,000 TL compared to
the other groups, the effect was higher in consumers with a monthly online shopping frequency
between 1 and 5.

6. Discussion, Conclusion, and Recommendations

Online shopping has begun to develop with the widespread use of the internet. The online
shopping habit, which has accelerated with the pandemic, has also pushed brands to adapt to this
change. Consumers' online purchase behaviors have increased as brands have kept pace with
technological changes. The increased use of the internet by businesses has also become a significant
opportunity for them to find new markets and expand by turning to online shopping. Online shopping
has revealed differences in terms of both businesses and consumer preferences.

From consumers’ perspective, perceived service convenience in online shopping is evaluated
as how user-friendly the services on a website or application are, the opportunities offered, and the
convenience in terms of search, selection, and payment. Businesses also offer different opportunities
to increase the perceived convenience of online shopping according to consumers' expectations in
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this regard. A high online perceived service convenience for a website or application strengthens
consumers' purchase decisions.

The perceived benefits of online shopping for consumers involve factors such as meeting
consumers’ expectations, saving time and effort, different product options, and different price
options. From this perspective, numerous different options for a desired product or service are
beneficial for consumers. Businesses create variety in products/services, prices, options, etc., in
online shopping, which is perceived as beneficial by consumers and encourages them to purchase.

With the increased internet usage, online compulsive buying behavior has entered the
marketing literature, defined as a person’s tendency to uncontrollably and unnecessarily purchase
products or services frequently when shopping online. The said behavior is usually associated with
the desire to shop to satisfy an individual's emotional, psychological, or social needs. Even if an
individual initially feels positive emotions while making a purchase, they later experience negative
emotions. It is essential to understand the relationship between perceived service convenience and
perceived benefits and online compulsive buying behavior in online shopping.

The present study investigated the effect of online perceived service convenience and
perceived benefits on online compulsive buying behavior. Both variables played a role in this effect.
Moreover, the variables of online perceived service convenience and perceived benefit differed
according to demographic characteristics (age, gender, and education level), monthly online
shopping amount, and monthly online shopping frequency control variables.

The study examined the effect of perceived service convenience on online compulsive
buying behavior and found it to be significant. The results show that individuals engage in
compulsive buying during online shopping according to perceived service convenience. The present
study found that the six components of online perceived service convenience (search and evaluation
convenience, post-possession convenience, possession convenience, payment convenience,
relationship convenience, and access convenience) affect compulsive online buying behavior. The
component of “Relationship Convenience” had the highest effect on this buying behavior.
Consumers attach importance to personalized products or services and receiving personalized
attention. Based on these data, more personalized products or services offered by online sellers
increase consumers' online perceived service convenience and significantly impact their purchase
intentions. According to the research findings obtained by Lina et al. (2022), search and access
convenience do not contribute significantly to explaining online compulsive buying behavior (Lina
et al.,, 2022, pp. 09-10). While the findings contradict this study, Duarte et al. (2018) and
Jebarajakirthy and Shankar (2021) showed that access convenience has a significant effect in
explaining online compulsive buying behavior (Lina et al., 2022, pp. 09-10). These results agree with
the research findings.

Perceived benefits were found to affect online compulsive buying behavior. The findings
demonstrate that all three components of online shopping benefits (product selection, price, and
shopping convenience) have an effect. The “Price” component had the highest effect. In line with
the results, factors such as the option to compare prices during online shopping and reduced time and
energy expenditures can increase consumers' online perceived benefits and purchase intentions. In
this case, the fact that businesses make price-related updates and offer conveniences on their websites
or applications can direct consumers toward purchase behavior. The findings obtained by Larano et
al. (2023) show that participants evaluate online shopping as strongly beneficial in terms of price,
shopping convenience, and product selection (Larano et al., 2023, p. 337). The results are in line with
this study.

Few publications have been made within this conceptual framework in the Turkish literature,
and no study has been conducted for this purpose. Therefore, it is thought that the research conducted
within the scope of the present study will contribute significantly to the original value of the study.
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This research includes only consumers who reside in Istanbul and shop online; thus, conducting
research in different provinces will allow for a more comprehensive evaluation of the results.
Conducting future studies in different provinces and in demographically diverse groups (occupation,
income level, etc.) will enable comparisons.

The research also yielded results that will shed light on the subject for practitioners. The role
of mobile devices in our lives, the time spent with these devices, and the increasing volume of
shopping every day demonstrate the elements that brands should prioritize in reaching their target
audience. Hence, brands positioned on their own websites and on e-commerce sites should focus not
only on content but also on perceived service convenience and perceived benefit elements; it is
important that they conduct research on consumers' perceptions and observations regarding these
elements and perform necessary improvements and developments when needed.

Consequently, it is important to determine the effects of online perceived service
convenience and benefits on compulsive online buying behavior for understanding marketing
strategies and consumer behaviors. Future studies may involve demographic differences that will
provide a deeper understanding of the marketing field. It is thought that future research will
contribute significantly to the marketing field.
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Cevrimici Algilanan Hizmet Kolayhg: ve Faydalarin Cevrimici Kompulsif Satin Alma
Davramsa Etkisi Uzerine Bir Arastirma

Giris

Teknolojinin hizli bir sekilde gelismesi, son yillarda internet kullaniminin artmasina sebep
olmustur. Gelismelerin bir parcasi olan ¢evrimici aligveris aligkanligi, pandemi siireciyle birlikte
yayilmaya ve gelismeye baglamistir. Bu durum markalari, giiniimiiz kosullarina teknolojik olarak
uyum saglamaya, gelismeye ve doniismeye itmistir. internet sayesinde kii¢iik ve orta olgekli
isletmelerin cevrimici aligverise yonelmeleri, ¢ok daha genis pazarlara ulagmalarina olanak
saglamistir (Bu hususta ayrintili bilgi i¢in bk. Akyol ve Kiling, 2014; Keles, Keles ve Akgetin, 2017;
Gedik ve Etlioglu, 2017; Akgiin ve Ergiin, 2017; Cetin ve Yetis, 2017; Celik ve Aydin, 2017; Uslu
Divanoglu, 2017a, 2017b; Kaplan, 2018; Karamehmet, 2018; Cakirkaya, 2019; Goktas, 2019; Civek
ve Ulusoy, 2020; Elgiyar, 2021).

Bu ¢alismanin amaci, ¢evrimigi satin alma davranisinin sunmus oldugu kolayliklarin ve
faydalarin, tiiketicilerin ¢evrimic¢i aligverise olan egilimlerini ve bu siirecteki kontrol
mekanizmalarini nasil etkiledigini anlamaktir. Ozellikle, ¢evrimici aligverisin algilanan hizmet
kolaylig1 ve faydalari ile ¢evrimigi kompulsif satin alma davranisi arasindaki iliskiyi ortaya koymak
hedeflenmistir. Ote yandan bu degiskenler arasindaki iliskinin, demografik ve aligveris dzelliklerine
gore farkliliklar1 da incelenmistir. Calisma kapsaminda, Istanbul’da yasayan 18 yas iizeri cevrimigi
aligveris yapan bireyler arasindan secgilen bir orneklem grubu kullanilmistir. Cevrimigi anket
yonetimi ile toplanan veriler, istatistik analizler kullanilarak degerlendirilmis olup ¢evrimigi
algilanan hizmet kolaylig1 ve faydalarin ¢evrimig¢i kompulsif satin alma davranigi iizerindeki etkisi
hakkinda somut bilgiler elde edilmistir. Elde edilen bulgularin, insanlarin g¢evrimi¢i ortamda
harcadiklar1 zamanin ve kaynaklarin artmasiyla birlikte ¢evrimici aligverigin tiiketiciler lizerindeki
etkileri ve Ozellikle kompulsif satin alma davranigi gibi bir etkiyi arastirmak agisindan 6nem
tasimaktadir. Bu c¢alisma, ayn1 zamanda Tiirkce literatiirde bu kavramsal c¢ergevede yayinin az
olmasi, s6z konusu amaca yonelik ¢alismanin bulunmamasi, ¢aligmanin ve arastirmanin 6zgiin
degerine de 6nemli katki saglamay1 hedeflemektedir.

1. Teknoloji Kabul Modeli

Teknoloji kavrami, “insanoglunun bilimden yararlanarak dogaya istiinliilk saglamak igin
tasarladigi akilct bir disiplin” olarak tanimlanmaktadir (Tebonchoue & Aksoy, 2023, s. 143).
Giliniimiizde ilerleme agamasinda olan bilgi teknolojileri, kullanic1 kabul siireci ve kullanim davranisi
gibi kavramlar1 inceleyebilmek amaciyla birgok farkli kuramsal modeller ileri siirmektedir
(Venkatesh, 2000, s. 343). Dijital pazarlamanin uygulanmasiyla baglantili olan 6rneklerden biri ise
Teknoloji Kabul Modeli (TKM)’dir. Modelde; kisilerin teknolojiyi kabul etme ve benimseme
bicimlerinde kullanim kolayligina ve iglevselligine dair algilarimin belirleyici faktorler oldugu iddia
edilmektedir (Ritz vd., 2019, s. 183).
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Kullanimi, Davis (1989) tarafindan onerilen TKM, teknolojinin tiiketici agisindan
degerlenmesi yoniinde yardimeci olmaktadir. Bu model, teknolojiyi kullanan bireylerin kullanim
davraniglarindan etkilendigini, bu durumun ise algilanan fayda ve algilanan kullanim kolaylig:
baglaminda etkilendigini belirtmektedir (Opoku & Enu- Kwesi, 2019, s. 35). Algilanan kullanim
kolaylig1 kavrami, “bir kisinin belirli bir sistemi kullanmanin ¢abadan arinmis olacagina inanma
derecesi” olarak ifade edilmektedir (Ramadania & Braridwan, 2019, s. 3). Algilanan fayda kavram
ise “bir kisinin belirli bir sistemi kullanmanin ¢aba gerektirmeyecegine inanma derecesini’ni ifade
etmektedir (Sagnier vd., 2020, s. 4). Internetten aligveriste, iiriin veya hizmet satin almak i¢in
cevrimi¢i uygulamalar kullanilmasi gerektigi bilinmekte; bu durum i¢in arastirmacilar bilgi
teknolojisi sistemlerinin uygulanmasi amaciyla ¢esitli incelemeler yapmaktadir (Islam vd.,
2023, s. 2).

2. Cevrimici Algilanan Hizmet Kolayh@ Kavram

Webster's Sozligi, kolaylik kavramini “kiginin rahatina katkida bulunan veya isten tasarruf
saglayan her sey; kullanigli veya yardimci cihaz, makale, hizmet vb.” olarak tanimlamaktadir
(Brown, 1990, s. 54). Pazarlama literatiiriinde zaman ve emek kavramlari, bireylerin satin almaya
yonelik davranigini etkileyen maddi olmayan maliyetler olarak kabul edilmektedir (Chakraborty,
2024, s. 76). Baz1 aragtirmacilar, bir hizmetle alakali olarak gecen zaman ne kadar artarsa, bireylerin
algilanan hizmet kolaylig1 seviyesinin de ayni derecede azaldigini ortaya koymaktadir (Duarte vd.,
2018, s. 162). Son zamanlarda internet kullanicilari, ¢evrimicgi aligveris yaparak uygun hizmet ve
uiriinlere kolayca erisebilmekte; boylece ihtiyaclarini hizli ve zahmetsiz bir sekilde kargilamaktadir.
Cevrimici aligverisin 6zel ve farkli avantajlar1 bulunmaktadir. Nitekim, kullanicilar {iriin bilgilerine
bir¢ok farkli kaynaktan rahatlikla erisebilmektedir (Le-Hoang, 2020, s. 2945).

Deneye dayali mevcut kanitlara gore kolaylik, tiiketiciler ve hizmet saglayicilarin
etkilesiminde onemli bir rol iistlenmektedir. Kavram 6nemli olmasina ragmen, ¢evrimici kolayligi
meydana getiren faktorler lizerinde ortak bir goriis bulunmamaktadir. Farquhar ve Rowley (2009),
kavramin, hizmetlerin ana bir nitelik degil, tiiketicilerin yararlandiklar1 kaynaklarin bir yansimasi
oldugunu savunmaktadir (Lina vd., 2022, s. 03). Kolayligin farkli boyutlar1 igerdigi bilinse de bu
boyutlara dair bir uzlasma saglanamamaktadir (Duarte vd., 2018, s. 162). Jiang vd. (2013) tarafindan
kolayligin bes boyutunu; erisim, arama, degerleme, islem, sahip olma ve sahip olma sonras1 kolaylik
olusturmaktadir. Tiketiciler rahatlik acgisindan ¢ok sayida hizmet kolayligindan; arastirma,
degerleme, Odeme islemleri, iligki, sahip olma ve satin alma sonrasi kolaylik dahil
faydalanabilmektedir (Lina vd., 2022, s. 03-04).

2.1. Erisim Kolayhg

Erisim kolaylig1i kavrami, “tiiketicilerin hizmetlerden yararlanabilmeleri i¢in gereken
minimum ¢aba ve siireye iligkin algilar1’’ olarak tanimlanmaktadir (Kumar vd., 2023, s. 134). Erisim
kolayligi, fiziki olarak bulunulan lokasyona, hangi saatlerde calisildigina ve gevrimici, yliz ylize ya
da telefonla bulunabilirlige gore tespit edilmektedir (Seiders vd., 2007, s. 145). Cevrimigi olarak
bakildiginda magazanin nerede bulundugu Onemli olmamaktadir. Cevrimigi olarak tiiketiciler
bulunduklari konuma bagli kalmadan arzu ettikleri {iriin ve hizmete erisim saglayabilmekte ve
zamandan tasarruf edebilmektedir (Almarashdeh vd., 2019, s. 153).

Erisim kolayliginin, ¢evrimigi aligveris kolayligi boyutlar1 arasinda en ilham verici oldugu
ortaya cikmaktadir. Tiketiciler satin almak icin geleneksel magazalarin yani sira ev, ofis gibi
mekanlar1 tercih etmektedir. Bahsi gecen segenekler siire ve konum bazli esneklik saglamakta,
bireyin magazaya gittigi andan itibaren karsilasabilecegi; insan kalabaligi, bekleme siiresi ve fiziksel
yorgunluk gibi olumsuz faaliyetlerin yarattig1 baskidan arinmasini ve psikolojik fayda elde etmesini
saglamaktadir. Her yasam alaninda ihtiyaca yonelik {iriin veya hizmet bulunmadigi diisiiniildiiglinde,
tiikketiciler ihtiyaglar1 dogrultusunda hizmet veren gesitli magaza ve markalara erisim avantajindan
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yararlanmaktadir (Jiang vd., 2013, s. 206). King ve Liou (2004), cevrimi¢i aligveris kolayliginin en
o6nemli boyutunun web sitesi erisilebilirligi oldugunu belirtmektedir. Web sitesi erisilebilirligi; kolay
ve akilda kalict baglant1 adresleri, otomatik yer imi teknolojileri kullanimi ve sitelerde yer alan
reklamlarin dogru sekilde konumlandirilmasi ile miimkiin olabilmektedir (Duarte vd., 2018, s. 162).

2.2. Arastirma Kolayhg:

Arastirma kolayligi, “tiiketiciler i¢in iriinleri incelemenin kolay bir yolu” seklinde
tanimlanmaktadir (Djan & Adawiyyah, 2020, s. 264). Bu kavram, tiiketicinin zaman ve ¢abaya iliskin
algisini, satin almay1 arzu ettigi iiriinleri belirlemesi veya se¢mesi acgisindan ele almaktadir (Benoit
vd., 2017, s. 6). Arastirma kolayligi1 kavrami; iirlinlin ismine, ¢esidine, fonksiyonuna veya magaza
kategorilerine gore arastirmanin kolayligi hakkinda tiiketicinin nasil hissettigi seklinde de
tanimlanmaktadir. Tiiketicilerin internet ortaminda bulunan platformlarin diizenini nasil gérdiigii ve
web sitelerinden iiriin bulmanin ne kadar kolay oldugunu icermektedir (Daud vd., 2019, s. 5675).

Kavramsal olarak, tiiketiciler, diledikleri {iriinleri magazaya gitmeden ¢evrimici olarak
arastirabilmekte ve fiyatlarini karsilastirabilmektedir (Jiang vd., 2013, s. 206). Cevrimigi aligveris,
tilketiciler tarafindan istenilen zaman ve yerde yapilabilecegi ig¢in hayati daha kolay hale
getirmektedir. Tiketiciler, trafikte beklemek, araglarina yer aramak, 6deme yapmak i¢in sirada
beklemek ya da kalabalik bir magazaya gitmek zorunda kalmamaktadir (Katawetawaraks & Wang,
2011, s. 69). Bu baglamda cevrimi¢i arastirma kolaylig1 saglamada 6nemli etkisi olan tiiketici
arayiizli ve elektronik bilgi kaynaklarinda gezinme kolayligi, tiiketicinin istedigini hizli ve etkin bir
sekilde bulmasina yardimci olmaktadir (Kumar vd., 2023, s. 134-135).

2.3. Degerleme Kolayhgi

Degerleme kolayligi, internet sitesinde detayl ve anlagilmasi basit yazi, teknik ¢izim, video
gibi ¢esitli sunumlar kullanilarak tirlin bilgilerinin bulunmasiyla iligkilendirilmektedir (Jiang vd.,
2013, s. 206). Degerleme kolayligi, “lirtin/hizmet agiklamalarinin kullanilabilirligi, anlagilmasinin
kolay olmasi ve ayrintili olmas1” seklinde tanimlanmaktadir (Kumar vd., 2023, s. 135). Kolaylk
faktorii olarak degerleme, olasi tiiketiciler tarafindan iriinlerin bulunabilirlik diizeyi anlamina
gelmektedir. Jiang vd.’ne (2013) gore, kavram, isletmelerin internet sitelerinde bulunan dokiimanlar,
videolar gibi rahatlikla anlasilabilecek degisik tanitim iceriklerinden olusmaktadir (Zeqiri vd., 2023,
s. 4).

Bununla birlikte tiiketiciler, ¢evrimici olarak diger tiiketicilerle sohbet edebilmekte,
yorumlarim1  gorebilmekte ve riinleri ya da hizmetlerin maliyetlerini rahatlikla
karsilastirabilmektedirler (Lina vd., 2022, s. 05). Bu tiir iiriinden etkilenmeleri, tiiketicilerin, {iriinii
tanimalarina olanak saglarken ayni zamanda benzer iiriin ve hizmetler ile karsilastirmalarina
yardimc1 olarak karar verme ve satin alma siirecinin de hizlanmasina katki saglamaktadir (Duarte
vd., 2018, s. 163).

2.4. Odeme Islemleri Kolayhg

Islem kolaylig1 kavrami, “tiiketicilerin islemleri etkileme veya degistirme hiz1 ve kolaylig1”
olarak tanimlanmaktadir (Beauchamp & Ponder, 2010, s. 53). Kavram, “6zellikle 6deme agamasini”
ele almaktadir (Lundberg vd., 2014, s. 434). Islem kolayligi kavrami, yapisi geregince hizmet
kolaylig1 kapsamina girmesi gerekmektedir (Berry vd., 2002, s. 7). Islem kolayliginin temel unsurlar
arasinda kolay odeme ydntemi, asgari 6deme basarisizliklari, dogrulama bildirimleri, istikrarl
fiyatlar ve birgok 6deme secenekleri yer almaktadir (Naseem vd., 2021, s. 339).

Shankar ve Richi’ye (2020) gore, ¢cevrimigi tiiketiciler “sanal 6deme sisteminde” islemlerini
gerceklestirmektedir. Odeme islemleri kolaylig1 agisindan, tek bir hareketle gerceklestirilen ddeme
ve kolay iade firsati sunan igletmeler uygun olmaktadir. Cevrimici satin alma gergeklestiren kisiler
sira beklememektedir (Lina vd., 2022, s. 05). Tiiketicilerin aligveris kararini etkileyen unsurlar
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arasinda 6deme iglemlerinin hizli ve kolay olmasi yer almaktadir (Beauchamp & Ponder, 2010, s.
53).

2.5. Tliski Kolayhig

Iliski kolaylig1, cevrimigi saticilarin tiiketicilere hangi oranda kisisellestirilmis iiriin ya da
hizmet sunduguyla ve tiiketicilerle ne kadar alakadar olduguyla ilgilidir (Lina vd., 2022, 05). Daha
az zaman ve c¢aba harcamak igin ¢evrimigi aligveris yapan bireyler, satin alma kararlarinda
kisisellestirilmis hizmetlerden faydalanmay1 beklemektedir (Duarte vd., 2018, s. 163).

Glinlimiizde c¢evrimigi perakendeciler, {iriin ve hizmetlerini rakiplerinden ayirmak igin
kisisellestirme 6zelliklerini kullanarak tiiketicilerin tecriibe ve rahatligini artirmaktadir. Satin alma
tecriibesinin artmasina, tiiketicilerin, ¢evrimici kisisellestirme kabiliyetlerini kullanarak bilgileri
daha hizli ve diizgiin bir sekilde kavrayabilmesi neden olmaktadir (Lina vd., 2022, 05). Kendilerine
ozel ilgi gormek isteyen tiiketiciler, ¢evrimici aligveris esnasinda da bu ilgiden faydalanmak
istemektedir. Bu nedenle birgok ¢evrimigi perakendeci kisisellestirilmis hizmet sunabilmek igin
karar destegi saglamaktadir. Oneri veya alisveris botlar1 ve insan asistan1 gibi karar destek
unsurlarindan faydalanmaktadir (Le-Hoang, 2020, s. 2949).

2.6. Sahiplik Kolayhg:

Sahiplik kolaylig1 “tiiketicilerin istedikleri hizmete sahip olmak ve bu faydalan
deneyimlemek i¢in algiladiklari zaman ve ¢aba” olarak ifade edilmektedir (Pham vd., 2018, s. 3).
Jiang vd. (2013), tiiketicilerin bu boyutu nasil algiladigina dair yaptiklar1 ¢aligmada, boyutla alakali
tiikketici algilari, istenilen {irlinii/hizmeti elde etmek i¢in gereken vakit, emek ve para seklinde oldugu
belirtilmektedir (Chakraborty, 2024, s. 78). Seiders, Berry ve Gresham’a (2000) gore, sahip olma
kolayligy, tiiketicilerin arzu ettikleri tiriinlere hizli ve kolay bir bicimde ulasabilmeleri seklinde ifade
edilmektedir (Ivanova & Noh, 2022, s. 54).

Cevrimici aligveris yapmayi tercih eden birey, bedensel ylikten kurtulmasina ragmen, tiriine
ve hizmete kavugma zamanini uzatmaktadir. Birey, geleneksel yontemle yaptig1 aligveriste iiriine
veya hizmete direkt kavusabilirken ¢evrimici aligveris yaptiginda iiriine veya hizmete kavusmak i¢in
belli bir siire beklemek zorunda kalmaktadir (Saha vd., 2023, s. 5-6). Cevrimigi satin alma,
tiikketicileri bedensel yiiklerden kurtarmasi nedeniyle internetten aligveris yapmayi tercih etmelerine
sebep olmaktadir (Khairial & Ridanasti, 2023, s. 293).

2.7. Satin Alma Sonras1 Hizmet Kolayhg:

Satin alma sonras1 hizmet kolayligi, “tliketicilerin istenen iiriinii satin aldiktan sonra bir
isletme ile yeniden iletisime gegerken algiladiklari zaman ve emek harcamalar1” olarak
tanimlamaktadir (Ivanova & Noh, 2022, s. 54).

Satin alma sonras1 hizmet kolayligi, satin alma islemi sonrasinda satic1 tarafindan tiiketiciye
aciklanabilmesi ile ilgilidir. Giiniimiizde, kavramim onemi vurgulanmaktadir. $Soyle ki, saticinin
cevrimici aligveris sonrasit miisteri istekleriyle ilgilenme ve problem ¢ézme diizeyinin ne kadar
yiiksek ise satin alma isleminin gerceklesmesi de o dlciide kolaylasmaktadir. Cevrimici aligveris
yapan tiiketiciler ne kadar kolay talepte bulunurlarsa o kadar kolay aligveris yapmaktadir (Khairial
& Ridanasti, 2023, s. 294). Mevcut aragtirmaya gore, miisterilerin tekrar satin alma niyetinin artmasi,
satin alma sonrasinda gergeklesen iriin degisim, sikdyet ve iade gibi durumlarin kolayca
gergeklestirilmesinden kaynaklanmaktadir (Bi & Kim, 2020, s. 4).

Bu agiklamalar 1s181nda ve literatiirden yararlanarak su hipotezlerin testi hedeflenmistir:

Hi: Algilanan hizmet kolaylig1 ¢evrimici kompulsif satin alma davranigini olumlu yénde
etkiler.
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H: Algilanan hizmet kolaylig1 bilesenleri birlikte ¢evrimici kompulsif satin alma davranigini
olumlu yonde etkiler.

3. Algilanan Fayda Kavrami

Algilanan fayda “bireylerin belirli bir sistemi kullanmanin kendilerine bir¢cok fayda
saglayacagma inanma derecesi” biciminde ifade edilmektedir (Racbhini vd., 2021, s. 80).
Niteliklerden elde edilen faydal sonuglar, algilanan faydalar olarak belirtilmektedir. Bu faydalar
ruhsal, sosyolojik, islevsel ya da maddesel nitelikte olabilmektedir (Delafrooz vd., 2009, s. 168).
Wu'ya (2003) gore, bireylerin gereksinim ve arzu ettiklerine sahip olmak amaciyla c¢evrimici
aligveristen kazanilan avantaj ve tatminin biitlinli, algilanan fayda olarak ifade edilmektedir
(Triandewo & Sagy, 2021, s. 34).

Cevrimici satin alma, beraberinde riskler icermekle birlikte, kisilerin aligveris algilarini
degistiren cesitli faydalar da sunmaktadir. Algilanan faydalar, magazalarda yiiz yiiz gerc¢eklesen
aligverisin internetten yapilan aligverise gore pahali, az {riin ¢esitliligi ve daha zorlu olmasi
sebebiyle; tiiketici tarafindan g¢evrimici iglemlerin rahatlift ve memnuniyetiyle kiyaslandiginda
cevrimici aligverisin geleneksel aligveristen daha iyi olduguna dair algilarini igermektedir (Bhatti &
Ur Rehman, 2019, s. 35). Cevrimigi aligveris tiiketiciye, istenilen iiriinler i¢in biiylik 6l¢ekli arama,
birbirinden degisik fiyat araliklar1 ve farkli {irlin secenekleri gibi sinirsiz imkanlar sunmaktadir
(Duong & Liaw, 2022, s. 3).

Cevrimigi satin alma davraniginin tiikketiciye sundugu faydalar, internetten aligverise dair
tutum ve bu sekilde aligveris yapma niyetiyle giiclii bir iliskiye sahiptir. Temelde, miisterilerin
algilamakta oldugu faydalar, ¢evrimici aligveris imkanlarinin artmasi ya da tiiketicilerin gereksinim
ve beklentilerini karsilamaya yonelik memnuniyet olarak goriilmektedir (Tanadi vd., 2015, s. 229).
Tiiketicilerin internetten aligveris yapma ihtimallerini artiran unsurlardan biri ise; ¢evrimigi alisveris
sitesinin algilanan faydalarinin ¢oklugudur (Al-Debei vd., 2015, s. 713).

3.1. Fiyat

Fiyat, pazarlama literatiiriinde “iiriin maliyetinin bir gostergesi ve énemli bir parametre”
olarak ifade edilmektedir (Erdil, 2015, s. 197). Tiiketici bakis acisina gore fiyat, “bir iirlini elde
etmek icin vazgecilen veya feda edilen sey” olarak belirtilmektedir (Zeithaml, 1988, s. 10). Bu
kapsamda tiiketiciler, ¢evrimigi aligverigin geleneksel yontemlere goére daha avantajli oldugu,
rekabetci ve bireysel biitcelerine uygun alternatiflerin bulundugu diisiinceleri ile aligveris igin
interneti kullanmaktadir (Katta & Patro, 2017, s. 39). Istedikleri iiriin fiyatlarin1 karsilastirmak,
giiniimiizde tiiketiciler i¢in tek bir tikla kolay bir islem haline gelmektedir (Lim & Dubinsky, 2004,
s. 504).

Sanjaya ve Pratsatyo (2016) tarafindan vurgulandigi gibi, iriiniin ya da hizmetin fiyat,
tiikketicinin goziinde algilanan fayda kapsaminda yaygin olarak degeri yansitan bir kriter olarak
degerlenmektedir (Larano vd., 2023, s. 334). Fiyatin bu sekli, sadece parasal bir 6ge olan algilanan
fiyat1 degil, ayn1 zamanda vakit ve enerji harcamasi gibi parasal olmayan 6geleri de barindirmaktadir
(Ashton vd., 2010, s. 208). Buna ek olarak, internetten aligveris yapmanin en yarar saglayan yoniiniin,
fiyatlar1 karsilastirma ve uygun fiyata sahip olma olanagi oldugu ortaya ¢ikmaktadir (Larano vd.,
2023, s. 334). Sayet alicilar {irliniin fiyatin1 uygun bulursa, iriiniin daha ¢ok yarar saglayacagi
diistincesinin olusmasina yol agmakta ve bu durumla ilgili olarak satin alma egilimlerinde de artig
olabilecegi tahmin edilmektedir (Kristiyono vd., 2021, s. 301).

3.2. Satin Alma Kolayhg

Satin alma siireci, internetin hayatimiza girmesiyle birlikte satin alma siireci tek bir tuslama
sayesinde hizlanmakta ve hayatimizi biiylik dlclide kolaylastirmaktadir. Ayrica kolaylik, tiiketicileri
¢evrimici aligveris yapmaya yonlendiren ve satin alma istekliligi agisindan 6nemli bir belirleyicidir.
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Tiiketiciler, ¢cevrimigci satin alma kolaylig1 sayesinde evlerinden disar1 ¢ikmadan her zaman ve her
yerde saat kisitlamasi olmaksizin hizmetlerden yararlanmaktadir (Bhatti & Ur Rehman, 2019, s. 35).

Satin alma kolayligy, tiiketicilerin disariya ¢ikmadan ¢evrimigi aligveris yapmalarida 6nemli
faktorlerden biri olarak kabul edilmektedir. Darian (1987), evde aligveris icin bes tiir kolaylik
belirlemektedir; aligveriste zaman kaybinin dnlenmesi, istedigin zaman yapabilme olanagi, fiziksel
olarak ¢aba sarf etmeme, hizli satin alma ve geri bildirim alma firsati. Prasad ve Aryasri (2009),
tiikketicilerin satin alma kolaylik algilarinin, aligveris tercihinde geleneksel magazalar1 degil,
cevrimici magazalari tercih etmelerine pozitif katkr sagladigini 6ne stirmektedir. Zamani daha etkili
kullanmak isteyen tiiketiciler, gerceklesen gevrimigi aligveris islemlerinin sagladigi zaman ve ¢aba
kolayliklarmin farkinda olmalar1 sebebiyle ¢cevrimigci satin almaya yonelmektedir (Clemes vd., 2014,
s. 366-367). Netice itibariyla, tiiketiciler, ¢evrimici satin alma kolay oldugunda zihinsel olarak
rahatlamakta ve mutlu olmakta, bu durum ise internetten aligveris yaparken memnuniyet diizeylerini
artirmaktadir (Marza vd., 2019, s. 588).

3.3. Uriin Cesitliligi

Uriin ¢esitliligi, magazada bulunmakta olan iiriin tiirleri ¢oklugu ve farklilig1 anlamina
gelmektedir (Mofokeng, 2021, s. 6). Uriin cesitliligi, sadece iiriin segmenti ve iiriin yelpazesi
acisindan ele alinmamakta, ek olarak; nitelik, bicim, paket, biiyiikliik, desen, garanti ve geri
gonderme gibi birgok farkli agidan ele alinmaktadir. Bu bilesenler géz 6niine alindiginda, isletmenin
ortaya ¢ikan iiriin alternatiflerinde makul ve tedbirli olmas1 gerekmektedir (Kristiyono vd., 2021, s.
298).

Magaza ici ve internet iizerinden aligveris degerlendiginde, internet iizerinden yapilan
aligverisler, tiiketicilere genisletilmis iiriin cesitliligi ve bilgi edinme kolaylig1 saglayabilmektedir
(Zhu vd., 2018, s. 6). Arora vd. (2017), web tabanli ger¢eklesen satin alma iglemlerinin fiziksel
aligverise gore bir hamlede ve zengin {iriin yelpazesine sahip oldugunu vurgulamaktadir (Triandewo
& Sagy, 2021, s. 34). Tiiketicilerin satin alirken makul karar verebilmelerine ve memnuniyet
diizeyinin artmasina, ¢evrimici kanallarin genis iiriin koleksiyonu ve ¢ok detay sunmasi sebep
olmaktadir (Sin & Tse, 2002, s. 14).

Bu aciklamalar 15181nda ve literatiirden yararlanarak su hipotezlerin testi hedeflenmistir:
Hs: Algilanan faydalar ¢evrimigi kompulsif satin alma davranigini olumlu yonde etkiler.

Ha: Algilanan faydalar bilegenleri birlikte ¢cevrimi¢i kompulsif satin alma davranigini olumlu
yonde etkiler.

4. Cevrimici Kompulsif Satin Alma Davramsi

Cevrimig¢i kompulsif satin alma, internetin hizla yayilmasi sonucunda literatiire giren bir
kavram olmustur (Tiirkyilmaz vd., 2016, s. 93). Ik kez 1998 yilinda Kimberly tarafindan ortaya
atilmistir (Letong vd., 2023, s. 1). Lyons ve Henderson (2000), kavramin “yeni bir pazardaki eski bir
sorun” oldugunu belirtmektedir (Mason vd., 2022, s. 1). Internetin devreye girmesi ve yayilmast ile
cevrimici tliketim, gengler arasinda c¢ogunlukla kullanilan tiiketim gereclerinden biri olarak
degerlenmektedir (Letong vd., 2023, s. 1). Bireylerin ¢cevrimigi aligverise yonelmesi, arastirmacilarin
kompulsif satin alma davranig1 hakkindaki ilgisinin artmasima neden olmaktadir (Xu vd., 2022, s.
29). “Cevrimigi aligveris bagimliligi1”, “gevrimi¢i aligveris kolikligi” vb. gibi ¢evrimigi kompulsif
satin alma durumlar siirekli olarak ortaya ¢ikmaktadir (Letong vd., 2023, s. 1). Kavram, tiiketicinin
satin alma davranisini kontrol edemedigi veya énemli Olciide azaltma kapasitesine sahip olmadigi
stirekli bir satin alma problemi olarak agiklanmaktadir. Bu durum, baska bir deyisle, internetten
yapilan iiriin/hizmet alisverisiyle alakali satin alma bagimliligi olarak adlandirilmaktadir (Hussain &
Bohari, 2012, s. 32). Cevrimi¢i kompulsif satin alma kavrami “olumsuz olaylarin veya duygularin
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bir sonucu olarak kronik, tekrarlayan ve asir1 ¢evrimici satin alma” seklinde tanimlanmaktadir (Lee
vd., 2012, s. 50).

Cevrimici kompulsif satin alma; bilgisayar, tablet ve telefon gibi teknolojik araglarla
internete baglanip cevrimigi alisveris platformlarinda gerceklestirilen satin alma siireci olarak da
ifade edilmektedir (Ulas & Yigit, 2023, s. 84). Ozellikle akilli telefonlar, internete ulagim
saglayabildigi i¢in ¢evrimi¢i kompulsif satin alma davranislarinin ortaya ¢ikmasini ve yayilmasini
destekleyen bir unsur olarak islev gérebilmektedir (Mason vd., 2022, s. 1). internetten aligverisin
tiikketicilere sunmus oldugu, istenilen {irlinii istenilen zamanda satin alma kolaylig1, tiiketicilerin
kompulsif bir sekilde ¢cevrimici olarak satin alma isteklerini harekete gecirmektedir. Internetten satin
alma gerceklestiren kompulsif tiiketiciler, ¢evrimici satin alma asamasinda ¢cok daha fazla para ve
zaman harcamaktadir. Kompulsif alicilar i¢in ¢evrimigi satin alma ideal bir satin alma bi¢imi olarak
kabul edilmektedir (Kocatiirk & Eroglu, 2022, s. 380).

Kavram, tiiketicilerin ¢evrimigi satin alma esnasinda diirtiileri lizerinde denetim kurmadan
gerceklestirdikleri aligveris yapma egilimi olarak da tanimlanmaktadir. Cevrimig¢i kompulsif satin
almanin arkasindaki faktorleri tespit etmek iizere calismalar siirdiiriilmektedir. Bu davranisi
tetikleyen baglica etkenler arasinda 6zellikle depresyon ve anksiyete gibi psikolojik rahatsizliklar yer
almaktadir. Depresyonun ve anksiyetenin disinda, kiside gelismekte olan diger negatif duygu
durumlar da riski artirici unsurlar olarak belirlenmektedir. Bu durum bazinda en ¢ok arastirma
yapilan duygu, algilanan stres olmakta ve pek c¢ok farkli negatif duyguya sebep oldugu
saptanmaktadir (Zheng vd., 2020, s. 14).

Yapilan aragtirmalara gore, ¢evrimici kompulsif satin alma davranisinin “karsilastirmali
satin alma motivasyonlari, diirtiisellik, yiiksek kaygi duyarliligi ve bilingli dikkatlilik, algilanan stres,
internet bagimlilig1 ve sosyal ag sitelerinin asir1 kullanimi” gibi faktorlerle baglantili olduguna
deginilmektedir. Arastirmalar, kontrolsiiz davraniglarin bu durum ig¢in kritik bir unsur oldugunu
ortaya koymaktadir; ¢iinkii tiiketiciler giinliik olarak interneti kullanmakta, devaminda ise ¢evrimigi
sitelerde zaman gegirmekte ve satin alma iglemlerini ¢evrimigi olarak kolayca gergeklestirmektedir.
Bunun yani sira, “6z yeterlilik sorunlari, hedonik diirtiiler ve zevk arayis1” postmodernizmin anahtar
bilesenlerindendir. Bu yiizden tiiketici kitlesi internet ortaminda satin alma eylemlerini kompulsif
olarak siirdiirmektedir. Bahsedilen biitiin negatif etkenler, konu hakkinda aragtirma yapilmasi
gerektigini ortaya koymaktadir (Kocatiirk & Eroglu, 2022, s. 380-381).

Literatiir, ¢cevrimi¢i aligveris bagimliligini internet temelli bagimlilik bi¢imlerinden biri
olarak tanimlamakta; ampirik arastirmalar, kompulsif satin alma davranisinin g¢esitli psikolojik
bozukluklarla giiglii bigimde iligkili oldugunu gostermektedir. Rose ve Dhandayudham (2014),
cevrimici aligveris bagimliliginin bireyin giindelik isleyisi ve sosyal yasami {izerinde yikici sonuglar
dogurmasinin yani sira, finansal yapisini da olumsuz bicimde etkiledigini ileri siirmektedir.
Cevrimigi aligveriste nakit dis1 6deme yontemlerinin baskinligi, bireyin satin alma siirecinde paradan
fiilen ayrilma deneyimini ortadan kaldirmakta; bu da bireylerin biitcesel riskleri géz ardi1 ederek daha
diistincesiz ve kontrolsiiz harcama egilimleri sergilemesine katkida bulunmaktadir (Bal ve Okkay,
2022, s. 113).

Mevcut bulgular, sosyal medyanin yogun kullaniminin yalmzca gelismeleri kagirma korkusu
gibi kaygi durumlanyla iliskili olmadigini, aym zamanda kompulsif satin alma egilimleriyle de
anlamli bigimde baglantili oldugunu gostermektedir (Kerse ve Yiice, 2022, s. 705) Cevrimigi
kompulsif satin alma davranisi, bireylerde algilanan bir zorunluluk hissi yaratarak, kagirma korkusu
temelli bicimde mal ve hizmet tiiketimini tesvik etmektedir (Kerse ve Yiice, 2022, s. 705). Dijital
reklamlarda yer alan estetik agidan cekici gorseller, kanaat 6nderi konumundaki etkileyicilerin
onaylar1 ve ikna edici sOylemler, tliketicilerin duygusal siireglerini harekete gegirerek diirtiisel satin
alma egilimlerini artirabilmekte ve gereksinim temelli olmayan tiiketim davraniglarina zemin
hazirlayabilmektedir (Keke, 2024, s. 738).
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Ug degisken arasindaki iliskilerin, cevaplayicilarin demografik 6zelliklerine gére farkimin
testi de hedeflenmis olup bu baglamda belirlenen hipotezler sunlardir:

Hs: Algilanan hizmet kolayliginin gevrimici kompulsif satin alma davranisina etkisi yas
gruplarina gore farklidir.

Hg: Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma davranisina etkisi cinsiyete
gore farklidir.

H7: Algilanan hizmet kolayliginin ¢cevrimici kompulsif satin alma davranisina etkisi 6grenim
durumuna gore farklidir.

Hs: Algilanan hizmet kolayliginin ¢evrimigi kompulsif satin alma davranigina etkisi aylik
cevrimici tutarina gore farklidir.

Ho: Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma davranigina etkisi aylik
¢evrimici aligveris sikligina gore farklidir.

Algilanan Faydalar (Larano vd., s. 330-338).

Hio: Algilanan faydalarin ¢evrimig¢i kompulsif satin alma davranisina etkisi yas gruplarina
gore farklidir.

Hii: Algilanan faydalarin ¢evrimici kompulsif satin alma davranigina etkisi cinsiyete gore
farklidir.

Hio: Algilanan faydalarin ¢evrimi¢i kompulsif satin alma davranisina etkisi 0grenim
durumuna gore farklidir.

His: Algilanan faydalarin ¢evrimigi kompulsif satin alma davranisina etkisi aylik ¢evrimigi
tutarina gore farklidir.

His: Algilanan faydalarin ¢evrimigi kompulsif satin alma davranigina etkisi aylik ¢evrimigi
aligveris sikligina gore farklidir.

5. Yontem
5.1. Calismanin Amaci

Aragtirmanin ana amaci, ¢evrimi¢i algilanan hizmet kolayligi ve algilanan faydalarin
cevrimici kompulsif satin alma davranisi lizerindeki etkisini 6l¢mektir. Bu ¢ercevede iki degiskenin
bilesenlerinin de bu etkide rollerinin arastirilmasi hedeflenmistir.

Ayrica, algilanan hizmet kolaylig1 ve algilanan fayda degiskenlerinin demografik 6zellikler
(yas, cinsiyet, 6grenim diizeyi), aylik cevrimici aligveris tutar1 ve aylik ¢evrimici aligveris sikligt
kontrol degiskenleriyle farklilik gdsterip gostermediginin saptanmasi da arastirmanin amaglari
arasinda yer almaktadir.

5.2. Evren ve Orneklem Secimi

Arastirmanin evreni, Istanbul’da yasayan 18 yasim1 asan ve g¢evrimici aligveris yapan
tiikketicilerden olusmaktadir. Evrenden secilecek oOrneklem biiyiikliigi i¢in su formiilden
yararlanilmistir (Yiikselen, 2017, s. 67):

n=p*q*(Ze)?

p ve q, iki sikli evrende bilinmedigi durumlarda maksimum varyansi vermek tizere degerleri
%50, giivenlik diizeyi %95 ve tolerans %5 oraninda alinmigtir.

n=0,50 * 0,50 * (1,96 / 0,05)* = 384
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Orneklem biiyiikliigii 384 kisi olarak belirlenmistir. Belirlenen 6rneklem birimlerine tesadiifi
olmayan 6rnekleme yontemlerinden kolayda 6rnekleme yontemi ile ulagilmstir.

5.3. Veri Toplama Yontemi ve Araci

Anket formunun olusturulmasinda kullanilan degiskenlerin dlgekleri, yukarida belirtilen
kaynaklardan alinmis olup ilgili 6lgeklerin gegerlik ve giivenirlikleri yiiksektir: Kompulsif Satin
Alma Davranisi, CR: 0,930, AVE: 0,590, 0:0,920 (Mason vd., 2022, s.6); Algilanan Faydalar ile
ilgili ti¢ bilesen i¢in CR, 0,87-0,90, AVE, 0,58-0,61, a ise 0,84-0,88 arasinda (Forsythe vd., 2006);
Algilanan Hizmet Kolayligi bilesenleri i¢in CR, 0,815-0,828, AVE, 0,606-0,631, faktor yiiklerinin
de 0,532 ile 0,860 arasinda oldugu (Lina vd., 2022, 5.07,10) belirtilmistir.

Arastirmada veri toplama yontemi olarak anket yontemi kullanilmistir. Arag olarak internet
ortaminda Google formdan anket olusturulmus ve cevaplayicilara sosyal medya platformundan
ulasilmistir. Anket formu soru maddeleri 5°1i Likert 6lgegine gore hazirlanmistir. istanbul Beykent
Universitesi Sosyal ve Beseri Bilimler Igin Bilimsel Arastirma ve Yayin Etigi Kurulu’ndan
09.01.2025 tarih ve 672 say1 ile izin alinmgtir.

5.4. Verilerin Analizi

Veri toplama siireci tamamlandiginda 406 cevaplayiciya ulasilmistir. Fakat cevaplayicilarin
ankette bulunan sorulara vermis olduklar1 yanitlar1 incelendiginde 14 kisinin anket formlari gegersiz
sayilmistir. Gegersiz sayilan anket formlar ¢ikartildiginda, 392 anket formunun analize uygun
oldugu saptanmis ve veriler analiz edilmistir.

5.4.1. Tamimlayic Bilgiler

Arastirmada toplanan anketler kapsaminda, 392 cevaplayiciya iliskin tanimlayici bilgiler
yas, cinsiyet, 6grenim durumu, aylik aligveris tutar1 ve aylik aligveris sikligina gore gruplanmustir.
Tablo 1°de goriildiigii iizere yas gruplart ii¢ smifta gruplanacak sekilde dagilmistir ve
cevaplayicilarin %62,8 ile biiylik ¢ogunlugu 18-30 yas araligindadir. Ankete katilim saglayan
cevaplayicilarin cinsiyete gore dagiliminda, katilimeilarin biiyiik bir kismmin kadin oldugu
goriilmektedir. Ogrenim durumlar1 {ic simfta gruplanacak sekilde dagilmustir. Cevaplayicilarm
biiylik cogunlugunun 6n lisans ve tistii 6grenime sahip oldugu goriilmektedir. Aylik alisveris sikligi
i¢ siifta gruplanacak sekilde dagilim gostermistir. Cevaplayicilarin ¢evrimigi olarak ayda 1-5 defa
aligveris yaptig1 gorilmektedir. Aylik aligveris tutart dort smifa ayrilmigtir. Cevaplayicilarin
internetten aligveris yapma tutarinin 1.000-5.000 TL araliginda oldugu goriilmektedir.

Tablo 1: Degiskenlerin Dagilimi

n Y%
Yas gruplan 18 —-30 246 62,8
31-40 104 26,5
41 ve lizeri 42 10,7
Cinsiyet Kadin 276 70,4
Erkek 116 29,6
Ogrenim Durumu [Ikogretim 14 3,6
Lise 71 18,1
On lisans ve iistii 307 78,3
Aylik Ahsveris Sikhg 1-5 279 71,2
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6-10 80 20,4

11 ve tzeri 33 8,4

Aylik Alisveris Tutar: 1.000 TL altinda 95 242
1.000- 5.000 TL 211 53,8

5.001- 10.000 TL 60 15,3

10.001 TL ve iizeri 26 6,6

5.4.2. Algilanan Hizmet Kolayh@: Bilesenleri Acimlayic1 Faktor Analizi Sonucu

Algilanan hizmet kolaylig1 degiskenine iligkin yedi bilesenli bir yap1 olarak, Agimlayici
Faktor Analizine alinmistir. Analizden saglanan verilerin bu yedi bilesene dagilip dagilmadigina
iligkin olarak faktor analizi yapilmistir. Kaiser-Meyer-Olkin (KMO) degeri 0,935 degerinde olup
orneklem biiyiikliigiiniin yeterli oldugunu goéstermistir. Bartlett’s Test of Sphericity Ki-Kare degeri
5244,470, %1 dnem derecesinde anlamli olup verilerin ¢ok degiskenli normal dagilima uygun oldugu
goriilmektedir. Toplam agiklanan varyans degeri %76,333 tiir. Faktor yapist ile sonuglar Tablo 2°de
gosterilmistir. Faktor yiikii %50’ nin altinda olan AHK14IL2 yapidan ¢ikarilmistir. Bu duruma ek
olarak yedi faktorlii yapida son faktor tek soru oldugu icin yapidan ¢ikarilmistir. Faktorler su sekilde
adlandirilmistir:

Faktor 1: Aragtirma ve Degerleme Kolayligi
Faktor 2: Satin Alma Sonras1 Hizmet Kolaylig1
Faktor 3: Sahiplik Kolayligi

Faktor 4: Odeme Islemleri Kolaylig

Faktor 5: 1liski Kolaylig

Faktor 6: Erisim Kolayligi

Tablo 2: Algilanan Hizmet Kolaylig1 Faktor Analizi

Faktorler

1 2 3 4 5 6 7
AHKI1ERI1 ,850
AHK2ER2 ,742
AHK3ER3 ,740
AHK4AR1 ,764
AHKSAR2 771
AHK6AR3 ,721
AHK7DEl ,633
AHKS8DE2 ,511
AHK9DE3 ,629
AHK100D1 ,741
AHK110D2 ,582
AHK120D3 ,892
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AHKI13IL1
AHKI15IL3
AHKI16SA1
AHK17SA2
AHKI18SA3
AHK19SS1
AHK20SS2
AHK21SS3

,721
,810
,651
,667
,754
,051
831
,304

5.4.3. Algilanan Fayda Bilesenleri Acimlayic1 Faktor Analizi Sonucu

2791

Algilanan fayda degiskenine iliskin ii¢ bilesenli bir yapi1 olarak, A¢imlayici Faktdr Analizine
almmistir. Analizden saglanan verilerin bu {i¢ bilesene dagilip dagilmadigina iliskin olarak faktor
analizi yapilmigtir. KMO degeri 0,905 olup drneklem biiyiikliigiiniin yeterli oldugunu gostermistir.
Bartlett’s Testini veren Ki-Kare degeri 3442,879, %1 6nem derecesinde anlaml1 olup verilerin ¢ok
degiskenli normal dagilima uygun oldugu goriilmistiir. Toplam agiklanan varyans degeri
%76,475tir. Faktor yapist ile sonuglar Tablo 3’te gosterilmistir. Faktorler su sekilde adlandirilmstir:

Faktor 1: Uriin Cesitliligi
Faktor 2: Fiyat
Faktor 3: Satin Alma Kolaylig1

Tablo 3: Algilanan Fayda Faktor Analizi

Faktorler
1 2 3

AFIFII
AF2FI2
AF3FI3
AF4F14
AF5KO1
AF6KO2
AF7KO3
AF8KO4
AF9CE1
AF10CE2
AF11CE3
AF12CE4

,775
,845
,839
177
,660
,770
,822
,745
,794
,856
,806
,826

5.4.4. Kavramsal Model Degiskenlerinin Giivenirlik Analizi

Kavramsal modelde bulunan degiskenlere iligkin giivenirlik analizi Cronbach’s Alpha ile
yapilmis olup sonuglar Tablo 4’te gdsterilmistir. Tablo 4’te bulunan verilere gore algilanan hizmet
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kolaylig1, algilanan fayda ve kompulsif satin alma degiskenlerine iliskin 6l¢eklerin yiiksek glivenirlik
diizeyine sahip oldugu goriilmektedir.

Tablo 4: Kavramsal Model Degiskenlerinin Giivenirlik Analizi

Degiskenler Soru Sayisi Cronbach's Alpha
Algilanan Hizmet Kolaylig 19 0,937
Aragtirma Degerleme Kolayligi 6 0,892
Satin Alma Sonras1 Hizmet Kolaylig: 3 0,903
Sahiplik Kolayligi 3 0,830
Odeme islemleri Kolaylig 3 0,792
[liski Kolaylig: 2 0,763
Erisim Kolaylig 2 0,731
Alglanan Fayda 12 0,917
Uriin Cesitliligi 4 0,922
Fiyat 4 0,867
Satin Alma Kolaylig1 4 0,884
Cevrimici Kompulsif Satin Alma 9 0,959

5.4.5. Algilanan Hizmet Kolayhiginin Cevrimici Kompulsif Satin Alma Davranisina
Etkisinin Analizi

Algilanan Hizmet Kolayliginin, Cevrimi¢i Kompulsif Satin Alma Davranisina etkisi Basit
Regresyon Analizi ile test edilmistir. Analiz sonuglar1 Tablo 5°te gosterilmistir. Tablo 5°teki sonuglar
dogrultusunda, Algilanan Hizmet Kolayligi, Kompulsif Satin Alma Davranmisinin %9,3’tinii
aciklamaktadir. Analiz sonug¢larina gore etkinin %1 6nem derecesinde anlamli oldugu saptanmustir.
Bu sonuglara gore H; hipotezi desteklenmistir.

Tablo 5: Algilanan Hizmet Kolayliginin Cevrimi¢i Kompulsif Satin Alma Davranigina
Etkisinin Regresyon Analizi Sonuglar

Degisken B SE B t p
Sabit ,643 ,396 1,622 ,106
AHK ,608 ,096 ,305 6,329 ,000

R2=,093, F(40,063), p<,001, AHK: Algilanan Hizmet Kolayli§1

Algilanan Hizmet Kolaylig1 alt1 bilesenden olugmakta olup s6z konusu etkinin bilesenler
bazinda testi Coklu Regresyon Analizi ile yapilmistir; sonuglar Tablo 6’da gosterilmistir. Algilanan
Hizmet Kolayligi bilesenlerinin timii Cevrimi¢i Kompulsif Satin Alma Davranisinin %14,8’ini
acgiklamaktadir. Tablo 6’da gosterilen sonuglara gore bilesenlerin etkilerinin %1 6nem derecesinde
anlamli oldugu saptanmistir. Tiim bagimsiz degiskenler arasinda ardisik ve dogrusal bagimlilik
bulunmamaktadir (D-W<2,5; VIF<5). Bilesenlerin etkilerini gosteren regresyon katsayilarina
bakildiginda, ¢oklu regresyon modeli anlamli ¢gikmis ve bilegenlerin etkilerinin var oldugu saptanmis
olmakla birlikte, %1 6nem derecesinde bu etkiyi en ¢ok yaratan Iliski Kolaylig1 bileseni oldugu
saptanmistir. Bu sonuglara gére H, hipotezi desteklenmistir.
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Tablo 6: Algilanan Hizmet Kolaylig1 Bilesenlerinin Cevrimi¢i Kompulsif Satin Alma Davranigina
Etkisinin Regresyon Analizi Sonuglari

Degisken B SE B t P

Sabit 1,264 0,42 3,007 0,003
AHKADK 0,251 0,146 0,135 1,721 0,086
AHKSSHK -0,014 0,107 -0,01 -0,132 0,895
AHKSAK 0,079 0,141 0,043 0,558 0,577
AHKODK -0,228 0,137 -0,127 -1,655 0,099
AHKILK 0,447 0,07 0,379 6,349 0,000
AHKERK -0,035 0,087 -0,023 -0,398 0,691

Diiz. R*=,148, F(12,321), p<,001

AHKADK: Aragtirma ve Degerleme Kolayligi, AHKSSHK: Satin Alma Sonrast Hizmet Kolayligi,
AHKSAK: Sahiplik Kolayligi, AHKODK: Odeme Islemleri Kolayligi, AHKILK: Iliski Kolayligi,
AHKERK: Erisim Kolaylig1

5.4.6. Algilanan Faydanin Cevrimici Kompulsif Satin Alma Davramisina Etkisinin
Analizi

Algilanan Faydanin, Cevrimi¢i Kompulsif Satin Alma Davranisina etkisi Basit Regresyon
Analizi ile test edilmistir. Analiz sonuglar1 Tablo 7’de gosterilmigtir. Tablo 7’deki sonuglar
dogrultusunda, Algilanan Fayda, Kompulsif Satin Alma Davraniginin %6,6’sin1 agiklamaktadir.
Tablo 7°de gosterilen sonuglara gore etkinin %1 dnem derecesinde anlamli oldugu saptanmistir. Bu
sonuglara gore Hs hipotezi desteklenmistir.

Tablo 7: Algilanan Faydanin Cevrimigi Kompulsif Satin Alma Davranigina Etkisinin
Regresyon Analizi Sonuglari

Degisken B SE B t P
Sabit 0,825 0,443 1,862 0,063
AF 0,536 0,102 0,256 5,233 0,000

R2=,066, F(27,388), p<,001 AF: Algilanan Fayda

Algilanan Fayda ti¢ bilesenden olusmakta olup s6z konusu etkinin bilesenler bazinda testi
Coklu Regresyon Analizi ile yapilmistir. Sonuclar Tablo 8’de gosterilmistir. Tiim bagimsiz
degiskenler arasinda ardisik ve dogrusal bagimlilik bulunmamaktadir (D-W<2,5; VIF<5). Algilanan
Fayda bilesenlerin tiimii, Cevrimi¢i Kompulsif Satin Alma Davranisinin %9,2’sini agiklamaktadir.
Tablo 8’de gosterilen sonuglara gore bilesenlerden olusan bagimsiz degiskenler ile kompulsif satin
alma davranisi arasindaki iligkiyi gosteren ¢oklu regresyon modelinin %1 dnem derecesinde anlaml
oldugu saptanmistir. Bu etkiyi en ¢ok yaratan bilesenin Fiyat oldugu saptanmistir. Bu sonuglara gore
Ha hipotezi desteklenmistir.
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Tablo 8: Algilanan Fayda Bilesenlerinin Cevrimi¢ci Kompulsif Satin Alma Davranisina Etkisinin
Regresyon Analizi Sonuclari

Degisken B SE B t P
Sabit 1,246 0,45 2,766 0,006
AFURC -0,155 0,138 -0,08 -1,126 0,261
AFFI 0,449 0,087 0,296 5,139 0
AFSAK 0,174 0,142 0,092 1,229 0,22

Diiz. R*=,099, F(14,178), p<,001
AFURC: Uriin Cesitliligi, AFFI: Fiyat, AFSAK: Satin Alma Kolaylig1

5.4.7. Algilanan Hizmet Kolayliginin Cevrimici Kompulsif Satin Alma Davranisina
Etkisinin Demografik ve Alisveris Ozelliklerine Gore Farklihklarinin Analizi

Algilanan Hizmet Kolayliginin Cevrimic¢i Kompulsif Satin Alma Davranigina etkisinin yas
gruplarina gore farkliliklar1 regresyon analizi ile test edilmis ve elde edilen sonuglar Tablo 9’da
gosterilmistir. Analiz sonuglarina gore, her {i¢ yas grubunda bu etkinin var oldugu goriilmektedir;
s6z konusu etki %1 Onem diizeyinde anlamli ¢ikmigtir. Etkinin diizeyini gdsteren regresyon
katsayilarina gore, yas diistiikce algilanan hizmet kolayliginin etkisinin azaldig1 goriilmektedir. Bu
sonuca gore Hs hipotezi desteklenmistir.

Cinsiyete gore farkliliklar, regresyon analizi ile test edilmis ve elde edilen sonuglar Tablo
9’da gosterilmistir. Analiz sonuglarina gore, her iki grupta soz konusu etki %1 6nem derecesinde
anlamli ¢ikmistir. Regresyon katsayilarinda goriilecegi tizere, erkeklerde etki diizeyinin daha yiiksek
ciktig1 goriilmektedir. Bu sonuca gore He hipotezi desteklenmistir.

Ogrenime gore farklihiklar: regresyon analizi ile test edilmis ve elde edilen sonuglar Tablo
9°da gosterilmistir. ilkdgretim mezunlarinda etki anlamli gikmamustir. Diger iki grupta etki anlamli
¢ikmis olup, bu etkinin lise mezunu olanlarda daha yiiksek oldugu regresyon katsayilarindan
saptanmaktadir. Bu sonuca gore H; hipotezi desteklenmistir.

Cevrimici aylik aligveris tutarina gore farkliliklar regresyon analizi ile test edilmis ve elde
edilen sonuglar Tablo 9’da gosterilmistir. Sonuglara gore, etkinin, 10.001 TL ve istiinde aligveris
yapanlarda anlamli olmadig1 goriilmektedir. Diger gruplar itibariyla, cevrimigi aylik aligveris tutari
1.000- 5.000 TL arasinda olanlarda etki, diger gruplara goére daha yiiksektir. Bu sonuca gore Hg
hipotezi desteklenmistir.

Cevrimigi aylik aligveris sikligina gore farkliliklar regresyon analizi ile test edilmis ve elde
edilen sonuclar Tablo 9’da gosterilmistir. Analiz sonuglarina gore, s6z konusu etki 11 ve iizeri olan
grup disindaki gruplarda %1 6nem derecesinde anlamli ¢ikmistir. Tablo 9’da yer alan regresyon
katsayilarinda goriilecegi iizere, 6-10 arasi1 grupta etki diger gruba gore daha yiiksek ¢ikmistir. Bu
sonuca gore Ho hipotezi desteklenmistir.
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Tablo 9: Algilanan Hizmet Kolayllg}nln Cevrimic¢i Kompulsif Satin Alma Davranigina
Etkisinin Demografik ve Aligveris Ozelliklerine Gore Farkliliklarinin Analizi

F p B p
Yas Gruplari 18 -30 16,951 ,000 ,503 ,000
31-40 16,323 ,000 , 751 ,000
41 ve tzeri 11,793 ,001 1,021 ,001
Cinsiyet Kadn 20,296 ,000 515 ,000
Erkek 16,760 ,000 ,733 ,000
Ogrenim [kogretim 1,452 251 ,838 251
Gruplan
Lise 29,180 ,000 1,216 ,000
On Lisans ve 20,336 ,000 ,474 ,000
Ustii
Cevrimici Ayhk 1.000 TL 6,164 ,015 ,471 ,015
Ahgveris Tutari altinda
1.000 — 5.000 22,104 ,000 ,636 ,000
TL
5.001 —10.000 6,429 ,014 ,602 ,014
TL
10.001 TL ve 2,105 ,160 ,590 ,160
lizeri
Cevrimici Aylik 1-5 24,710 ,000 ,572 ,000
Alsveris Sikhgi
6-10 11,550 ,001 ,649 ,001
11 ve iizeri 2,310 ,139 ,0627 ,139

5.4.8. Algilanan Faydanin Cevrimici Kompulsif Satin Alma Davramsina Etkisinin
Demografik ve Ahsveris Ozelliklerine Gore Farklihklarimin Analizi

Algilanan Faydanin Cevrimigi Kompulsif Satin Alma Davranigina etkisinin yas gruplarina
gore farkliliklari regresyon analizi ile test edilmis ve elde edilen sonuglar Tablo 10’da gdsterilmistir.
Analiz sonuglarina gore, her ii¢ yas grubunda bu etkinin %5 Onem derecesinde var oldugu
gorlilmektedir. Etkinin diizeyini gosteren regresyon katsayilara gore, yas diistilkkce algilanan
faydanin etkisinin azaldig1 goriilmektedir. Bu sonuca gore Hio hipotezi desteklenmistir.

Cinsiyete gore farkliliklar1 regresyon analizi ile test edilmis ve elde edilen sonuclar Tablo
10°da gosterilmistir. Analiz sonuglarina gore, her iki grupta s6z konusu etki %1 6nem derecesinde
anlamli ¢ikmistir. Regresyon katsayilarinda goriilecegi tizere, erkeklerde etki diizeyinin daha yiiksek
ciktig1 goriilmektedir. Bu sonuca gore Hi; hipotezi desteklenmistir.

Ogrenim gruplarina gore farkliliklar1 regresyon analizi ile test edilmis ve elde edilen sonuglar
Tablo 10°da gosterilmistir. ilkdgretim mezunu grupta etki anlamli ctkmamis; diger gruplarda anlamli
¢ikmis olup, bu etkinin lise mezunu olanlarda daha yiiksek ¢iktigi, regresyon katsayilarindan
saptanmaktadir. Bu sonuca gore Hi, hipotezi desteklenmistir.

Cevrimigi aylik aligveris tutarina gore farkliliklari regresyon analizi ile test edilmis ve elde
edilen sonuglar Tablo 10’da gosterilmistir. Analiz sonuglarina gore, ¢cevrimigi aylik aligveris tutari
10.001 TL ve {istiinde olan grup digindaki gruplarda etki anlamli ¢ikmigtir. Farkliliklara gore
cevrimici aylik aligveris tutar1 1.000 TL altinda olanlarda etki, diger gruplara gore daha yiiksektir.
Bu sonuca gore His hipotezi desteklenmistir.

Cevrimigi aylik aligveris sikligina gore farkliliklar regresyon analizi ile test edilmis ve elde
edilen sonuglar Tablo 10°da gosterilmistir. Sonuglara gore, s6z konusu etki %1 6nem derecesinde
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sadece cevrimigi aylik aligveris siklig1 1-5 arasinda olan grupta anlamli ¢ikmistir. Bu sonuca gore
Hi4 hipotezi desteklenmistir.

Tablo 10: Algilanan Faydanin Cevrimi¢ci Kompulsif Satin Alma Davranisina Etkisinin
Demografik ve Aligveris Ozelliklerine Gére Farkliliklarinin Analizi

F p B p
Yas Gruplan 18-30 13,460 ,000 481 , 000
31-40 9,343 ,003 ,607 ,003
41 ve tizeri 5,417 ,025 ,712 ,025
Cinsiyet Kadin 11,423 ,001 ,404 ,001
Erkek 14,069 ,000 ,749 ,000
Ogrenim [Ikogretim ,024 ,879 131 ,879
Gruplan
Lise 22,461 ,000 1,044 ,000
On Lisans ve 14,604 ,000 ,432 ,000
Ustii
Cevrimici Ayhk 1.000 TL 9,863 ,002 ,578 ,002
Aligveris Tutari altinda
1.000 — 5.000 10,030 ,002 477 ,002
TL
5.001 —10.000 4,857 ,032 ,557 ,032
TL
10.001 TL ve ,007 ,933 ,047 ,933
tizeri
Cevrimici Ayhk 1-5 21,377 ,000 ,550 ,000
Alsveris Sikhgi
6-10 3,255 ,075 ,400 ,075
11 ve iizeri ,831 ,369 ,443 ,369

5.4.9. Arastirma Bulgularn
Analizler sonucunda elde edilen bulgulara gore hipotezlerin test sonuglar1 Tablo 11°de
gosterilmistir.

Tablo 11: Arastirma Sonuglari

Hipotezler Numara Karar

Algilanan hizmet kolayligi ¢evrimi¢i kompulsif satin alma H; Desteklendi
davranigini olumlu yonde etkiler.

Algilanan hizmet kolayligi bilesenleri birlikte ¢evrimi¢i kompulsif H» Desteklendi
satin alma davranisini olumlu yonde etkiler.

Algilanan faydalar c¢evrimi¢i kompulsif satin alma davranisini H; Desteklendi
olumlu yonde etkiler.

Algilanan faydalar bilesenleri birlikte ¢gevrimi¢i kompulsif satin Hy Desteklendi
alma davranigini olumlu yonde etkiler.

Algilanan hizmet kolayliginin ¢evrimici kompulsif satin alma H;s Desteklendi
davranisina etkisi yas gruplarina gore farklidir.
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Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma He Desteklendi
davranisina etkisi cinsiyete gore farklidir.

Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma H; Desteklendi
davranigina etkisi 6grenim durumuna gore farklidir.

Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma Hsg Desteklendi
davranigina etkisi aylik ¢cevrimici tutarma gore farklidir.

Algilanan hizmet kolayliginin ¢evrimigi kompulsif satin alma Ho Desteklendi
davranigina etkisi aylik ¢evrimici aligveris sikligina gore farklidir.

Algilanan faydalarin ¢evrimigi kompulsif satin alma davranigina Hio Desteklendi
etkisi yas gruplarina goére farklidir.

Algilanan faydalarin ¢evrimici kompulsif satin alma davranigina Hi Desteklendi
etkisi cinsiyete gore farklidir.

Algilanan faydalarin ¢evrimici kompulsif satin alma davranigina Hi Desteklendi
etkisi 6grenim durumuna gore farklidir.

Algilanan faydalarin ¢evrimici kompulsif satin alma davranigina His Desteklendi
etkisi aylik ¢evrimici tutarina gore farklidir.

Algilanan faydalarin ¢evrimi¢i kompulsif satin alma davranigina Hi4 Desteklendi
etkisi aylik ¢cevrimici aligveris sikligina gore farklidir.

Arastirma bulgulari, TKM’nin algilanan hizmet kolaylig1 ve algilanan fayda bilesenleri ile
cevrimici tiiketici kompulsif satin alma davranigii etkiledigini ortaya koymustur. Bulgular,
literatiirde yer alan arastirma sonuglarina paralel ve TKM’ne uygun sekilde ger¢eklesmektedir. Her
iki bilesenin alt bilesenleri de olumlu ve istatistiksel olarak anlamli sekilde etkili olmaktadir. Bu
sonuglar &rnegin, Lina vd.’nin (2022) bulgularyla ortiismektedir. Internetin, hayatimizin
vazgegilmez 6nemli bir parcasi oldugu giintimiizde, her gegen giin tiiketicilerin internet ortaminda
gecirdikleri zamanin artmasi, bu ortamda satin alma davraniglarinin incelenmesinin 6énemini ortaya
koyarken, arastirma ve bulgulari, s6z konusu alanda literatlire bu baglamda bir katki sunmaktadir.
TKM, tiim bilesenleriyle ¢evrimi¢i kompulsif satin alma davranisinda 6nemli bir role sahiptir.

Algilanan hizmet kolayliginin ¢evrimi¢i kompulsif satin alma davranigina etkisinin yas
gruplarinda etkili oldugu goriilmektedir. Bir diger tespit ise, regresyon katsayilariin, bu etkinin yas
ilerledikce yiikseldigini gostermesidir. Bu bulgu, yas ilerledik¢e algilanan hizmet kolaylig
unsurlarina daha ¢ok ihtiya¢ duyuldugunu ve 6nem verildigini ortaya koymaktadir. Cinsiyete gore
farkliliklar da regresyon katsayisina yansimis olup erkek tiiketicilerin kadin tiiketicilerden daha
yiiksek oranda algilanan hizmet kolayligina énem verdiklerini gdstermektedir. Ogrenim gruplari
itibartyla dikkat ¢eken husus, On lisans ve tistii 6grenime sahip tiiketicilerde s6z konusu etkinin
digerlerine gore daha diisiik oldugudur. Bagka bir anlatimla, bu grupta algilanan hizmet kolaylig
unsurlari, muhtemelen daha uzun siire internette bulunmalar1 ve ¢evrimicgi aligverise daha kolay
egilimleri dolayisiyla, yatkinliklar1 da o denli yiiksek; buna baglh olarak da ihtiyaglar1 daha diisiik
diizeydedir.
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Cevrimici aligveris tutarlar1 aylik 1.000 TL ve altinda olan tiiketicilerde algilanan hizmet
kolayliginin ¢evrimici kompulsif satin alma davranisina etkisi, diger gruplara gore daha disiiktiir.
Bu bulgunun yorum, s6z konusu grubun aligveris tutarinin ve muhtemelen frekanslarinin daha diisiik
olmasinin, s6z konusu kolaylik unsurlarina daha az ihtiya¢ duyuldugu seklinde olabilir. Nitekim
aligveris frekanslari diislik olan tiiketicilerde de s6z konusu etkiyi gosteren regresyon katsayisi, diger
gruplara gore diigiik ¢cikmuistir.

Algilanan faydanin ¢evrimig¢i kompulsif satin alma davranisina etkisinde de yas ilerledikce
etkinin arttig1 goriilmektedir. Dolayisiyla, yas ilerledikce, iirlin ¢esitliligi, fiyat ve satin alma
kolayliginin 6neminin de arttig1 sdylenebilir. Algilanan faydanin etkisinin de erkeklerde daha yiiksek
oldugu, erkeklerin algilanan fayda unsurlarina daha ¢ok énem verdikleri anlagilmaktadir. Algilanan
faydanin ¢evrimici kompulsif satin alma davranisina etkisinde ilkdgretim mezunlarinda daha diisiik
bir deger oldugu goriilmektedir. Muhtemelen bu sonug, séz konusu grubun cevrimigi aligverise
ilgisinin azhigindan kaynaklanmis olabilir. Cevrimici aligveris tutar1 1.000-5.000 TL olan
tiikketicilerde algilanan faydanin ¢evrimici kompulsif satin alma davranisina etkisi diger gruplara gore
daha diisiik olurken, aylik aligverig siklig1 1-5 arasinda olan tiiketicilerde etki, diger gruplara gore
daha ytiksektir.

6. Tartisma, Sonu¢ ve Oneriler

Internet kullanimimin yayginlasmasiyla birlikte cevrimigi aligveris gelismeye baslamistir. Bu
gelisim pandemi siireciyle hiz kazanmaya baslayan g¢evrimigi aligveris aliskanligi, beraberinde
markalar1 da bu yondeki degisime ayak uydurmaya itmistir. Markalar, teknolojik degisimlere ayak
uydurdukea tiiketicilerin ¢evrimici satin alma davranislarinda artis meydana gelmistir. Isletmelerin
de internet kullaniminin artmasi, ¢evrimici aligverise yoOnelerek yeni pazar bulmalar ve
genislemelerinde 6nemli firsat haline gelmistir. Cevrimici aligveris hem isletmeler hem de tiiketici
tercihleri acisindan farkliliklar ortaya koymustur.

Cevrimigi aligveriste algilanan hizmet kolayligi, tiiketici bakimindan internet sitesi ya da
uygulamalar iizerinden yapilan aligverislerde sitelerindeki hizmetlerin ne kadar kullanict dostu
oldugu, sundugu firsatlar, arama, segme ve ddeme acisindan uygunlugu olarak degerlenmektedir.
Isletmeler ise tiiketicilerin bu yondeki beklentilerine gére ¢evrimici algilanan kolaylig1 artirmak
amaciyla farkli imkanlar sunmaktadir. Bir web sitesi ya da uygulama i¢in ¢evrimigi algilanan hizmet
kolayliginin yiiksek olmasi, tiikketicilerin satin alma kararim giiglendirmektedir.

Tiiketiciler i¢in gevrimigi algilanan faydalar, beklentileri karsilama, zaman ve ¢aba tasarrufu,
farkl1 tirtin segenekleri ve farkli fiyat segenekleri gibi faktorleri igermektedir. Bu agidan bakildiginda,
istenilen bir tiriin ya da hizmet igin ¢ok sayida farkli segeneklerin bulunmasi, tiiketici agisindan fayda
saglamaktadir. Isletmelerin gevrimici aligverislerde iiriin/hizmet, fiyat, imkan vb. cesitlilik
yaratmalari, tiiketici agisindan fayda olarak algilanmakta ve satin almaya yonlendirmektedir.

Internet kullamminin artistyla beraber, ¢evrimigi kompulsif satin alma davranisi pazarlama
literatiiriine girerek kisinin ¢evrimici aligveris yaparken kontrolsiiz bir sekilde ve gereksiz yere sik
sik {irlin veya hizmet satin alma egilimi olarak tanimlanmistir. Bu davranis genellikle bireyin
duygusal, psikolojik veya sosyal ihtiyaglarini tatmin etmek igin aligveris yapma istegiyle iligkilidir.
Kisi satin alma davranigi gergeklestirirken ilk olarak olumlu duygular hissetse bile sonrasinda
olumsuz duygular hissetmektedir. Cevrimici aligveriste, algilanan hizmet kolayligi ve faydalar ile
cevrimici kompulsif satin alma davranisi arasindaki iliskiyi anlamak énemlidir.

Bu calismada, c¢evrimici algilanan hizmet kolayligi ve algilanan faydalarin g¢evrimigi
kompulsif satin alma davramsina etkisi incelenmistir. iki degiskenin de bu etkide rolleri oldugu
goriilmiistliir. Ayrica, c¢evrimici algilanan hizmet kolayligi ve algilanan fayda degiskenlerinin
demografik ozellikler (yas, cinsiyet, 6grenim diizeyi), aylik ¢evrimigi aligveris tutar1 ve aylik
cevrimigi aligveris siklig1 kontrol degiskenleriyle farklilik gosterdigi de saptanmustir.
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Algilanan hizmet kolayliginin ¢evrimig¢i kompulsif satin alma davranigina etkisi incelenmis
olup etki oldugu goriilmiistiir. Elde edilen sonuglara gore, bireyler ¢evrimigi aligveris esnasinda
algilanan hizmet kolayligina gore kompulsif satin alma gerceklestirmektedir. Gergeklestirilen
calismada, cevrimi¢i algilanan hizmet kolayliginin alt1 bilegeninin (arastirma ve degerleme, satin
alma sonrasi hizmet kolayligi, sahiplik kolayligi, 6deme islemleri kolayligi, iligski kolayligi, erisim
kolaylig1) de ¢evrimici kompulsif satin alma davranisim etkiledigi gézlemlenmistir. Bilesenlerden,
bu satin alma davramsma en cok etkisi bulunanm ‘‘iliski Kolayligi” oldugu saptanmistir.
Tiiketicilerin, iriin ya da hizmetlerin kisisellestirilmis olmasina ve kendilerine o6zel ilgi
gosterilmesine 6nem verdikleri goriilmektedir. Bu verilerden yola ¢ikarak, ¢cevrimigi saticilarin daha
cok kisisellestirilmis iirlin ya da hizmet sunmalari tiiketicilerin ¢evrimici algilanan hizmet kolayligini
arttirmakta ve satin alma niyetlerini biiylik 6l¢iide etkilemektedir. Lina ve digerleri’nin (2022)
arastirma bulgularina gore, arastirma ve erisim kolayliginin ¢evrimigi kompulsif satin alma
davraniginin agiklanmasinda anlamli bir katki sunmadigim gostermektedir (Lina vd., 2022, s. 09-10).
Bulgular bu calismayla celismekteyken; Duarte ve digerleri’nin (2018) ve Jebarajakirthy ve
Shankar’in (2021) ¢aligmalarinda ise, erisim kolayliginin ¢evrimi¢i kompulsif satin alma davranigini
aciklamada anlamli bir etkisi oldugu gézlemlenmektedir (Lina vd., 2022, s. 09-10). Bu sonuglar ise
arastirmanin bulgulariyla ortiismektedir.

Algilanan faydalarin ¢evrimici kompulsif satin alma davranisina etkisi incelendiginde, etki
oldugu saptanmistir. Saptanan bulgulara gore, ¢evrimi¢i faydalarin ii¢ bileseninin (lirlin ¢esitliligi,
fiyat, satin alma kolaylig1) de etkisi oldugu goriilmektedir. Bu etkiyi en fazla ‘‘Fiyat’’ bileseninin
olusturdugu goriilmektedir. Sonuglar dogrultusunda, kisilerin ¢evrimigi aligveris sirasinda fiyat
karsilastirma segenegi, vakit ve enerji harcanmasinin azaltilmasi gibi faktorler, tiikketicinin ¢evrimigi
algilanan fayda ve satin alma niyetini artirabilmektedir. Bu durumda, isletmelerin internet sitesi ya
da uygulamalarinda, fiyat dogrultusunda giincellemeler yapip kolaylik sunmalari, tiiketicileri satin
alma davranigina yonlendirebilmektedir. Larano ve digerleri’nin (2023) ¢alisma kapsaminda elde
edilen bulgular, ¢evrimi¢i aligverisin fiyat, satin alma kolayligi ve iriin ¢esitliligi acisindan
katilimcilar tarafindan giiclii bicimde faydali olarak degerlendirildigini gostermektedir (Larano vd.,
2023, s. 337). Sonuglar, bu ¢aligmayla ortiismektedir.

Caligma kapsaminda gergeklestirilen arastirmanin, Tiirkge literatiirde bu kavramsal
cercevede gerceklestirilen yayinlarin az olmasi ve s6z konusu amaca yonelik bir ¢alismanin
bulunmamasi gibi durumlarin, c¢alismanin 06zgiin degerine de Onemli katki saglayacagi
diisiiniilmektedir. Arastirma yalnizca Istanbul’da yasayan cevrimici alisveris yapan tiiketicileri
kapsamaktadir, farkli illerde aragtirmalarin yapilmasi sonuglarin daha kapsamli degerlenmesini
saglayacaktir. Bu gercevede gelecekte yapilacak calismalar, farkli illerde ve demografik olarak
farkliliklarin (meslek grubu, gelir vb.) bulundugu gruplarda yapilmasi karsilastirma yapilabilmesine
olanak saglayacaktir.

Arastirma sonuglari, uygulamacilara da 1sik tutacak bulgular1 ortaya koymustur. Mobil
cihazlarin hayatimizdaki yeri, bu cihazlarla gecirilen siire ve her gecen giin aligverisin artmasi,
markalarin da hedef kitlelerine ulagsmada hangi unsurlara 6nem vermeleri gerektigini ortaya
koymaktadir. Dolayisiyla gerek kendi internet sayfalarinda gerekse alisveris sitelerinde konumlanan
markalar, igerikler kadar algilanan hizmet kolaylig1 ve algilanan fayda unsurlarina da odaklanmals;
titketicilerin bu unsurlara yonelik tespitleri, algilar ile ilgili aragtirmalarini yaparak ihtiya¢ halinde
gerekli iyilestirme ve gelistirme ¢alismalarini yapmalar1 6nem tagimaktadir.

Sonug olarak, ¢evrimici algilanan hizmet kolaylig1 ve faydalarin ¢evrimi¢i kompulsif satin
alma davranis1 lizerindeki etkilerinin belirlenmesi, pazarlama stratejileri ve tiiketici davraniglarinin
anlagilmasi agisindan Onemlidir. Gelecekte yapilacak arastirmalar, pazarlama alaninin daha
derinlemesine anlagilmasii saglayacak demografik farkliliklari icerebilir. Gelecekte yapilacak
arastirmalarin, pazarlama alanina 6nemli katkilar saglayacagi diistintilmektedir.
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Burcu Tag - Cemal Yiikselen

CEVRIMICI ALISVERIS VE KOMPULSIF SATIN ALMA DAVRANISI ANKETi SORU

MADDELERI

Algilanan Hizmet Kolayhg:

Algilanan Faydalar

Cevrimici Kompulsif Satin Alma
Davramsi

Istedigim zaman aligveris yapabilirim.

Nerede olursam olayim iiriinleri siparis edebilirim.

Web sitesine her zaman erisilebilir.

Web sitesinde gezinmek kolaydi.

Web sitesi yararli bilgiler sagladi.

Satin alma kararimi vermek i¢in ihtiya¢ duydugum bilgileri almak
kolaydu.

Ayrmtilt iiriin 6zellikleri saglar.

Uriin bilgilerinde hem metin hem grafik kullanilr.

Farkl1 Girlinleri belirlemek i¢in yeterli bilgi var.

Esnek 6deme yontemleri var.

Satin alma islemim kolayca tamamlandi.

Satin alma siirecini tamamlamak uzun zaman almadi.

Cevrimici perakendeci bana kisisel ilgi gdsterdi.

Web sitesinde miigteri sorular1 ve yorumlar i¢in bir mesaj alan1 vardi.
Siparis verdikten sonra e-posta veya diger medya yoluyla kisisel bir
““tesekkiir ederim’’ notu aldim.

Tam olarak istedigimi aldim.

Siparigim zamaninda teslim edildi.

Siparis ettigim tiim {irlinleri aldim.

Perakendeciyle iade ve degisim islemlerini halletmek kolaydi.

X, tiriin degisimiyle ilgilenir ve hemen geri doner.

Satici, satin alma sonrasinda yasadigim sorunlari hizli bir bigimde
cozer.

Cevrimigi satin aldigum tiriinlerin maliyeti makul ve imkanlarim
dahilinde.

Cevrimigci aligveris 6zel firsatlar, hediyeler ve indirimler sunar.
Cevrimigi satin alma, rekabetci fiyatlar ve daha diisiik fiyatlar sunar.
Cevrimigi aligveris yaptigimda paradan tasarruf edebilirim.

Cevrimigi bir seyler satin aliyorum ¢iinkii bunu istedigim zaman
yapabiliyorum.

Cevrimigi aligveris yaptyorum ¢iinkii bunu yapmak i¢in evimden
¢tkmam gerekmiyor.

Enerjimi magazalara gitmekten koruyabiliyorum.

Evde 6zel olarak aligveris yapabilirim.

Cevrimigi aligverisi tercih ediyorum ¢iinki her kategoride daha genis bir
iiriin yelpazesi var.

Cevrimigi satin alirken daha genis iiriin yelpazesi mevcuttur.

Cevrimici magazalar birgok marka ve perakendeciye erisim saglar.
Cevrimigi aligveris yaparken ¢ok gesitli seyler arasindan se¢im
yapabilirim.

Cevrimig¢i aligveris platformuna girer girmez, gidip bir seyler satin alma
konusunda kars1 konulamaz bir istek duyarim.

Cogu zaman acgiklanamayan istek, ani ve spontane bir sekilde gidip
¢evrimigi bir seyler satin alma istegi duyarim.

Cevrimigci satin alma davranisimda siklikla diirtiisel davranirim.
Aligveris benim igin giinliik hayatin stresiyle yiizlesmenin ve
rahatlamanin bir yolu.

Bazen i¢imdeki bir seyin beni ¢evrimici aligveris yapmaya ittigini
hissederim.

Cevrimigi ihtiyacim olmayan veya kullanmayacagim seyleri satin alirim.
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Cevrimigci asirtya kacarak satin almaya devam ediyorum.

Satin alma ¢ilginlig1 yaptigimda kendimi *“yiiksek’” hissediyorum.
Zamanim ya da param olmadiginda bile ¢evrimigi aligveris yapma ve
harcama yapma istegi duyarim.

www.turkishstudies.net/economy



2808 Burcu Tag - Cemal Yiikselen
ETHICAL DECLARATIONS

Research and Publication Ethics
The author(s) declare that this manuscript is an original work prepared in accordance with
the principles of scientific research and publication ethics. The manuscript has not been
previously published and is not currently under consideration for publication elsewhere.
All sources used in the preparation of this study have been properly cited and referenced.
The author(s) confirm that the work contains no plagiarism, fabrication, falsification, or
manipulation of data. The research findings are presented honestly and transparently in
accordance with the principles of academic integrity.

Author Contributions
All authors have significantly contributed to the conception, design, analysis, and preparation
of the manuscript. All authors have read and approved the final version of the manuscript
and agree to its submission and publication.

Conflict of Interest
The author(s) declare that there is no conflict of interest regarding the publication of this
manuscript.

Funding
This research did not receive any specific grant, financial support, or funding from any
public, commercial, or non-profit funding agencies.

Artificial Intelligence (AI) Usage Disclosure
During the preparation of this manuscript, artificial intelligence tools may have been used
solely for limited purposes such as language editing, translation assistance, and stylistic
improvement. Any Al-assisted translations or language corrections were carefully reviewed
and verified by the author(s). Artificial intelligence tools were not used to generate the core
scientific content, research design, analysis, or scholarly conclusions. All academic
responsibility for the content of the manuscript rests entirely with the author(s).

Copyright and Permissions
The author(s) confirm that all necessary permissions for copyrighted materials have been
obtained where required and that the manuscript does not violate any intellectual property
rights.

Author Approval
All authors confirm that they have read and approved the final version of the manuscript and
consent to its submission and publication.

ETIK BEYANLAR
Arastirma ve Yayin Etigi
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