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Ozet

Tuketici satin alma surecinde, yaptidi satin almaya yonelik bir kayg! yasayabilir. Tuketicide satin alma
sirasinda ya da sonrasinda olusan “kararinin dogru olup olmadigi” endisesinin dogru araglar kullanilarak
azaltilmasi gerekmektedir. Karar verme surecinin tim asamalarinda gortlebilen bilissel geliski, tiketicilerin
secgimlerini, degerlendirmelerini ve davraniglarini etkileyebilmektedir. Bilissel geligkinin tlketici davranisi
alanyazininda kapsamh c¢alisiimasina karsin, online satin alma gercgeklestiren tuketiciler Uzerindeki
etkilerine yonelik calismalarin yetersiz oldugu gérilmektedir. Bu bosluktan yola ¢ikarak, bu ¢alismada web
sitesi kalitesi, algilanan risk, glven, bilissel geliski ve satin alma sonrasi davraniglar arasindaki iliskiler
incelenmistir. 210 online mugsteriden elde edilen verilerin analizine gore bilissel ¢eligki tiketicilerin kararlarini
etkilemektedir. Yapisal esitlik modelinden (YEM) elde edilen sonuglar, iyi tasarlanmis web sitesinin bilissel
celigkiyi azaltici bir etkiye sahip oldugunu ve dolayisiyla yeniden kullanim niyetini etkiledigini
gostermektedir. Calismada uygulamaya donuk katkilar agiklanmistir.
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Web Site Quality, Risk and Trust: The Effects of Cognitive Dissonance on Post
Purchase Behaviors

Abstract

Consumers may concern about their purchase decisions in terms of whether they have made the right
decision and this may eventually lead to cognitive dissonance. The dissonance, which may emerge at any
stage of the decision process, needs to be managed since it alters consumers’ choices, evaluations and
behaviors. While extensively studied in generic consumer behavior literature, dissonance and its likely
effects on consumers purchasing online have been rarely scrutinized. Departing from the existing gap, this
study looks into the interrelationship among website quality, perceived risk, trust, cognitive dissonance and
post purchase behaviors. Analyses of the data, gathered from 210 online customers indicate that cognitive
dissonance influences consumers’ decisions but it is manageable. The results of the structural equation
modeling (SEM) demonstrate that carefully designed website dimensions have a reductive effect on
cognitive dissonance, which in turn influences reusage intentions. Managerial implications are discussed.
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