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(Arastirma)

THE EFFECT OF DYNAMIC PRICING ON CONSUMER PURCHASE
INTENTION: A STUDY USING THE THEORY OF PLANNED
BEHAVIOR!

Altug OCAK?
ABSTRACT

The current research investigates dynamic pricing (DP) or real-time price change depending on
demand and supply and its influence on consumers' purchase intention under the Theory of
Planned Behavior (TPB). Employing an online survey of 428 consumers and Structural
Equation Modeling, this research reveals that attitude towards DP, subjective norms and
perceived behavioral control (PBC) all have significant and positive influences on purchase
intention. Attitude plays the strongest role, followed by PBC and subjective norms. Mediation
analyses show that PBC in part mediates the attitude-intention relationship and subjective
norms in part mediate the PBC-intention relationship. Also, subjective norms amplify the
positive influence of attitudes on intention. T-tests further suggest that purchase intention varies
significantly according to age and the frequency of online shopping but not according to gender,
educational level or income. These conclusions employ TPB in a modern price context and
identify fairness perception, consumer empowerment and social validation as the most
influential factors behind DP adoption. The research provides actionable advice for firms to
develop straightforward and transparent pricing solutions that give customers confidence and
stimulate take-up.

Keywords: Dynamic pricing, Consumer behavior, Purchase intention, Theory of Planned
Behavior, Perceived behavioral control
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DINAMIK FIYATLANDIRMANIN TUKETICi SATIN ALMA
NIYETINE ETKISi: PLANLI DAVRANIS TEORISINI KULLANAN BiR
ARASTIRMA

0z

Bu arastirma, dinamik fiyatlandirma (DP) veya talep ve arza bagh gercek zamanli fiyat
degisikligini ve bunun Planli Davranig Teorisi (TPB) kapsaminda tiiketicilerin satin alma
niyetleri tizerindeki etkisini incelemektedir. 428 tiiketicinin katildig1 ¢evrimigi anket ve Yapisal
Esitlik Modellemesi kullanilarak yapilan bu arastirma, DP'ye yonelik tutum, 6znel normlar ve
algilanan davranis kontroliiniin (PBC) satin alma niyeti tizerinde 6nemli ve olumlu etkileri
oldugunu ortaya koymaktadir. Tutum en gii¢lii rolii oynarken, onu PBC ve 6znel normlar
izlemektedir. Aracilik analizleri, PBC'nin kismen tutum-niyet iligkisine, 6znel normlarin ise
kismen PBC-niyet iliskisine aracilik ettigini gdstermektedir. Ayrica, 6znel normlar tutumlarin
niyet iizerindeki olumlu etkisini giiclendirmektedir. T-testleri, satin alma niyetinin yas ve
cevrimici aligveris sikligina gére 6nemli dlclide degistigini, ancak cinsiyet, egitim diizeyi veya
gelire gore degismedigini gostermektedir. Bu sonuglar, TPB'yi giiniimiiziin fiyatlandirma
anlayisina uyarlamakta ve adalet algisi, tiiketici gliclendirme ve sosyal onaylamayir DP'nin
benimsenmesinde en etkili faktorler olarak belirlemektedir. Arastirma, firmalara miisterilere
giliven veren ve benimsenmeyi tesvik eden basit ve seffaf fiyatlandirma ¢oztimleri gelistirmeleri
icin uygulanabilir tavsiyeler sunmaktadir.

Anahtar Kelimeler: Dinamik fiyatlandirma, Tiiketici davranigi, Satin alma niyeti, Planl
Davranis Teorisi, Algilanan davranis kontrolii
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1. Introduction

In the algorithmic malls of the contemporary era, where algorithms control much of what we
view and what we spend, DP has become a phenomenon to contend with in reshaping how
consumers attribute value and shop. While DP has existed for centuries in the form of a revenue-
maximizing possibility for companies (Kimes, 2002), scholarly research on consumer attitudes
and psychological reactions to DP remains comparatively underdeveloped. In the last twenty
years, the research has moved from early interests in fairness (Xia et al., 2004) to studies of
how digital channels and personalized pricing influence consumer trust and engagement
(Rohani & Nazari, 2012; Kopalle et al., 2023). More recent research has also started to explore
the implications of DP in culturally different markets like Turkey, where moral issues and price
customization influence consumer attitudes (Aydan & Atilgan, 2024).

Much of the studies on DP have been efficiency-driven at the operational level, with a particular
focus on how companies apply DP in optimizing profit with yield management and real-time
demand planning (Kimes, 2002; Elmaghraby & Keskinocak, 2003; Neubert, 2022). But that
focus has left a huge research gap in understanding the customer side of the equation: How do
consumers actually perceive and react to these ever-changing prices? This research attempts to
fill that void by applying the TPB of Ajzen (1991), which is a highly validated psychological
theory that describes the influence of attitudes, SN and perceived behavior control on people's
intentions and choice. Through doing so, it not only extends the TPB model into a pricing arena
but also offers a more human-oriented perspective on viewing consumer acceptance in today's
real-time, volatile pricing conditions.

DP, in turn, exists as a result of responsiveness to markets. It makes businesses capable of
flexibly changing prices according to variation in demand, competition, buyer behavior and
other sources independent of the business (Kimes, 2002; Rohani & Nazari, 2012). As much as
responsiveness is a corporate advantage, with it comes the unknown for the customer. As noted
by Elmaghraby and Keskinocak (2003), such uncertainty can be used to challenge consumer
trust and provoke resistance in case the changes in prices are viewed as irregular or unjust.

The study of DP within the TPB framework is theoretically feasible given that decisions to buy
in volatile settings are planned and reflective. DP generates uncertainty and volatility in the
consumer choice process such that individuals need to evaluate not only the acceptability of
prices being fair but also the social acceptability and perceived control of coping with such
models of price. TPB, developed by Ajzen (1991), is particularly relevant here because it
recognizes these psychological determinants, attitudes, SN and PBC, which collectively shape
consumers' intentional behavior. In cases where prices are dynamic and not fixed, reactions
from the consumers are not spontaneous but are mediated by their perception, evaluation and
beliefs in managing the pricing system. For DP's case, the most significant components of TPB,
attitudes towards different prices, the influence of social groups and peers (subjective norms)
and the perception of being able to deal with such pricing systems (perceived behavioral
control), are all significant determinants of whether a consumer will actually buy or not (Haws
et al., 2012).
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Though TPB is used in a lot of consumer behavior explanations (Armitage & Conner, 2001;
George, 2004), empirical implementations based on this model for DP environments are not
common despite the model being theoretically appropriate for price-based perceptions studies.
The present study aims to fill in the gap by investigating how attitudes, SN and perceived
behavior control mediate the relationship between DP and consumers' PI. The assumption is
that by understanding these more profound psychological processes, marketers can develop
pricing strategies that not only generate revenue but also correspond with consumer
expectations and standards of fairness and transparency (Homburg et al., 2005).

While DP has benefited companies with an objective to maximize revenues through responsive
pricing tactics, its psychological effects on buyers are still understudied. There is an increasing
demand for psychological and behavioral insights into how and why buyers develop attitudes
and intentions towards DP in digital and tailored settings (Kopalle et al., 2023; Weisstein et al.,
2013). While TPB has been used widely in consumer choice in most fields (Ajzen, 1991), the
same does not apply to DP. This study attempts to close the gap by conducting a theory-based
analysis of consumer intention under DP scenarios.

While dynamic pricing is more entrenched in internet markets, the psychological basis of the
consumer response is ill theorized. Placing the current study at the crossroads of behavioral
pricing and TPB presents a unique solution for examining consumer response to unstable,
algorithmic price environments. Not only does this extension bring TPB to new ground, but it
also advances the agenda of behavioral pricing by exploring the social and cognitive
motivations of purchase intent, a domain that has received relatively little empirical
investigation to date (Ajzen, 1991; Kopalle et al., 2023).

Previous research highlights that fairness perceptions among consumers play a large role in
influencing consumer response to variable pricing strategies. For instance, Xia et al. (2004)
presented a conceptual model explaining how consumers perceive price fairness from reference
prices, perceived intent and control of outcome, factors that are also deemed relevant in the case
of DP. On the other hand, if consumers are made to believe they are well-informed and in
control, if they also believe the price fluctuations to be legitimate and predictable, they will
much rather accept and even welcome DP (Kahneman et al., 1986).

With today's increasingly personalized and technology-based pricing environments, DP has
also become a necessary methodology across industries, from e-commerce, travel and
entertainment. However, while algorithmic pricing models have become widespread,
consumers' psychological responses to DP are not clearly understood, particularly with regard
to the influence of attitudes, social norms and perceived control in shaping behavioral
intentions. While existing research (Ferguson & Ellen, 2013; Neubert, 2022) has addressed
fairness perceptions and price acceptability, few studies have employed an extensive behavioral
framework to explain why consumers accept or reject DP strategies.

This study addresses this gap by integrating the TPB (Ajzen, 1991) into consumer responses to
DP. In so doing, it contributes to behavioral pricing studies in three significant ways:
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1) Ituses TPB in a new pricing context.

2) It examines the mediating and the moderating processes between attitudes and
intentions towards altering prices empirically; and

3) It provides practical guidance to marketers on how to design DP strategies ethically
according to consumer views and control expectations.

As digital pricing is evolving at a rapid rate and can ruin customer trust if done improperly, this
study makes a current theoretical contribution by adapting an existing model (TPB) to explain
consumer decision-making in dynamic, personalized environments. This bridges the gap
between traditional consumer theory and contemporary data- and automation-driven pricing
strategies.

2. Theoretical Framework

In the last two decades, DP has attracted growing attention from researchers in the fields of
marketing and consumer behavior. Initial work identified issues regarding fairness and price
ethics (Kimes, 2002; Xia et al., 2004), while more recent research broadened these debates to
encompass technological adjustment and clarity in e-commerce environments (Rohani &
Nazari, 2012). Most recently, there has been a focus on algorithmic pricing and tailored price
offers, producing a new range of issues regarding trust and perceived control (Kopalle et al.,
2023). Recent research, in particular in developing markets like Turkey, has highlighted how
price discrimination at the individual level and data collection influence consumers' perceptions
(Aydan & Atilgan, 2024).

In addition to this developing literature, no theoretical model of why and how consumers will
accept or reject DP exists. This implies the value of applying psychological theories like the
TPB (Ajzen, 1991), which provides a formal framework for analyzing consumer intentions
based on attitudes, subjective norms and perceived behavior control.

Even with the intensifying appropriateness, however, relatively few insights into consumers'
experience of and reaction to DP still remain elusive to psychologists. As noted, authors like
Kimes (2002) and Weisstein et al. (2013) already researched fairness feelings instigated by
varying prices; the field as such seems yet again very inhomogeneous, practically mainly
focusing on company-level optimality or, in cases applicable specifically within a respective
industry setting.

A key failing is a shortage of a consensus behavior theory explaining why and in what
conditions consumers do or don't accept and accommodate DP. This deficiency underlines the
need to integrate well-established psychological theories, such as the TPB (Ajzen, 1991), which
offers a structured view from which to consider consumer reactions in terms of three key
dimensions: attitudes, social influence (subjective norms) and PBC. In this context, the present
research aims to develop a conceptual connection between behavioral theory and price
literature, building an integrated and psychology-based knowledge on DP acceptance.

2.1. Dynamic Pricing and Consumer Attitudes

DP, an actual DP strategy that is sensitive to market factors of supply and demand, has today
become common across various industries such as retail, tourism and entertainment. While DP
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gives businesses the benefit of peak revenue, the DP strategy poses severe concerns regarding
customer expectations, particularly the areas of fairness and trustworthiness (Banerjee et al.,
2025; Milman & Tasci, 2023; Haws & Bearden, 2006; Kramer et al., 2016).

In recent research, increasing interest has been observed in the way consumers react to and
understand DP practices, especially in the digital and personalized domains (Teodorescu et al.,
2023; Kopalle et al., 2023). Although original works were mainly concerned with fairness
beliefs (Xia et al., 2004; Haws & Bearden, 2006), later research has broadened the framework
to encompass algorithmic transparency, trust and affect (Thompson & Wilson, 2024; Liu &
Sun, 2025).

Additionally, the role of personalization in DP has instilled fear about ethical boundaries and
consumer control, especially with Al-based systems engaging in price discrimination at the
micro level (Kannan & Li, 2017). By situating this research within the nexus of both the
behavioral pricing and planned behavior literatures, the current study pushes an
underresearched but critically relevant emerging interface within the data-driven marketing age.
Other studies, such as Banerjee et al. (2025), mention that trust and transparency in algorithms
play crucial roles in shaping beliefs toward dynamic price systems. Such constructs, though,
are only minimally subject to empirical support from a theoretically based framework such as
TPB, particularly when they pertain to online shopping scenarios.

Consumer attitudes (CA) have been researched extensively towards DP, which has reflected
mixed beliefs along the lines of fairness, transparency and history (Kahneman et al., 1986;
Weisstein et al., 2013). Research by Xia et al. (2004) concluded that perceived fairness has a
strong impact on attitudes, which, in turn, directly affect PI. Besides, consumers would respond
positively towards DP if they perceive it to be a response to actual market conditions rather
than a seller strategy to make extra profits (Haws et al., 2012).

Research indicates that consumers perceive DP as unfair when they are unfamiliar with the
mechanism of prices and price fluctuations that appear random. Haws and Bearden (2006)
found that DP practices have the ability to create unfairness perceptions among consumers,
which can potentially negate the advantage for buyers and sellers. Similarly, Arokoski (2023)
observed that consumer fairness perceptions serve a critical role in influencing purchase
decisions in the context of dynamic ticket pricing.

Personalized dynamic pricing (PDP), which dynamically varies prices to individual consumers
based on their behavior and characteristics, makes CA all the more complex. Though PDP can
help enhance perceived value through offering customization, it also raises privacy concerns. It
has been noted by researchers that customers will react negatively to a situation where their
personal data is perceived to be employed for exploitative ends, leading to adverse views of the
pricing mechanism and the company employing it (Kannan & Li, 2017). Where the customers
perceive DP as a value-for-money idea in terms of lower off-season prices or very inexpensive
last-minute prices, they will be persuaded favorably and trigger buy intentions to be higher. As
stated by Hinterhuber and Liozu (2012), price measures, which seem to the customers to offer
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additional economic value, lead to better buying intentions and are an application of the
utilitarian concept of buying habits of customers.

The perception of the fairness of DP by oneself also exerts a powerful influence on CA, as well
as future PI. Xia et al. (2004) suggest that so long as price changes are understood to be
equitable and transparent, consumers will respond positively. Such fairness perception can
develop from an awareness of supply and demand forces or sensing consistency in price
movements. PDP or DP using individual-level information to tailor price offers to specific
individuals may have the potential to make consumers feel better if perceived as offering value
or convenience. PDP can enable a feeling of personal relevance that leads to positive attitudes
and greater PI (Arora et al., 2008). However, this method is a double-edged sword; though
personalization may result in greater perceived value, it can also result in fairness perceptions
and exploitation issues where information is not made clear (Aydan & Atilgan, 2023; Kannan
& Li, 2017). Therefore, the effectiveness of PDP in producing positive attitudes among
consumers depends significantly on how such practices are described and justified to the
consumer.

2.2. Consumer Segmentation and Attitude

Effective DP strategies are likely to rely on customer segmentation based on their purchasing
behaviors and price sensitivities. Meng et al. (2023) proposed an adaptive clustering-based
customer segmentation model to categorize customers into several groups to differentiate usage
patterns. It allows companies to tailor pricing strategies to distinct customer groups in order to
capture the highest possible revenue while meeting customer satisfaction. Amongst durable
goods, Wang et al. (2025) developed a DP model that responds to real-time market conditions
and shopper responses. The model mitigates the interactive tendency of deal-prone buyers
against loyal ones by providing a very simple procedure for balancing the latter. Research
indicates that consumer segments are also diverse in their perceptions regarding DP. For
instance, young and tech-savvy consumers are more willing to accept DP since they are
accustomed to and tolerant of dynamic online prices (Bigne et al., 2021). Business companies
can effectively implement their DP strategies by taking these demographic differences into
account.

Empirical data support a positive attitude and increased purchase intention when DP is
implemented. Priester et al. (2020) examined consumers' reactions to airline DP models and
found that a positive attitude towards variable pricing would make them significantly more
likely to purchase, especially if they perceive that the pricing model is transparent and equitable.
Positive attitude-DP purchase intention relationship is well-supported by sound theoretical
rationales and empirical research. The work of Xia et al. (2004) and Haws and Bearden (2006)
indicates that perceived fairness, being a major driver of attitudes, significantly influences
consumers' willingness to make purchases in DP contexts. Besides, empirical research findings
by Priester et al. (2020) and Thompson & Wilson (2024) indicate that consumers who evaluate
DP positively, particularly transparency and value, are more likely to exhibit high PIL
Practitioners of DP and firms applying DP strategies should therefore focus on creating
consumer fairness, value and personalization perceptions to develop positive attitudes and
consequently PI.



574  The Effect of Dynamic Pricing on Consumer Purchase Intention: A Study Using the Theory of
Planned Behavior

Subsequent consumer attitudes toward DP, whether they find it to be fair, transparent or
manipulative, play the controlling role in whether or not they are going to participate in such
transactions. Previous research has established that positive attitudes dramatically enhance the
probability of purchasing intentions in dynamic and algorithmic pricing situations (Xia et al.,
2004; Kopalle et al., 2023).

H1: Positive attitudes towards dynamic pricing are positively associated with higher purchase
intentions.

2.3. Subjective Norms and Social Influences

The social influence (SI) or the SN, on consumer reactions to DP approaches has been identified
as a significant factor in shaping behavioral intentions (Armitage & Conner, 2001). Empirical
evidence has shown that individuals are influenced by their social circles, including friends and
family, when passing judgment on the acceptability of price approaches (Hou et al., 2024).
Social media further becomes a crucial channel for shaping such norms by providing ways of
sharing consumer experience and comments (Rohani & Nazari, 2012). In the TPB, there is
social pressure to perform or not perform a given behavior. For DP, if consumers perceive that
others they care about (e.g., family, friends, peers) support purchasing under DP. Ajzen (1991)
explains that the motivational value of these SN can have significant impacts on one's
behavioral intentions.

The role played by SI in consumer purchasing behavior is considerable. When people observe
others doing a behavior, for instance, making use of DP deals, they are likely to believe that the
behavior is helpful and acceptable and therefore more likely to do it. Bagozzi and Yi (1988)
discuss how motivation to comply with significant others can shape decisions and behavior in
economic contexts, such as purchasing. SN in the digital era are dominated by online forums
and social media upon which people share their opinions and experiences concerning price
strategies. Online reviews and testimonials carry a substantial impact on CA and behaviors.
Cheung and Thadani (2012) confirmed that online social interactions have a strong impact on
CB, thus reinforcing the influence of SN in online markets.

Empirical evidence supports the position of SN in purchase intention. A study by Thompson &
Wilson (2024) on consumer response to online DP established that the perceived high
endorsement by peers of the use of such price mechanisms had a more significant effect in
inducing purchase intention among consumers. This effect tended to be larger in environments
where consumers were uncertain and relied on advice from others. Overall, the impact of SN
on DP buying intentions is theoretically and empirically justified. Therefore, marketers can
leverage this to encourage positive social proof through endorsement and influencer
partnerships to foster increased social acceptability and perceived value of DP. This strategy
can significantly induce consumer engagement and buying intentions in markets where DP is
prevalent.

Subjective norms or perceived social pressure to perform or not perform a behavior (Ajzen,
1991), may affect consumer choice, particularly under uncertain pricing. Consumer choice
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relies on applying social information from friends, influencers or social communities on social
media when determining whether to accept or reject DP (Cheung & Thadani, 2012).

H2: Greater perceived subjective norms are positively associated with higher purchase
intentions.

2.4. Perceived Behavioral Control

PBC is an index of a belief one holds about how easy or difficult it is to perform a behavior and
has been found to be causally linked with the intention to undertake such a behavior (Ajzen,
1991). For DP, perceived control may be a product of consumers' awareness of price
mechanisms and being able to access price information (Kimes, 2002). Greater transparency in
price mechanisms is likely to increase perceived control and therefore positively influence PI
(Elmaghraby & Keskinocak, 2003). Customers who believe that they have a high level of
control over the buying decisions in a DP setting are likely to have positive buying intentions.
This control can be derived from their knowledge of the market, information on price trends or
the availability of tools that forecast price trends. Voss et al. (2003) discuss how empowering
consumers by enhancing their perceived control can significantly impact their purchasing
behaviors, making them more proactive and engaged.

Technological development is a key driver of enhancing PBC among consumers. Mobile apps
and online tools that provide real-time price data and predictions empower consumers by giving
them the means to make decisions. Technological empowerment is linked with higher consumer
confidence in DP management, which further results in higher PI. Parasuraman (2000)
highlights how technology can alter consumer perceptions of control and influence their
behavior accordingly.

Empirical research has shown that PBC positively influences PI in DP settings. For instance,
Tam & Ho (2006) conducted an experiment in the airline sector, where DP is prevalent and
showed that customers who perceived they had greater control over the ticket purchasing
process were more likely to finalize their purchases. The findings highlight the importance of
perceived control in consumer choice-making in variable pricing systems. The theory and
evidence strongly affirm the connection between higher PBC and higher PI in DP scenarios.
Firms can enhance CPI by simplifying their pricing tools, providing clearer price information
and informing consumers about pricing behavior. These actions not only empower consumers
but also establish a more engaging and credible relationship between consumers and the brand.

Perceived behavioral control (PBC) reflects consumers' confidence in their ability to manage
and respond to DP environments. When consumers feel informed and empowered, such as
through price tracking tools or market literacy, they are more likely to follow through with
purchasing (Voss et al., 2003; Parasuraman, 2000).

H3: Higher perceived behavioral control in the context of DP is positively associated with
higher purchase intentions.
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2.5. Theory of Planned Behavior In Dynamic Pricing Contexts

Including TPB in the model of DP provides a structured analysis of the effects of attitudes, SN
and PBC on CPI in general. The model has proven to be efficacious in various applications,
e.g., adoption of technology and health behaviors and is equally effective in the explanation of
economic behaviors like consumer responses to price strategies (Taylor & Todd, 1995; George,
2004). TPB is an enduring psychological model that postdicts intentional behavior, based on
three salient factors: attitudes, SN and PBC. TPB was developed by Icek Ajzen (1991) and is
useful in describing how individuals arrive at the decisions they make, particularly in volatile
and dynamic contexts such as those of DP.

In the context of DP, in which prices vary in response to demand, inventory levels, etc., TPB
presents a theoretically coherent vehicle for the explanation of consumer behavior. This is
because DP comes along with notions of fairness, uncertainty and control that easily translate
into the three elements of TPB: attitudes, SN and PBC (Ajzen, 1991). They learn attitudes from
perceptions of value and fairness (Xia et al., 2004); are influenced by personal norms such as
peer activity and internet testimonials (Cheung & Thadani, 2012); and judge their felt control
in maintaining price variation by what they can learn about the situation and use (Parasuraman,
2000; Voss et al., 2003). Since DP is often algorithmic and transparent, it creates a complex
decision environment in which behavioral intention is not purely rational but mediated by
perceptions, trust and perceived efficacy, all of which TPB has at its disposal. TPB is therefore
theoretically well-placed to account for how customers respond to unstable prices in dynamic,
digital markets (Taylor & Todd, 1995; George, 2004).

SN consists of the social pressure to buy or not to buy at dynamic prices perceived by one. If
important others like family members, friends or popular social media influencers support or
oppose DP, then this has a powerful effect on a person's purchase behavior (Pena-Garcia et al.,
2020; Findlay & Sparks, 2008). Thompson & Wilson (2024) emphasized the effect of SI on
consumer reactions to DP online.

This element reflects the ease or difficulty a consumer believes they will experience in handling
DP. Greater control, based on experience with the procedures of DP or having technology that
simplifies decision-making, can strengthen PI (Amanda & Marsasi, 2024; Li et al., 2018). Voss
et al. (2003) discuss how perceived control may influence CB in various pricing situations.

In DP systems, PBC is created by the consumers' capability to understand and react to
fluctuating price mechanisms. For Ajzen (1991), PBC is the perceived ease or difficulty with
which one can execute a behavior and this is suitable for the information and decision-making
needs of DP systems. When consumers are equipped with instruments (e.g., price monitors,
notifications) or online literacy enabling them to anticipate and cope with price volatility, their
sense of control over purchasing is enhanced, hence enhancing their behavioral intentions
(Parasuraman, 2000; Voss et al., 2003). Thus, DP settings naturally test consumers' sense of
control and PBC emerges as a prime force behind consumer responses.
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Based on Taylor & Todd (1995), PBC not only has a direct impact on behavioral intentions but
also mediates the effect of attitudes by enhancing an individual's confidence and perceived
ability to act in accordance with their favorable appraisals. In DP contexts, even if consumers
hold favorable attitudes, their purchase intention itself is contingent upon whether they believe
they can handle price volatility well. This suggests a partial mediation effect of PBC between
attitudes and PI. SN would serve as an intervening process if PBC has an impact on consumers'
motivation to act in a socially accepted way. Armitage and Conner (2001) believe that norm
pressures would be able to translate internal efficacy (PBC) into socially accepted behavior. In
DP, even in states of control among consumers, their intention to purchase can be strengthened
or weakened by how much their social group endorses DP. This accounts for SN as a mediator
between PBC and intention.

Not only do attitudes directly affect intentions, but they can also serve to increase perceived
behavior control by increasing consumer capability and confidence. Parasurman (2000)
proposes that positive attitudes have the power to make people believe that they can indeed do
it and hence are more likely to carry out behavior.

HA4: Perceived behavioral control mediates the relationship between attitudes towards dynamic
pricing and purchase intentions.

Social norms may also act as a channel through which consumers convert their perceived
control into action. Armitage and Conner (2001) argue that if people perceive social support,
their internal sense of control will more likely lead to actual behavioral intentions.

H5: Subjective norms mediate the relationship between perceived behavioral control and
purchase intentions.

Earlier studies have shown that the strength of the association between attitudes and intention
to act can vary according to social context. Eagly and Chaiken (1993) propose that personal
opinions are more likely to be obeyed than disobeyed when there exists perceived strong social
approval or group endorsement. For DP, this implies positive subjective norms have the
potential to reinforce positive attitudes for purchase intention among customers.

H6: The effect of attitudes on purchase intentions is moderated by subjective norms, such that
the effect is stronger when subjective norms are more favorable. The interaction between
attitudes and subjective norms can amplify the effect on purchase intentions.

2.6. Empirical Studies On Dynamic Pricing And Consumer Behavior

Empirical studies of DP have focused on some sectors, such as airlines and hospitality, but have
remained comparatively underexplored in newer e-commerce situations. Such studies as those
by Thompson & Wilson (2024) started filling the gap by examining how different consumer
groups react to Internet variable prices. Such studies stress the importance of considering
demographic and psychographic variables in the case of DP strategy (Anderson & Simester,
2003). Empirical research on DP has extensively examined the impact of price volatility on CB.
Empirical research is helpful in explaining CA, PI and satisfaction in response to DP strategies.
This section provides an overview of significant findings from empirical research in this field,
highlighting the complexity of CB in various DP scenarios.
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Among the first studies of consumer reactions to DP was conducted by Garbarino and Lee
(2003), focusing on consumer trust in online retailing. They found that DP, if seen as
personalized and favorable, would enhance consumer trust and loyalty but, as perceived as
unfair or manipulative, would induce negative reactions and decrease purchasing intentions.
Perceived fairness is the ultimate determinant of DP acceptance by customers. Xia et al. (2004)
provided a comprehensive model on price fairness perceptions, demonstrating that customers
are more likely to accept DP when they believe the mechanisms for pricing are fair and rational.
Studies by them indicated that fairness perceptions are potent in influencing PI and satisfaction.
Technology's contribution to shaping DP consumer attitudes has been another empirical study
area. Parasuraman (2000) examined how technology advancements, such as mobile apps and
real-time price comparison capabilities, aid consumer feelings of control. Such technologies
can mitigate unfavorable attitudes and increase PI through greater transparency and consumer
ability to possess greater levels of information.

Experiments conducted by Voss et al. (2003) indicated the importance of PBC in DP situations.
As revealed by their results, customers who are empowered in making their purchase decisions
will react favorably towards DP. Control may be facilitated by simple interfaces and transparent
price algorithms. The impact of SI on CB within DP has been studied by Thompson & Wilson
(2024). Their study found that peer behavior and social norms are key factors in shaping the
manner in which consumers perceive and respond to DP. Positive social proof and peer
agreement can enhance acceptance and amplify purchasing intentions. Empirical research
provides strong support that CB to DP is influenced by fairness perceptions, perceived control,
technological empowerment and SI. Understanding these factors is critical for firms aiming to
implement effective DP strategies. By applying these findings, firms can better match their
pricing actions with customer expectations, enhancing satisfaction and PI.

3. Methodology
3.1. Participants

The population of interest was adult online consumers who purchase online and potentially are
exposed to DP strategies, particularly on e-commerce websites. Participants were those who
resided in [Turkey/urban areas/any given area] and had previous experience purchasing online
products or services. The 428 sample size was gathered via convenience sampling through
online survey channels (e.g., social media, mailing lists). While this non-probability design
limited the generalizability of findings, the sample was heterogeneous in terms of age, gender
and education, thereby constituting a sound premise for exploratory analysis. The minimum
sample size requirement for SEM was also met, as recommended by Hair et al. (2010), with a
minimum of 10—15 cases for each estimated parameter.

3.2. Survey Design

The design of the survey is critical to collecting valid and reliable data within a study examining
DP's impact on CPI through the lens of the TPB. The survey was systematically constructed in
order to measure the three major constructs of TPB: attitudes, SN and PBC, together with PL.
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Demographic questions were also incorporated in the survey to obtain a representative and
diverse sample.

Although the questions on the survey were designed to gauge general attitudes towards DP, the
structure of the items and the demographic analysis show that the responses were predominantly
established within the framework of online shopping scenarios, where DP is frequently
encountered, such as in e-commerce websites offering apparel, electronics or travel services.
However, it must be mentioned that consumers' attitudes towards DP may vary significantly
depending on the product category. For instance, DP applied to airfare may produce varying
attitudes from DP applied to clothing due to differences in purchase frequency, price
consciousness and perceived necessity (Hou et al., 2024; Aydan & Atilgan, 2023). Therefore,
future research must consider product-specific contexts to further improve the understanding of
how DP is perceived in various industries.

3.3. Constructs and Measurement

Each of the constructs in this research was measured using multi-item measures from previously
validated scales. Each item was measured using a 5-point Likert scale from 1 ("Strongly
Disagree") to 5 ("Strongly Agree"). The constructs are attitudes toward DP, subjective norms,
perceived behavioral control (PBC) and purchase intention. DP attitudes were measured by
scales for fairness, comfort and perceived benefits perceptions. Subjective norms measured the
effect of peers and social environment on the respondent's behavior. PBC measured
respondents' perceived ability and self-efficacy in managing DP situations. Purchase intention
was measured by scales for willingness and likelihood to purchase under DP situations.
Questionnaire items and sources are included in Appendix 1.

3.4. Research Model

The research model, created in accordance with the hypotheses developed above, is shown in
Figure 1.

PBC1 PBC2 PBC3
SN1

SN2

SN3
Subjective Norms

He . H2

ATT1

Perceived Behavioural Control

ATT2

ATT Pl
3 Attitudes Towards Dynamic Pricing Purchase Intention 3

Fig. 1. Research model
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3.5. Data Collection and Analysis

The data were collected over a period of three weeks and reminders were sent to improve
response rates. Checks were made to verify if responses were complete and surveys that were
incomplete were excluded from analysis. Descriptive statistics were computed to obtain
summary statistics of the sample characteristics and SEM was used to test relationships between
attitudes, SN, PBC and purchase intention. Reliability and validity of the constructs were
assessed using Cronbach's alpha and Confirmatory Factor Analysis (CFA).

The use of SEM as the primary analysis technique was made possible by the interdependence
and complexity of the constructs under investigation. SEM permits the simultaneous testing of
measurement and structural models, giving a more advanced understanding of latent variables
such as attitudes, SN and PBC (Hair et al., 2010). In light of the TPB's theoretical framework,
given a number of mediating and moderating relationships, SEM was the most appropriate
choice to verify the hypothesized model and hypotheses. Additionally, the CFA conducted in
the context of SEM also confirms the construct validity and reliability of the measurement tools,
thereby strengthening the empirical rigor of the study.

T-tests were employed to examine whether demographic variables such as age, gender, level of
education and number of online purchases influenced buying intentions. T-tests were important
in identifying potential consumer segments and determining whether DP acceptance varies
across different socio-demographic segments. This knowledge would be particularly helpful for
practitioners aiming to tailor price strategies to specific target markets.

3.6. Ethical Statement

This study was conducted in accordance with the ethical standards of scientific research and
publication. Ethical approval for the research was obtained from the Ethics Committee of
Istanbul Beykent University, Social and Human Sciences Scientific Research and Publication
Ethics Board (Decision No: 173816, Date: 09 January 2025). Participation in the study was
voluntary and informed consent was obtained from all respondents prior to data collection. No
personal identifying information was collected and data confidentiality and anonymity were
strictly maintained throughout the research process.

4. Findings
4.1. Demographic Statistics

The sample of 428 participants comprised 52% females and 48% males, with ages ranging from
18 to 65 years (Mean = 34.5, SD = 10.2). Table 1 provides a clear overview of the demographic
characteristics of the 428 participants in the study, including their gender, age, education level
and frequency of online shopping.
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Table 1. Demographic Characteristics of Participants

Demographic Variable Category Frequency Percentage (%)
Gender Male 206 48.1
Female 222 51.9
Total 428 100.0
Age 18-24 102 23.8
25-34 150 35.0
35-44 90 21.0
45-54 52 12.1
55-64 22 5.1
65 and above 12 2.8
Total 428 100.0
Education Level High School 40 9.3
Some College 85 19.9
Associate Degree 78 18.2
Bachelor’s Degree 145 33.9
Master’s Degree 60 14.0
Doctorate/Professional 20 4.7
Total 428 100.0
Frequency of Online Shopping Less than once a month 50 11.7
Once a month 90 21.0
2-3 times a month 140 327
Once a week 100 234
More than once a week 48 11.2
Total 428 100.0

The age breakdown discovered that young consumers, i.e., aged 18-34 years, had significantly
greater purchase intent when confronted with DP models. This increased familiarity with DP is
due to the fact that they are accustomed to digital platforms and algorithmic pricing
mechanisms. As digital natives, they are more likely to make use of price-comparison websites,
track instant changes in prices and utilize discounts offered through personalized pricing. Their
repeated exposure to platforms such as Amazon online stores, ride-sharing websites and flash
sale sites helps them view volatile prices more favorably.

Furthermore, frequent internet shoppers showed higher PI across all ages. Their exposure to
different pricing strategies, including discounts and loyalty pricing, renders them more capable
of making informed purchasing decisions. Frequent shoppers are also more likely to perceive
DP as a strategic action than as manipulation. These findings validate the notion that
technological proficiency and experience with digital pricing systems will ensure greater
acceptance and adaptability in DP configurations.
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4.2. Descriptive Statistics
The distribution of responses across the 5-point Likert scale for each construct is presented in Table 2.

Table 2. Descriptive Statistics

Construct Mean Standard Deviation
Attitudes Towards Dynamic Pricing 4.8 1.2
Subjective Norms 43 1.3
Perceived Behavioural Control 4.5 1.1
Purchase Intention 4.6 1.4

The descriptive statistics in Table 2 reveal that the respondents generally have positive
evaluations of DP. The mean attitude score (M = 4.8) reveals a very strong positive attitude
toward DP by the sample. Similarly, the mean PBC values (M = 4.5) and purchase intention
values (M = 4.6) reveal that the respondents feel confident handling DP instances and are highly
inclined to purchase under DP terms. SN received a slightly reduced mean (M = 4.3), possibly
reflecting relatively weaker social influence from the situation compared to internal evaluation.
The standard deviations ranging from 1.1 to 1.4 reflect moderate spread, revealing that although
attitude and intention are largely positive, there is certain individual variation warranting further
scrutiny using inferential statistics.

4.3. Reliability and Validity

Ensuring the reliability and validity of the survey instrument was paramount. Reliability was
assessed using Cronbach's alpha for each construct, with values above 0.70 indicating
acceptable internal consistency (Nunnally, 1978). Validity was examined through Confirmatory
Factor Analysis (CFA) to confirm that the survey items accurately measured the intended
constructs (Bagozzi & Yi, 1988).

Table 3. Reliability Analysis (Cronbach’s Alpha)

Construct Number of Items Cronbach’s Alpha
Attitudes Towards DP 3 0.87
Subjective Norms 3 0.82
Perceived Behavioral Control 3 0.85
Purchase Intention 3 0.88

Cronbach’s alpha values above 0.70 for all constructs indicate good internal consistency, which
aligns with the commonly accepted threshold for reliability in social science research
(Nunnally, 1978; Hair et al., 2010).

4.4. Factor Loadings

To test the convergent validity of the measurement model, factor loadings for every survey item
were estimated. Convergent validity refers to the extent to which items that are theoretically
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supposed to be measures of the same construct actually relate to each other. To confirm the
measurement model, confirmatory factor analysis (CFA) was conducted under Maximum
Likelihood Estimation (MLE). CFA was used to test whether the observed variables (survey
items) loaded well onto their respective latent constructs: Attitudes Towards DP, SN, PBC and
Purchase Intention. Factor loadings greater than 0.70 were considered as reasonable measures
of convergent validity (Hair et al., 2010). Table 4 presents the standardized factor loadings for
each item under its respective construct.

Table 4. Factor Loadings

Construct Item Factor Loading
Attitudes towards DP Attitudes Ttem 1 0.75
Attitudes Item 2 0.82
Attitudes Item 3 0.78
Subjective Norms Subjective Norms Item 1 0.70
Subjective Norms Item 2 0.74
Subjective Norms Item 3 0.72
Perceived Behavioural Control PBC Item 1 0.77
PBC Item 2 0.80
PBC Item 3 0.76
Purchase Intention Purchase Intention Item 1 0.85
Purchase Intention Item 2 0.88
Purchase Intention Item 3 0.86

Table 4 shows the factor loadings of the items for attitudes towards DP between 0.75 and 0.82.
These large factor loadings indicate that each item is a robust indicator of the construct of
attitudes towards DP. Large factor loadings, according to Voss et al. (2003), indicate that the
items measure CA effectively, capturing hedonic and utilitarian dimensions of CB.

All the factor loadings of items measuring SN are between 0.70 and 0.74. These are large values
indicating the strong association between the items and the construct SN. Bagozzi and Y1 (1988)
note that SN reflect the social pressures faced by individuals and the items measure well to what
extent consumers are influenced by their social environment while dealing with DP.

PBC items have factor loadings of 0.76 to 0.80, reflecting a high correlation with the construct.
Ajzen (1991) observes that PBC is a belief in one's capability to perform a particular behavior.
These items are successful in describing the extent to which customers believe in being able to
cope and benefit from DP environments.
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The item loadings for purchase intention are the highest, ranging from 0.85 to 0.88. This
indicates a very strong relationship between the items and the purchase intention construct.
According to Fishbein and Ajzen (1975), high factor loadings in this context mean that the
items are very good predictors of consumer purchase intention under DP conditions.

Each item's loadings on the survey indicate strong relationships with its respective construct,
ensuring the validity and reliability of the measurement model. The results align with the
theoretical foundation provided by Ajzen's TPB and supplementary literature to verify that the
constructs are accurately represented by their respective items. The high factor loadings on all
constructs demonstrate the ability of the survey design to capture the nuances of CB in DP
environments.

4.5. Confirmatory Factor Analysis

The CFA output, as reflected in Table 5, yielded a satisfactory fit of the measurement model.
Testing the hypothesized relationships between the variables, SEM was conducted using
Maximum Likelihood Estimation (MLE). Model fit was assessed using traditional indices like
the Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), Root Mean Square Error of
Approximation (RMSEA) and Standardized Root Mean Square Residual (SRMR) according to
the Hu and Bentler (1999) guidelines.

Table 5. Confirmatory Factor Analysis Fit Indices

Fit Index Value Acceptable Threshold
(x2/df) 2.34 <3

Comparative Fit Index (CFI) 0.96 >0.95

Tucker-Lewis Index (TLI) 0.95 >0.95

RMSEA 0.05 <0.06

The CFA results indicate a good model fit, as evidenced by the fit indices: CFI = 0.96, TLI =
0.95, RMSEA = 0.05 and y?/df = 2.34. These values fall within the commonly accepted
thresholds for model fit, CFI and TLI above 0.95, RMSEA below 0.06 and y*df less than 3,
suggesting that the measurement model has strong construct validity (Hu & Bentler, 1999; Hair
et al., 2010).

4.6. Correlation Analysis Table

The correlation table provides information on the inter-relationship between the constructs
measured in the survey: Attitudes towards DP, SN, PBC and Purchase Intention. Table 6
displays the interpretation of the correlation coefficients between these constructs.
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Table 6. Correlation Matrix with Significance Levels

Construct Attitudes Subjective Norms PBC Purchase Intention
Score Score Score Score

Attitudes Score 1.00 0.45%%* 0.50%%* 0.65%*

Subjective Norms Score 0.45%* 1.00 0.40** 0.55%*

Perceived Behavioral Control 0.50%%* 0.40%** 1.00 0.60%*

Score

Purchase Intention Score 0.65%* 0.55%* 0.60** 1.00

Note: p <.05 =* p <.01 = **

The correlation coefficients in Table 6 are statistically significant positive correlations between
all constructs. All coefficients marked ** are significant at the p < .01 level, suggesting strong
internal consistency and initial evidence supporting hypothesized relationships between
attitudes, SN, PBC and purchase intention. The findings validate the theoretical assumptions of
the TPB and justify proceeding with SEM.

4.7. T-Test Results According To Demographic Characteristics of Participants

Table 7 summarizes the results of t-tests conducted to compare PI under DP across different
demographic characteristics.

Table 7. T-Test Results for Purchase Intentions by Demographic Characteristics

Demographic Variable Category Comparison Mean  Purchase t- p- Significance
Intention value  value
Gender Male vs. Female 4.7vs. 4.5 1.95 0.051 Not
Significant

Age 18-34 vs. 35 and above 4.8 vs. 4.4 3.10 0.002 Significant
Education Level High School or Less vs. College or 4.5 vs. 4.6 1.25 0.211 Not

More Significant
Frequency of Online Less than once a month vs. once a 4.4 vs. 4.8 2.75 0.006 Significant
Shopping month or more

The t-test comparing purchase intentions of males and females yielded a t-value of 1.95 and a
p-value of 0.051. This is borderline insignificant, which means there is not enough evidence to
believe there is a difference in PI by gender. The t-test comparing PI of young respondents (18-
34 years) and older respondents (35 and above) yielded a t-value of 3.10 with a p-value of
0.002. This result is significant, suggesting that PI is higher among younger respondents
compared to older respondents under DP. The t-test comparing PI of respondents with some
college education or more and high school education or less yielded a t-value of 1.25 and a p-
value of 0.211. This result is not significant, suggesting no variation in PI by educational level.
The t-test between the PI of subjects who shop online less than once a month and subjects who
shop online once or more per month had a t-value of 2.75 and a p-value of 0.006. This is a
significant finding in the sense that subjects who shop online more frequently have greater PI
towards DP than less frequent shoppers. These findings of the t-tests provide an insight into
how different demographic variables may influence CPI in DP environments.



586  The Effect of Dynamic Pricing on Consumer Purchase Intention: A Study Using the Theory of
Planned Behavior

4.8. Measurement Model Validity Tables

The Composite Reliability (CR) scales, which are a more inclusive measure of internal
consistency, demonstrated a range from 0.85 to 0.90, far above the minimum of 0.70. This
speaks to the reliability of the constructs (Hair et al., 2021). Convergent validity was measured
using Average Variance Extracted (AVE). All the constructs had an AVE higher than the 0.50
threshold, which means that the latent factor accounts for the majority of the variance and not
error measurement (Fornell & Larcker, 1981). Lastly, multicollinearity was examined using the
Variance Inflation Factor (VIF) statistics. VIF values for each construct were below 5.0, which
signifies no multicollinearity issue among the constructs (Hair et al., 2021). The results further
confirm that the model has convergent and discriminant validity and statistical stability (see
Table 8).

Table 8. Measurement Model Validity Results

Construct Composite Reliability (CR)  Average Variance Extracted (AVE) VIF
Attitude toward DP 0.85 0.62 2.10
Subjective Norms 0.88 0.68 1.90
Perceived Behavioral Control (PBC) 0.90 0.71 2.30
Purchase Intention 0.86 0.65 1.80

4.9. Structural Equation Modeling

Table 9 presents the SEM results for the relationships between constructs, including path
coefficients (B), standard errors (SE), t-values and significance levels (p-values).

Table 9. SEM Results

Path (From — To) Path Coefficient Standard t- p- Significance
(D) Error (SE) value value

Direct Effects

H1: Attitudes — Purchase Intention 0.45 0.05 9.00 < wokk
0.001

H2: Subjective Norms — Purchase Intention 0.30 0.04 7.50 < HokE
0.001

H3: Perceived Behavioral Control — Purchase 0.35 0.04 8.75 < o

Intention 0.001

Mediation Effects

H4: Attitudes — Perceived Behavioral Control  Indirect effect < wokx

— Purchase Intention significant 0.001

H5: Perceived Behavioral Control — Indirect effect < o

Subjective Norms — Purchase Intention significant 0.001

Moderation Effects
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Hé6: Attitudes x Subjective Norms — Purchase  0.10 0.03 333 0.001 ok
Intention

H1 aligns with the evidence of support for the argument that attitudes toward DP have a
significant and positive effect on purchase intention. The study finds that individuals with
positive attitudes towards DP are more likely to have high purchase intentions (f = 0.45, p <
0.001). This aligns with TPB, which argues that attitude will be a strong antecedent to
behavioral intention.

H2 confirms that subjective norms will positively predict purchase intention. Consumers, in
case they identify peer groups or other preferred buying behavior in a situation of uncertainty
about prices, will buy more (f = 0.30, p < 0.001). This concurs that social influence is crucial
when consumers make decisions under the uncertainty of prices.

H3 indicates that perceived behavioral control is significantly and positively correlated with
purchase intention. Those consumers who believe in controlling dynamic price conditions, e.g.,
know that prices fluctuate or employ tools for price monitoring, are likely to intend to buy (p =
0.35,p <0.001). This finding provides evidence for the TPB model, in which perceived control
of behavior stimulates intention formation.

H4 suggests a partial mediating role of perceived behavioural control (PBC) between attitudes
towards DP and purchase intention. The findings show that attitudes significantly predict PBC
(B =0.40, p < 0.001) and that PBC significantly predicts purchase intention (B = 0.35, p <
0.001). Adding PBC to the model suppresses the direct relationship between attitudes and
purchase intention, suggesting partial mediation.

When the direct path from PBC to PI is non-significant after adding SN in the model, it provides
full mediation. This means SN fully explains the relationship between PBC and PI (Baron &
Kenny, 1986). If the direct path from PBC to PI remains significant but reduced in strength
when SN is added, then partial mediation is suggested. This means that PBC directly affects PI
and indirectly affects it through SN (Preacher & Hayes, 2004). Attitudes towards DP positively
affect PBC (p =0.40, p < 0.001).

PBC positively affects Purchase Intention (f = 0.35, p < 0.001). The direct effect of Attitudes
on Purchase Intention is initially significant (f = 0.45, p < 0.001) and remains significant but
lower when the mediation effect is considered, indicating partial mediation. This partial
mediation effect demonstrates that while positive attitudes towards DP enable PBC, which has
a positive effect on PI, attitudes also have a direct effect on PI independent of PBC.

HS5 posits that subjective norms (SN) act as a mediator of the influence of perceived behavioral
control on purchase intention. The study finds that PBC has a positive influence on SN (f =
0.38,p<0.001) and SN has a significant impact on PI (B =0.30, p <0.001). The direct influence
of PBC on PI is weakened when SN is added to the model (B = 0.20, p < 0.05), hence a partial
mediation effect.

To estimate the indirect effect of subjective norms (SN) on the influence between perceived
behavioral control (PBC) and purchase intention (PI), the two-stage analysis was conducted. At
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the first stage, the direct influence of PBC on PI was examined without the mediator. The
findings showed a significant positive relationship (f = 0.35, p < 0.001), which means that
greater perceived behavioral control is related to greater purchase intentions.

Finally, subjective norms were used as a mediating variable. The direct path from PBC to Pl in
this model was reduced but remained statistically significant (f = 0.20, p < 0.05), indicating
partial mediation. Second, PBC significantly predicted SN (B = 0.38, p < 0.001) and SN
significantly predicted PI (B = 0.30, p < 0.001). These results support the hypothesis that
perceived behavioral control's influence is partially mediated by subjective norms on purchase
intention.

Since the direct path from PBC to PI remains substantial but reduced following the introduction
of SN as a mediator, we conclude that SN is a partial mediator. This means that SN partially
explains the relationship between PBC and PI, while PBC directly influences PI.

H6 shows a strong moderating effect of subjective norms on the impact of attitudes towards
purchase intention. The interaction term between attitudes and subjective norms is significant
(B = 0.10, p < 0.05), which indicates that the positive impact of attitudes towards purchase
intention is stronger when subjective norms are more positive. This result points to the
supporting role of social approval in influencing consumer behavior in DP situations.

SEM results provide strong support for the direct effects of attitudes, SN and PBC on PI in the
DP context. Both the mediation effects of PBC and SN are supported, indicating the complex
interplay of psychological processes in consumer decision-making. However, the SEM analysis
did not provide support for any moderation effects. The moderating function of SN in the
attitudes-PI link was significant, implying that favorable SN enhances the effect of favorable
attitudes on PI. The findings offer valuable implications for businesses and marketers to
optimize their DP efforts through the influence of consumer attitudes and psychological factors.

5. Discussion and Conclusions
5.1. Summary of Findings

In this research, the effect of DP on CPI was analyzed using TPB as the theory. The results
indicate that positive attitude towards DP, positive SN and improved PBC have significant
effects on raised PI. These findings are indicative of the efficiency of using TPB in predicting
consumer behavior in DP contexts.

The application of TPB in this study provides meaningful data on the psychological
determinants of PI. Ajzen's (1991) model predicts that attitudes, SN and PBC collectively
predict behavioral intentions and this study expands its application to DP contexts. The
significant correlations derived between these constructs and PI validate the applicability of
TPB in explaining consumer decision-making in DP contexts.

Positive DP attitudes have a strong influence on PI. In line with previous literature, this is a
sign that since consumers perceive DP as fair and beneficial, they are more likely to embrace
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such pricing strategies (Xia et al., 2004). The perception of receiving a good deal or being fairly
priced generates positive consumer evaluations, which enhance PL.

The impact of SN on purchase intention is significant. Consumers are socially influenced to a
great extent by the views and behaviors of their reference groups, such as friends, relatives and
internet communities. This result corroborates the research of Bagozzi and Yi (1988), who
highlight the importance of SI in influencing consumer behavior. Supportive social approval
and peer recommendations can greatly enhance the acceptance and purchase intention among
consumers under DP.

Higher PBC is related to greater PI and the inference is that consumers who feel more in control
of being able to deal with DP will be more likely to buy. This supports Ajzen's (1991) argument
that PBC is a significant predictor of intention to behave. Having tools that provide real-time
price information and projections can instill this feeling of control and lead to greater interaction
and PL.

The results show that perceived behavioral control (PBC) also mediates the link between
consumers' attitudes towards DP and purchase intentions. The outcome is consistent with
Parasuraman's (2000) speculation that positive attitudes can enhance people's perception of
their ability to enact an act. In DP situations, where price fluidity is algorithmic and, on
occasion, random, such an internal locus of control is even more necessary. If consumers feel
that they do know DP mechanisms or are able to monitor price fluctuations, the effect of these
favorable attitudes will probably be realized in purchase intention (Weisstein et al., 2013; Voss
et al., 2003).

Subjective norms had the function of partially mediating the influence of PBC on purchase
intention. That does support social reinforcement's role as an effort facilitator under conditions
of cognitive effort, like DP. As Armitage and Conner (2001) suggest, people do take advantage
of exercising their sense of control if they also feel socially accepted or approved. In virtual
markets, online reviews, influencer signals and social proof are strong reinforcement agents
that transform perceived control into intention (Hou et al., 2024; Cheung & Thadani, 2012).

The findings also reveal that subjective norms play strong moderating roles in the effects of
consumer attitudes on purchase intentions. This means that even when consumers possess good
attitudes towards DP, positive social information present makes follow-through behavior
predictable. Eagly and Chaiken (1993) are of the opinion that people act more in accordance
with their attitudes when they believe other people approve of the behavior. In DP situations,
where openness and equity are not necessarily transparent, influence or peer support can give
the legitimacy needed to act (Thompson & Wilson, 2024).

The study indicated high moderation by frequency of exposure to DP. Specifically, the impact
of PBC on purchase intention was stronger for consumers with a higher frequency of exposure
to DP scenarios. It means that the greater the experience consumers have with DP, the more at
ease and in control they are and the more inclined they will be to purchase. This moderating
effect emphasizes the importance of consumer experience and awareness of DP processes
(Venkatesh et al., 2003).
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These findings augment previous research by employing the TPB within a DP context, a
strategy which, although widespread, has been previously under-theorized in a behavioral
context. In illustrating how attitudes, SN and PBC all have statistically significant effects on
purchase intention, this study reasserts TPB as a legitimate model for understanding how
shoppers react to price volatility. Additionally, identifying partial mediation and moderation
effects implies that consumers' intentions are also influenced not only by their unique
dispositions but also by how they perceive the social world around them and have a sense of
agency.

These results complement knowledge on how DP strategies interact with social and
psychological factors. More specifically, the mediating mechanism of perceived behavioral
control underscores that internal agency is one critical mechanism through which positive
attitudes translate into behavioral intentions. This is especially relevant for pricing techniques
that demand active engagement and understanding on the part of the consumer (Voss et al.,
2003; Weisstein et al., 2013). Furthermore, the mediating role of subjective norms reflects how
the perceived social approval plays a role in the intensity of internal control. Consumer behavior
on the web is acutely vulnerable to peer support and web approval (Cheung & Thadani, 2012),
which helps bridge confidence and action.

The strong moderation effect of subjective norms between purchase intentions and attitude also
renders the TPB model more challenging to model. Although earlier research (Eagly &
Chaiken, 1993; Thompson & Wilson, 2024) has established this interaction in other marketing
contexts, this study extends it to the DP scenario. It illustrates that positive social cues not only
legitimate behavior but also strengthen the effect of positive attitudes in conditions of uncertain
prices. These findings support the theoretical argument that internal self-judgments as well as
external judgment are necessary in influencing consumer behavior in algorithmic price
environments and hence establishing the validity of TPB in digitally mediated, real-time
settings.

5.2. The Practical Implications

The implications of such findings are critical to businesses and marketers employing DP
strategies. In order to leverage the positive effects of DP on CPI, businesses should adopt the
following practices.

Transparency of DP mechanisms and making them feel fair can maximize CA. Businesses
should clearly disclose price determination and highlight the benefits of DP in order to gain
trust and acceptance.

Informed consumers regarding the advantages and rationale of DP can offset unfavorable
attitudes. Customer service and educational campaigns can be key drivers of favorable attitudes.
Companies can enhance SN by applying social proof in the guise of endorsements, reviews and
testimonials from influencers. Social validation can readily enhance consumer confidence and
purchasing intentions.
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Active engagement via social media platforms can help build a positive image of DP. Engaging
happy customers to share their experiences can have a positive impact on potential customers.
Engaging investments in technology that simplifies the DP process can enhance perceived
control. Mobile apps with live price feeds, predictive analytics and user-friendly interfaces can
empower consumers to feel more comfortable and confident when making their purchases.
Providing good customer support can overcome consumers' doubts or concerns about DP and,
through this, increase their perceived control and willingness to engage with the pricing model.

From a manager's point of view, what this does is to make a case that the basis of DP system
designs should not rest on algorithmic efficiency alone but, rather, must incorporate means that
enhance perceived fairness, advance user control and generate social validation. Real-time price
justification mechanisms may appeal to managers because they enable the user to access why a
price has changed. Transparency not just enhances perceived behavior control, but it also
diminishes negative attitudes that are associated with price secrecy.

Furthermore, companies can use social proof strategies, such as displaying the number of
observers or purchasers of a product, to leverage SN. Influencer support and customer reviews
can drive DP model adoption. Companies operating in high-price-sensitivity industries (such
as travel, e-commerce and events) must segment consumers based on digital literacy and
purchasing frequency and offer personalized education and onboarding resources for those not
yet acquainted with such models.

5.3. Insights From T-Test Results

The t-test results also enlighten the impact of demographic characteristics on purchasing
intentions under DP. The t-test between purchasing intentions of males and females had no
significant difference, with the implication that gender is not a significant determinant of
purchasing intentions under DP. Subjects aged between 18 and 34 had higher purchasing
intentions compared to subjects aged 35 and above. This would suggest that DP tactics could
be even more beneficial among younger consumers, as they could be more adaptable and price-
sensitive. No significant differences in purchase intent were observed when divided by
education level, suggesting that level of education does not play a material role in influencing
consumer response to DP. More regular online shoppers had significantly higher purchase
intent under DP compared to less regular shoppers. This highlights the importance of reaching
out to recurrent online buyers, whom it is likely more used to and comfortable with DP models.

5.4. Insights From Correlation Analysis

Correlation analysis also helps in validating the relationships between the constructs. Positive
correlation (0.65) is high, which means that there is a rise in purchase intention as the positive
attitude towards DP increases. This validates TPB, which argues that a positive attitude
enhances behavioral intentions. Positive moderate correlation (0.55) suggests that good SN
relates to higher PI. This validates pressure from social media and peer pressure in affecting
purchasing behavior. A positive, strong relationship (0.60) indicates that higher perceived
control over applying DP is related to higher PI. This supports the TPB assumption that
perceived ease of performing a behavior enhances intention.
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5.5. Contribution to the Literature

This study provides some novel contributions. It is among the first studies to combine the TPB
framework across a wide range of DP problems and, in doing so, extend TPB applicability to
the field of pricing psychology, a field not explored adequately in research on behavioral pricing
(Teodorescu et al., 2023; Kopalle et al., 2023). Despite the abundance of fairness perception or
algorithmic pricing research in the literature (Xia et al., 2004; Liu & Sun, 2025), few have
detailed the behavioral determinants of purchase intention through a systematic theoretical
model. This paper fills that void by empirically testing both direct and indirect effects within
the TPB model. By focusing on online consumer behavior across DP situations, this study
responds to a growing need to identify how consumers make choices in non-fixed, customized
pricing environments, an area in which empirical studies remain scant, particularly in non-
Western contexts like Turkey (Aydan & Atilgan, 2023). Though this study did not discover
large moderation effects for SN, the implication of this finding is that internal motivation
(attitudes and control) may overrule external social forces in highly personalized pricing
contexts, opening doors to future streams of research.

5.6. Limitations and Future Research

The cross-sectional nature of the study limits the potential for drawing causal inferences.
Longitudinal studies can shed a more revealing light on the way CA and behaviors evolve over
time as a response to DP. Future research should also investigate the impact of DP across
different cultural and economic settings in order to enhance the generalizability of the findings.
Cultural variations can be utilized to tailor DP programs to specific consumer segments. In
addition, investigating the influence of individual differences, i.e., personality or risk tolerance,
could provide a more refined understanding of consumer responses to DP.

As with all empirical investigations, this study has several limitations that offer opportunities
for future research. First, the use of a cross-sectional survey limits causal inference. Future
research should employ longitudinal or experimental designs to track changes in attitude and
intention over time as consumers become more experienced with DP. Second, the sample was
limited to a single country and cultural context. As concepts of fairness and social norms are so
culture-specific, comparative cross-cultural studies would be of huge benefit to follow up on
these results.

Third, this study relied on self-reported behavioral intentions and not purchase behavior.
Follow-up studies can incorporate behavioral tracking or experimental simulations to examine
how attitudes and perceived control are translated into actual purchasing behavior in DP
contexts.

Last, but not least, individual traits such as risk aversion, price sensitivity or tendency to trust
can moderate this study's findings. The incorporation of these variables in subsequent models
would allow for a more nuanced understanding of consumer heterogeneity to DP.
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5.7. Conclusion

This study underscores the influence of attitudes, SN and PBC on CPI under DP. With these
findings, firms can develop DP strategies that achieve maximum revenue and enhance
consumer satisfaction and loyalty. The application of TPB here offers a solid theoretical
framework to investigate the psychological determinants of CB and makes practical suggestions
for researchers and practitioners. With the destiny of DP resting in the hands of technological
development, ongoing research will be critical to continue innovating and simplifying strategies
to cater to consumer needs and forces of the market.

In addition, this study offers a unique contribution by bridging two streams of literature:
behavioral pricing and planned behavior theory. In doing so, it introduces a theoretically
grounded yet practically relevant framework to explain how consumers evaluate and respond
to DP. While much of the existing literature has emphasized algorithmic efficiency and fairness
perceptions, this study foregrounds the roles of attitudes, perceived behavioral control and
social influence, thus providing a richer, more human-centric view of pricing in today’s data-
driven marketing age. As such, the findings fill a critical gap in the literature and open pathways
for future interdisciplinary research.

Theoretically, this research has two contributions to the existing literature. Firstly, it is one of
the very first empirical papers to employ TPB to some extent in DP in the form of direct,
mediating and moderating relations. Secondly, it responds to extant demands in the literature
(Weisstein et al., 2013; Banerjee et al., 2025) to utilize consumer perception, fairness concerns
and social influence processes in the domain of pricing. In doing so, it provides a more human,
more detailed explanation of how consumers receive, accept or reject pricing strategies.

In practice, the results give marketers strategic levers to design pricing schemes that are not
only profit-oriented but also psychologically attractive, socially valid and morally defensible.
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Appendix 1. Measurement Items

Construct Survey Items Source

* I find dynamic pricing to be fair.

* I believe dynamic pricing offers

good deals. Adapted from Voss et al. (2003)
* [ am comfortable with the price

changes in dynamic pricing.

Attitudes toward Dynamic Pricing
(DP)

* My friends influence my purchase
decisions.

* I consider peer opinions when
purchasing under dynamic pricing.
* Social media affects my views on
dynamic pricing.

Subjective Norms Adapted from Bagozzi & Yi (1988)

« I feel confident in making purchase
decisions under dynamic pricing.

* I can easily find information to
make informed decisions with
dynamic pricing.

* [ believe I can handle price
changes in dynamic pricing
environments.

Perceived Behavioral Control (PBC) Based on Ajzen (1991)

* I am likely to purchase products

with dynamic pricing.

* I intend to buy from retailers who Adapted from Fishbein & Ajzen
use dynamic pricing. (1975)

* I will consider dynamic pricing

when making future purchases.

Purchase Intention

Note: All items were measured on a 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree).



(Arastirma)

DOOMSPENDER KAVRAMI VE POSTMODERN TUKETIM OLGUSU
BAGLAMINDA UNIiVERSITE OGRENCILERININ TUKETIM
ALISKANLIKLARININ INCELENMESI'

Beril OZER?

0z

Bu calisma ekonomik belirsizlik, gelecek kaygisi ve psikolojik stresin etkisiyle ortaya ¢ikan
doomspending kavramini ele almakta ve bireylerin tiikketim aligkanliklar tizerindeki etkilerini
detayli bir sekilde incelemektedir. Arastirma, Ozellikle Z kusagi bireylerinin tiikketim
motivasyonlarint anlamay1 amaglamaktadir. Arastirmada nitel arastirma yoOnteminin veri
toplama tekniklerinden olan yar1 yapilandirilmis miilakat ile toplanan veriler tematik analiz ile
degerlendirilmistir. Bulgular, ekonomik belirsizliklerin bireylerin harcama egilimlerini
artirdigin1 ve harcamanin stresle baga ¢ikma yontemi olarak yayginlastigini gostermektedir.
Doomspending egilimi cinsiyete ve gelir diizeyine gore farklilik gostermekte olup, kadinlarin
duygusal harcamalara daha yatkin oldugu, erkeklerin ise tasarrufa yoneldigi belirlenmistir.
Gelir seviyesi diisiik bireylerin genellikle uygun fiyath alternatiflere yoneldigi ve liiks
tiketimden ka¢indigi gozlemlenmistir. Ayrica, bireylerin ekonomik kriz donemlerinde
harcama aligkanliklarini nasil sekillendirdigi, ani harcamalarin motivasyonlar1 ve uzun vadeli
finansal planlama eksiklikleri de arastirma kapsaminda ele alinmistir. Harcamalarin ¢cogunlukla
gecici bir rahatlama sagladigi, ancak uzun vadede finansal kaygiyr artirarak ekonomik
giivenlikten uzaklastirdigi tespit edilmistir. Caligma, tiiketim davraniglar tizerindeki psikolojik,
ekonomik ve sosyolojik dinamikleri ortaya koyarak, bireylerin finansal biling kazanmasina
katki sunmay1 amaclamaktadir.
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AN EXAMINATION OF UNIVERSITY STUDENTS' CONSUMPTION
HABITS IN THE CONTEXT OF THE DOOMSPENDER CONCEPT AND
THE POSTMODERN CONSUMPTION PHENOMENON

ABSTRACT

This study examines the concept of doomspending, which emerges as a response to economic
uncertainty, future anxiety, and psychological stress, and investigates its effects on individuals'
consumption habits in detail. The research specifically aims to understand the consumption
motivations of Generation Z individuals and employs a qualitative research method, analyzing
interviews with participants through thematic analysis. Findings indicate that economic
uncertainties increase individuals' spending tendencies and that spending has become a
common coping mechanism for stress. The tendency toward doomspending varies by gender
and income level, with women being more inclined toward emotional spending, while men tend
to prioritize saving. Individuals with lower income levels generally opt for more affordable
alternatives and avoid luxury consumption. Furthermore, the study explores how individuals
shape their spending habits during economic crises, the motivations behind impulsive
expenditures, and the lack of long-term financial planning. It has been observed that while
spending provides temporary relief, it ultimately exacerbates financial anxiety, leading to
reduced economic security in the long run. By revealing the psychological, economic, and
sociological dynamics underlying consumption behaviors, this study aims to contribute to
individuals' financial awareness.

Keywords: Doomspending, consumer culture, economic uncertainty, spending habits,
Generation Z.
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1. GIRIS

Tiiketim, bireylerin yalnizca maddi ihtiyaclarmni karsilamakla sinirli kalmayip ayni zamanda
sosyal kimliklerini insa etmelerine ve kendilerini ifade etmelerine olanak taniyan ¢ok boyutlu
bir olgudur. Geleneksel toplumlarda tiiketim daha ¢ok temel gereksinimlerin giderilmesine
odaklanirken, modern ve 6zellikle postmodern toplumlarda tiiketim, bireylerin sosyo-kiiltiirel
aidiyetlerini ve bireysel kimliklerini belirleyen bir unsur hfine gelmistir. Bu doniisiim, kitle
iletisim araglarinin ve dijital medyanin etkisiyle daha da hizlanmas, bireylerin tiiketim pratikleri
arzular, semboller ve gostergeler araciligiyla sekillenmeye baslamistir. Jean Baudrillard’in
(1997) ifade ettigi gibi gilinlimiizde tiiketim yalnizca bir ihtiya¢ giderme eylemi degil, ayni
zamanda anlam iiretme ve kimlik olusturma siirecinin ayrilmaz bir parcasidir.

Son yillarda, kiiresel ekonomik belirsizlikler, yiiksek enflasyon oranlar1 ve toplumsal
degisimler bireylerin tiiketim aligkanliklar iizerinde yeni dinamikler olusturmus ve tiikketim
pratiklerinde farkli egilimlerin ortaya c¢ikmasmna neden olmustur. Bu baglamda,
“doomspending” kavrami, bireylerin ekonomik belirsizlikler, gelecek kaygist ve psikolojik
stresle basa ¢ikmak icin gergeklestirdigi anlik ve genellikle rasyonel olmayan harcama
pratiklerini tanimlayan yeni bir olgu olarak dikkat ¢ekmektedir. Kavram, “doom” (felaket,
kiyamet) ve “spending” (harcama) kelimelerinin birlesiminden tiiretilmis olup, bireylerin
mevcut ekonomik ve toplumsal kosullarin belirsizligi nedeniyle uzun vadeli planlamalar yerine
anlik tatmin saglayan tliketim davraniglarina yonelmelerini ifade etmektedir.

Doomspending, bireylerin finansal giivenlikten uzaklagarak ekonomik kaygilari nedeniyle daha
fazla harcama yapma egilimi gdstermesiyle iliskilendirilmektedir. Qellikle Z kusaginda
yaygin olarak gozlemlenen bu davramis, sosyal medya platformlarmin etkisiyle daha da
giiclenmekte ve bireylerin tliketim kararlarin1 manipiile edilebilir hke getirmektedir. Amerika
Birlesik Devletleri’nde gergeklestirilen gilincel anket ¢alismalari, bireylerin biiyiik bir kisminin
stresle basa ¢ikmak i¢in planlanmamis harcamalar yaptigim1 ve bu durumun uzun vadede
ekonomik giivenlik a¢isindan riskler dogurdugunu ortaya koymaktadir (creditkarma, 2024).

Bu baglamda, ¢alismanin temel amaci, doomspender olarak tanimlanan bireylerin tiiketim
aligkanliklarin1 postmodern tiiketim ¢ergevesinde incelemek ve bu kavramin ekonomik
belirsizlikler ve psikolojik faktorler ile nasil sekillendigini ortaya koymaktir. Literatiirde yeni
bir kavram olan doomspending, psikoloji, ekonomi, sosyoloji ve medya ¢alismalar1 gibi farkli
disiplinlerle iliskilendirilebilecek ¢cok yonlii bir olgu olarak ele alinmaktadir. Ancak, akademik
yazinda heniiz sistematik olarak incelenmemis olmasi, konunun arastirilmasi gerekliligini
ortaya koymaktadir. Bu dogrultuda, ¢alismada doomspender bireylerin tiiketim pratikleri ve
ekonomik kaygilarin bireylerin harcama kararlar1 tizerindeki etkisi incelenecektir.

Arastirma, ekonomik belirsizliklerin bireylerin tiiketim egilimleri iizerindeki etkilerini daha
kapsamli bir sekilde anlamay1 amaglamakta ve bu alanda akademik literatiire katki sunmay1
hedeflemektedir. Elde edilen bulgular, yalnizca tiiketici davraniglariin anlasilmasina katki
saglamakla kalmayip, ayni zamanda bireylerin finansal biling kazanmasma ve ekonomik
stirdiiriilebilirlik agisindan daha bilingli tiiketim pratikleri gelistirmesine yonelik Oneriler
sunmay1 da amaclamaktadir.

2. Literatiir

2.1 Tiiketim ve Tiiketici Davramsi
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Tiiketim, geleneksel toplumlardaki bireylerin maddi ve manevi ihtiyaglarini gidermek amaciyla
iirin ve hizmetleri satin alarak tiiketme siireclerinin tiimiidiir. Geleneksel tiiketimi
siirdiirilebilir tiikketim bigimi olarak ele almak miimkiindiir ¢iinkii israfin 6nlenmesi ve dogal
kaynaklarin korunmasi, geleneksel tiikketimin en temel unsurlarindandir (Lorek & Vergragt,
2015, s. 19). Geleneksel tiiketimi faydaci (rasyonel) tiiketim olarak tanimlamak miimkiindiir.
Bireylerin ihtiyaglarini karsilarken uzun stireli faydasini gorecekleri liriin ve hizmetleri segerek
tilketmesi, kendisine en ¢ok fayda saglanacak {iriin ve hizmetleri tiikketmesi, tiiketimden alacagi
maddi tatminin yaninda manevi ve gelecege yonelik fayda da elde etmeyi de amaglamasi,
geleneksel tiikketimin faydaci (rasyonel) karakterine isaret etmektedir (Gilboa, et al., 2016, s. 2).

Geleneksel toplumlar tiikketimi hayatta kalmak i¢in temel gereksinimlerin karsilanmasi olarak
gerceklestirirken; modern ve 6zellikle postmodern toplumlar tiiketimi daha derin anlamlar ile
gerceklestirmektedir. Bu durumda tiikketim yalnizca ticari bir pratigi degil ayni zamanda sosyal
bir boyutu da igerisinde barindirmaktadir. Tiiketim, giiniimiizde bireylerin toplum igerisindeki
konumunu belirleyen 6nemli gostergelerden birisi haline gelmis, ihtiyaglarin karsilamasi
anlamindan farklilasmis ve bireylerin kendilerini ifade etme bigimleri olarak 6ne ¢ikmaya
baslamistir.  Tiiketimin  ¢ogunlukla arzu temelli olmasi, “tiketim toplumu”
kavramsallastirmasini ortaya ¢ikarmistir. Tiiketim toplumu, ihtiyaglarin giderilmesinden ziyade
tilketim eyleminin ihtiyag¢ haline getirildigi diizene atifta bulunur. Baudrillard’a gore (1997, s.
90) tiikketim toplumu “tiikketimin 6grenilmesi toplumu™ dur ve artik bu toplumlarda tiiketim,
ihtiyaclarin Otesine gegerek yasamin merkezi haline gelmistir. Bireyler artik hazzin ve
psikolojik tatminin pesinde kosmakta, bu siirecte de yalnizca tiikketime odaklanarak gerceklikten
uzaklasabilmektedir.

Tiiketim pratiklerinin yalnizca ekonomik bir faaliyet degil toplumsal kimligin sekillenmesinde
de rol oynayan 6nemli bir unsur haline geldigi giiniimiizde (Baudrillard, 1997), insan varliginin
kaynagi aligveris eylemi olarak goriilmektedir. Tiiketim kaliplari, bireylerin sosyo-ekonomik
durumlan ile sosyal ve kiiltiirel tercihlerini ifade etmek icin kullandiklar1 giiclii bir aragtir.
Postmodern tiiketimde tiiketilen metalar ve markalar ise kimlik olusturmada birer ara¢ haline
gelmigtir. Tiketim kaliplari, bireylerin sosyo-ekonomik durumlar ile sosyal ve kiiltiirel
tercihlerini ifade etmek i¢in kullandiklar giiclii bir aragtir. Pierre Bourdieu’niin “habitus” ve
“kiiltiirel sermaye” kavramlar1 burada olduk¢a oOnemlidir. Bourdieu, bireylerin tiiketim
tercihlerinin yalnizca ekonomik degil, kiiltiirel sermaye diizeylerine gore sekillendigini belirtir.
Bireyler, sahip olduklar kiiltiirel sermaye ile toplumsal konumlarini yeniden {iretmek amaciyla
belirli {irtinleri tiiketirler (Bourdieu, 1984, s. 171). Postmodern tiiketimde tiiketim eylemi
bireylerin kendilerini insa ettikleri bir “simge sistemi” gorevi goriir (Baudrillard, 1997).
Postmodern tiiketiciler, satin aldiklar1 {iriinler ve markalar aracilifiyla kendilerini sosyal
cevrelerine tanitarak kendi benliklerini birtakim sembolik anlamlarla insa ederler. Bu siirecte
tiketilen iirlin ve hizmetler yalnizca islevsel olmaktan ¢ikarak tiiketicilerin kimliklerini
yansitan birer anlam tasiyict halini alir (Elliott, 1997, s. 286). Bu nedenle bireylerin iiriin ve
hizmetleri satin alarak kullanma sekillerini belirleyen c¢esitli tiikketim tarzlarindan bahsetmek
miimkiindiir. Bunlar:

o Gosterisgi Tiiketim: Veblen’in gosterisci tiiketim teorisine gore, bireyler sadece

ihtiyaclarim1 karsilamak icin tiiketimde bulunmazlar. Bireyler sosyal statiilerini ve
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prestijlerini sergilemek amaciyla da liiks tiiketim {iriinlerini kullanabilirler. Bu tiikketim
tiirii bireylerin kisisel kimlik arayislari ile sayginlik kazanma ve sosyal hiyerarside yer
edinme pratiklerine hitap etmektedir (Veblen, 1995, s. 50).

o Hedonik (Hazci) Tiiketim: Herhangi bir {iriin ya da hizmeti tiiketmemizin basat
nedenlerinden birisi haz alma duygusudur. Bu tiiketim tarzi, bireylerin gegici ve anlik
hazlar pesinde kosmasi ve disa donlik yasam tarzlarini benimsemesi durumlarini
aciklamaktadir (Featherstone, 2013, s. 185).

J Sembolik Tiiketim: Bireylerin sosyal statlilerini ve kimliklerini ifade etme
amaciyla, iriinleri faydalart icin degil onlarin sembolik degerlerinden dolay:
kullandiklar bir tiiketim tarzidir. Bu tiiketimde iirlinler ve markalar bireylerin sosyal
cevreleriyle olan iliskilerinde olduk¢a énemli rol oynar. Uriiniin hangi amaca hizmet
ettigiyle degil ne anlama geldigiyle ilgilenir (Odabasi, 2013, s. 96).

J Plansiz (Impulse) Tiiketim: Tiiketicilerin ihtiya¢ planlamasi yapmaksizin anlik
diirtiilerle harcamalar yapmasidir. Bu harcamalar kimi zaman gereksizdir. Plansiz
tiiketim kimi zaman bireylerin sosyal ¢evrelerine sergileyecekleri statii gdstergesi olarak

da diisiiniilebilir (Sullivan, 2008, s. 7).

Tiiketici davranisi, bireylerin iirlin ve hizmetleri satin alarak kullanma ve bunlar ile ilgili karara
varma siirecleri inceleyen bir faaliyet alanidir (Oliver & Westbrook, 1993, s. 12). Wilkie, (1986
aktaran Odabas1 ve Baris, 2010, s. 30), tiiketici davranisini agiklarken; tiiketim siirecinin
dinamik oldugunu, giidiilenmis oldugunu, karmasik faaliyetlerden olustugunu, cevresel
faktorlerden etkilendigini, kisiden kisiye farklilik gosterebilecegini, motivasyona dayali
oldugunu belirtmistir ¢ilinkii tiiketici davranisi istek ve arzularin karsilanmasi amaciyla
gilidiilenmis bir eylemdir. Tiiketici davranigini etkileyen birtakim faktérler mevcuttur. Bunlari
genel olarak bireysel faktorler (yas, cinsiyet, gelir diizeyi, egitim durumu gibi kisisel 6zellikler),
sosyal faktorler (aile yapisi, arkadas cevresi ve sosyal medya etkileri) ve cevresel faktorler

(ekonomik durum, kiiltiirel farkliliklar ve pazar dinamikleri) olarak gruplandirmak miimk{indiir
(Kotler & Keller, 2016).

2.2 Yeni Nesil Tiiketici: Doomspender

Tiiketim kiiltiirliniin yogunlastig1 ve tiiketim toplumun ortaya ¢iktigi postmodern dénemin
sekillenmesinde kitle iletisim araclar1 ve medyanin yadsinamaz bir etkisi vardir (Ozer ve Yarar,
2019, s. 107). Medyanin yogun etkisiyle birlikte tiiketim siireclerinde gosterge, sembol ve
imgelerin tiiketimi 6n planda yer almaktadir. Postmodern donemde bireylerin kendini ifade
etmesi tiiketim pratiklerine dayanir ¢iinkii bu donem bireylerin kendi kimliklerini kendilerinin
insa edebileceklerine inandiklar1 ya da inandirildiklar1 bir dénemdir (Ozcan, 2007, s. 138).

Tiiketimin vurgulandigi medya iletileri, bireylerde tiiketim eylemine dair ¢esitli motivasyonlar
olusturabilir. Bunlardan birisi doomspending kavramidir. Bu kavram, iletisim literatiirii i¢in
olduk¢a yeni bir kavramdir. Kavramimn kokeni Ingilizce bir kelime olan “doom-doomsday”
kelimesine dayanmakta ve kavram Tirkceye “felaket, kotii kader, kaginilmaz kotii son,
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kiyamet” olarak g¢evrilmektedir. (Merriam-Webster, 2024). Kavram yine Ingilizce olan
“spending” (harcama) kelimesi ile birlestiginde ise “doomspending’ neolojisini olugturmakta
ve dilimize “kiyamet harcamasi” seklinde ¢evrilmektedir. Bu neolojinin tiiketici bireye atifta
bulundugu kavram ise “doomspender” kavramidir. Kavram “kiyamet harcamasi” olarak
dilimize ¢evrilebilir. Genel olarak bakildiginda kavramin olumsuz duygulari, gelecek kaygisini
ve bireyin ekonomik olarak gelecek hakkinda hissettigi bilinmezligi yansittigini belirtmek
miimkiindiir.

Doomspender kavramini ¢aligma konusu olarak psikoloji, ekonomi, sosyoloji, iletisim gibi
birgok disiplin ile ilintilendirmek miimkiindiir. Yerli ve yabanci literatiir tarandiginda kavramin
oldukg¢a yeni oldugu ve akademik olarak heniiz herhangi bir ¢calismada kullanilmadig: tespit
edilmistir. Bu nedenle arastirmanin alan yazindaki ilk arastirma oldugu sdylenebilir. Asagida,
kavramin iligkilendirilebilecegi arastirma 6rneklerine yer verilecektir.

Qualtrics tarafindan creditkarma adina 25 Ekim 2024 ile 29 Ekim 2024 tarihleri arasinda, 18
yas ve lizeri 1.001 yetiskin arasinda Amerika Birlesik Devletleri'nde ¢evrim i¢i olarak yapilan
bir anket verilerine gore; Amerikalilarin dortte biri (%27) stresle basa c¢ikmak icin
doomspending yapmaktadir. Z kusaginin %70’1 siirekli cevrim i¢idir ve bu ¢cevrim i¢i bireylerin
%531 sosyal medyada yayilan kotii haberlerden dolayr kendilerini stresli hissederek harcama
yaptigini belirtmistir. Amerikan halkinin %711 diinyadaki durumu, %611 ise ekonomiyi gecen
yila gore daha endise verici bulmaktadir. Anket verilerine gére bu belirsizligin insanlarin
zihinsel saglig tizerinde olumsuz etkiler yaratabilecegi, kisiler iizerinde sagliksiz basa ¢ikma
mekanizmalarina yol acabilecegi ve bu durumun ise insanlarin parasal kararlarmi etkileyerek
finansal gilivenlikten uzaklasmalarina neden olabilecegi ongdriilmektedir. Yine ayni anket
verilerine gore “para dismorfisi” olarak belirtilen fenomen, bireylerin finansal durumlarini
olduklarindan daha kétii hissetmeleri durumunu tanimlamaktadir ve geng kusaklarda bu algi
daha yaygin olarak karsimiza ¢ikmaktadir. Z kusaginin %43’ ve milenyum kusaginin %41°1,
bu tiir bir para dismorfisi yagamakta ve daha fazla harcama yaparak stresle basa ¢cikma yolunu
tercih etmektedir (creditkarma, 2024).

Survey Monkey tarafindan 4.342 yetiskinle yapilan CNBC’nin uluslararas1 “Your Money
Financial Security Survey” anket verileri, diinya ¢apindaki bireylerin yalnizea %36,5’inin
finansal agidan ebeveynlerinden daha i1yi durumda olduklarini diisiindiiglinii, buna karsin
%42,8’inin finansal olarak ebeveynlerinden daha koétii olduklarini diisiindiigiinii ortaya
cikarmistir (CNBC, 2024). Bu veriler para dismorfisi fenomeni agisindan ele alindiginda, aile
biiyiiklerinin sahip olduklarina asla sahip olamayacagini diislinen bireylerin para harcama ve
biriktirme etkinliklerinde ¢esitli faktorlerin etkili oldugu sdylenebilir.

Bir diger calisma, Intuit tarafindan gerceklestirilmistir. Z kusaginin 18-25 yas aralig1 olarak
kabul edildigi ve anketler ile donemlik verilerin toplandig1 “Prosperity Index Study” 2023 yili
ocak ay1 raporuna gore, ankete katilan Z kusagi her {i¢ kisiden biri sosyal medyada gordiikleri
kisilerle kendilerini karsilastirmaktadir. Instagram, TikTok ve Snapchat gibi sosyal medya
platformlarinda giizellik, basar1 ve yasam tarz1 konularinda 6zenle segilerek idealize edilmis
tasvirlerden kaynaklan bu karsilagtirmanin, kendilerinde yetersizlik hissi, beden imaj1 sorunlar1
ve ruh saglig1 problemleri gibi durumlara yol agabilecegini belirtmistir. Her iki katilimcidan bir
tanesi cevrelerindeki pek ¢ok kisinin bu kadar kolay bir sekilde basarili oldugunu
gordiiklerinde, hayat hedeflerinden geri kaliyorlarmis gibi hissetmelerine neden oldugunu
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belirtmigtir. Ankete katilan her on kisiden yedisi sosyal medyada gordiikleri insanlarin
gerisinde kaldiklarini hissettigini belirtmistir. Katilimcilarin %50°s1 ¢evresindeki bireyler ile
maddi durumlar1 ve borglar1 hakkinda konusmaktan kagindiklarini belirtmistir. Her dort
katilimcidan ti¢cli mevcut ekonomik durumun onlar1 uzun vadeli hedefler belirleme konusunda
tereddiit ettirdigini belirtirken her ti¢ katilimcidan ikisi emekli olabilecek kadar paraya sahip
olup olmayacaklarindan emin olmadiklarint belirtmistir. Z Kusagi, emeklilik i¢in birikim
yapmanin diger kusaklara kiyasla daha az onemli oldugunu diisiinmektedir. Buna karsin
katilimcilar tutkularinin veya hobilerinin pesinden gitmek i¢in para sahibi olmanin kendileri
icin para biriktirmekten daha 6nemli oldugunu belirtmistir. Her on katilimc1 Z Kusagindan
sekizi su an finansal olarak olmak istedikleri yerde olmadiklarini, her dort katilimeidan tigii
sadece hayatta kalacak kadar paralari oldugunu ancak basarili bir sekilde yasamlarini
siirdiirebilecek kadar paralar1 olmadigini belirtmistir. Her ii¢ katilimcidan ikisi ise sadece temel
ithtiyaglari i¢in paralart oldugunu, hayat hedefleri icin ise birikim yapamadiklarini belirtmistir
(Intuit Prosperity Index Study, 2023).

(neklerden goriilecegi iizere bireylerin harcama aliskanliklarini etkileyen birgok unsur vardir.
Gelecek hakkinda ekonomik belirsizlik, belirsizligin yarattigi stresle basa ¢ikabilmek ig¢in
gergeklestirilen kiiciik ve anlik harcamalar, sosyal medya platformlarinin etkisiyle tiikketim
kaliplarinin degisimi, artan ekonomik belirsizlikler nedeniyle ertelenen biiyiik yatirimlarin
yerini kisa donemlik ve ihtiyag dis1 harcamalara birakmasi, enflasyon endisesi ile tiiketimin 6ne
cekilmesi harcama aligkanliklarini etkileyen sosyal ve psikolojik faktorlerdendir.

Abaidoo, 2016 yilinda gergeklestirdigi calismasinda ekonomik belirsizligin tiiketici davranisi
iizerindeki kritik roliine deginmistir. Caligmanin bulgularmma goére artan makroekonomik
belirsizlikler tiiketici davranisini onemli Olgiide etkilemekte ve bu da mevcut tiketimin
ertelemesine ya da belirsizlik durumu ¢oziime kavusturulana kadar 6nemli harcamalar yapma
istekliliginin artmasina neden olmaktadir. Abaidoo, ekonomik politika belirsizliginin tim
mikro diizey kisisel tiiketim harcamalar iizerinde 6nemli kisitlayici etkiler yarattigini ortaya
koymustur. Enflasyon beklentisinin dayanikli tiiketim mallar tizerinde 6nemli dl¢iide olumsuz
bir etkisi vardir ve ayni durum dayanikli olmayan mallar {izerinde olumlu bir etkiye sahiptir.
Bir diger deyisle tiiketici bireyler gelecekte daha da kotiilesecek kosullardan endise ederek
harcamalarini erteleme egiliminde olabilirler (Abaidoo, 2016, s. 393).

Yapilan bir diger arastirmanin bulgulari, fiyatlarda beklenen artisin gelecekteki planlanan
harcamalarin mevcut doneme kaymasina yol actigini gostermektedir. Enflasyon beklentisi
yiiksek oldugunda, tiiketiciler tasarruf yapmay1 tercih etmez ve mevcut gelirlerini harcamay1
daha mantikli goriirler (Sahoo, 2021, s. 26).

Kim vd. (2024, s. 263) tarafindan yapilan ¢alismanin bulgulari, bireylerin ekonomik stres
donemlerinde ani tatmin arayisina girdigini gostermektedir. Liiks tiiketimin ekonomik
durgunluk dénemlerinde bile devam ettigini ya da arttigin1 ortaya koyan c¢aligmada, bireylerin
sosyal statiilerini yansitmak veya maddi esyalar aracilifiyla duygusal rahatlik bulmak i¢in
harcama yapmaya devam ettigi ortaya koyulmustur.

Ozellikle geng bireylerin yogun sekilde gelecek kaygisi tasidigini ve bu durumun onlar
karamsarliga siiriikledigini vurgulayan Creditkarma tiiketici finansmani savunucusu Courtney
Alev, artan yasam kaygilariyla hareket eden bireylerin enflasyon, yiiksek yasam maliyeti ve
ulagilamaz konut fiyatlar1 gibi sorunlarla basa ¢ikmak i¢in doomspending yaptigini belirtmistir.
Ayrica Alev, Z Kusagi’nin %73 linlin kasvetli bir gelecege para biriktirmektense an1 yasamak



606 Doomspender Kavrami ve Postmodern Tiiketim Olgusu Baglaminda Universite Ogrencilerinin
Tiiketim Aliskanliklarinin incelenmesi

istedigini, bireylerin ekonomiye ve dis politika meselelerine dair endiseleri yatistirmak i¢in
bilingsizce aligveris yaptigini ve bu durumun ise bireylerin finansal sagliklarina zarar
verebilecegini belirtmistir (New York Post, 2023).

3. Yontem

Bu caligma nitel arastirma yontemiyle gerceklestirilmistir. Bu calismanin etik kurallara
uygunlugu, Necmettin Erbakan Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirmalar
Etik Kurulu, 13/12/2024 tarihi ve 2024/915 sayis1 karariyla onaylanmistir. Arastirma
kapsaminda toplanan nitel veriler, tematik analiz teknigiyle ¢6ziimlenmistir. Tematik analiz,
verilerdeki anlamli Oriintiileri (temalar1) sistematik bir bicimde ortaya ¢ikarmayr amaglayan,
esnek yapili ve belirli bir kuramsal ¢ergeveye bagli olmayan bir analiz yaklagimidir. Bu
yontemin temel hedefi, belirli bir konu baglaminda bireylerin deneyimlerini, diislincelerini ve
bu siirecte iirettikleri anlamlar1 temalar araciligiyla agiklamaktir.

3.1. Arastirmanmn Gerekcesi

Bu aragtirmanin gerekgesi, postmodern donemde yeniden sekillenen tiiketim kiiltliriinde,
“doomspending” kavramini ele alarak literatiirdeki bir boslugu doldurmaktir. Postmodern
donemde bireylerin kimlik insasi ve kendini ifade etme bigimleri tiiketim pratiklerine
dayanmaktadir. Medya, tiiketim motivasyonlarini yonlendiren onemli bir ara¢ olarak,
bireylerde tiiketim davranislarina yonelik yeni kavramlar ve egilimler gelistirebilmektedir. Bu
baglamda, doomspending, bireylerin gelecege dair ekonomik belirsizlik, olumsuz duygular ve
kaygi durumlarinin etkisiyle gerceklestirdikleri tiiketim davranisini ifade eden bir kavramdir.
Ancak, bu kavramin literatiirde yeni olmasi ve heniiz akademik bir calismada ele alinmamig
olmasi, arastirmanin yenilik¢i ve katki saglayici bir nitelige sahip oldugunu gostermektedir.

3.2. Arastirma Konusu ve Problemi

Arastirmanin  konusu, postmodern ddnemde ortaya ¢ikan bir tiiketim pratigi olarak
“doomspending” kavramidir. Bu kavram, bireylerin gelecekteki ekonomik belirsizlik, stres ve
kaygilarla basa ¢ikmak i¢in gerceklestirdikleri anlik ve genellikle gereksiz harcamalar1 ifade
etmektedir. Arastirma, bu tiiketim davranisini sosyal ve psikolojik faktorler ile ekonomik
belirsizlikler baglaminda ele almay1 amaglamaktadir.

Giliniimiizde artan ekonomik belirsizlikler, yliksek enflasyon, istikrarsiz is piyasalar1 ve sosyal
medyanin tiiketim iizerindeki etkileri bireylerin tiiketim kararlarini1 dogrudan etkilemektedir.
Bu baglamda arastirmanin problemi, bireylerin 6zellikle kriz donemlerinde neden bilingsizce
ve plansiz bir sekilde harcama yaptigi, bu harcamalarin psikolojik ve sosyolojik
motivasyonlarinin neler oldugu ve bu davranis bi¢ciminin doomspending kavrami ile nasil
aciklanabilecegidir. Ozellikle Z kusag: bireylerinde yaygin sekilde gézlemlenen bu davranis
biciminin altinda yatan bireysel ve ¢evresel etkenlerin anlasilmas1 hedeflenmektedir.

3.3.Arastirmanin Amaci

Bu arastirmanin amaci, literatiirde yeni bir kavram olan ‘“doomspender” kavramini
derinlemesine incelemek ve bu kavramin ekonomik belirsizlik, gelecek kaygisi ve tiikketim
aligkanliklari iizerindeki etkilerini anlamaktir. Arastirma ayrica bu kavramin heniiz yeni olmasi
ve akademik olarak ele alinmamis olmasi nedeniyle literatiirde bir boslugu doldurmay: da
hedeflemektedir. Bu dogrultuda arastirma doomspending ve doomspender kavramlarini
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tanimlamay1, kavramin psikolojik, sosyolojik ve ekonomik etkileri incelemeyi, genc kusaklara
odaklanarak ozellikle Z kusagi gibi geng bireylerin, ¢esitli kisisel ve ¢evresel faktorlerle
doomspending davranigini nasil benimsedigini analiz etmeyi, gelecek hakkinda belirsizliklerin
ve ekonomik stresin bireylerin tiiketim ve tasarruf aligkanliklarini nasil degistirdigini ve
ozellikle geng bireylerin tiiketim davraniglarindaki degisimi anlamay1 amaglamaktadir.

3.4.Arastirmanin Evren ve Orneklemi

Aragtirmanin ana evreni, Universite Ogrencileri olarak belirlenmistir. Calisma evreni,
Konya’daki iiniversite dgrencileri ile smirlandirilmistir. Orneklem, 18-24 yas arasi iiniversite
ogrencilerinden olusmaktadir. Katilimcilar, kasith (amacli) 6rnekleme yontemi ile se¢ilmistir.
Kasitli (amagli) 6rnekleme, belirli bir aragtirma amacina yonelik olarak bilgi saglayabilecek
bireylerin bilingli bir sekilde secildigi bir 6rnekleme yontemidir. Yildirim ve Simsek (2018),
nitel arastirmalarda amagli 6rneklemenin, aragtirmacinin belirli 6lgiitlere dayali olarak en uygun
katilimcilar1 segmesini sagladigini ve bu yontemin 6zellikle derinlemesine bilgi elde etmeyi
amaclayan durum caligmalarinda etkili oldugunu vurgulamaktadir. Bu yontemin avantajlari
arasinda, ¢alismanin amacina dogrudan katki sunacak bireylerden veri toplanmasini saglamasi
ve bdylece daha derinlemesine ve anlamli bulgular elde edilmesine olanak tanimasi
bulunmaktadir. Ancak genellenebilirlik agisindan sinirliliklar tasidigi ve sadece belirlenen grup
icin gecerli sonuc¢lar sundugu unutulmamalidir (Yildirrm & Simsek, 2018). Katilimcilar
ekonomik belirsizlik ve duygusal tiiketim gibi temalar ekseninde yar1 yapilandirilmis miilakat
yontemi ile goriis bildirmislerdir. Orneklem, Z kusag: tiiketicilerine odaklandig1 igin,
calismanin sonuglart bu neslin tiiketim davraniglarini anlamaya yoneliktir ve genellenemez
ancak belirli bir baglam i¢inde derinlemesine analiz saglamaktadir. Cinsiyet dagiliminda denge
saglanmast amaciyla 12 kadin ve 12 erkek katilimei belirlenmistir. Bu esit dagilim, toplumsal
cinsiyetin tiiketim davraniglar1 tiizerindeki olasi etkilerini karsilagtirmali olarak analiz
edebilmek amaciyla tercih edilmistir. Boylece, cinsiyete bagl tiikketim farkliliklarmin daha
saglikli bicimde degerlendirilebilmesine imkan taninmistir.

3.5.Verilerin Toplanmasi ve Analizi

Arastirma nitel bir arastirmadir. Arastirmada nitel arastirma veri toplama tekniklerinden olan
yar1 yapilandirilmis miilakat (goriisme) kullanilacaktir. Nitel arastirmalar genellenemez ve
arastirmanin uygulandigi 6rnekleme 6zeldir. Bu nedenle durumsal olarak kabul edilir. Yar1
yapilandirilmis goriismeler durum c¢aligmalarinda veri elde etmek ic¢in oldukca verimli bir
tekniktir. Yar1 yapilandirilmis goriismeler anketlerle karsilastirildiginda saglikli veri elde
etmede daha etkilidir ve aragtirmacilarin katilimecilarin goriislerini daha derinlemesine
kesfetmesine olanak saglar (Yildirim ve Simsek, 2018). Aragtirmada elde edilen nitel veriler,
tematik analiz yontemi ile analiz edilmistir. Tematik analiz, verilerin sistematik olarak
incelenerek anlamli oriintiilerin (temalarin) ortaya ¢ikarildigi, esnek ve teoriden bagimsiz bir
analiz yontemidir. Amag, belirli bir konuya dair insanlarin deneyim, diisiince ve anlam tiiretim
bicimlerini agiklayan temalar olusturmaktir (Braun & Clarke, 2006). Goriismeler yari
yapilandirilmis miilakat formu kullanilarak gergeklestirilmis, ses kayitlari alinmis ve bu kayitlar
yaziya dokiilerek transkript haline getirilmistir. Ardindan, veriler dikkatli bigimde okunmus,
katilimcilarin ifadeleri dogrultusunda tekrar eden temalar belirlenmis ve bu temalar altinda
kodlama siireci ylriitiilmistiir. Kodlamalar, arastirma sorularina uygun olarak olusturulan ana
temalar ve alt temalar ekseninde gerceklestirilmistir. Kodlama islemi sonrasinda kod-teori
modelleri olusturularak bulgular sistematik bi¢imde sunulmustur. Katilimci ifadelerinden
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dogrudan alintilar yapilarak analizlerin gegerligi desteklenmis, kodlar arasi iligkiler tablolar ve
grafiklerle ortaya konmustur. Analiz siirecinde hem bireysel hem de tematik farkliliklarin
degerlendirilmesine olanak saglanmistir.

Kodlama islemi, aragtirma sorular1 ¢ergevesinde olusturulan temalar dogrultusunda
gerceklestirilmistir. Analiz siirecinde arastirmaci, anlamli veri oriintiilerini belirlemek amaciyla
tiimevarimsal bir yaklasim benimsemistir. Arastirmanin glivenirligini saglamak amaciyla,
orneklemden rastgele secilen dort miilakat bagka bir alan uzmanina génderilmis ve bagimsiz
olarak yeniden kodlanmalar1 istenmistir. Bu islem sonucunda, kodlayicilar aras1 uyum oran1 %
87,5 olarak bulunmustur. Bu oran, Miles ve Huberman (1994)’1n 6nerdigi minimum %70 uyum
esiginin iizerinde yer almakta olup, aragtirmanin gilivenirliginin yiiksek diizeyde oldugunu
gostermektedir. Gegerlik agisindan ise, katilimer goriislerinin - dogrudan alintilarla
desteklenmesi ve farkli veri kaynaklarindan saglanan bilgilerin karsilastirmali olarak analiz
edilmesi yoluyla icerik gegerligi saglanmistir. Ayrica, arastirma siirecinin tiim agamalari
detayli sekilde raporlanarak ¢alismanin seffafligi ve izlenebilirligi artirilmistir. Katilimei
ifadeleri baglaminda yorumlanmis ve elde edilen temalarin literatiirle tutarliligi dikkate
aliarak yorumlanmaistir.

Goniillii Katilimcilara Yoneltilen Sorular

Doomspender kavraminin iliskilendirilebilecegi arastirma Orneklerinden yola ¢ikilarak,
miilakatta yol gosterici olmasi amaciyla bazi temalar olusturulmus ve sorular arastirmaci
tarafindan bu temalar ekseninde gelistirilmistir.

1. Ekonomik belirsizlik ve tiiketim iizerine: Ekonomik belirsizlik donemlerinde
harcamalarinizda bir degisiklik oluyor mu? Eger oluyorsa, bu degisiklikler nasil bir yon
altyor?

2. Ekonomik kaygilar ve harcama davramiglar iizerine: Gelecekte ekonomik
sikintilar yasayacaginiz kaygisi sizi harcamalarinizi artirmaya tesvik ediyor mu? Bu
durumda nasil bir harcama aliskanligina sahip oluyorsunuz?

3. Anlik tatmin ve aligveris iizerine: Ekonomik kaygilariniz arttiginda, aligveris
yapmanin size gegici bir rahatlama sagladigini diistinliyor musunuz? Bu rahatlama
duygusunun ne kadar siirdiiglinii hissediyorsunuz?

4. Liiks tiiketim ve kiiciik harcamalar iizerine: Liks veya pahali iirlinler satin
alamayacaginizi disiindiigiiniizde, kiiciik ve uygun fiyath irlinlere daha ¢ok para
harciyor musunuz? Bu durumun sizin i¢in anlami nedir?

5. Ekonomik kosullarin etkisi iizerine: Ekonomik kriz ya da enflasyon gibi
donemlerde, aligveris yapma sikliginizda bir degisiklik oluyor mu? Kendinizi giivende
hissetmek i¢in aligveris yapmak gibi bir davranisiniz var mi1?

6. Gelecege yonelik kaygilar ve harcama kararlart iizerine: Gelecekte daha zor
ekonomik kosullarla karsilasacagimizi  diisiindiigiiniizde, harcamalarinizi nasil
yonlendiriyorsunuz? Su an sahip oldugunuz parayi nasil degerlendiriyorsunuz?
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7. Tasarruf yapma ve harcama davraniglar: iizerine: Gelecege yonelik tasarruf
yapma yerine, mevcut ekonomik kosullarda daha fazla harcama yapmayu tercih ettiginiz
oluyor mu? Bu tercihinizle ilgili hissettikleriniz nelerdir?
8. Doomspending kavrami iizerine: Doomspending kavrami sizin i¢in anlam
tastyor mu? Bu tiir harcamalar yapmay1 gereksiz bir sekilde artirdiginizi diistiniiyor
musunuz ve bunun altinda yatan motivasyonlar nelerdir?

Arastirma Sorulari

I. Bireyler ekonomik belirsizlik donemlerinde ihtiyaglarini oOnceliklendirme
egiliminde midir?

2. Ekonomik kriz donemleri ile giivende hissetme amaciyla yapilan aligveris
arasinda nasil bir iligki vardir?

3. Liiks tiiketim ve temel tiikketim kodlar1 karsilastirildiginda, kullanicilar
biitgelerine uygun harcamalar m1 yapmaktadir?

4. Ekonomik kriz donemlerinde tiiketim aligkanliklarinda cinsiyete gore bir
farklilik var midir?

5. Ekonomik kriz donemlerinde tiiketim aliskanliklarinda gelire gore bir farklilik
var midir?

Kelime Bulutu

harcamalarimi
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Sekil 1. Kelime Bulutu

Arastirma bulgularinin sunumuna “Kelime Bulutu” baslanmistir. Burada temel amag,
calismanin kavramsal ¢ergevesiyle uyumlu olarak katilimer ifadelerinde 6ne ¢ikan temalari
gorsel olarak 6zetlemek ve yogunluk analizine dayali bir 6n izlenim sunmaktir. Bu yaklagimin
arastirma bulgulariin daha anlasilir ve biitlinciil bir sekilde kavranmasini destekleyecegi
varsayllmaktadir.

Kelime bulutu, Doomspending (kaygi kaynakli gereksiz harcama) kavrami etrafinda olusan
tiiketim davranislarini, ekonomik belirsizliklerin etkisini ve bireylerin harcama aligkanliklarini
gostermektedir. Kelime bulutunda “ekonomik™, “harcama”, “aligveris”, ‘“rahatlama”,
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“degisiklik”, “gelecekte”, “giivende”, “kiiclik”, “liikks”, “tasarruf”, “yapmak”, “fazla” gibi
kelimeler 6ne c¢ikmaktadir. Katilimeilar en fazla “ekonomi” sdzciigiinden bahsetmistir ve
Doomspending kavrami bu terim ile dogrudan iliskilidir. Doomspending, ekonomik kriz ve
belirsizlik donemlerinde bireylerin anlik tatmin saglamak i¢in yaptig1 gereksiz harcamalarla
iligkilidir. Kelime bulutu, bireylerin bu siiregte aligveris sikligini artirma, giivende hissetme,
kendilerine kii¢iik liiks tirtinler alma ve gelecege yonelik kaygilar nedeniyle tasarruf yapma gibi
cok cesitli egilimler gosterdigini dogrulamaktadir.

Kod Teori Modelleri
<1

Doomspending (0)

1T

Tuketici
Manipidlasyonu . -
ve Harcama Doomspending E:‘o:lrnjapslnldzgg)l
Aliskanhklan (67) Davranislarn (104) 9 2

| | \

Ekonomik

nom Harcama Kayginin
d_bel'rsl'Z'.'kd kararlarinin harcamalari
h?arr‘far?nea:.ar:' ne kaygidan nasil artinp
i : s =
nasil etkilendigi artirmadig

yonlendirildigi
Sekil 2. Doomspending (Kaygi Kaynakli Gereksiz Harcama)

Doomspending kavraminin soruldugu bu kategoride verilen cevaplara gore ii¢ farkli alt kategori
olusturulmustur. ~ Bunlardan ilki Tiiketici Manipiilasyonu ve Harcama Aliskanliklart
kategorisidir. Cevaplar bu kategoride toplam 67 defa kodlanmistir. Katilimcilar ekonomik
belirsizlikte harcamalarin1 nasil yonettiklerinden bahsetmislerdir. Bu kategoride daha c¢ok
belirsizlik durumunda tasarrufun azaldig1 ve harcama aliskanliginin artigindan bahsedilmistir.
Bu kategorinin bir alt kategorisi ise Doomspending Davraniglari’dir. En fazla (toplam 104) bu
alt kategoriden bahsedilmistir. Kaygi ile harcama egiliminden artmasindan bahsedilmistir.
Doomspending Davraniglar1 kategorisi en fazla kodlanan (104) baslik olarak gériinmektedir.
Bu da insanlarin harcama kararlarinda kayginin nasil rol oynadigina dair en fazla veri
toplandigini gostermektedir. Bir diger kategori ise Doomspending’in Algilanisi (64) ile ilgilidir.
Burada daha ¢ok “bugiin aldim aldim, yarn alamam” kaygis1 ile kisilerin bazen ihtiyac dis1
iirlinleri de aldig1 sdylenebilir.
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Sekil 3. Ekonomik Belirsizlik ve Tiiketim Davranisi

Bu kategori toplam iki alt basliktan olusmaktadir. En fazla Biitceleme ve Onceliklendirme
kategorisi (62) kodlanmistir. Bu kategori, ekonomik belirsizlik donemlerinde bireylerin
harcamalarin1 nasil yonlendirdigine ve zorunlu harcamalar ile istege bagli harcamalar
arasindaki dengede nasil degisiklikler yaptigina odaklanmaktadir. Digeri ise Harcama
Degisiklikleri (33) ile ilgili olan kisimdir. Bu kategori, ekonomik dalgalanmalara yanit olarak
bireylerin harcamalarinda ne tiir degisiklikler yaptigina dair verileri igermektedir. Kodlama
sayisinin 33 olmasi, bu konunun incelendigini ancak Biitceleme ve Onceliklendirme kadar
genis bir kapsamda ele alinmadigimi géstermektedir. Analiz, ekonomik belirsizlik donemlerinde
tikketim aligkanliklarinin nasil degistigini ve bireylerin nasil biit¢e dnceliklendirmesi yaptigini
anlamaya yonelik bir modeli ortaya koymaktadir. Bu veriler dogrultusunda arastirma
kapsaminda gelistirilmig, olan arastirma sorusu 1 “Bireyler ekonomik belirsizlik donemlerinde
ihtiyaglarint onceliklendirme egiliminde midir?” cevaplanmig olmaktadir.

< 1

Ekonmomik Kaygilar ve Duygusal Tuketim (O)

/

Harcama @
Davranislarinin Alisverisin Gecgici
Stres ve Kayg: ile Rahatlama
iliskisi (71)

Saglamas: (71)

Stres ve kaygl

altinda yapilan Ekonomik

harcamalarin kaygl!ar
i i (S nedeniyle

etkileri (&rn. .

anhhk tatmin, yapilan

alhisverislerin
psikolojik etkileri

pismanhk vb.)

Sekil 4. Ekonomik Kaygilar ve Duygusal Tiiketim

Bu kategori de toplam iki alt basliktan olusmaktadir. Her iki kategori de esit sayida (71)
kodlanmigtir. Harcama Davramglarinin Stres ve Kaygi ile lliskisi bireylerin stres ve kaygi
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durumunda yaptig1 harcamalarin psikolojik etkilerine odaklanmaktadir. Stres ve kaygi altinda
yapilan harcamalarin anlik tatmin saglarken, pismanlik gibi olumsuz etkiler de yaratabilecegi
vurgulanmaktadir. Diger kategori ise Alisverisin Gegici Rahatlama Saglamasi’dir. Bu kategori,
ekonomik kaygi yasayan bireylerin aligverisi bir rahatlama araci olarak kullanip kullanmadigini
ve bunun psikolojik sonuglarini incelemektedir. Insanlar rahatlama igin alisveris yaptigini ya
da en azindan bu mekanlarda zaman geg¢irdiklerinden bahsetmektedir. Alisverisin, ekonomik
kaygiya karst gecici bir rahatlama sagladig1r ancak bazen olumsuz psikolojik sonuglar da
dogurdugu ortaya konmaktadir. Bu model, bireylerin ekonomik belirsizlikler karsisinda hem
duygusal hem de psikolojik olarak nasil tepki verdigini anlamaya yonelik 6nemli veriler
sunmaktadir.

Ekonmomik Kriz ve Harcama Sikhig: (O)

/

=
(= | Kriz
Guvende Donmnemlerinde
Hissetme ve Harcama
Alisveris Degisimi (57)

Motivasyonu
[€=2=) \

Kisilerin
ekonmnomik kriz
donmnemlerinde

guaven hissi
yaratmak icin
yaptig:
harcamalar

G

Enflasyon, issizlik
gibi faktorlerin
harcama
sikhigina etkisi

Sekil 5. Ekonomik Kriz ve Harcama Siklig1

Ekonomik Kriz ve Harcama Siklig1 kategorisi iki alt kategoriye ayrilmaktadir. En fazla
kodlanan alt kategori Giivende Hissetme ve Aligsveris Motivasyonu (82) alt kodudur. Bu
kategori, bireylerin ekonomik kriz donemlerinde giivende hissetmek amaciyla yaptigi
harcamalara odaklanmaktadir. Ekonomik kriz dénemlerinde bireylerin kendilerini giivende
hissetmek i¢in harcamalarini devam ettirme ya da artirma egiliminde olup olmadiklari
incelenmektedir. Ekonomik kriz donemleri ile giivende hissetme amaciyla yapilan aligveris
arasinda gii¢lii bir iligki vardir. Bir diger deyisle ekonomik kriz algisi arttik¢a giivende hissetme
amaciyla yapilan aligveris de artmaktadir. Bireyler gelecekte o iiriinleri tekrar alamayacaklari
korkusuyla s6z konusu {iriinleri almaktadir. Bir diger alt kategori Kriz Dénemlerinde Harcama
Degisimi’dir (57). Bu kategori, ekonomik kriz donemlerinde harcama davranislarinin nasil
degistigini ve enflasyon, issizlik gibi makroekonomik degiskenlerin bireylerin harcama
aligkanliklarin1 nasil sekillendirdigini ele almaktadir. Ekonomik kriz dénemlerinde bazi
bireylerin harcamalarini kisitlarken bazilarinin ise krizden kaginma ya da psikolojik rahatlama
amaciyla harcamalarin siirdiirdiigiine dair ¢ikarimlarda bulunulabilir. Bu kategori, ekonomik
krizlerin bireylerin harcama aligkanliklarina olan psikolojik ve ekonomik etkilerini incelemeye
yonelik Onemli veriler sunmaktadir. Bu veriler dogrultusunda arastirma kapsaminda
gelistirilmis olan arastirma sorusu 2. “Ekonomik kriz dénemleri ile giivende hissetme amaciyla
yvapilan aligveris arasinda nasil bir iliski vardir?” cevaplanmig olmaktadir.
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Gelecek Kaygisi ve Tasarruf Egilimleri (0)

.

Tasarruf Etme Fi nansal Kayg: Temelli
(68) Planlama ve Harcama
Gelecege Yonelik Azaltma (43)

Stratejiler (78) \

Gelecege yatinm . Gglef:e‘kﬂ

yapmak tasaruf Mevcut gelir ve bel:rs-;l:g:

yapmak birikimlerin nasil nedeniyle
degerlendirildigi yapilan tasarruf

ve yatinm

egilimleri

Sekil 6. Gelecek Kaygisi ve Tasarruf Egilimleri

Katilimcilara ayrica gelecek kaygisi ile yaptiklar tasarruf eylemleri sorulmustur. Bu kategori
toplam {i¢ alt basliktan olusmaktadir. Ilk alt bashk Tasarruf Etme 68 defa kodlanmistir. Bu
kategoride, bireylerin gelecekte finansal giivenlik saglamak amaciyla tasarruf yapma egilimleri
kodlanmustir. Bu alt kategoride ekonomik belirsizliklerin, bireyleri harcamalarini kisip tasarrufa
yoneldiklerinden bahsettigi sdylemler yer almaktadir. Bir diger alt kategori bu kategoride en
fazla kodlanan, Finansal Planlama ve Gelecege Yonelik Stratejiler’dir (78). Bu kategori,
bireylerin gelirlerini ve varliklarini nasil yonettikleri, tasarruf ve yatirim stratejileri gelistirme
siirecleri ile ilgilidir. Ekonomik kaygilar ile ekonomik harcamalarini ve birikimlerini nasil
yonettigini anlatan katilimcilar, bu yolla gelecekte daha fazla giivende olacaklarindan
bahsetmektedir. Ayrica bu kategori, bireylerin ekonomik dalgalanmalar karsisinda nasil bir
finansal strateji gelistirdigini ortaya koymaktadir. Son olarak Kaygi Temelli Harcama Azaltma
(43) alt kategorisi gelmektedir. Bu kategori, gelecek kaygisinin bireylerin harcama
aligkanliklarin1 nasil etkiledigini ve ekonomik belirsizlik nedeniyle harcamalarini azaltip
azaltmadiklarin1 incelemektedir. Daha ¢ok tasarruf yapma ve az harcama ile ilgili yapilan
yorumlar bu kategori altinda kodlanmistir. Kayginin bireyleri daha fazla tasarrufa yoneltme
veya harcamalar1 azaltma etkisi arastirilmaktadir. Bu kategori, bireylerin ekonomik kaygilar
karsisinda nasil finansal kararlar aldigini anlamak i¢in 6nemli i¢goriiler sunmaktadir.

Liks Tuketim vs. Temel Tuketim (0)

Gelir Seviyesine
Gore Harcama
Aliskanhiklan (54)

Butceye gore
ahisveris tercihleri

Sekil 7.

Alternatif
Uranlere
Yénelim (27)

Uygun fiyath ve
kGcguk Granlere
yonelim olup
olmadig: ve bu
yonelimin
anlami

Luks Tiiketim vs. Temel Tiiketim

Laks
Tuketimden
Kacinma (29)

Ekonomik
sikintilar
nedeniyle luks
aranlerden
vazgecme
egilimi
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Katilimcilara bu kategoride Liiks tiiketim vs. Temel Tiiketim kavramlart sorulmustur. Gelir
Seviyesine Gore Harcama Aligskanliklar1 (54) alt kategorisi en fazla kodlanmistir. Katilimcilar
biitcelerine gore alisveris yaptiklarindan bahsetmektedirler. Bu kategori, bireylerin gelir
seviyelerine bagli olarak nasil harcama yaptiklarin1 ve aligveris tercihlerini nasil
sekillendirdiklerini incelemektedir. Bir diger alt kategori Alternatif Uriinlere Ynelim’dir (27).
Bu kategori, bireylerin daha uygun fiyath iirlinleri tercih edip etmedigini ve ekonomik
sikintilarin onlar1 nasil daha hesapl alternatiflere yonlendirdigini ele almaktadir. Bireylerin
liiks iirlinler yerine ekonomik alternatiflere yonelme egilimleri incelenmektedir. Son olarak
Liiks Tiiketimden Kaginma (29) alt kategorisi gelmektedir. Bu kategori, ekonomik durumun
bireylerin harcama tercihlerine olan etkisini incelemeye yonelik 6nemli i¢goriiler sunmaktadir.
Bu veriler dogrultusunda aragtirma kapsaminda gelistirilmis, olan arastirma sorusu 3. “Liiks
tiiketim ve temel tiiketim kodlari karsilastirildiginda, kullanicilar biitgelerine uygun
harcamalar mi yapmaktadir?” cevaplanmig olmaktadir.

Kod Alt Kod Boéliimler Modeli (Yorumlar)

Evet, zaman zaman gelecege
yonelik tasarruf yapma yerine
daha fazla harcama

yapmay tercih ettigim durumlar
olabiliyor. Bu nedenle, bazen
sosyal aktiviteler ya da

genellikle stres, belirsizlik ya da
kontrol kaybi olarak algiliyorum
bu tarz bir harcamamda anhk
rahatlama yasiyorum. Daha
sonrasi piglanlik da duydugum

Bu dénemlerde aligveris yapma
sikligim artabiliyor. Ozellikle temel
ihtiyaglanmi kargilarken, kendimi
daha giivende hissetmek adina

klguk liks harcamalar yapmayi oluyor. aligverise yoéneliyorum,
tercih ediyorum. /

¢ / Doomspending'in Algilanigi (64)

bu kavram bana bugun var yann

yok deyimini hatirlatiyor, yani " Ban dénemlerde keyfe keder
simdi param var alabilirim ama @ — @ —_ harcamalar yapiyorum. Hayatin
yann alamam para da deger bir sekilde tadini ¢lkarmak adina
kaybeder ve kaybeden ben Doomspending (0) Doomspending Davranislan (104) baz harcamalar yapiyorum.
olurum diyorum. / \
_'__,._——-——-_——'—_’ @ Ekonomik kaygilar, bazen
Tiketici Manipilasyonu ve Harcama Aliskanliklan (67) harcamalanmi kontrolsiz bir
Uzun vadede kullanigh Grinler sekilde artirmama yol agabiliyor.
almaya ¢ahiginm.Indirim \ Baz dénemlerde ileride bu fiyata
zamanlannda uzun sireli olmaz bakis agis ile aldigim sonra
kullandigim Grlnleri stok da bir nevi ticaretini yaptigim
yapmaya ¢aliginm . rtnler oldu. Ozellikle arag vasita
Bu donemlerde aligveris yapma piyasasinda bu tiir harcamalar
Ekonomik olarak iyi bir yerde sikhigim artabiliyor. Ozellikle temel oluyor daha sonra acaba bu kadar
olsamda rahatlamak icin alisveris ihtiyaglanmi kargilarken, kendimi olur mu diyerekten yaptigimiz

daha giivende hissetmek adina aligverisler olabiliyor.

apan biri degilim
Yo el aligverise yoneliyorum.

Keyfi alisveris olarak genelde kitap
.begendigim bir kiyafet yada bir
sehri gezmek gibi

seyler igin bilingli olarak karar
vermek rahatlamak igin
kullanmay tercih ediyorum

Sekil 8. Doomspending Kavrami (Y orumlar)

Doomspending kavramimin ekonomik kaygilar, stres, kontrol kaybi, keyfi harcamalar ve
tilketici manipiilasyonu gibi unsurlarla sekillendigini gostermektedir. Doomspending,
bireylerin ekonomik belirsizlikler ve stres altinda gelecege yonelik tasarruf yapmak yerine daha
fazla harcama yapma egiliminde olmalari olarak tanimlanabilir. Doomspending, ekonomik
stres ve belirsizlik karsisinda bireylerin harcamalarini artirma egilimidir. Bu harcamalar
genellikle anlik tatmin saglarken, uzun vadede pismanlik yaratabilir. Ornegin erkek bir
katilimc1 “Evet, ekonomik kaygilarim arttiginda aligveris yapmanmin gegici bir rahatlama
sagladigim diistintiyorum. Bu tiir harcamalar, o anki ruh halimi iyilestirebiliyor. Ancak, bu
rahatlama duygusu genellikle kisa stirelidir, harcama sonrast olusan su¢luluk hissi, bu
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rahathigin etkisini azaltiyor. Kisa stireli de olsa rahatlama hissettiriyor.” seklindeki cevabiyla,
doomspending ile gelen gecici rahatlama sonras1 duydugu pismanlig dile getirmistir. Bireyler,
giiven duygusu kazanmak veya ekonomik dalgalanmalardan korunmak amaciyla da aligveris
sikligini artirabilirler. Tiiketici manipiilasyonu ve ekonomik belirsizlikler, bireyleri hem bilingli
hem de bilingsiz harcama aligkanliklarina yonlendirebilir.

Kgik ve uygun harcamalara
daha ok para harciyorum, pahali
] Grinlerin cok ihtiyag haricinde
insan bazen sunu almayayim kullaniimas taraftan degilim.
diyebiliyor insanlar gercekten [Exonomik Belirsizlik ve TGketim Davranisi (0)]  Ihtiyag durumunda pahali bile

Evet, ekonomik belirsizlik Ekonomik olarak iyi bir yerde

olsa Griint alma taraftaryim.
donemlerinde harcamalanmda

olsamda rahatlamak igin aligveris
belirgin bir degisiklik oluyor. / / yapan biri degilim
Oncelikli olarak zorunlu Keyfi alisveris olarak genelde kitap

ihtiyaglara yéneliyorum ve liks ,begendigim bir kiyafet yada bir
harcamalan minimuma (G| sehri gezmek gibi

indiriyorum Harcama Degisiklikleri (33) Bitgeleme ve Onceliklendirme (62) seyler icin bilingli olarak karar
/ vermek rahatlamak igin
\ kullanmay: tercih ediyorum

Evet, degisklik oluyor. Paray daha Ekonomik belirsizlik
dikkatli kullaniyorum hesabimi dénemlerinde harcamalanmda Genellikle 8nimizii géremiyoruz Evet, degisklik oluyor. Daha gok
surekli kontrol ediyorum belirgin bir degisiklik oluyor. bu zamanlarda ama bu durumada zorunlu ihtiyaglan tiketmeye
Genel olarak, bu tir dénemlerde aligtik artik onun igin ihtiyacim calisiyorum |Gks harcamalardan
daha temkinli harcama yapmaya varsa alip kenara koyuyorum kagiyorum
baghyorum. Bunu sadece temel ihtiyaglarda
yapiyorum

Sekil 9. Ekonomik Belirsizlik ve Tiiketim Davranisi

Ekonomik belirsizlik donemlerinde bireylerin tiiketim aligkanliklarini nasil degistirdigine dair
onemli ipuclar1 sunmaktadir. Harcamalar iizerinde temkinli yaklasim, zorunlu ihtiyaglara
yonelme, biitceyi dikkatli yonetme ve keyfi harcamalar1 sinirlama gibi egilimler one
cikmaktadir. Bu ifadeler, insanlarin ekonomik belirsizlik donemlerinde finansal kontrollerini
sikilagtirdiklari1 ve tasarrufa daha fazla Onem verdiklerini gostermektedir. Harcama
aliskanliklari, zorunlu ihtiyaclara yonelerek sekillenmekte ve keyfi harcamalar azalmaktadir.
Bu yorumlardan yola ¢ikarak, bireylerin ekonomik belirsizlik donemlerinde yalnizca zorunlu
ihtiyaglarini karsilamaya odaklandiklari, gereksiz harcamalardan kagindiklari ve tasarruf odakli
diisiindiikleri soylenebilir. Ornegin kadin bir katilimc1 “Evet, ekonomik belirsizlik
donemlerinde harcamalarim kesinlikle degisiyor. Normalde keyfi harcamalara biraz daha a¢ik
olsam da, bu tiir belirsiz donemlerde énceliklerimi tekrar gozden geciriyorum. Ilk olarak,
gelirimi asmayan bir biitce belirliyorum ve bu biitcenin disina ¢ikmamaya ¢alisiyorum.
Ornegin, disarida yemek yemek yerine evde yemek yapmay tercih ediyorum ya da kaliteli ama
uygun fiyatl tirtinleri bulmak icin farkli markalar: karsilagtirtyorum. Bu siirecte harcamalarimi
miimkiin oldugunca azaltip tasarrufa yoneliyorum ¢iinkii bu tiir belirsizliklerin ne kadar
stirecegini ongormek zor oluyor.” seklindeki yanitiyla ekonomik belirsizlik donemlerinde
zorunlu ihtiyaclara yoneldigini vurgulamaktadir. Bunun yani sira, bazi bireyler daha uygun
fiyath alternatif iirlinlere yoOnelirken, bazilar1 ise temel ihtiyaglarin1 karsilamanin yeterli
oldugunu belirtmektedir. Ekonomik belirsizlikler, tiiketim davraniglarini daha bilingli, planli ve
ihtiyaca yonelik hale getirmektedir. Gorselde yer alan yorumlara bakildiginda, liiks tiilketimden
kaciildigi, harcamalarin zorunlu ihtiyaclarla sinirlandirildigi, hesap kontroliiniin arttig1r ve
gelecege yonelik daha fazla 6nlem alindig goriilmektedir.
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Ekonomik kriz ddnemlerinde

aligveris sikigim azaliyor. Gok S:;::‘(‘;zz?s’y;’: slant O
ki harcomalanmi artirma egilimimde  Evet, ekonomik kaygilanm
Lo yonay etkili olabiliyor. Ozellikle kisa artuginda alisveris yapmanin
vadede “anlik mutluluk” gegici bir rahatlama sagladigini
saglayabilecek alisverislere dusanayorum.
yonelme istedi hissediyorum
S & \
| Q
\
- \
Evet, bazen alisveris yapmak — [Ekonomik Kaygilar ve Duygusal T uketim (0)] |
gegici bir rahatlama sagliyor. TTT— / \ __— Harcamalanmin kesinlikle bir
Ancak bu his genellikle kisa — 7 anlam tasidigini dustinayorum,
struyor ginku yapilan Q) (G| dzellikle aileme ve kendime deger
harcamalann bitgeme etkisini e " N kattugini hissettigim harcamalar.
e ety Harcama Davramislannin ‘Snes ve Kayg ile liskisi (71) Aligverisin Gegici Rahatlama Saglamas: (71) 0 EE e e S an
beni strese sokuyor | / \"'nu hissediyorum
|
|
|
|
|
|
|
: Q
" " Gegici bir rahatlama hissediyorum Bu rahatlama anlik gizel etkiler
Meveut ekofiomiK kosiar Siinds Evet, ekonomik kaygilanm aligveris yaparak guizel kombineler veriyor fakat param bittiginde
meveut zevider yasamak, kusa artuginda alisveris yapmanin yaparak.cafelerde yeni seyler yiyip yeni eni ekonomik sikintilarla karss
sureli mutluluk sagliyor. Ancak gegici bir rahatlama sagladigini Jeneyerek ama bu rahatlama ok karsiya kaldigimda her sey kabusa
sonras: gelecek kaygis ortaya diastniyorum. Bu tir harcamalar, kisa sareli okuyor eve geldigimde dénisebiliyor bir anda
Sikiyor © anki ruh halimi iyilestirebiliyor. kert borcum azalan parsm beni ay

Ancak, bu rahatlama duygusu sonuna kadar strese sokuyor
genellikle kisa sarelidir; harcama

sonrasi olusan sugluluk hissi. bu

rahathgin etkisini azaluyor. Kisa

sareli de olsa rahatlama

hissettiriyor.

Sekil 10. Ekonomik Kaygilar ve Duygusal Tiiketim (Y orumlar)

Ekonomik kaygilar, bireylerin tiiketim aligkanliklarini duygusal bir tepki mekanizmasiyla
sekillendirebilir. Gorseldeki yorumlar, ekonomik stres altindaki bireylerin aligveris yaparak
gecici rahatlama saglamaya calistigini, ancak bunun uzun vadede kaygiy1 artirabilecegini
gostermektedir. Bu yorumlar, bireyler harcama yaparak kisa siireli mutluluk hissetseler de
ekonomik kayginin geri donerek bireylerde daha biiyiik stres yarattigini ortaya koymaktadir.
Bu yorumlardan yola ¢ikarak, bireylerin ekonomik stresle basa ¢ikmak icin aligverisi bir arag
olarak kullandiklarini ancak bunun siirdiiriilebilir olmadigini gorebiliriz. Anlik tatmin saglansa
da uzun vadeli finansal kaygilar bireyleri daha fazla stres altina sokabilmektedir. Bu baglamda,
ekonomik kaygilar ve duygusal tiiketim arasinda ¢ift yonlii bir iliski bulunmaktadir: Kaygilar
harcamalar artirabilir, ancak bu harcamalar da kaygiy: besleyebilir. Ornegin kadim bir katilimci
“Evet, ekonomik kaygilar arttiginda aligveris yapmak bana gegici bir rahatlama sagliyor.
Ozellikle bir seyler satin aldigimda kendimi sanki kontrolii ele almis gibi hissediyorum. Mesela
bir giin moralim bozuksa, online aligveriste birkag par¢a iiriin almak ya da marketten kendime
ozel atistirmaliklar almak bana iyi geliyor. Ancak bu rahatlama ¢ok kisa siiriiyor, genelde
birka¢ saat ya da en fazla bir giin iginde tekrar kaygilanmaya basliyorum. Hatta bazen
harcadigim para igin sucluluk duydugum oluyor. Yani aslinda bu bir kisir dongii: Kaygimi
azaltmak i¢in harciyorum ama sonra harcama yiiziinden daha fazla kaygilantyorum.”
seklindeki cevabiyla ekonomik kaygi ile yaptigi alisveris sonrasinda daha yogun sekilde gelen
kaygisimi dile getirmektedir.



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 599-636 617

Daha ¢ok su anki paray:
kisitlayarak harcryorum gelecege
ydnelik harcama yapiyorum daha
ok yatinm amagh bilinglenme
amacgli paranin hic bir degeri
olmadigini o yzden parayr
gerektigi durumlarda harcayarak
gelecege aktanm yaparak
planlama yapryorum

Evet tabi ki de degisiklik oluyor,

ahigveris yaptigim zamanlar kriz ve

enflasyon gibi durumlarla

karsilastigim zaman daha az /
ahgverig yapiyorum.

Bu donemlerde aligveris yapma
sikhigim artabiliyor. Ozellikle temel
ihtiyaclanm karsilarken, kendimi
daha glvende hissetmek adina
aligverige yoneliyorum. Bu
psikolojik bir davranig; kendimi

Hayir fazla harcama yapmaktan
her zaman kaginir, daha ¢ok
gelecege yonelik tasarruf
yapmaya caliginm. Gelecekte ki
hayallerimi en erken gekilde
basarmak istiyorum.

kriz déneminde kontrol altinda

tutma ihtiyact hissediyorum.

-Uzun vadede kullanigh Grinler

almaya galiginm.Indirim
zamanlannda uzun sureli
— kullandigim Grunleri stok
[Ekonomik Kriz ve Harcama Siklig: (0)] yapmaya galiginm yann
\ bulamasam korkusuyla bugin
alinm

Kriz Donemlerinde Harcama Degigimi (57) @
/ Givende Hissetme ve Aligveris Motivasyonu (82)
\
evet oluyor oluyor kriz
donemlerinde enflasyonun artigi \
Ekonomik kriz donemlerinde

aligverig sikhigim azaliyor.
Guvende hissetmek icin daha ¢ok

donemlerde ister istemez
birikim yapmay: tercih ediyorum.

harcamalanmizda degisiklik
oluyor aligverig yapiyorum insan

Aligveris yapmak yerine temel
ihtiyaglan kargilamaya

ihtiyact olan bir GrlinG almakta
odaklaniyorum. (K2, 10)

o

—

o ——
Evet, zaman zaman gelecege
yonelik tasarruf yapma yerine
daha fazla harcama
yapmay: tercih ettigim durumlar
olabiliyor. Bu nedenle, bazen
sosyal aktiviteler ya da
kiguk IUks harcamalar yapmay:
tercih ediyorum

zorlanabiliyor

ahgvens yapmak daha stresli hale
getiriyor. COnka ertesi gin
cebimizde kalanin alim gucuna
tahmin edemiyoruz. (E2, 7)

Ekonomik kriz donemlennde
aligveris sikhgim azahyor.
Guvende hissetmek i¢in daha ¢ok
birikim yapmay tercih ediyorum,
Alisveris yapmak yerine temel
ihtiyaclan kargilamaya
odaklaniyorum

Olabildigince suan yanndan daha
ucuz diyerek almam gereken
seyleri almaya galistyorum. Eger
cebimde kalan olursada yatinm
yapmaya caligryorum.

Sekil 11. Ekonomik Kriz ve Harcama Siklig1 (Yorumlar)

Ekonomik kriz donemlerinde bireylerin harcama sikliklari ve aligveris aliskanliklar1 6nemli
Olciide degismektedir. Gorselde yer alan yorumlar, bireylerin harcamalarini azaltma egiliminde
olduklarini, gliven hissi yaratmak i¢in aligveris yaptiklarin1 ve gelecege yonelik daha temkinli
finansal kararlar aldiklarin1 gostermektedir. Bu yorumlar, bireylerin kriz dénemlerinde harcama
yaparken daha temkinli davrandiklarini ve fiyat artislari nedeniyle zorunlu ihtiyaglar1 bile
kargilamanin zorlagtigin1 gostermektedir. Bu yorumlar, bazi1 bireylerin ekonomik kriz
donemlerinde aligveris yaparak psikolojik olarak rahatladiklarini, bazilarinin ise daha fazla
tasarruf yaparak gelecege yatirim yapma egiliminde olduklarini ortaya koymaktadir. Bunun
yani sira bazi yorumlar, bireylerin kriz donemlerinde gelecege yatirim yapmayi tercih ettigini,
bazi bireylerin ise belirsizligin etkisiyle anlik harcamalar yaparak rahatlamaya calistigini
gostermektedir. Bu baglamda, ekonomik kriz donemlerinde bireyler arasinda iki temel harcama

evet oluyor insan bazen sunu
almayayim diyebiliyor insanlar
gergekten bu kosullarda biraz zor
geginiyor gergekten alinan para
bazen yetmiyor paray: gerektigi
yerde gerektigi durumlarda belirli
yer ve zamanlarda belirli miktarda
harcama yapiyorum i

Bu tir durumlarda harcamalanmi
daha dikkatli planliyorum ve olas:
sikintilara kars: tasarruf
yapiyorum. Su an sahip oldugum
paray: ise temel ihtiyaglar ve
yatnm yapmak igin kullaniyorum.

ekonomik kaygilanm arttiginda
ben daha ¢ok bitgeye gére
aligverig yapiyorum

Altin gibi daha az risk orani olan
yatinmiarda bulunuyorum. ayhk
belli meblalara az da olsa
biriktirme aligkanh@: ediniyorum.

alisveris yapmak daha stresli hale @
getiriyor. CUnka ertesi gun Kayg: Temelli Harcama Azaltma (43)

cebimizde kalanin alim gucunG
tahmin edemiyoruz. \

Taksitli alisveris yapildigi igin belecek Kaygisi ve Tasarruf EGilimleri (O)]
genelde odeyememe korkusu
oluyor ve diger sahsi harcamalan
azaltmak zorunda kaliyorum.

parayi gefekngl yerde gerektigi

durumlarda belirli yer ve Tasarrul Etme (68)

zamanlarda belirli miktarda

harcama yaplyorum (:)

Gelecekte ekonomik sorunlarla
karsilagsmamak adina tasarruf
etmeye ve birikim yapmaya
galigiyorum. Harcama

Ozellikle arag vasita piyasasinda
bu tlr harcamalar oluyor daha
sonra acaba bu kadar olur mu

diyerekten yaptigimiz aligverisler

1

Finansal Planlama ve Gelecege Yonelik Stratejiler (78)

\

Uzun vadede kullanigh Granler
almaya ¢aliginm.indirim
zamanlannda uzun sureli
kullandigim Grinleri stok
yapmaya cahsinm ve keyfi
harcamalanmi biyiik dlcude
azaltlyorum.

olabiliyor. Bu sekilde para deger
kaybetmiyor

.Keyfi harcamalanmi dnem
sirasina yada istek sirasina gore
belirleyip bir kismini
biriktirmeye galisiyorum.Genel
olarak para biriktirme odakliyim

Bu dénemlerde genelhkle daha az
harcama yapryorum. Gelecekte
Bu tar durumlarda harcamalanmi

yasanabilecek olumsuziuklara
hazirlikli olmak igin tasarruf
etmeye galisiyorum.

daha dikkatli planliyorum ve olasi
sikintilara karg: tasarruf
yapiyorum.

aligkanlhiklanm daha gok
indirimleri takip etmek ve gereksiz
masraflardan kaginmak yéninde
degisiyor.

Sekil 12. Gelecek Kaygisi ve Tasarruf Egilimleri (Y orumlar)
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egilimi ortaya ¢ikmaktadir: Tasarrufa yonelme ve psikolojik giiven hissi igin aligveris yapma.
Ornegin kadin bir katilime1 “Kesinlikle, ekonomik kriz dénemlerinde alisveris yapma
stkligimda onemli bir azalma oluyor. Haftalik aligverislerimi genellikle iki haftada bir ya da
ayda bir yapmaya indiriyorum. Kendimi giivende hissetmek i¢in aligveris yapmak gibi bir
davramsim yok, ¢iinkii o anlik bir rahatlama igin ileride daha biiyiik sikintilara yol acabilecek
bir sekilde hareket etmeyi mantikli bulmuyorum.” seklindeki cevabiyla tasarrufa yoneldigini
belirtirken, erkek bir katilimci ise “Bu donemlerde alisveris yapma sikligim artabiliyor.
Ozellikle temel ihtiyaclarimi karsilarken, kendimi daha giivende hissetmek adina alisverise
yoneliyorum.” seklindeki cevabiyla ekonomik belirsizlik donemlerinde psikolojik giiven
duygusu i¢in aligveris yaptigini belirtmektedir.

Gelecek kaygisi, bireylerin harcama ve tasarruf aligkanliklarinit dogrudan etkileyen énemli bir
faktordiir. Gorselde yer alan yorumlar, bireylerin ekonomik belirsizlikler karsisinda tasarrufa
yoneldiklerini, harcamalarini daha dikkatli planladiklarin1 ve uzun vadeli finansal giivence
saglamaya calistiklarini gostermektedir. Bu yorumlar, bireylerin ekonomik kaygilar nedeniyle
harcamalarin1 kismaya ve biit¢elerini daha siki kontrol etmeye yoneldiklerini gostermektedir.
Bazi ifadeler, bireylerin bilingli bir sekilde harcamalarini kisitladiklarini ve olasi ekonomik

Luks ve kaliteli Granler tabi almak

istiyorum hak ettigimi
Evet, pahali bir Griin dusundyorum onlara bakarak
alamayacagimi disindGgimde  meslek sahibi oldugumda kendi
kigUk ve uygun fiyath seylere glcimle alacagim giinleri hayal Urunin ne olduguna bagh olarak
ydneliyorum. Mesela, bir liks iyorum malesef ki 6grencilik degisir uzun vadede
marka ¢anta alamam ama ayni ucuz nerede var ona uygun fiyath Grinlere kullanabilecegim bir seyse
markanin kiguk bir aksesuanni iydaum marka olmasa da yoneliyorum. Bu durum, kendimi &rmegin bir Kaban, Canta
almay; tercih edebilirim. Bu yine de bir seyler satin alarak Ayakkabi ise ucuz Grnlere para
benim igin biraz da o hissi motive etmenin bir yolu oluyor. vermektense bir kez pahali

yasamak gibi bir sey. Kendimi \ / arunleri almay: tercih ederim

mahrum kalmis hissetmemek
adina, en azindan kuguk seylerle Aligveris yogunlugumu en aza
mutlu olmaya cahgiyorum. ingirdeyip glndelik ihtiyaglanmi

»»»»» mm———— kargilamaya galiglyorum
I — Alternatif Uriinlere Yonelim (27) ¥iamaya ¢alityoru
|
Puma,Nike Fenerbahgenin lisansh .J
dUranlerini almak istiyorum |
tabikide ama bu markalarla ayni —

islevi goren muadil kiyafetleri -

Evet, liks ve pahali Grinlere
biitgem yetmediginde kiigik ve

Oncelikli olarak zorunlu

esyalan kullaniyorum daha ucuza [(Gks Taketim vs. Temel Tuketim (0)]  Gelir Seviyesine Gore Harcama Aliskaniiklan (54) ihtiyaglara yéneliyorum ve lisks
mal ediyorum T harcamalan minimuma
\ indiriyorum.

\
\
\

Evet pahali ve kaliteli Grunan Liks Tuketimden Kaginma (29)

Smri uzun oluyor ucuz ve | \
kalitesiz in dmru kisa ben ucuz / ben harcamalanmi yaparken
olani aldigimda birkag tane ’.’ daha ¢ok gelecege yatinm yapma
aliyorum ; Gerekli olmayan liiks amagh yapryorum bu kosullarda

. harcamalardan uzak durarak, gelecek kaygisi insanda belirli

temel ihtiyaglara odaklantyorum, deDigikiilder yaratryor
Bu tir durumlarda harcamalanmi
daha dikkatli planliyorum ve olasi
sikintilara kars: tasarruf
yapiyorum. liks Grinler almak
istemiyorum o kadar param yok

Evet, bazen liks Griinler yerine
daha uygun fiyath alternatiflere
ydneliyorum.

Sekil 13. Liiks Tiiketim ve Temel Tiiketim (Yorumlar)

Liiks tiiketim ve temel tiiketim arasindaki denge, bireylerin ekonomik durumlarina ve finansal
onceliklerine bagli olarak degismektedir. Gorselde yer alan yorumlar, liiks tiiketimin ekonomik
belirsizlikler karsisinda azaldigini, bireylerin daha uygun fiyatl alternatiflere yoneldigini ve
temel ihtiyaglar1 onceliklendirdigini gostermektedir. Bu yorumlar, bireylerin temel ihtiyaclari
onceliklendirdigini, liikks harcamalar1 azalttigin1 ve ekonomik belirsizlikler nedeniyle gelecek
odakl1 finansal kararlar aldiklarini gostermektedir. Ayrica bireylerin liiks tiikketim yerine daha
ekonomik alternatifleri tercih ettigini ve harcamalarinda bilingli kararlar aldiklarinm
gostermektedir. Ornegin kadin bir katthme1 “Liiks ya da pahali bir seyi alamayacagimi
diistindiigiimde kiiciik ve uygun fiyatla alabilecegim iiriinlere daha fazla yoneldigim oluyor.”
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seklindeki cevabiyla liiks tiiketim yerine iirlinlerin muadiline yani daha ekonomik olanina
yoneldigini belirtmistir. Baz1 yorumlar, bireylerin liiks tiiketimi gereksiz bir harcama olarak
gordiigiinii, ekonomik belirsizlikler karsisinda tasarruf etmeye yoneldigini ve yalnizca temel
ihtiyaglara odaklanma egiliminde olduklarini ortaya koymaktadir. Bu baglamda, liiks tiiketim
giderek azalirken, temel tiikketim aliskanliklar bireylerin finansal giivenligi saglama ¢abalariyla
sekillenmektedir.

Kod Tliskileri (Kesisen Kodlar)

Kesisen Kodlar ayn1 anda kodlanan kodlar1 anlatmaktadir. Katilimcilarin verdigi cevaplarda bir
kategoriden bahsederken aynm1 anda baska kategoriden de bahsetmesi sonucu bu sdylemler
birlikte kodlanmustir.

Tablo 1. Doomspending Kategorisi Kesisen Kodlar

KOD SISTEMI TUKETICI DOOMSPENDING DOOMSPENDING TOP
MANIPULASYONU DAVRANISLARI ALGILANISI LAM
VE HARCAMA
ALISKANLIKLARI
Doomspending\tiiketici 0 59 32 91
manipiilasyonu ve harcama
aliskanliklari
Doomspending\doomspending 59 0 41 100
davraniglari
Doomspending\doomspending'in 32 41 0 73
algilanisi
Ekonomik kriz ve harcama 30 50 29 109

sikligi\giivende hissetme ve
aligveris motivasyonu

Ekonomik kriz ve harcama 10 20 13 43
sikligi\kriz donemlerinde harcama

degisimi

Liiks tiiketim vs. Temel 6 10 5 21

tilketim\gelir seviyesine gore
harcama aligkanliklar

Liiks tiiketim vs. Temel 0 4 0 4
tilketim\alternatif iiriinlere yonelim

Liiks tiiketim vs. Temel 0 4 1 5
titketim\liiks tiiketimden kaginma

Ekonomik kaygilar ve duygusal 29 45 24 98

tiiketim\harcama davraniglarinin
stres ve kaygi ile iligkisi

Ekonomik kaygilar ve duygusal 34 60 30 124
tilketim\aligverisin gecici rahatlama

saglamasi

Gelecek kaygisi ve tasarruf 2 5 3 10
egilimleri\tasarruf etme

Gelecek kaygisi ve tasarruf 4 8 7 19

egilimleri\finansal planlama ve
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf 1 6 2 9
egilimleri\kayg1 temelli harcama
azaltma

Ekonomik belirsizlik ve tiiketim 2 5 4 11
davranigi\biitceleme ve
onceliklendirme
Ekonomik belirsizlik ve tiiketim 2 4 3 9
davranigi\harcama degisiklikleri
TOPLAM 211 321 194 726
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Bu kategori en fazla Aligverisin Gegici Rahatlatma Saglamasi (60) alt kategorisi kesismektedir.
Bu, insanlarin ekonomik kaygilar ya da stres anlarinda aligverisi bir tiir rahatlama yontemi
olarak gordiigiinii gostermektedir. Harcamalarin duygusal yoOniine vurgu yapilmaktadir.
Doomspending kaygilardan kurtulmak icin aligverise yonelme ve anlik rahatlama ile dogrudan
baglantilidir. Bu sonu¢ doomspending kavraminin tanimi ile dogrudan uyusmaktadir. Duygusal
Tiiketim: Doomspending en ¢ok duygusal tiiketimle iliskilendirilmistir. Ozellikle stres, kaygi
ve aligverisin gecici bir rahatlatma yontemi olarak kullanilmasi 6nemli bir etkendir. Ekonomik
Belirsizlik ve Manipiilasyon: Ekonomik krizlerin harcamalar1 etkiledigi, ancak bu siirecte
pazarlama manipiilasyonunun da tiiketicileri daha fazla harcama yapmaya yonlendirdigi
goriilmektedir. Giiven Arayist: Insanlar ekonomik kriz veya belirsizlik dsnemlerinde alisverisi
bir giiven kaynagi olarak goriiyor olabilir. Bu da doomspending’in tetikleyici faktorlerinden
biri olarak one c¢ikmaktadir. Stratejik Planlama Eksikligi: Tasarruf ve finansal planlama
kategorileriyle ¢ok daha diisiik kesisim puanina sahip olmasi, doomspending yapan kisilerin
genellikle plansiz ve anlik harcama egiliminde oldugunu gostermektedir. Genel olarak,
Doomspending stres, kaygi, duygusal bosluk ve ekonomik belirsizlik donemlerinde
tiiketicilerin bilingsiz harcama yapma egilimini tanimlar. Bu harcamalar genellikle rahatlama
saglasa da uzun vadede ekonomik sorunlara yol acabilir.

Tablo 2. Ekonomik Belirsizlik Kategorisi Kesisen Kodlar

KOD SISTEMI BUTCELEME VE HARCAMA TOPLAM
ONCELIKLENDIRME DEGISIKLIKLERI

Doomspending\tiiketici
manipiilasyonu ve harcama 2 2 4
aligkanliklar1
Doomspending\doomspending

5 4 9
davranislart
Doomspending\doomspending'in

4 3 7
algilanigt
Ekonomik kriz ve harcama
sikligi\giivende hissetme ve 7 4 11

aligveris motivasyonu
Ekonomik kriz ve harcama

sikligi\kriz donemlerinde harcama 8 5 13
degisimi

Liiks tiiketim vs. Temel

titketim\gelir seviyesine gore 7 4 11

harcama aligkanliklar

Liiks tiiketim vs. Temel
tilketim\alternatif iirtinlere yonelim
Liiks tiiketim vs. Temel
tiiketim\liiks tiikketimden kaginma
Ekonomik kaygilar ve duygusal
titketim\harcama davraniglarinin 11 5 16
stres ve kaygi ile iliskisi
Ekonomik kaygilar ve duygusal
titketim\aligverisin gegici rahatlama 3 3 6
saglamasi

Gelecek kaygisi ve tasarruf
egilimleri\tasarruf etme
Gelecek kaygisi ve tasarruf
egilimleri\finansal planlama ve 39 18 57
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf
egilimleri\kayg temelli harcama 23 17 40
azaltma

31 18 49
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Ekonomik belirsizlik ve tiikketim

davranisi\biitgeleme ve 0 21 21
Onceliklendirme

Ekonomik belirsizlik ve tiikketim

davramisi\harcama degisiklikleri 21 0 21
TOPLAM 166 111 277

Ekonomik belirsizlik, bireylerin harcama ve tasarruf kararlarin1 dogrudan etkileyen bir faktor
oldugundan, biitceleme, harcama degisiklikleri ve tasarruf egilimleri ile giiclii bir baglanti
gostermektedir. Gelecek Kaygisi ve Tasarruf Egilimleri (Toplam 53) bu kategori ile en fazla
kesisen kategoridir. Ekonomik belirsizlik donemlerinde bireylerin harcamalarini kistiklari,
daha fazla tasarrufa yoneldikleri ve gelecek kaygilarinin finansal stratejilerini sekillendirdigi
goriilmektedir. Finansal planlama ile gii¢lii bir baglanti kurulmasi, bireylerin belirsizlik
ortaminda uzun vadeli giivenlik saglamak i¢in bilingli olarak yatirnm ve tasarruf yaptigini
gostermektedir. Kaygi temelli harcama azaltma, bireylerin kriz dénemlerinde zorunlu olmayan
harcamalardan kaginarak sadece temel ihtiyaglarini karsilamaya odaklandigini ortaya
koymaktadir. Ekonomik belirsizlik bireyleri daha fazla tasarrufa yonlendirirken, gelecege
yonelik finansal planlar yapmaya tesvik etmekte ve harcamalarimi bilingli bir sekilde
kisitlamalarina neden olmaktadir.

Ekonomik belirsizlik, bireylerin harcama, biitceleme ve tasarruf kararlarimi biiyiik olclide
etkilemektedir. Tasarruf ve finansal planlama 6n plana ¢ikarken, bireyler gelecek kaygilar
nedeniyle harcamalarmi kisitlamaktadir. Harcama degisiklikleri, bireylerin temel ihtiyaglara
yonelmesine ve lilkks harcamalardan kag¢inmasimna sebep olmaktadir. Ekonomik kriz
donemlerinde biit¢eleme aligkanliklar1 degiserek bireyler daha rasyonel finansal yonetim
stratejileri gelistirmektedir. Bazi1 bireyler ekonomik belirsizlik nedeniyle aligveris yaparak
gecici bir rahatlama saglamaya ¢alismaktadir, ancak bu kisa vadeli bir ¢6ziimdiir. Bu bulgular,
ekonomik belirsizliklerin bireylerin tiiketim psikolojisini, tasarruf egilimlerini ve biit¢eleme
aligkanliklarimi biiylik 6l¢iide degistirdigini ve bireylerin daha bilingli harcama kararlari
almalarina sebep oldugunu ortaya koymaktadir.

Tablo 3. Ekonomik Kriz ve Harcama Siklig1 Kategorisi Kesisen Kodlar

GUVENDE HISSETME ~-
KOD SISTEMI VE ALISVERIS gﬁggﬂiﬁ%%%?ﬁf TOPLAM
MOTIVASYONU
Doomspending\tiiketici
manipiilasyonu ve harcama 30 10 40
aliskanliklari
Doomspending\doomspending 50 20 70
davranislari
Doomspending\doomspending'in 29 13 4
algilanisi
Ekonomik kriz ve harcama
sikligi\giivende hissetme ve 0 27 27
aligveris motivasyonu
Ekonomik kriz ve harcama
siklig1\kriz donemlerinde harcama 27 0 27
degisimi
Liiks tiiketim vs. Temel
tilketim\gelir seviyesine gore 10 6 16
harcama aligkanliklar
Liiks tiiketim vs. Temel 1 1 2
tilketim\alternatif iiriinlere yonelim
Liiks tiiketim vs. Temel 3 3 6
titketim\liiks tiiketimden kaginma
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Ekonomik kaygilar ve duygusal
titketim\harcama davraniglarinin 17 12 29
stres ve kaygi ile iliskisi
Ekonomik kaygilar ve duygusal
titketim\aligverisin gegici rahatlama 32 9 41
saglamasi

Gelecek kaygisi ve tasarruf
egilimleri\tasarruf etme
Gelecek kaygisi ve tasarruf
egilimleri\finansal planlama ve 10 14 24
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf

egilimleri\kayg temelli harcama 7 8 15
azaltma

Ekonomik belirsizlik ve tiiketim

davranisi\biitgeleme ve 7 8 15
onceliklendirme

Ekonomik belirsizlik ve tiiketim

davranigi\harcama degisiklikleri 4 5 9
TOPLAM 236 151 387

Bu kategori en fazla Doomspending (Toplam 105) kategorisi ile kesismektedir. Bu kesisim,
ekonomik kriz donemlerinde bireylerin harcama aligkanliklarmin nasil degistiini ve
Doomspending’in kriz ortaminda nasil arttigmmi gostermektedir. Tiiketici manipiilasyonu ve
harcama aligkanliklari, ekonomik kriz donemlerinde bireylerin nasil yonlendirildigini ve bu
durumun harcama sikligini nasil degistirdigini agiklamaktadir. Doomspending Davranislari ile
olan 105 kesisim, kriz donemlerinde bireylerin daha fazla kaygi kaynakli gereksiz harcama
yapma egiliminde olduklarii gostermektedir. Doomspending’in algilanisi ile olan 54 kesisim
ise, bireylerin ekonomik kriz donemlerinde harcamalarini nasil rasyonellestirdigini ve
harcamalarin psikolojik etkisini ortaya koymaktadir. Ekonomik kriz donemlerinde,
Doomspending artmakta ve bireyler daha fazla kaygi temelli harcama yapmaktadir.

Ekonomik kriz donemlerinde bireylerin harcama siklig1, kaygi, tasarruf ve psikolojik faktorlerle
dogrudan baglantilidir. Doomspending, ekonomik kriz dénemlerinde en fazla artan harcama
egilimidir. Bireyler, ekonomik kaygilar nedeniyle aligveris yaparak kendilerini gegici olarak
rahatlatmaya calismaktadirlar. Ancak bazi bireyler kriz ortaminda aligveris yapmaktan
kacinarak tasarruf etmeye yonelmektedir. Liiks tliketimden kaginilirken, temel ihtiyaglar
onceliklendirilmektedir. Bu analiz, ekonomik krizlerin bireylerin harcama siklig izerinde nasil
belirleyici bir faktor oldugunu ve bu siirecin psikolojik, finansal ve tiiketici davranislari
acisindan nasil sekillendigini ortaya koymaktadir.

Tablo 4. Gelecek Kaygisi ve Tasarruf Egilimleri Kategorisi Kesisen Kodlar

FINANSAL
PLANLAMA VE KAYGI TEMELLI TOPL
KOD SISTEMI TASARRUF ETME GELECEGE HARCAMA AM
YONELIK AZALTMA
STRATEJILER

Doomspending\tiiketici
manipiilasyonu ve harcama 2 4 1 7
aligkanliklar1
Doomspending\doomspending 5 3 6 19
davranislari
Doomspending\doomspending'in 3 7 ’ 12
algilanigt
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Ekonomik kriz ve harcama
sikligi\giivende hissetme ve 9 10 7 26
aligveris motivasyonu

Ekonomik kriz ve harcama

sikligi\kriz dénemlerinde harcama 15 14 8 37
degisimi

Liiks tiiketim vs. Temel

tilketim\gelir seviyesine gore 8 11 4 23

harcama aligkanliklar

Liiks tiiketim vs. Temel
tilketim\alternatif iiriinlere yonelim
Liiks tiiketim vs. Temel
tiiketim\liiks tiikketimden kaginma
Ekonomik kaygilar ve duygusal
titketim\harcama davraniglarinin 11 10 11 32
stres ve kaygi ile iliskisi
Ekonomik kaygilar ve duygusal
tilketim\aligverisin gecici rahatlama 2 3 2 7
saglamasi

Gelecek kaygisi ve tasarruf
egilimleri\tasarruf etme
Gelecek kaygis1 ve tasarruf
egilimleri\finansal planlama ve 47 0 27 74
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf

egilimleri\kayg temelli harcama 29 27 0 56

azaltma

Ekonomik belirsizlik ve tiiketim

davranisi\biitgeleme ve 31 39 23 93

onceliklendirme

Ekonomik belirsizlik ve tiiketim

davranigi\harcama degisiklikleri 18 138 17 53

TOPLAM 186 203 140 529

Bireylerin gelecege dair belirsizlikleri, tasarruf yapma egilimleri, biitceleme kararlar1 ve
tilketim davraniglar ile dogrudan iliskilidir. Bu kategori ile en fazla Tasarruf Etme ve Finansal
Planlama (Toplam 101) kesismektedir. Bu kategori ile olan giiclii kesisim, gelecek kaygisinin
bireyleri tasarrufa yonlendirdigini ve uzun vadeli finansal planlar yapmalarina sebep oldugunu
gostermektedir. Tasarruf etme ile olan 47 kesisim, bireylerin ekonomik belirsizlikler nedeniyle
tasarrufa yoneldigini ve mali riskleri en aza indirmeye calistigini gostermektedir. Finansal
planlama ile olan 47 kesisim, bireylerin yalnizca kisa vadeli tasarruf yapmadigini, ayni zamanda
yatirimlar ve gelecek odakli harcama stratejileri gelistirdiklerini gdstermektedir. Kaygi temelli
harcama azaltma ile olan 29 kesisim, bireylerin harcamalarini azaltarak yalnizca temel
ihtiyaglarimi karsilamaya yoneldigini gostermektedir. Gelecek kaygisi, bireyleri daha fazla
tasarrufa yoOnlendirirken, ayni zamanda uzun vadeli finansal planlar yapmalarini tesvik
etmektedir. Ikinci olarak Ekonomik Belirsizlik ve Tiiketim Davramsi (Toplam 70)
kategorisinde yer alan alt kodlar ayn1 anda kodlanmistir. Bu kesisim, gelecek kaygisinin
bireylerin ekonomik belirsizlikle karsi karsiya kaldiklarinda harcama davranislarini
degistirdigini ve biitcelerini daha kontrollii yOnetmeye basladiklarin1  gdstermektedir.
Biitceleme ve dnceliklendirme ile olan gii¢lii baglant1 (31 kesisim), bireylerin tasarruf yaparken
onceliklerini zorunlu ihtiyaclara yonlendirdigini ve harcamalarini kontrol altina aldigini
gostermektedir. Harcama degisiklikleri ile olan 18 kesisim, bireylerin gelecek kaygisi nedeniyle
harcamalarin1 azalttigin1 ve daha az risk igeren tiiketim kararlar1 aldigimi gostermektedir.
Gelecek kaygisi arttikga bireyler ekonomik belirsizlikle miicadele edebilmek icin biitgelerini
dikkatli yonetmekte ve harcama degisikliklerine yonelmektedir.
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Gelecek kaygisi, biitgeleme, tasarruf egilimleri ve finansal planlamalar ile dogrudan iligkilidir.
Bireyler, ekonomik belirsizliklerle basa ¢ikabilmek i¢in biitcelerini sikilagtirmakta ve harcama
aligkanliklarini degistirmektedir. Tasarruf yapma ve uzun vadeli finansal planlama, gelecekte
ekonomik giivende olma isteginin bir yansimasidir. Ekonomik kriz donemleri, bireylerin
tasarruf egilimlerini artirarak tiiketim aligkanliklarini dogrudan etkilemektedir. Bireyler, bazen
ekonomik kaygilar nedeniyle stres yasamakta ve aligverisi gecici bir rahatlama araci olarak
kullanabilmektedir. Bu analiz, gelecek kaygisinin bireylerin ekonomik davranislarini nasil
yonlendirdigini ve tiiketim psikolojisi ile tasarruf egilimlerinin nasil i¢ ice gectigini
gostermektedir.

Tablo 5. Ekonomik Kaygilar ve Duygusal Tiiketim Kategorisi Kesisen Kodlar

HARCAMA

ALISVERISIN GECICI
KOD SISTEMI DAVRANISLARININ SRAHA”?"LAMAC TOPLAM
STRES VE KAYGI ILE SAGLAMASI
ILISKISI
Doomspending\tiiketici
manipiilasyonu ve harcama 29 34 63
aligkanliklar1
Doomspending\doomspending 45 60 105
davranislari
Doomspending\doomspending'in 24 30 54
algilanigt
Ekonomik kriz ve harcama
sikligi\giivende hissetme ve 17 32 49
aligveris motivasyonu
Ekonomik kriz ve harcama
sikligi\kriz donemlerinde harcama 12 9 21
degisimi
Liiks tiiketim vs. Temel
tilketim\gelir seviyesine gore 3 3 6
harcama aligkanliklar
Liiks tiiketim vs. Temel 1 2 3
tilketim\alternatif iiriinlere yonelim
Liiks tiiketim vs. Temel 1 ) 3

tiiketim\liiks tiikketimden kaginma
Ekonomik kaygilar ve duygusal
tiiketim\harcama davraniglarinin 0 41 41
stres ve kaygi ile iliskisi
Ekonomik kaygilar ve duygusal
titketim\aligverisin gegici rahatlama 41 0 41
saglamasi

Gelecek kaygisi ve tasarruf
egilimleri\tasarruf etme
Gelecek kaygisi ve tasarruf
egilimleri\finansal planlama ve 10 3 13
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf

11 2 13

egilimleri\kayg: temelli harcama 11 2 13
azaltma

Ekonomik belirsizlik ve tiiketim

davranigi\biitgeleme ve 11 3 14
onceliklendirme

Ekonomik belirsizlik ve tikketim

davramisi\harcama degisiklikleri 5 3 8
TOPLAM 221 226 447

Bu kategori ile en fazla Doomspending Davranislari (45) kategorisi kesismektedir. Ekonomik
kaygilar ile Doomspending arasinda giiclii bir baglant1 var. insanlar ekonomik belirsizlik
donemlerinde stresle basa ¢ikmak i¢in gereksiz ya da asir1 harcamalar yapabilmektedir.
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Duygusal Harcama ve Stres Yonetimi: Ekonomik kaygilarla en fazla oOrtiisen kategori
“aligverisin gegici rahatlatma saglamasi” dir. Bu, ekonomik belirsizliklerin bireyleri streslerini
azaltmak icin aligverise yoOnelttigini gostermektedir. Doomspending ile Gii¢lii Baglanti:
Ekonomik kaygilar, insanlarin bilingsiz ve asir1 harcama yapmasina neden olan Doomspending
davraniglartyla dogrudan baglantilidir. Psikolojik Giivenlik Arayisi: Aligveris, bireylere
kendilerini daha giivende hissettiren bir mekanizma olarak iglev gérmektedir. Cift Yonlii Etki:
Bazi bireyler ekonomik kaygilar nedeniyle harcamalarini artirirken, bazilari tasarrufa yonelerek
gelecege yonelik finansal planlar yapabilmektedir. Genel olarak ekonomik kaygilar, bireylerin
hem asir1 harcamalar yapmasina hem de daha bilingli tasarruf kararlar1 almasina neden olan ¢ift
yonlii bir etkiye sahiptir. Ozellikle duygusal tiikketim ve stres kaynakli harcamalarin 6n planda
oldugu goriilmektedir.

Tablo 6. Liiks Tiiketim ve Temel Tiiketim Kategorisi Kesisen Kodlar

GELIR

- ALTERNATIF LUKS
KOD SISTEMI SEVIYESINE GORE URUNLERE TUKETIMDEN TOPL
HARCAMA YONELIM KACINMA AM
ALISKANLIKLARI
Doomspending\tiiketici
manipiilasyonu ve harcama 6 0 0 6
aliskanliklari
Doomspending\doomspending 10 4 4 18
davraniglari
Doomspending\doomspending'in
5 0 1 6

algilanisi
Ekonomik kriz ve harcama
sikligi\giivende hissetme ve 10 1 3 14
aligveris motivasyonu
Ekonomik kriz ve harcama
siklig1\kriz donemlerinde harcama 6 1 3 10
degisimi
Liiks tiiketim vs. Temel
tilketim\gelir seviyesine gore 0 25 23 48
harcama aligkanliklar
Liiks tiiketim vs. Temel
tilketim\alternatif iiriinlere yonelim s 0 20 4
Liiks tiiketim vs. Temel 23 20 0 53

titketim\liiks tiiketimden kaginma
Ekonomik kaygilar ve duygusal
titketim\harcama davraniglarinin 3 1 1 5
stres ve kaygi ile ilisgkisi
Ekonomik kaygilar ve duygusal
tilketim\aligverisin gecici rahatlama 3 2 2 7
saglamasi

Gelecek kaygis1 ve tasarruf
egilimleri\tasarruf etme
Gelecek kaygis1 ve tasarruf
egilimleri\finansal planlama ve 11 1 4 16
gelecege yonelik stratejiler
Gelecek kaygisi ve tasarruf
egilimleri\kayg1 temelli harcama 4 0 3 7
azaltma

Ekonomik belirsizlik ve tiiketim
davranisi\biit¢eleme ve 7 1 4 12
onceliklendirme

Ekonomik belirsizlik ve tiiketim
davramisi\harcama degisiklikleri 4 2 5 11

TOPLAM 125 60 77 262
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Bu kategori, bireylerin liikks tiiketime yonelme ya da kaginma kararlariin hangi faktorlerle
sekillendigini ve bu harcama aligkanliklarinin ekonomik, psikolojik ve finansal planlama
acisindan nasil degerlendirildigini ortaya koymaktadir. Bu kategori en fazla Gelir Seviyesine
Gore Harcama Aliskanliklar1 (Toplam 48) kesismektedir. Bu kesisim, bireylerin gelir
seviyelerine bagli olarak liiks tiiketimi artirma veya kisitlama egiliminde olduklarimi
gostermektedir. Bireyler, gelir seviyelerine gore daha bilingli alisveris kararlar1 almakta ve
zorunlu harcamalara oncelik vermektedir. Daha yliksek gelir seviyesine sahip bireyler liiks
tilketime daha yatkin olabilirken, ekonomik belirsizlik donemlerinde bile temel tiiketimi
oncelemektedirler. Gelir seviyesi diisiik bireyler, genellikle uygun fiyatl alternatiflere
yonelmekte ve liikks tiiketimden kacinmaktadir. Gelir seviyeleri, bireylerin liikks tliketim
aligkanliklarimi dogrudan etkilemektedir. Kategori kendi igerisindeki alt kategoriler ile
cogunlukla birlikte kodlanmistir. Liiks Tiiketim ve Temel Tiiketim, gelir seviyesi, ekonomik
krizler, alternatif {irin tercihi ve gelecege yonelik finansal kaygilarla dogrudan iliskilidir.
Bireyler, gelir seviyelerine gore liikks harcamalarini sekillendirmektedir. Alternatif {iriinlere
yonelim, bireylerin likks tiikketim yerine ekonomik c¢oziimler aradigni gostermektedir.
Ekonomik kriz donemlerinde bireyler harcama sikliklarini azaltarak tasarrufa yonelmektedir.
Gelecek kaygisi tagiyan bireyler, finansal siirdiiriilebilirligi saglamak icin liikks tiiketimden
kaginarak tasarruf yapmaktadir. Bu analiz, liiks tliiketimin bireylerin finansal durumlarina,
psikolojik kaygilarina ve ekonomik kosullara gore nasil degistigini ve sekillendigini
gostermektedir.

Kodlarin Demografik Dagilimi
Tablo 7. Cinsiyete Gore Kategoriler (Kod Matrisi)

KOD SISTEMI KADINLA ERKEKLE TOPLA

R R M
Doomspending\tiiketici manipiilasyonu ve harcama aligkanliklar1 41 26 67
Doomspending\doomspending davranislari 63 41 104
Doomspending\doomspending'in algilanisi 33 31 64
Ekonomik kriz ve harcama sikligi\giivende hissetme ve aligveris motivasyonu 44 38 82
Ekonomik kriz ve harcama siklig1\kriz donemlerinde harcama degisimi 27 30 57
Liiks tiiketim vs. Temel tiiketim\gelir seviyesine gore harcama aligkanliklar: 24 30 54
Liiks tiiketim vs. Temel tiiketim\alternatif iiriinlere yonelim 12 15 27
Liiks tiiketim vs. Temel tiiketim\liiks tiiketimden kaginma 14 15 29
Ekgr}omik kaygilar ve duygusal tiiketim\harcama davraniglarinin stres ve kaygi 40 3 71
ile iligkisi
Ekonomik kaygilar ve duygusal tiiketim\aligverisin gecici rahatlama saglamasi 40 31 71
Gelecek kaygisi ve tasarruf egilimleri\tasarruf etme 26 42 68
Gelec.(?k kaygisi ve tasarruf egilimleri\finansal planlama ve gelecege yonelik 31 47 78
stratejiler
Gelecek kaygisi ve tasarruf egilimleri\kaygi temelli harcama azaltma 24 19 43
Ekonomik belirsizlik ve tiikketim davranisi\biitceleme ve dnceliklendirme 29 33 62
Ekonomik belirsizlik ve tiiketim davranigi\harcama degisiklikleri 15 18 33
TOPLAM 463 447 910

Kod matris tablosu, kadin ve erkek katilimcilarin farkli kategorilerdeki yanitlarmin nasil
dagildigin1 gostermektedir. Bu analiz, harcama aligkanliklari, ekonomik kaygilar, tasarruf



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 599-636 627

egilimleri ve tiiketim kararlar1 gibi konularda cinsiyet farklarini anlamamiza yardimci
olmaktadir. Cinsiyete gore toplam kod sayilarina bakildiginda Kadinlar: 463, Erkekler: 447
seklindedir.

Kadilarm en yiiksek yanit verdigi kategoriler:

. Doomspending Davraniglari (63)
. Aligverisin Gegici Rahatlama Saglamasi (40)
° Harcama Davranislarinin Stres ve Kaygi ile iliskisi (40)

. Giivende Hissetme ve Aligveris Motivasyonu (44)
Erkeklerin en yiiksek yanit verdigi kategoriler:

. Finansal Planlama ve Gelecege YoOnelik Stratejiler (47)
- Tasarruf Etme (42)

. Gilivende Hissetme ve Aligveris Motivasyonu (38)

Bu dagilim, kadinlarin harcama davramislarini daha c¢ok stres, kaygi ve psikolojik etkiler
iizerinden sekillendirdigini, erkeklerin ise daha ¢ok finansal planlama ve tasarrufa yoneldigini
gostermektedir. Bu veriler, kadinlarin ekonomik belirsizlikler nedeniyle gereksiz harcamalar
yapmaya daha yatkin oldugunu veya bu durumu daha fazla hissettiklerini gostermektedir.
Ayrica ekonomik krizlerin kadinlarin harcamalarini psikolojik olarak daha fazla etkiledigini,
erkeklerin ise ekonomik kriz donemlerine daha rasyonel ve planli sekilde tepki verdigini
gostermektedir. Bu sonuglar, erkeklerin liiks tiiketimi kadinlardan daha fazla degerlendirdigini,
ancak kriz donemlerinde bu harcamalardan kag¢inma egiliminde olduklarin1 gostermektedir.
Bunun yani sira, kadinlarin stres ve kaygi ile aligveris yapma egilimlerinin erkeklerden daha
yiiksek oldugunu gostermektedir. Elde edilen bir diger sonug erkeklerin tasarruf yapmaya ve
gelecege yonelik stratejiler gelistirmeye daha yatkin oldugunu gostermektedir ve erkeklerin
ekonomik belirsizlik donemlerinde biitgelerini daha siki kontrol ettigini, kadinlarin ise bu
stirecte daha esnek davrandigin1 gostermektedir.

Ozet olarak, kadinlar, ekonomik kriz ve belirsizlik donemlerinde harcama aliskanliklarini daha
fazla degistirme egilimindedir. Kadinlar stres ve kaygi nedeniyle aligveris yapmaya daha fazla
yonelirken, erkekler daha ¢ok tasarruf ve finansal planlama egilimindedir. Kadinlar alisverisi
psikolojik bir rahatlama araci olarak gorebilirken, erkekler ekonomik giivenlik saglamak i¢in
harcamalarini daha rasyonel sekilde yonetmektedir. Erkekler, liiks tiiketimi kadinlardan daha
fazla degerlendirse de ekonomik krizlerde bu harcamalardan kaginma egilimindedirler. Gelecek
kaygisi tagiyan erkekler, finansal stratejilerini daha net belirlerken, kadinlar daha fazla duygusal
harcama egilimindedir. Bu analiz, kadinlarin ve erkeklerin harcama aligkanliklarinin, krizlere
ve ekonomik belirsizliklere nasil farkli tepkiler verdigini gostermektedir. Kadinlar daha ¢ok
duygusal ve psikolojik faktorlerle yonlendirilirken, erkekler daha ¢ok finansal giivenlik ve
tasarruf odakli diisiinmektedir. Bu veriler dogrultusunda arastirma kapsaminda gelistirilmis,
olan aragtirma sorusu 4. “Ekonomik kriz donemlerinde tiiketim aliskanliklarinda cinsiyete gore
bir farklilik var midir?” cevaplanmig olmaktadir.
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Tablo 8. Ekonomik Gelire Gore Kategoriler (Kod Matrisi)

0 1 2
Asgari Ucretin -~ Asgari Ucret ve© TOPLA
KOD SISTEMI Alty Ugeri M
Doomspending\tiiketici manipiilasyonu ve harcama aligkanliklari 40 27 67
Doomspending\doomspending davranislari 58 46 104
Doomspending\doomspending'in algilanisi 37 27 64
Ekonomik kriz ve harcama sikligi\giivende hissetme ve aligveris 5 3] g2
motivasyonu
Ekonomik kriz ve harcama siklig1\kriz donemlerinde harcama degisimi 22 35 57
Liiks tiiketim vs. Temel tiiketim\gelir seviyesine gore harcama
31 23 54
aligkanliklar
Liiks tiiketim vs. Temel tiiketim\alternatif iiriinlere yonelim 16 11 27
Liiks tiiketim vs. Temel tiiketim\liiks tiiketimden kaginma 16 13 29
Ekonomik kaygilar ve duygusal tiiketim\harcama davraniglarinin stres
oS 35 36 71
ve kaygt ile iliskisi
Ekonomik kaygilar ve duygusal tiiketim\alisverisin gegici rahatlama 39 3 7
saglamasi
Gelecek kaygisi ve tasarruf egilimleri\tasarruf etme 37 31 68
Gelecek kaygist ve tasarruf egilimleri\finansal planlama ve gelecege
. . 39 39 78
yonelik stratejiler
Gelecek kaygisi ve tasarruf egilimleri\kaygi temelli harcama azaltma 23 20 43
Ekonomik belirsizlik ve tikketim davranisi\biitgeleme ve
. . 36 26 62
onceliklendirme
Ekonomik belirsizlik ve tiiketim davranisi\harcama degisiklikleri 14 19 33
TOPLAM 494 416 910

Bu kategoride katilimcilar asgari iicretin alt1 ile asgari iicret ve iizeri olarak iki kategoriye
ayrilmistir. Ekonomik gelirin Doomspending ve harcama aligkanliklar1 iizerindeki etkisini
Olcemeye calisan bu analiz, katilimcilari iki gruba ayirmaktadir. Tablo, asgari {icretin altinda
ve lizerinde gelire sahip bireylerin harcama aliskanliklarini, ekonomik kaygilarmi, tasarruf
egilimlerini ve tiikketim tercihlerini nasil farkli sekilde ele aldiklarin1 ortaya koymaktadir.
Toplam yanit sayisi: Asgari ticretin alti: 494, Asgari iicret ve lizeri: 416 seklindedir. Asgari
iicretin altinda olan bireyler, ekonomik belirsizlik ve tiiketim davranisi, kaygi temelli harcama
azaltma ve Doomspending (kaygi kaynakli gereksiz harcama) kategorilerinde daha fazla yer
almistir. Asgari iicret ve lizerinde olan bireyler ise, finansal planlama ve gelecek stratejileri
kategorisinde daha fazla yanit vermistir.

Asgari licretin altindaki bireyler, ekonomik kriz ve belirsizlikten daha fazla etkilenmektedir ve
giiven hissi i¢in harcamalarini degistirme egilimindedir. Diistik gelir seviyesine sahip bireyler,
liiks tiiketimden kaginirken alternatif ve uygun fiyath iiriinlere yonelmektedir. Doomspending
(kayg1 kaynakli gereksiz harcama) diisiik gelir grubunda daha sik goriilmektedir, ¢linkii
ekonomik kaygi nedeniyle bireyler ani harcamalar yapmaya daha yatkindir. Asgari iicretin
iizerinde olan bireyler, harcamalarin1 daha ¢ok planlamaya ve tasarrufa yonelmektedir.
Ekonomik belirsizlik ve harcama degisiklikleri her iki gelir grubunu da etkilese de diisiik gelir
grubundaki bireyler daha fazla biitcesel kisitlamalar yapmaktadir. Bu analiz, gelir seviyesinin
bireylerin ekonomik kaygilari, tiiketim aliskanliklar1 ve tasarruf stratejileri lizerindeki etkisini
ortaya koymaktadir. Bu veriler dogrultusunda arastirma kapsaminda gelistirilmis olan arastirma
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sorusu 5. “Ekonomik kriz donemlerinde tiiketim aliskanliklarinda gelire gore bir farklilik var
midir?” cevaplanmig olmaktadir.

4. Sonuc ve Oneriler

Bu ¢alisma, postmodern tiiketim pratiklerinin bir yansimasi olarak ortaya ¢ikan doomspending
kavramini ele almis ve ozellikle ekonomik belirsizliklerin bireylerin tiiketim aligkanliklar
iizerindeki etkilerini incelemistir. Doomspending, bireylerin ekonomik kaygilar ve
belirsizlikler karsisinda anlik tatmin saglamak amaciyla yaptiklar1 gereksiz harcamalar1 ifade
eden bir kavram olarak 6ne ¢ikmaktadir. Bu baglamda, arastirma Z kusagi gibi geng tiiketici
gruplar lizerinde yogunlasmis ve onlarin tiiketim davraniglarini sekillendiren faktorleri detayli
bir sekilde analiz etmistir. Aragtirmanin teorik gercevesi, geleneksel tiikketim ve postmodern
tiiketim arasindaki doniisltimii ele alarak, tiikketim davranislarinin yalnizca ekonomik bir faaliyet
olmaktan ¢ikip bireylerin kimliklerini insa etme siirecinin bir pargast haline geldigini ortaya
koymustur.

Uygulama kisminda gergeklestirilen analizler, katilimcilarin biiyiik bir boliimiiniin ekonomik
belirsizlik ve kaygilar nedeniyle harcama aligkanliklarini degistirdigini gostermektedir.
Doomspending’in temel bilesenleri olan ekonomik stres, tiikketici manipiilasyonu, anlik tatmin
arayis1 ve finansal planlama eksikligi, bu ¢alismada yapilan miilakatlar ve kod analizleri ile
desteklenmistir. Ozellikle “bugiin almazsam yarin zamlanir hi¢ alamam” gibi ifadeler,
bireylerin ekonomik belirsizlik karsisinda aligveris yapmay1 bir tiir psikolojik giivence olarak
gordiiklerini ortaya koymustur. Calismanin 6nemli bulgularindan biri, kadinlarin ekonomik kriz
donemlerinde harcama davraniglarinin daha ¢ok stres ve kaygi kaynakli olmasi, erkeklerin ise
ekonomik belirsizlikler karsisinda tasarruf ve finansal planlamaya daha fazla yonelmesi
seklinde bir ayrimin goriilmesidir. Benzer sekilde, gelir seviyesi diisiik bireylerin liiks
tiikketimden kaginarak daha hesapli alternatiflere yonelmesi, gelir seviyesi yiiksek bireylerin ise
harcamalarin1 daha stratejik bir sekilde yonlendirmeye ¢alismasi dikkat ¢eken bulgulardandir.
Katilimeilarin tamamiin doomspender profiline uymamasi, nitel aragtirma baglaminda
beklenen bir durumdur ve bu cesitlilik kavramin ¢ok boyutlu yapisina 1s1k tutmaktadir. Bu
cesitlilik, sadece oOrneklem igindeki bireysel farkliliklar1 yansitmaz. Ayni1 zamanda
doomspending kavraminin ¢ok katmanli, baglamsal ve bireysel dinamiklerle sekillenen bir olgu
oldugunu ortaya koymaktadir. Katilimecilarin bir kismimin daha temkinli, planl ya da tasarruf
odakl1 tiiketim egilimleri gdstermesi, kavramin yalnizca ekonomik stres karsisindaki tepkilerle
smirli kalmadigmi gostermektedir. Kiiltlirel kodlar, toplumsal roller, kisisel degerler ve
psikolojik direng gibi unsurlar da doomspending davranigina yon vermektedir.

Bu ¢alisma, doomspending kavraminin ekonomik belirsizlik etkisiyle sekillenen modern
tiikketim davranislar agisindan kritik bir yere sahip oldugunu gostermektedir. Ozellikle Z kusagi
bireylerinin kisa vadeli mutluluk arayisiyla harcama yaptiklar1 ve finansal geleceklerine dair
belirsizlik yasadiklar1 anlasilmaktadir. Ekonomik krizler, enflasyon ve belirsizlikler, tiiketim
aliskanliklarin1 yalnizca ekonomik faktorler dogrultusunda degil, ayn1 zamanda psikolojik ve
sosyal dinamikler cergevesinde de sekillendirmektedir. Arastirmadan elde edilen bulgular
dogrultusunda, bireylerin tiiketim davranislarini daha bilingli hale getirmek ve doomspending
egilimlerini azaltmak amaciyla cesitli Oneriler sunulmaktadir. Doomspending davraniginin
Onlenebilmesi i¢in bireylerin biitge yOnetimi, tasarruf ve yatirim stratejileri konularinda
bilin¢lendirilmesi gerekmektedir. Z kusagi ve milenyum kusagi bireylerinin finansal gelecekle
ilgili kaygilarmin artmasi, daha fazla harcama yapmalarina neden olabilmektedir. Bu nedenle,
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bireylerin tliketim aligkanliklarinin psikolojik etkileri {izerine farkindalik kazanmalari
saglanmalidir. Bireylerin stres, kaygi ve ekonomik belirsizlik gibi durumlar karsisinda aligverisi
bir kacis yontemi olarak kullanmamalar i¢in psikolojik destek programlari ve farkindalik
caligmalar1 yapilabilir. Z kusagi bireyleri, gelecege dair ekonomik belirsizlikler karsisinda
genellikle “an1 yasama” egilimindedir. Bu durumun uzun vadeli finansal istikrarsizlia yol
acmasini dnlemek amaciyla, bireylerin yatirim yapma, uzun vadeli biitceleme ve ekonomik
dalgalanmalara kars1 finansal diren¢ kazanma konularinda bilinglenmeleri saglanmalidir.
Arastirma sonuglari, gen¢ bireylerin artan enflasyon, yiiksek yasam maliyetleri ve konut
fiyatlar1 nedeniyle ekonomik olarak giivensiz hissettiklerini gostermektedir. Kamu politikalari,
genglerin finansal gelecegini destekleyecek sekilde diizenlenmeli, 6zellikle tasarruf tesvikleri
ve finansal giivenlik saglayici politikalar gelistirilmelidir.

Bu calisma, tiiketim pratiklerinin ekonomik, psikolojik ve sosyolojik boyutlartyla nasil
sekillendigini ortaya koyarak, bireylerin bilingli tiikketim aliskanliklar1 gelistirmesine katki
sunmay1 amaglamaktadir. Gelecekte yapilacak arastirmalarda doomspending kavraminin farkl
sosyo-ekonomik gruplar tizerindeki etkileri, tiiketicilerin farkli kriz donemlerinde gosterdigi
davranigsal degisimler ve finansal egitim programlarinin bu egilim {izerindeki etkileri daha
derinlemesine incelenebilir.

Arastirmanin belirli simirliliklart bulunmaktadir. Calisma yalmizca Konya’daki iiniversite
ogrencileri ile sinirli tutulmus, dolayisiyla elde edilen veriler yalnizca bu 6rnekleme 6zgii
baglamda yorumlanabilir niteliktedir. Ayrica, nitel veri toplama ydntemine dayali olmasi
nedeniyle bulgular genis niifusa genellenemez. Bu sinirliliklar dogrultusunda, gelecekteki
caligmalara yonelik oneriler asagida sunulmaktadir:

o Kusaklar Aras1 Karsilastirmalar: Doomspending davranist yalnizca Z
kusagina 6zgii olmayabilir. Bu nedenle Y ve X kusagi gibi diger yas gruplariyla
karsilastirmali ¢aligmalar yapilmasi, kavramin kusaklar arasi benzerlik ve farkliliklarini
ortaya koyabilir.

o Farkh Sosyo-Kiiltiirel Baglamlarda Arastirmalar: Tiiketim davranislarinin
sosyo-kiiltiirel baglamlara gore degisebilecegi gbz oniine alinarak, kirsal-kentsel ayrimi
veya farkli bolgelerdeki gengler arasinda karsilastirmali nitel/nicel aragtirmalar
yapilabilir.

o Karma Yontem Tasarimlari: Bu calismanin nitel dogasina ek olarak, daha
genis Orneklemlere ulagmak amaciyla nicel yontemle desteklenen karma aragtirma
tasarimlari gelistirilebilir.

o Psikolojik Olciimlerle Derinlestirme: Doomspending davranisinin bireysel
psikolojik degiskenlerle (ekonomik stres, umutsuzluk, kontrol duygusu vb.) iligkisini
anlamak amaciyla gecerli ve giivenilir psikolojik dl¢eklerle veri toplanabilir.

o Medya ve Tiiketim Iliskisi Uzerine Deneysel Calismalar: Sosyal medya
iceriklerine maruz kalmanin doomspending iizerindeki etkisinin test edilmesi amaciyla
deneysel aragtirmalar yapilabilir. Bu ¢aligmalar 6zellikle medya tiiketimi ile ekonomik
karar alma siirecleri arasindaki iligkiyi daha belirgin sekilde ortaya koyabilir.
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Bu oneriler dogrultusunda ileride yapilacak ¢aligmalar, doomspending kavraminin ¢ok boyutlu
yapisini daha iyi anlamaya ve bireylerin finansal farkindalik diizeylerini artirmaya katki
saglayacaktir.



632 Doomspender Kavrami ve Postmodern Tiiketim Olgusu Baglaminda Universite Ogrencilerinin
Tiiketim Aliskanliklarinin incelenmesi

Kaynakg¢a

Abaidoo, R. (2016). Inflation expectations, economic policy ambiguity and micro-level
consumer behavior. Journal of Financial Economic Policy, 8 (3), 2016 pp. 377-395.

Baudrillard, J. (1997). Tiiketim toplumu. (F. Keskin ve H. Delicegayli, Cev.). Ayrint1 Yaynlart.

Bourdieu, P. (1984). Distinction: A social critique of the judgement of taste. R. Nice (Ed.).
Harvard University Press

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research
in Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706gp0630a

Elliott, R. (1997). Existential consumption and irrational desire. European Journal of
Marketing, 31(3/4), pp. 285-296.

Featherstone, M. (2013). Postmodernizm ve tiiketim kiiltiirii. (M. Kiigiik, Cev.). Ayrinti
Yaynlar.

Gilboa, 1., Postlewaite, A. & Samuelson, L. (2016). Memorable consumption. (February 1,
2016). PIER  Working  Paper No. 16-003, Available at SSRN:
https://ssrn.com/abstract=2731299 or http://dx.doi.org/10.2139/ssrn.2731299 .

Kim, C., Kikumori, M., Kim, A. & Kim, J. (2024). How do moral judgment and saving face
interact with positive word-of-mouth regarding counterfeit luxury consumption?
Journal of Global Fashion Marketing, 15 (2), 253-2609.

Kotler, P., & Keller, K. L. (2016). Marketing management. Pearson.

Lorek, S. & Vergragt, P. J. (2015). Sustainable consumption as a systemic challenge: Inter- and
transdisciplinary research and research questions. In L. A. Reisch and J. Thegersen
(Eds.). Handbook of Research on Sustainable Consumption, pp. 19-32.

Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis: An expanded sourcebook
(2nd ed.). Sage Publications, Inc.

Odabasi, Y. (2013). Tiiketim kiiltiirii. (4. Baski). Sistem Yayincilik.
Odabasi, Y., ve Baris G., (2010). Tiiketici davranisi. (2. Baski), Kapital Medya A.S.

Oliver, R. L., Westbrook, R. A. (1993). Profiles of consumer emotions and satisfaction in
ownership and usage. Journal of Consumer Satisfaction, Dissatisfaction and
Complaining Behavior, 6, pp. 12-27.

Ozcan, B. (2007). Hedonizm ve kimlik temeline dayali postmodern tiiketim yaklasimi. Istanbul
Journal of Sociological Studies, (35), 131-147.

Ozer, N. P. & Yarar, A. E. (2019). Gostergebilimsel Bir Reklam Analizi: Burger King “Ates
Seni Cagiriyor”. Atatiirk Iletisim Dergisi, (18), 105-124.

Sahoo, A. P. (2021). Impact of inflation on spending habits of middle-income groups: A study
in India. Gap Gyan a Global Journal of Social Sciences, 4(1), 26-29.

Sullivan, O. (2008). Busyness, status distinction and consumption strategies of the income rich,
time poor. Time & Society, 17(1), 5-26.



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 599-636 633

Veblen, T., (1995). Aylak sinif. (1. User, Cev.). Marmara Universitesi Teknik Egitim Fakiiltesi
Matbaasi.

Yildinm, A., & Simsek, H. (2018). Sosyal bilimlerde nitel arastirma yontemleri. Seckin
Yayncilik.

Internet Kaynaklari

New York Post. ‘Doom spending’ is how everyone is dealing with stress: ‘Future is not
guaranteed’. https://nypost.com/2023/12/18/lifestyle/gen-z-millennials-are-doom-
spending-to-cope-with-economy/ 26 Kasim 2024 tarihinde erisim saglanmistir.

creditkarma (2024). Economic concerns heighten as young Americans doom spend to cope with
stress. https://www.creditkarma.com/about/commentary/economic-concerns-
heighten-as-young-americans-doom-spend-to-cope-with-
stress#:~:text=60%25%200f%20Americans%20are%20concerned,Z%20and%2039
%25%200f%20millennials. 19 Eyliil 2025 tarihinde erisim saglanmustir.

Merriam-Webster, 2024. https://www.merriam-webster.com/thesaurus/doomsday 25 Kasim
2024 tarihinde erigim saglanmustir.

Intuit  Prosperity Index Study January 2023.  https:/www.intuit.com/blog/wp-
content/uploads/2023/01/Intuit-Prosperity-Index-Report US Jan-2023.pdf 26 Kasim
202419 Eyliil 2025 tarihinde erigim saglanmaistir.

CNBC. https://www.cnbc.com/2024/09/23/young-people-are-doom-spending-heres-what-it-
is-and-how-to-stop-it.html 25 Kasim 2024 tarihinde erisim saglanmistir.



634 Doomspender Kavrami ve Postmodern Tiiketim Olgusu Baglaminda Universite Ogrencilerinin
Tiiketim Aliskanliklarinin incelenmesi

EXTENDED ABSTRACT

AN EXAMINATION OF UNIVERSITY STUDENTS' CONSUMPTION HABITS IN
THE CONTEXT OF THE DOOMSPENDER CONCEPT AND THE POSTMODERN
CONSUMPTION PHENOMENON

1. Introduction

Consumption is a multidimensional phenomenon that goes beyond meeting material needs and
serves as a means for individuals to construct their social identities and express themselves.
While traditional societies focused on fulfilling basic necessities, modern and postmodern
societies have transformed consumption into an element that defines socio-cultural belonging
and individual identity. This transformation has accelerated with the influence of mass
communication tools and digital media, shaping consumption practices through desires,
symbols, and signs.

In recent years, global economic uncertainties, high inflation rates, and social transformations
have created new dynamics in consumer habits. In this context, the concept of "doomspending"
has emerged as a significant phenomenon, referring to irrational and impulsive spending
behaviors driven by economic uncertainty, anxiety about the future, and psychological stress.
The term is derived from the words “doom” (catastrophe, apocalypse) and “spending”
(expenditure), signifying a shift toward immediate consumption in response to an uncertain
future.

Doomspending is associated with individuals distancing themselves from financial security and
exhibiting increased spending tendencies due to economic concerns. Particularly prevalent
among Generation Z, this behavior is further reinforced by the influence of social media, which
manipulates consumption decisions. Recent surveys in the United States indicate that a
significant portion of individuals engage in unplanned spending to cope with stress, leading to
financial insecurity in the long run.

This study aims to examine the consumption habits of individuals identified as doomspenders
within the framework of postmodern consumption. It explores how economic uncertainties and
psychological factors, shape this concept. Given that doomspending is a relatively new term in
academic literature, this research seeks to fill a gap by analyzing the phenomenon from a
psychological, economic, sociological, and media studies perspective.

2. Conceptual / Theoretical Framework

Traditional consumption refers to the process of purchasing and utilizing products and services
to meet material and spiritual needs. Historically, consumer choices were limited by cultural,
economic, and social norms. However, in postmodern society, consumption extends beyond
mere necessity, becoming a means of social expression. According to Baudrillard (1997),
consumption has evolved into a system of signs that shapes individual identity and societal
status.



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 599-636 635

Postmodern consumption emphasizes desires rather than needs, resulting in various
consumption patterns, including:

o Conspicuous Consumption (Veblen, 1995): The use of luxury goods to display social
status.
o Hedonic Consumption (Featherstone, 2013): Spending driven by the pursuit of pleasure

and temporary gratification.

o Symbolic Consumption (Odabasi, 2013): Purchasing items for their symbolic meaning
rather than functional benefits.

J Impulse Buying (Sullivan, 2008): Making unplanned purchases influenced by emotions
and social comparisons.

Doomspending aligns with these postmodern consumption patterns, particularly impulse
buying and symbolic consumption, as individuals seek psychological relief and social
validation through spending.

3. Methodology

This study employs a qualitative research approach, utilizing semi-structured interviews with
university students in Konya aged 18-24. The purposeful sampling method was used to select
participants who could provide valuable insights into the phenomenon of doomspending. Data
was collected through interviews focusing on themes such as economic uncertainty and
emotional spending. Thematic analysis was conducted to categorize responses and identify key
patterns in spending behaviors.

Key research questions include:

o Do individuals prioritize essential needs during economic uncertainty?

o What is the relationship between economic crises and shopping for security?
o How do income levels affect luxury versus necessity spending?

o Are there gender differences in consumption patterns during economic crises?
o How does financial insecurity influence impulsive spending behavior?

4. Findings and Discussion

The findings indicate that economic uncertainty significantly impacts consumer behavior. Key
insights include:

The Link Between Economic Stress and Spending: Many participants reported that financial
worries led them to make impulsive purchases for temporary relief.

Gender Differences: Women were more likely to engage in emotional spending, whereas men
showed a stronger tendency to save and budget their expenses.

Income-Based Spending Habits: Lower-income individuals opted for affordable alternatives,
avoiding luxury consumption, while higher-income individuals exhibited more structured
financial planning.

Social Media Influence: Many participants acknowledged that social media-induced anxiety
contributed to their spending habits, reinforcing the doomspending phenomenon.
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Findings suggest that while doomspending offers short-term psychological relief, it increases
financial anxiety in the long run, undermining economic stability.

5. Conclusion and Recommendations

This study highlights doomspending as a postmodern consumer behavior driven by economic
uncertainties, stress, and media influence. The results underscore the need for increased
financial literacy and consumer awareness to mitigate the negative consequences of impulsive
spending.

Recommendations include:

Financial Education Programs: Implementing workshops to improve budgeting and financial
planning skills.

Consumer Awareness Campaigns: Raising awareness about the psychological triggers of
doomspending and promoting mindful spending habits.

Media Literacy Initiatives: Educating young consumers on the manipulative effects of social
media on consumption behaviors.

Economic Support Policies: Encouraging policies that enhance financial security and reduce
economic anxiety, particularly among younger generations.

By providing a deeper understanding of doomspending, this study contributes to the academic
literature on consumer behavior, economic psychology, and postmodern consumption
practices.



(Arastirma)

DOGAL VE ORGANIK KOZMETIK URUNLERDE TUKETICi ALGISI:
TOPLUMSAL CINSIiYET VE MEDYA ETKIiSi BAGLAMINDA NiTEL
BiR INCELEME!

Dursun YILMAZ?

oz

Bu caligsma, tiiketicilerin dogal ve organik kozmetik {iiriinlerine yonelik algilarini ve tercih
nedenlerini incelemektedir. Nitel, fenomenolojik bir yaklasgimla 30 katilimciyla yari
yapilandirilmis derinlemesine goériismeler gerceklestirildi ve veriler tematik analizle
¢Ozlimlendi. Arastirma, tiiketicilerin tercihlerinde saglik ve c¢evresel duyarlilik, giiven algisi,
pazarlama stratejileri, toplumsal cinsiyet rolleri, medyanin etkisi ile fiyatlandirma ve erisim
sorunlarinin belirleyici oldugunu gostermektedir. Katilimcilar, kimyasal igeriklerin cilt ve genel
saglik tlizerinde olasi zararlar1 nedeniyle dogal iiriinleri tercih ettiklerini; ayrica hayvan
deneylerine kars1 olma ve ¢evresel stirdiiriilebilirlik kaygilarinin bu yonelimi gliglendirdigini
ifade etmistir. Buna karsin yaniltici etiketleme, sertifikasyon eksiklikleri ve abartili pazarlama
sOylemleri tiiketicilerin glivenini zedelemektedir. Pazarlama uygulamalarinin agirlikli olarak
kadin hedeflemesi, kadinlarda gergekdis1 giizellik beklentileri ve baskilar yaratirken erkekleri
dislamakta; bu da cinsiyet¢i temsillerin tiiketim davranislarina yansimasina yol agmaktadir.
Sosyal medya basta olmak iizere medyanin yonlendirici rolii katilimcilar tarafindan elestirilmis,
yiiksek fiyatlar ve sinirli erisim ise dogal iriinlerin yayginlagmasin1 engelleyen 6nemli
bariyerler olarak tanimlanmistir. Bulgular dogrultusunda tiiketici egitimi, denetlenebilir
sertifikasyon sistemleri, cinsiyet esitligini gézeten pazarlama, kapsayict medya sdylemleri ve
erigilebilir fiyat politikalar1 6nerilmektedir. Ayrica, devlet, sivil toplum ve sektor aktorlerinin
isbirligiyle seffaf iletisim, tiiketici egitim programlari, uygun fiyatlandirma tedbirleri ve etkin
denetim mekanizmalarinin hayata gecirilmesi gerektigi vurgulanmis ve bdylece siirdiiriilebilir
tikketim aliskanliklarinin desteklenmesi gerektigi belirtilmistir.
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638 Dogal ve Organik Kozmetik Uriinlerde Tiiketici Algisi: Toplumsal Cinsiyet ve Medya Etkisi
Baglaminda Nitel Bir inceleme

CONSUMER PERCEPTIONS OF NATURAL AND ORGANIC
COSMETICS: A QUALITATIVE STUDY IN THE CONTEXT OF
GENDER AND MEDIA INFLUENCE

ABSTRACT

This study explores consumers’ perceptions of natural and organic cosmetic products and the
reasons underlying their preferences. Employing a qualitative, phenomenological approach,
semi-structured in-depth interviews were conducted with 30 participants, and the data were
analyzed through thematic analysis. The findings reveal six main factors shaping consumer
behavior: health and environmental awareness, trust, marketing strategies, gender roles, media
influence, and issues of pricing and accessibility. Participants emphasized that concerns about
the potential harms of chemical ingredients on skin and long-term health risks motivated them
to choose natural products, while environmental consciousness and opposition to animal testing
further reinforced these preferences. Nonetheless, misleading labeling, insufficient certification
systems, and exaggerated advertising claims weakened trust in such products. Marketing
strategies heavily targeting women were found to create unrealistic beauty standards and
pressures, while simultaneously excluding male consumers, thus reflecting gendered
representations within the cosmetics sector. Media, particularly social media, was also critically
evaluated for its directive role in shaping consumer attitudes. High prices and limited
accessibility emerged as significant barriers to the wider adoption of natural products. In light
of these findings, the study recommends enhancing consumer education, developing reliable
certification systems, promoting gender-sensitive marketing strategies, adopting more inclusive
media discourses, and implementing affordable pricing policies to encourage sustainable
consumption practices.

Keywords: Natural and Organic Cosmetics, Consumer Perceptions, Gender Roles in
Marketing, Health Communication, Media Influence, Pricing and Accessibility, Environmental
Awareness
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1. Giris

Dogal ve organik kozmetik sektorli, son yillarda tiiketicilerin saglik ve c¢evre bilincinin
artmastyla birlikte 6nemli bir biiyiime gostermistir. Bu biiyiime, siirdiiriilebilirlik odakli
politikalarin  yayginlasmas1 ve etik kaygilarin tiiketici davramiglarimi  etkilemesiyle
desteklenmektedir. Tiiketicilerin saglik, etik degerler ve cevresel duyarlilik gibi faktorler
nedeniyle dogal ve organik kozmetik iiriinlere olan ilgisi artmaktadir. Ghazali, Soon, Mutum
ve Nguyen (2017) tarafindan yapilan arastirma, tiiketicilerin tutumlarinin ve algilanan
davranigsal kontroliin, yesil tliketim davraniglarini 6ngdrmede oOnemli oldugunu ortaya
koymustur.

Dogal ve organik kozmetik terimleri siklikla birlikte kullanilmakla birlikte, teknik acidan farkli
anlamlara gelmektedir. Dogal kozmetik iiriinler, cogunlukla bitkisel kdkenli ve az islenmis
bilesenler icerirken, organik kozmetik iirlinler ise bu bilesenlerin organik tarim standartlarina
gore liretilmesini ve bagimsiz sertifikasyon sistemlerinden ge¢mis olmasini gerektirir (Ecocert,
2020; ISO, 2016). Ancak Tiirkiye'de ve benzer gelismekte olan pazarlarda bu ayrim tiiketiciler
tarafindan net olarak bilinmemekte, dolayisiyla iki kavram ¢ogu zaman esanlamli olarak
algilanmaktadir.

Geleneksel kozmetik firiinlerin igeriklerinde bulunan kimyasallarin bazi cilt hastaliklarini
tetikleyebilecegi ve uzun vadede insan sagligina zarar verebilecegi yoniindeki endiseler,
tilketicilerin giderek daha fazla dogal ve organik igerikli iriinlere yonelmesine neden
olmaktadir. Nitekim organik ve dogal kozmetik pazari, kiiresel 6l¢ekte ciddi bir biiyiime
gostermektedir. Precedence Research’iin (2024) raporuna gore, dogal ve organik kozmetik
pazarinin biiyiikliigii 2023 yilinda yaklasik 38 milyar ABD dolaria ulagmis, 2024 yil1 itibariyla
41,65 milyar dolara yiikselmis ve 2034 yilina kadar 103,23 milyar dolar1 agmasi
ongoriilmektedir. Tiirkiye o©zelinde de benzer bir yiikselis goézlemlenmektedir. Ticaret
Bakanligi’'nin (2023) yaymmladign Kozmetik Uriinler Sektér Raporu’na gore, Tiirkiye’de
kozmetik {iirtinleri ithalat1 2020 yilinda 1,16 milyar dolar iken, 2021 yilinda 1,26 milyar dolara
ve 2022 yilinda ise 1,57 milyar dolara ytlikselmistir. Bu artis, ilgili donemde yaklasik %24,5’lik
bir biliylimeye karsilik gelmektedir. Hem kiiresel hem de ulusal diizeydeki bu veriler,
tilketicilerin dogal ve organik igerikli iiriinlere olan yoOneliminin yalnizca algisal degil,
ekonomik gostergelerle de desteklendigini ortaya koymaktadir. Yilmaz ve Yildirim Dal (2025),
dogal ve organik kozmetik iirlinlere yonelik tiiketici egilimlerinin artisinda saglik ve gevre
bilincinin 6nemli rol oynadigim1 vurgulamaktadir. Nguyen, Nguyen ve Vo’nun (2019)
caligmasi, organik igerikli kozmetik {riinlerin satin alma davraniginin tutum, miisteri
memnuniyeti ve algilanan deger tarafindan etkilendigini gostermektedir.

Dogal ve organik kozmetik {irlinlerin tercih edilmesinde etik kaygilar 6nemli bir rol
oynamaktadir. Hayvan deneylerinin kullanilmadigi, ¢evre dostu ambalajlarin tercih edildigi ve
adil ticaret ilkelerine uygun olarak iiretildigi belgelenmis iiriinler, bilingli tiiketiciler tarafindan
daha fazla talep gormektedir. Ornegin, bir caligmada tiiketicilerin %57 sinin kozmetik
irlinlerde “hayvanlar T{zerinde test edilmemistir” ibaresini en Onemli etiket olarak
degerlendirdigi belirtilmistir (Russo, 2015). Ayrica, tliketicilerin dogal ve organik kozmetik
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iirlinleri, yalnizca icerik agisindan degil, ayn1 zamanda cevresel etkileri ve etik iiretim siirecleri
acisindan da degerlendirdigi vurgulanmaktadir (Suphasomboon & Vassanadumrongdee, 2022).

Avrupa ve Amerika gibi gelismis pazarlarda, organik sertifikasyon sistemleri sayesinde
tilketicilere giivenilir ve dogrulanabilir bilgiler sunulurken; Tiirkiye gibi gelismekte olan
pazarlarda bu alandaki yasal diizenlemelerin heniiz tam anlamiyla kurumsallasmadigi
goriilmektedir. Bu durum, tiiketicilerin iiriin se¢iminde daha ¢ok marka imaj1, magaza itibari,
hizmet kalitesi ve fiyat gibi unsurlara yonelmesine neden olmaktadir. Nitekim Aydin, Alazma,
ve Cora’nin (2020) caligmalarinda, bu tiir pazarlama degiskenlerinin satin alma niyeti
tizerindeki etkileri incelenmis; marka sadakati ve algilanan kalitenin satin alma niyeti
iizerindeki etkisinin anlamli olmadig1r sonucuna ulagilmistir. Bu bulgular, sertifikasyon
sistemlerinin zayif oldugu pazarlarda tiiketici davraniglariin farkli yonlendigini géstermesi
acisindan anlamlidir.

Avrupa ve Amerika gibi gelismis pazarlarda organik sertifikasyon sistemleri sayesinde
tiiketicilere giivenilir bilgiler sunulurken, Tirkiye gibi gelisen pazarlarda bu alandaki yasal
diizenlemelerin heniiz tam anlamiyla oturmadig1 goriilmektedir. Bu durum, tiiketicilerin iiriin
seciminde daha ¢ok marka imaji, magaza itibari, hizmet kalitesi ve fiyat gibi unsurlara
yonelmesine neden olmaktadir. Ornegin, Aydin ve digerleri (2020) ¢alismasinda, bu tiir
pazarlama degiskenlerinin satin alma niyeti iizerindeki etkileri incelenmis; marka sadakati ve
algilanan kalitenin satin alma niyeti tizerindeki etkisinin anlamli olmadigi sonucuna
ulagilmistir. Bu bulgular, sertifikasyon sistemlerinin zayif oldugu pazarlarda tiiketici
davraniglarinin farkl yonlendigini géstermesi acisindan anlamlidir.

Uzun yillar boyunca kozmetik tiriinleri, 6zellikle kadin tiiketicilere yonelik olarak pazarlanmis;
erkeklerin kozmetik kullanimi ise toplumsal normlar tarafindan sinirlandirilmistir. Bu durum,
hem geleneksel hem de dogal ve organik kozmetik {iriinleri baglaminda gecerliligini
korumaktadir. Ancak son yillarda, 6zellikle saglikli yasam ve c¢evresel duyarlilik temalarinin
yiikselisiyle birlikte erkek tiliketicilerin de dogal ve organik iiriinlere ilgisinin arttig1
gozlemlenmektedir. McNeill ve Douglas (2011), erkeklerin kozmetik tirtinlerini tercih ederken
geleneksel toplumsal normlardan kaynaklanan oOnyargilarla karsilastigini ve bu durumun
pazarlama stratejilerini etkiledigini belirtmektedir. Dolayisiyla, dogal ve organik kozmetik
iirlinleri de bu toplumsal ¢erceveden bagimsiz degildir.

Mevcut literatlir incelendiginde, dogal ve organik kozmetik iiriinleri konusunda yapilan
arastirmalarin biiylik ¢ogunlugunun tiiketici davranislarini ¢evresel kaygilar (Lin & Huang,
2012) ve saglik faktorleri (Nguyen vd., 2019) {izerinden ele aldig1 goriilmektedir. Buna karsin,
toplumsal cinsiyet rolleri, medya temsilleri ve pazarlama stratejileri gibi sosyokiiltiirel
faktorlerin tiiketici algilar tizerindeki etkisi sinirli sayida calismada incelenmistir.

Bu c¢alisma, dogal ve organik kozmetik iiriinlerine yonelik tiiketici algilarin1 anlamak i¢in nitel
bir yaklasim benimseyerek, bireylerin kisisel deneyimlerini ve bu deneyimlere yiikledikleri
anlamlar1 ortaya ¢ikarmayi amaclamaktadir. Caligma, mevcut literatiirde eksik olan bazi 6nemli
konulara odaklanmaktadir. Bu kapsamda, (1) tiiketici tercihlerini etkileyen motivasyonlar ve
engeller; (2) toplumsal cinsiyet rolleri ve medya temsillerinin tiiketici davranigina etkisi; (3)
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giiven algisina iligkin belirleyici faktorler; ve (4) fiyat, etiketleme ve erisim gibi yapisal kosullar
aragtirllmaktadir. Bu ¢alisma, s6z konusu alanlarda literatiire katk1 saglamay1 amaglamaktadir.

Bu c¢alisma, tiiketicilerin dogal ve organik kozmetik {iirlinlerini tercih etme veya etmeme
nedenleri, toplumsal cinsiyet algilarmin bu tiiketim iizerindeki etkisi, dogal kozmetik iiriinlere
yonelik giiven algisini sekillendiren faktorler ve medya ile pazarlama stratejilerinin tiliketici
algilarin1 ve tercihlerini nasil yonlendirdigi gibi temel aragtirma sorularina yanit aramaktadir.
Arastirmada, dogal ve organik kozmetik {iriinleri kullanan bireylerin tercihlerini, bu tercihleri
sekillendiren etmenleri ve toplumsal cinsiyet algilarini incelemek amaciyla fenomenolojik bir
yaklagim benimsenmistir. Tiiketicilerin bu iirlinlere dair deneyimleri ve algilari, nitel verilerin
tematik analiz yontemiyle incelenmis ve bu yolla anlamli bulgular elde edilmistir. Farkli
demografik gruplardan katilimcilarla gergeklestirilen goriismeler araciligiyla veriler toplanmis
ve icerik analizi destegiyle degerlendirilmistir.

Bu kapsamda, calismanin literatiire sundugu 6zgiin katki asagida 6zetlenmistir: Literatiirde
dogal kozmetik tercihlerinin saglik, cevresel duyarlilik ve etik degerlerle iligkili oldugu bir¢ok
arastirma tarafindan ortaya konmustur (Chen, 2010; Peattie & Crane, 2005). Ancak bu
caligmalarin ¢ogu kadin tiiketicilere odaklanmakta; erkek tiiketicilerin deneyimleri ve
toplumsal cinsiyet normlarinin etkisi ise biiyiik oranda g6z ardi edilmektedir. Ayrica, tiiketici
tercihlerine etki eden giiven, sosyal medya temsilleri ve reklam stratejileri gibi unsurlar
genellikle birbirinden kopuk bicimde ele alinmaktadir. Bu arastirma, bu eksikligi gidermek
amaciyla yalnizca tiiketici tercihlerine degil, bu tercihlerin arkasindaki anlam diinyasina,
toplumsal cinsiyet rollerine, medya etkisine ve etik farkindaliklara dair ¢ok boyutlu bir bakis
sunmaktadir.

2. Literatiir Taramasi
2.1. Dogal ve Organik Kozmetik Tiiketiminin Gelisimi ve Tiiketici Algilari

Dogal ve organik kozmetik tiiketimi {izerine yapilan arastirmalar, tiiketici davraniglarinin
temelinde saglik bilinci, ¢evresel duyarlilik ve etik kaygilarin 6nemli bir rol oynadigini ortaya
koymaktadir (Testa, Rizzo, Schifani, Téth ve Migliore, 2024). Kozmetik {iriinlerde bulunan
kimyasal bilesenlerin uzun vadede insan saglig1 iizerindeki olumsuz etkilerine dair bilimsel
bulgular, tiiketicilerin dogal igerikli lirlinlere olan ilgisini artirmaktadir (Draelos, 2021). Ayrica,
organik sertifikasyon sistemleri ve marka giivenilirligi gibi unsurlar, tiiketici kararlarini
sekillendiren kritik faktorler arasinda yer almaktadir (Pudaruth, Juwaheer ve Seewoo, 2015).

Son yillarda, bireylerin saglik ve ¢evreye yonelik artan duyarliligiyla birlikte dogal ve organik
kozmetik sektorii hizla biliyliyen bir pazar haline gelmistir. Tiketicilerin kimyasal igerikli
irlinlere duydugu giivensizlik, etik tliiketim aligkanliklar1 ve siirdiiriilebilirlik ilkelerine
verdikleri 6nem, bu egilimi destekleyen baslica unsurlardir (Aydogdu, Kaya, Eren ve Parlak¢1
Dogan, 2024). Literatiirde, dogal ve organik kozmetik tiiketicilerinin bu {iriinleri saglik
acisindan daha gilivenli ve cevreye daha duyarli bir alternatif olarak degerlendirdikleri
vurgulanmaktadir (Gleim, Smith, Andrews, ve Cronin, 2013).

Tiiketicilerin organik iirlinleri tercih etmesinde potansiyel zararli kimyasallardan kaginma ve
ekolojik duyarliliklar énemli rol oynamaktadir. Ornegin, Kahramanmaras ilinde yapilan bir
caligmada, tiiketicilerin yaklasik yarisi1 (%48.5) organik triinleri “kimyasal icermeyen iiriin”
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olarak tanimlamig ve bu {irlinleri tercih etmelerinin en dnemli sebebinin saglik problemleri
oldugunu belirtmislerdir. Ayrica, organik iiriinlerin iiretiminde daha az kimyasal girdi ve
hormon kullanilmasi ile insan saglig1 a¢isindan GDO’lu tohumlar igermemesi, tiiketicilerin bu
iirlinleri tercih etmelerinde etkili faktorler arasinda yer almaktadir (Kekeg¢ & Seger, 2021).

Dogal ve organik kozmetik {iriinlerine yonelik tiiketici tercihlerinin temelinde genellikle saglik
kaygis1 ve cevresel duyarlilik yer almaktadir. Sharma, Goel ve Sindwani (2024) tarafindan
Hindistan’da gerceklestirilen ¢alismada, kadin tiiketicilerin bu tiriinleri tercih etme nedenlerinin
bes temel boyutta toplandigr goriilmektedir: saglik ve giivenlik, bilgi ve farkindalik diizeyi,
hedonik (haz odakli) motivasyonlar, sosyal etkilesim faktorleri ve iirlinlerin etik-etiketlenme
ozellikleri. Arastirma, saglik bilincinin 6zellikle geng ve orta yas kadinlar arasinda giiclii bir
satin alma motivasyonu oldugunu ortaya koymustur. Ayni zamanda organik {iriinlerin ¢evreye
ve insan sagligina zarar vermedigi yoniindeki algi, tiiketicilerin bu {iriinlere yonelik giivenini
artirmaktadir.

Benzer sekilde, Choudhary ve Singh (2024) tarafindan yliriitiilen baska bir arastirmada, ¢evre
dostu kozmetik triinlerine yonelik tiiketici davranislarini etkileyen baglica unsurlar arasinda
iirin oOzellikleri, marka itibar1 ve siirdiiriilebilirlik girisimleri yer almaktadir. Calisma,
tiiketicilerin yalnizca iirliniin igerigine degil, ayn1 zamanda markanin ¢evresel taahhiitlerine ve
etik durusuna da Onem verdigini gostermektedir. Bu dogrultuda, tiiketicilerin satin alma
davraniglarinin yalnizca bireysel saglik endiseleriyle degil, aym1 zamanda kolektif ¢evresel
sorumluluk duygusuyla da sekillendigi goriilmektedir. Her iki ¢alisma da, dogal ve organik
kozmetik iirtinlerinin pazarlanmasinda yalnizca iirlin i¢erigi degil, biitlinciil bir stirdiiriilebilirlik
mesajinin 6ne ¢ikarilmasi gerektigini vurgulamaktadir.

Ek olarak, siirdiiriilebilirlik kaygilari, organik kozmetik tiikketiminin yayginlasmasinda énemli
bir rol oynamaktadir. Cevreye duyarl tiiketiciler, yesil pazarlama farkindalig1 ve ¢evre dostu
iriinlere yonelik olumlu tutumlari sayesinde, ¢evre dostu kozmetik {iriinleri satin alma niyetini
artirmaktadirlar (Urkut & Cengiz, 2021). Bu durum, c¢evresel duyarliligin tiiketici davranislar
iizerindeki etkisini ortaya koymaktadir (Giiltekin & Giirbiiz, 2022).

Literatiirde, dogal ve organik kozmetik iiriinlere yonelik tiiketici tercihleri ¢ogu zaman birlikte
ele almsa da, bu iki iiriin kategorisinin farkli icerik ve iiretim siireclerine sahip oldugu
unutulmamalidir. Organik kozmetikler genellikle “organik tarim sertifikali” igeriklere ve
cevresel siirdiiriilebilirlik kriterlerine gore iiretilirken, dogal kozmetikler bu kadar siki bir
denetim siirecinden gegmeyebilir (Tewary, Gupta, Mishra ve Kumar, 2021). Bu baglamda, bu
caligmada iki kavram birlikte kullanilmisg, ancak baglama gore farkliliklarina da yer verilmistir.

2.2. Toplumsal Cinsiyet Rolleri ve Kozmetik Reklamlar:

Kozmetik sektorii, reklam stratejileri ve pazarlama teknikleri aracilifiyla toplumsal cinsiyet
rollerini yeniden iireten bir alan olmaya devam etmektedir (Gill, 2008). Bu baglamda, kadinlar
giizelllk ve bakim odakli pazarlama stratejilerinin  temel hedef kitlesi olarak
konumlandirilirken, erkekler i¢in bakim yapma aligkanlig1r ¢ogu zaman toplumsal bir tabu
olarak goriilmektedir (Schroeder & Zwick, 2004). Dolayisiyla, dogal ve organik kozmetik
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iirlinlere yonelik tiiketici tercihleri incelenirken toplumsal cinsiyet algilarinin bu tercihler
iizerindeki etkisi g6z oniinde bulundurulmalidir.

Kozmetik reklamlari, tiiketici davraniglarini yonlendiren 6nemli bir unsur olarak, siklikla
toplumsal cinsiyet rollerini pekistiren mesajlar igermektedir. Ozer’in (2021) arastirmasi, 2020
yil1 Ocak-Ekim aylar1 arasinda basilt ve dijital dergilerde yayimlanan kozmetik reklamlarini
inceleyerek, bu reklamlarda kadinlarin genellikle begenilme, giizel ve ¢ekici olma rolleriyle
temsil edildigini ortaya koymaktadir. Bu bulgular, kozmetik reklamlarinin toplumsal cinsiyet
rollerini nasil pekistirdigini gostermektedir. Bu durum, medya araciligiyla kadinlara yonelik
giizellik algilarinin yeniden iiretildigini ve toplumsal normlarin pekistirildigini gostermektedir
(Yilmaz, 2025; Lazar, 2006). Benzer sekilde, Ozer’in (2021) kozmetik reklamlarinda cinsiyet
rollerini inceleyen ¢alismasi, bu reklamlarin kadinlar1 estetik bir obje olarak temsil ettigini ve
erkek tiiketicilerin bu alanda marjinallestirildigini ortaya koymaktadir. Bizim arastirmamiz,
Ozer’in bulgularini genisleterek, tiiketicilerin bu reklam sdylemlerini nasil i¢sellestirdigini veya
sorguladigini analiz etmekte ve medya temsilleri ile bireysel algilar arasindaki iliskiyi daha
genis bir baglamda degerlendirmektedir. Bu yaklasim, kozmetik reklamlarinin toplumsal
cinsiyet algilar1 iizerindeki etkisini daha derinlemesine anlamamiza katki saglamaktadir. Bu
noktada, son donemde yapilan ¢alismalar toplumsal cinsiyetin kozmetik tercihlerindeki etkisini
yalnizca temsil diizeyinde degil, ayn1 zamanda davranigsal niyetler ve satin alma kararlari
iizerinden de degerlendirmektedir (Testa vd., 2024; Krishnan & Radhakrishnan, 2024). Dogal
ve organik kozmetik iirlinlerine yonelik tiiketici davraniglari yalnizca saglik ve g¢evresel
kaygilarla sinirli degildir; aynt zamanda toplumsal cinsiyet rolleriyle sekillenen sosyal
normlarin da bu davranislar iizerinde 6nemli etkileri bulunmaktadir. Testa ve digerleri (2024),
yesil kozmetik iirlinlerine yonelik tiiketici davraniglarini ele aldiklari sistematik derlemelerinde,
sosyo-psikolojik uyaricilarin (6rnegin toplumsal beklentiler, bireysel degerler ve sosyal ¢evre
baskis1) oOzellikle kadin tliketiciler tizerinde baskin oldugunu belirtmektedir. Calismada,
kozmetik sektoriinde geleneksel olarak kadinlara atfedilen “giizellik sorumlulugu”nun, dogal
iriinlere yonelimde etik sorumlulukla birleserek daha yogun bir satin alma baskis1 olusturdugu
ifade edilmistir. Buna karsin erkek tiiketicilerin ise, organik iiriinlerle ilgilenme egilimi gosterse
de, bu friinleri satin alma ya da diizenli kullanma davraniginin toplumsal onay ihtiyact
nedeniyle sinirli kaldigi vurgulanmustir.

Benzer sekilde, Krishnan ve Radhakrishnan (2024) tarafindan Hindistan’da yiiriitiilen bir
arastirma, dogal ve organik kozmetik {iriinlerinin tekrar satin alma niyetinde algilanan kalite,
duygusal deger ve yesil imaj gibi faktorlerin etkili oldugunu ortaya koyarken; bu faktorlerin
cinsiyet temelli farkliliklar igerdigini de gostermektedir. Kadin tliketiciler daha ¢ok sagliga
uygunluk, dogallik ve ¢evresel etik ilizerinden karar verirken; erkek tiiketiciler, {iriiniin
maskiilen imgelerle pazarlanip pazarlanmadigmma dikkat etmektedir. Calismada, ozellikle
erkeklerin kozmetik kullanimina yonelik toplumsal Onyargilarin, dogal iiriinlere yonelimi
baskiladig1; buna ragmen sosyal medya gibi mecralarda giderek daha fazla erkek fenomenin bu
normlar1 kirmaya basladig1 belirtilmistir. Bu baglamda toplumsal cinsiyet rollerinin, sadece
tiketim davraniglarin1 degil, aym1 zamanda {rliniin algilanma bi¢imini de belirledigi
vurgulanmustir.

Literatiirde yer alan diger ¢alismalarda bu bulgular1 desteklemektedir. Frith ve Gleeson (2004),
kozmetik reklamlarinin cinsiyet rollerini yeniden firettigini ve kadinlar tlizerinde giizellik
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standartlarina uyma baskisini artirdigini belirtmektedir. Kang (1997) ise medyanin kadinlar
iizerinde yarattig1 giizellik ideallerinin tiiketici davramislarini 6nemli 6lcilide etkiledigini
gostermistir. Ote yandan, erkek tiiketicilere yonelik kozmetik reklamlarinda maskiilinite
imgelerinin 6n plana ¢ikarildigi, kisisel bakim ve kozmetik kullaniminin erkekler i¢in de kabul
edilebilir hale getirilmeye calisildigr gozlemlenmektedir (Souiden & Diagne, 2009).

Son yillarda, toplumsal cinsiyet rollerine yonelik daha kapsayici reklam stratejilerinin
benimsenmesi, geleneksel kozmetik reklamcilik anlayisinin - doniismekte  oldugunu
gostermektedir. Alanyazinda yapilan ¢aligmalar, dogal ve organik kozmetik tliketiminin artan
biling ve ¢evresel kaygilarla dnem kazandigini ortaya koyarken, reklam stratejileri ve cinsiyet
rollerinin de tiiketim davramislarimi sekillendiren temel faktorler arasinda yer aldigini
gostermektedir. Kozmetik sektoriinde geleneksel giizellik anlayislar: doniismekte; bu doniisiim,
reklam stratejilerinde daha kapsayict sOylemlerin benimsenmesine ve farkli toplumsal
kimliklerin tiiketici olarak temsil edilmesine zemin hazirlamaktadir. Bu degisimle birlikte,
tiiketici algilarinda da ¢esitlilik artmakta, bireyler cinsiyet normlarinin 6tesinde kozmetik
tercihler gelistirebilmektedir (Unilever, 2021; UN Women, 2024; Campbell, Sands, McFerran,
ve Mavrommatis, 2025).

2.3.Medya ve Pazarlama Stratejileri Uzerine Ornekler

Dogal ve organik kozmetik iirtinlerinin tiiketici algisin1 sekillendirmesinde medya ve pazarlama
stratejileri belirleyici bir rol oynamaktadir. Ozellikle sosyal medya, bu iiriinlere yonelik tiiketici
davraniglarini etkileyen en giiclii iletisim araglarindan biri haline gelmistir; ¢linkli kullanic
yorumlari, influencer paylasimlar ve gorsel kampanyalar tiiketicilerin giiven, etik degerlere
duyarhlik ve iiriin kalitesi konusundaki algilarii dogrudan etkilemektedir.

Bu baglamda baz1 kampanyalar dikkat cekicidir: Ornegin, Lush Cosmetics, hayvanlar iizerinde
deney yapilmasina karst uzun yillardir aktif olarak miicadele etmekte; 2012 yilinda “Fighting
Animal Testing” adli kampanyasinda canli performans sanati kullanarak kamuoyunda genis
yanki uyandirmigtir. Marka, etik tiikketimi tesvik eden kampanyalariyla siirdiiriilebilir ve
zullimsliz iirlin Giretiminin Onciisii olarak tanimlanmaktadir (Lush, 2023).

Benzer sekilde, The Body Shop, cevresel siirdiiriilebilirlik ve insan haklar1 gibi konularda
ylriittiigi kampanyalarla taninmakta; “Forever Against Animal Testing” kampanyasi
kapsaminda diinya ¢apinda 8 milyondan fazla imza toplayarak Birlesmis Milletler’e sunmustur.
Marka, ayrica “Enrich Not Exploit” stratejisiyle sosyal adalet ve ¢evresel duyarlilig1 6n plana
cikaran pazarlama mesajlari iretmistir (The Body Shop, 2023).

Bunun yani sira, bazi geleneksel kozmetik markalarimin da dogal ve organik iceriklere
yonelerek yeni reklam kampanyalar1 diizenledigi gozlemlenmistir. Ornegin, Garnier ve Nivea
gibi bliyiik kozmetik firmalari, ‘dogal icerikli’ iiriin yelpazelerini tanitmak i¢in yesil pazarlama
(green marketing) stratejileri kullanmaktadir. Garnier, “Green Beauty” girisimi kapsaminda
biyolojik olarak parcalanabilir ambalajlar ve siirdiiriilebilir kaynaklardan elde edilen igeriklerle
iirlin gamini yenilemistir. Nivea ise “Naturally Good” serisiyle %95 dogal kaynakli igerikler
vurgusunu One ¢ikararak yesil pazarlama stratejileri uygulamaktadir (L’Oréal, 2022;
Beiersdorf, 2021). Ancak, bu kampanyalarin bazilar1 ‘greenwashing’ (yesil aklama)
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elestirilerine maruz kalmistir, ¢iinkii markalarin dogallik iddialarinin bazi durumlarda yaniltici
oldugu &ne siiriilmiistiir. Ozellikle ambalaj ve slogan diizeyinde yapilan dogallik vurgularinin,
iiretim siireclerinin ve tedarik zincirlerinin yeterince seffaf olmamasi sebebiyle bu markalar
bazi elestirmenler tarafindan samimiyetsizlikle suglanmistir (Delmas & Burbano, 2011; Lyon
& Montgomery, 2015).

Son yillarda sosyal medya, dogal ve organik kozmetik iiriinlerine yonelik tiiketici davraniglarini
etkileyen en giiclii araglardan biri haline gelmistir. Pandey, Vaishnava ve Gupta (2024), sosyal
medya platformlarinin organik kozmetik sektoriindeki etkisini inceledikleri ¢aligmalarinda,
ozellikle geng tiiketicilerin satin alma kararlarinin biiyilik 6l¢iide dijital icerikler ve kullanici
yorumlariyla sekillendigini ortaya koymuslardir. Instagram ve TikTok gibi platformlarda yer
alan “kullanic1 deneyimi” videolari, tiiketicilerin iirlin algisin1 yalnizca bilgilendirici diizeyde
degil, aynt zamanda duygusal diizeyde de etkilemektedir. Calismada, sosyal medya
iceriklerinin topluluk duygusu olusturdugu ve tiiketicilerde marka sadakati gelistirdigi
vurgulanmustir.

Benzer sekilde Hanifa, Palupi ve Chasanah (2024), yesil pazarlama stratejilerinin tiiketici satin
alma kararlar {izerindeki etkisini Avoskin markasi iizerinden degerlendirmistir. Markanin
dogal igerik vurgusu ve gevresel etik sdylemleri igeren kampanyalarinin tiiketici giivenini
artirdigt ve markaya yonelik olumlu algiyr pekistirdigi belirlenmistir. Arastirmacilar, yesil
pazarlama karmasinin —bilgilendirme, ikna ve deger tiretme— islevini bir arada yerine getirdigini
ve tiiketici sadakatine anlaml1 katki sundugunu vurgulamaktadir.

Bu baglamda, sosyal medyada yer alan siirdiiriilebilirlik temali igerikler yalnizca bireysel
kararlar1 yonlendirmekle kalmayip, etik tiikketim bigimlerinin kitlesel goriiniirliigiinii de
artirmaktadir. Tavman ve Yal¢in Dogan (2025), farkli tilkelerdeki sosyal medya fenomenlerinin
(greenfluencer’lar) siirdiiriilebilir tiiketimi tesvik etmedeki rollerini inceledikleri calismada, bu
aktorlerin dogal ve organik iiriinleri etik yasam tarzi ¢cercevesinde konumlandirarak takipgileri
iizerinde olumlu davranigsal etkiler olusturdugunu ortaya koymustur. Caligsma, dijital igeriklerin
yalnizca tanmitim islevi degil, ayn1 zamanda toplumsal norm olusturma giicii tagidigini da
gostermektedir. Bu durum, kozmetik sektoriinde sosyal medyanin yalnizca bir iletisim kanali
degil, ayn1 zamanda anlam insasina aracilik eden Kkiiltiirel bir ortam haline geldigini
diistindiirmektedir. S6z konusu kampanyalar, tiiketici algisinda dogal ve giivenilir imaj
olusturmay1 hedeflemektedir.

Ozellikle medya analizinde, Dove’un ‘Gergek Giizellik Kampanyas1® (Real Beauty Campaign)
gibi projeler, tiiketicilerin giizellik algisin1 doniistiirmeye yonelik ¢abalar ile dikkat
cekmektedir. Ancak, erkek tiiketicilere yonelik pazarlama stratejilerinde hala geleneksel
maskiilenlik algilarinin siirdiigii gozlemlenmektedir. Bu baglamda, erkek kozmetik pazarinda
Bulldog Skincare ve L’Oréal Men Expert gibi markalarin, erkeklere yonelik bakim iiriinlerini
toplumsal tabular1 yikacak sekilde pazarlama cabalart 6nemli bir donilisiim siirecini temsil
etmektedir.

Erkek tiiketicilerin kozmetik kullanimina yonelik toplumsal normlarin degisimi, son yillarda
onemli bir tartisma konusu haline gelmistir. Geleneksel olarak, kozmetik iiriinlerinin kadinlara
yonelik oldugu yoniindeki toplumsal algi, erkeklerin bu iiriinleri kullanmasini sinirlandirmastir.
Ancak, kiiresel kozmetik pazarinda erkek bakim iiriinlerine olan talebin artmasi, bu alginin
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kademeli olarak degistigini gostermektedir (Euromonitor International, 2021). Medya ve
pazarlama stratejileri, bu degisimi hizlandirmada kilit bir rol oynamaktadir. Ozellikle reklam
kampanyalarinda cinsiyet kaliplarimi kiran ve kapsayici bir dil kullanan markalar, erkek
tiiketicilerin kozmetik iiriinlerine olan ilgisini artirmay1 basarmistir (Schroeder & Borgerson,
2015).

Medyanin bu siirecteki rolii, toplumsal normlar1 déniistirmede oldukg¢a etkilidir. Ornegin,
sosyal medya platformlarinda erkeklerin bakim rutinlerini paylagsmasi ve bu konuda agikca
konusmasi, kozmetik kullaniminin erkekler i¢in de normallesmesine katkida bulunmustur
(Cwynar-Horta, 2016; Sokolova ve Kefi, 2020). Medyanin bu siirecteki rolii, toplumsal
normlar1 déniistiirmede oldukca etkilidir. Ornegin, sosyal medya platformlarinda erkeklerin
bakim rutinlerini paylasmasi ve bu konuda agik¢a konugsmasi, kozmetik kullaniminin erkekler
icin de normallesmesine katkida bulunmustur. Ayrica, markalarin erkek tiiketicilere yonelik
drlinlerini tanitirken “bakim herkes icindir” gibi mesajlarla cinsiyet ayrimini ortadan
kaldirmasi, toplumsal kabulii artirmistir (Gill, 2008; Yilmaz, 2025). Bu tiir stratejiler, erkeklerin
kozmetik {irlinlerini kullanmasini saglik, ozgiiven ve Kkigisel hijyen gibi faydalarla
iligkilendirerek, tiiketici davraniglarini doniistiirmektedir.

Pazarlama stratejilerinin yani sira, medyanin erkek bakim tirlinlerini normallestirme ¢abalar1 da
onemlidir. Ornegin, televizyon programlari ve dijital igeriklerde erkeklerin kozmetik
kullannomin1 destekleyen temalarin islenmesi, toplumsal algiyr degistirmede etkili olmustur
(Cwynar-Horta, 2016). Ayrica, erkek bakim iiriinlerinin liiks ve prestij sembolii olarak
sunulmasi, bu iirlinlere olan talebi artirmistir (Lavuri, Jabbour, Grebinevych ve Roubaud,
2022). Bu baglamda, medya ve markalarin is birligi i¢inde hareket etmesi, erkek tiiketicilerin
kozmetik kullanimini normallestirme stirecini hizlandirabilir.

Sonug olarak, erkek tiiketicilerin kozmetik kullanimina yonelik toplumsal normlarin degisimi,
medya ve pazarlama stratejilerinin etkisiyle miimkiin olmaktadir. Bu siirecte, cinsiyet
kaliplarini kiran ve kapsayici bir dil kullanan yaklagimlar, tiiketici davraniglarini doniistiirmede
onemli bir rol oynamaktadir.

Calismanin kuramsal arka planini giiclendirmek ve arastirmanin hangi literatiir bosluklarina
yanit verdigini gosterebilmek amaciyla, dogal ve organik kozmetik tiriinlerine yonelik tiiketici
davraniglarini ele alan 6nemli akademik calismalar incelenmistir. Asagidaki tabloda, bu alanda
yapilmig nitelikli bazi1 arastirmalar kronolojik sirayla 6zetlenmis; her bir caligmanin ana
bulgularina ve mevcut literatiirde biraktigi bosluklara odaklanilmistir. Bu derleme,
calismamizin dayandigi teorik zemin ile 6zgiin katki alanlarmin daha net ortaya konulmasina
yardimci olmaktadir.

Tablo 1, incelendiginde, 6nceki literatiiriin ilk ¢calismalarin genellikle saglik, cevresel kaygilar
ve etik tiiketim ekseninde yogunlastigi; ancak toplumsal cinsiyet rolleri, medya etkisi ve erkek
tilkketicilere yonelik analizlerin sinirh kaldig1 goriilmektedir. Ayrica dijital medya, sosyal etki,
giiven algis1 gibi giincel temalarin daha ¢ok 2024-2025 yillarina ait calismalarda yer buldugu
dikkat ¢ekmektedir. Bu tablo, aragtirmamizin bu bosluklari nitel verilerle ve toplumsal cinsiyet
baglaminda ele alarak literatiire nasil katki sundugunu agik¢a ortaya koymaktadir.
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Tablo 1. Dogal ve Organik Kozmetik Uriinlerine Y&nelik Tiiketici Davramslarina Dair Literatiir
Degerlendirme Tablosu (2002-2025)

Caliyma Ana Bulgular Eksikler / Elestiriler
Schroeder & Zwick Erkeklerin kozmetik kullanimi toplumsal Sinirli sayida drneklem ve tarihsel baglamda
(2004) olarak tabu olarak kodlanmaktadir. degerlendirme yetersizligi.

Erkek tiiketicil gal ki tik tirtinleri
. rreekc tuke 1c.1 e?r, dogal kozmetik iirtinlerine Erkek tiiketicilerin bu bariyerleri nasil asabilecegi
McNeill & Douglas kars1 mesafelidir. Toplumsal normlar, ve etkili pazarlama straterileri hakkinda Sneri
(2011) erkeklerin kozmetik kullanimini p )
sunulmamigtir.
sinirlandirmaktadir.
M ki tizelligi, estetik bi - . L
Lazar (2006) "ec.ilyad"a . adin giizelligi, estetik bir Erkek temsillerine yer verilmemistir.
yukiimliiliik olarak sunulmaktadir.
. Reklaml Iigryla topl 1 cinsiyet . . L
Gill (2008) © a.m ar'aram" lgl,y a%op u.msa cmstye Dijital medya etkisi degerlendirilmemistir.
rolleri yeniden tiretilmektedir.
Kang (1997) Kadinlara yonehk. giizellik normlar, titketici Modern kozmetik dinamikleriyle bag zayif.
davraniglarini etkiler.
Maskiilen imgelerle erkeklerin ki tik
Souiden & Diagne (2009) askuien fmeeiet .e erieRierii kozmett Yeni medya temsilleri degerlendirilmemistir.
kullanimina mesruiyet kazandirilir.
Ozer (2021) Erkek tiiketiciler reklamlarda diglanmaktadir. Tiiketici i¢gdriisii ve deneyimleri yeterince

Testa vd. (2024)

Krishnan &

Radhakrishnan (2024)

Sharma vd. (2024)

Ghazali vd. (2017)

Suphasomboon &
Vassanadumrongdee
(2022)

Choudhary & Singh
(2024)

Pandey vd. (2024)

Hanifa vd. (2024)

Tavman & Yal¢in Dogan

(2025)

Kadinlar estetik objelere indirgenir.

Kadin tiiketicilerde toplumsal beklenti ve etik
sorumluluk, yesil kozmetik tercihini belirler.

Erkek ve kadin tiiketicilerin satin alma
niyetinde cinsiyete bagh farkliliklar vardir.

Kadin tiiketicilerde saglik, farkindalik, etik
etiketleme gibi boyutlar dnemlidir.

Saglik bilinci, dogal kozmetik tiiketiminin en
onemli belirleyicilerindendir. Tiiketiciler,
kimyasal igeriklerden kacinmak istemektedir.

Dogal kozmetik tiiketimi, cevresel
duyarlilikla dogrudan iligkilidir. Tiiketiciler
yesil pazarlamaya duyarlidir.

Uriin 6zellikleri, marka itibar1 ve
stirdiiriilebilirlik girisimleri tiiketici tercihini
etkiler.

Sosyal medya icerikleri (Instagram, TikTok)
tiiketici kararlarint dogrudan etkiler.

Yesil pazarlama (iirlin + mesaj + etik sdylem)
marka giivenini artirir.

Greenfluencer’lar siirdiiriilebilir yasam tarzi
olusturmada etkilidir.

yoktur.
Erkek tiiketicilere yonelik stratejik oneriler

gelistirilmemistir.

Sosyal medya etkisiyle ilgili analiz sinirhidir.

Cinsiyet karsilagtirmasi yapilmamustir.

Medyanin yonlendirici etkisine deginilmemistir.
Erkeklerin kozmetik kullanimina yonelik
toplumsal engeller analiz edilmemistir.

Erkek tiiketiciler ve toplumsal cinsiyet rolleri ele
alinmamistir. Pazarlama stratejilerinin tiiketici
algilar1 iizerindeki uzun vadeli etkisi
incelenmemigtir.

Nitel bulgular zay1f, 6rneklem detaylari sinirli.

Yalnizca geng tiiketiciler ele alinmistir.

Yalnizca tek marka (Avoskin) odakli 6rnekleme.

Sponsorluklar, manipiilasyon ve etik riskler
tartisilmamugtir.

2.4. Calismanin Literatiire Katkisi

Mevcut literatiirde, dogal ve organik kozmetik tercihleriyle ilgili odak noktalar1 cogunlukla
saglik bilinci (Nguyen vd., 2019) ve c¢evresel duyarlilik (Tewary vd., 2021) iizerinden
incelenmistir. Ancak toplumsal cinsiyet rolleri, medya etkisi ve pazarlama stratejilerinin etkisi
sinirh sayida ¢alismada ele alinmustir. Ornegin McNeill ve Douglas (2011), erkek tiiketicilerin
kozmetik kullanimi konusundaki toplumsal normlardan etkilendigini belirtmistir. Ayrica
medya temsillerinin tiiketici algilart tizerindeki etkisini ortaya koyan nitel ¢aligmalarin sayisi
da oldukea sinirhidir (Tewary vd., 2021).
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Bu calisma, dogal ve organik kozmetik iiriinlerine yonelik tliketici algisini niteliksel bir
perspektifle ele alarak literatiire oOzgiin bir katki sunmayi amaglamaktadir. Onceki
arastirmalarin ¢ogu, bliyiik Olclide kadin tiiketicilere odaklanmakta (Pudaruth vd., 2015) ve
tilketici tutumlarmi genellikle nicel yontemlerle 6l¢mektedir (Ghazali vd., 2017; Testa vd.,
2024). Bu baglamda, calismanin en O6nemli katkilarindan biri, hem kadin hem de erkek
tiiketicilerin deneyimlerini fenomenolojik bir yaklagim ¢ergevesinde derinlemesine inceleyerek
toplumsal cinsiyet rolleri, medya temsilleri ve giiven sorunlar1 gibi ¢ok katmanli etkenleri analiz
etmesidir.

Ayrica, tiiketici kararlarini sekillendiren psikososyal ve yapisal engellerin (6rnegin fiyat,
erisim, bilgi eksikligi) etnografik alintilar yoluyla ortaya konulmasi, mevcut literatiirdeki
tematik sinirhiliklarin 6tesine gegmeyi miimkiin kilmaktadir. Bu yoniiyle calisma, nitel
yontemle ylriitiilmiis, toplumsal cinsiyet perspektifini iceren ve erkek tliketicileri de kapsayan
sinirl sayidaki arastirmalardan biri olarak literatiirde 6zgiin bir konum elde etmektedir.

Arastirma, erkek tiiketicilerin dogal kozmetik iiriinlerine yonelik tutumlarini, toplumsal cinsiyet
rolleri baglaminda analiz ederek erkeklerin bakim iiriinlerine yonelik Onyargilarini ve bu
Onyargilarin pazarlama stratejileriyle nasil doniistiiriilebilecegini ortaya koymaktadir. Bu
baglamda, toplumsal cinsiyet kaliplarinin erkek tiiketiciler iizerindeki etkisi ve bu kaliplarin
kirilmasina yonelik stratejiler, ¢alismanin 6nemli bir katkisidir.

Ayrica, medya temsillerinin, 6zellikle sosyal medya ve reklam kampanyalarinin tiiketicilerin
dogal kozmetik tiriinleri algisini nasil etkiledigi, katilimcilarin dogrudan deneyimleri {izerinden
degerlendirilmektedir. Medyanin tliketici davraniglar1 {izerindeki yoOnlendirici etkisi, bu
calismanm literatiire dnemli bir katkisidir. Ozellikle sosyal medyanin tiiketici tercihlerini
sekillendirmedeki rolii, bu ¢alismada derinlemesine incelenmistir.

Katilimeilarin dogal iiriinlere olan giivenini etkileyen faktorler, sertifikasyon sistemleri ve
marka giivenilirligi gibi unsurlarin 6tesinde, bireysel deneyimler ve sosyal medya etkisi
baglaminda ele alinmaktadir. Bu yaklasim, tiiketici gliveni konusunda literatiirdeki eksiklikleri
tamamlayarak, giiven olusturma stireglerine yeni bir bakis a¢is1 getirmektedir.

Sonug olarak, bu ¢alisma; daha 6nceki arastirmalarda yeterince ele alinmamis olan toplumsal
cinsiyet rolleri, medya etkisi ve tiiketici giiveni gibi temalar1 bir arada ve katilimc1 anlatilarina
dayal1 nitel bir yaklasimla inceleyerek literatiire biitiinciil bir katki sunmaktadir. Bu yoniiyle,
dogal ve organik kozmetik tiiketimi konusunda onceki ¢aligmalarda eksik kalan boyutlara dair
daha derinlikli bir perspektif saglamaktadir.

3. Arastirma Yontemi

Bu calisma, dogal ve organik kozmetik iiriinlerinin tiiketici tercihleri tizerindeki etkilerini ve bu
baglamda toplumsal cinsiyet algilarin1 incelemek amaciyla nitel bir arastirma olarak
tasarlanmigtir. Nitel arastirmalar, bireylerin deneyimlerini, algilarin1 ve anlam diinyalarini
derinlemesine anlamaya yonelik bir yaklagim sunar (Creswell, 2013). Bu dogrultuda, ¢alismada
fenomenolojik desen benimsenmis; katilimcilarin bireysel deneyimlerine ve bu deneyimlere
yiikledikleri anlamlara odaklanilmistir (Van Manen, 2016).
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Verilerin analizinde tematik analiz yontemi temel alinmigtir. Katilimei anlatilarinda tekrar eden
anlam oOriintiilerini belirlemek amaciyla Braun ve Clarke (2006) tarafindan gelistirilen tematik
analiz siireci izlenmis; kodlama, tema olusturma ve yorumlama asamalari bu c¢ercevede
yiirtitiilmiistiir. Elde edilen temalar dogrultusunda katilimer goriisleri anlamlandirilmis ve
yapilandirilmistir. Bdylece, katilimcilarin dogal ve organik kozmetik iiriinlere dair algilari,
deneyimleri ve tutumlar1 ¢ok boyutlu olarak analiz edilmistir.

Calismada, belirli bir konuda derinlemesine bilgi saglayabilecek bireylerin bilingli bigimde
secilmesine olanak taniyan amaghi Ornekleme yontemi benimsenmistir (Patton, 2002).
Orneklem, dogal ve organik kozmetik iiriinleri kullanan ya da bu iiriinlere mesafeli yaklasan;
yas, cinsiyet, egitim ve gelir (harcama) diizeyi acisindan g¢esitlilik gosteren bireylerden
olusturulmustur. Bu kapsamda hem kadin hem de erkek katilimcilara yer verilmistir.

Katilimcilarin belirlenmesinde iki asamali bir siire¢ izlenmistir. Ik asamada, Tiirkiye’nin yedi
cografi bolgesini temsil edecek bicimde c¢evrim i¢i platformlar aracilifiyla, amaci yalnizca
orneklem belirlemek olan bir 6n anket uygulanmistir (n=400+). Bu ankette, katilimcilarin dogal
ve organik kozmetik iirlinlere iligkin temel tutumlarini, demografik bilgilerini ve deneyimlerini
anlamaya yonelik ti¢ agik uglu soru yoneltilmistir. Bu anketin sonuglari ayr1 bir analiz siirecine
dahil edilmemis, yalnizca nitel goriismelerde yer alacak katilimcilarin se¢imi amaciyla
kullanilmastir.

Acik uglu sorulara anlamli ve detayli yanitlar veren kisiler arasindan farkl yas, cinsiyet, egitim
ve cografi dagilima sahip 30 katilimci, ikinci asama i¢in amagli 6rnekleme ydntemiyle
secilmistir. Bu kisilerle yar1 yapilandirilmis derinlemesine goriismeler gergeklestirilmistir. Tim
goriismeler Onceden sesli kayda alinmig, ardindan tam dokiim (transkript) islemi
gerceklestirilmistir.

Goriisme sorulari, 6n ankette ortaya ¢ikan temalardan ve literatiirden hareketle gelistirilmis;
tilketici algilar, giiven, medya temsilleri, iirlin erisimi ve toplumsal cinsiyet gibi bagliklar
cercevesinde yapilandirilmistir.

Veri giivenilirligi i¢in her goriismeden sonra elde edilen tematik 6zetler, ilgili katilimcilarla
paylasilmis ve katilimcr dogrulamasi (member checking) yapilmistir (Lincoln & Guba, 1985).
Ayrica analiz siirecinde iki bagimsiz kodlayici gorev almig, temalar arasinda tutarlilik
saglanmustir.

Etik kurul onayi, arastirmanin baslamasindan 6nce alinmis; katilimcilardan goriismelerden
once aydinlatilmis onam formlar1 araciligiyla yazili onaylar1 alinmistir. Bu arastirmanin
tasarimi, veri toplama ve analiz siireci asagida sistematik olarak 6zetlenmistir (Tablo 2). Bu
yap1, aragtirma siirecinin biitiinciil ve seffaf bicimde yiiriitiildiigiini gostermektedir.

Tablo 2. Aragtirma Tasarim Siireci

Asama Aciklama

| On Hazirhk Literatiir taramasi, aragtirma sorularinin
olusturulmasi

2. Yontem Belirleme Nitel arastirma, fenomenolojik yaklasim

3. Veri Toplama Araci Yar1 yapilandirilmis goriisme formu gelistirme

4. Katilimer Sec¢imi Anket (n=400+), amagl 6rnekleme ile 30 kisi



650 Dogal ve Organik Kozmetik Uriinlerde Tiiketici Algisi: Toplumsal Cinsiyet ve Medya Etkisi
Baglaminda Nitel Bir inceleme

5. Veri Toplama Derinlemesine goriigmeler, ses kayd1 ve transkript

6. Veri Analizi Braun & Clarke (2006) tematik analiz + igerik analizi

7. Gegerlik ve Gitvenirlik Uggenleme, katilimc1 dogrulamast, iki bagimsiz
kodlayict

8 Etik Siire Etik kurul karar arastirma oncesi alinmis, yazili
. i}
¢ onam saglanmigtir

Verilerin analizinde tematik analiz yontemi temel alinmistir. Katilimer anlatilarinda tekrar eden
anlam oOriintiilerini belirlemek amaciyla Braun ve Clarke (2006) tarafindan gelistirilen alt1
asamal1 tematik analiz siireci ile Miles ve Huberman’in (1994) betimsel analizi birlikte
kullanilmigtir. Siireg; katilimc1 yanitlarinin dikkatlice okunmasi ve 6n notlar alinmasi, anlaml
ifadelerin acik kodlara doniistiiriilmesi, benzer kodlarin gruplandirilarak temalarin
olusturulmasi, temalarin gecerliliginin degerlendirilmesi, nihai temalarin belirlenip
adlandirilmas1 ve temalarin anlamli alintilarla raporlanmasi asamalarin1 i¢cermektedir. Bu
yontem sayesinde, katilimcilarin dogal ve organik kozmetik iiriinlere dair algilari, deneyimleri
ve tutumlar1 ¢ok boyutlu olarak analiz edilmistir. Analiz sonucunda 6ne ¢ikan temalar sunlardir:
Saglik ve Cevresel Biling, Giliven Sorunlari, Pazarlama Stratejilerinde Cinsiyet Rolleri ve
Erisim ve Fiyatlandirma Sorunlar.

Goriisme dokiimleri satir satir okunmus; acik kodlama yontemiyle anlamli ifadeler
belirlenmistir. Bu ilk kodlama asamasinda, katilimci anlatilarinda tekrar eden oriintiiler tespit
edilerek toplam 84 agik kod olusturulmustur. ikinci asamada, igerik benzerliklerine ve
literatiirdeki tematik yonelimlere dayali olarak kodlar bir araya getirilmis ve alt temalarla
birlikte biitiinciil temalar yapilandirilmistir. Kodlama islemi iki aragtirmaci tarafindan bagimsiz
olarak gerceklestirilmig, ardindan kodlar karsilastirilarak %90’1n iizerinde goriis birligi
saglanmigtir. Anlam belirsizligi iceren ya da ortiisen kodlar {igiincii bir arastirmaci tarafindan
degerlendirilmis, bu sayede tematik yapinin giivenilirligi artirilmistir.

Veri doygunlugu, yaklasik 24. katilimcidan itibaren yeni tema ya da kodlarin ortaya ¢ikmamasi
ile saglanmistir. Sonraki 6 katilimcinin goriisleri, daha 6nce belirlenen temalarla 6rtiismiis, bu
nedenle 6rneklem biiyiikligii 30 katilimcei ile sinirlandirilmistir. Bu tespit, nitel aragtirmalarda
siklikla bagvurulan karsilagtirmali igerik analizine dayali yontemle (Guest, Bunce ve Johnson,
2006) yapilmuistir.

Nitel aragtirmalarda giivenilirligi artirmak i¢in c¢esitli yontemler uygulanmistir. Katilimcei
dogrulamasi (member checking) yontemiyle goriismelerden elde edilen oOzetler ilgili
katilimcilarla paylagilmis ve ifadelerin dogrulugu teyit edilmistir (Lincoln & Guba, 1985).
Ucggenleme (triangulation) teknigiyle, sosyal medya analizleri ve mevcut pazar arastirmalar
gibi farkli veri kaynaklarindan elde edilen bulgular karsilagtirilmistir (Denzin, 2017). Ayrica,
kodlayicilar arasi giivenilirlik, iki bagimsiz arastirmaci tarafindan yapilan kodlama siirecindeki
uyum orani lizerinden saglanmistir.

Arastirma siireci etik ilkelere uygun olarak yiiriitiilmiistiir. Tokat Gaziosmanpasa Universitesi
Sosyal ve Beseri Bilimler Arastirmalar1 Etik Kurulu’nun 27.01.2025 tarihli ve 527945 sayili
onay1 ile c¢alisma onaylanmistir. Katilimcilardan bilgilendirilmis onam alinmis, veriler
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anonimlestirilmis ve kisisel bilgiler kesinlikle gizli tutulmustur. Katilimcilarin arastirmaya
diledikleri zaman ara verme veya tamamen ¢ekilme haklar1 oldugu kendilerine agik bi¢cimde
bildirilmistir.

Tablo 3, aragtirmaya katilan bireylerin demografik 6zelliklerini frekans ve yiizde dagilimlariyla
birlikte sunmaktadir. Arastirma kapsamindaki drneklem, toplam 30 katilimcidan olusmakta
olup; yas, cinsiyet, egitim durumu, gelir diizeyi ve ikamet edilen bolge gibi temel degiskenler
iizerinden analiz edilmistir. Katilimcilar, cinsiyet temelli kodlamaya gore “K” (kadin) ve “E”
(erkek) harfleriyle tanimlanmis; bu kodlamalar, hem analiz siirecinde hem de bulgular
boliimiinde alintilarda dogrudan kullanilmistir. S6z konusu tablo, 6rneklemin sosyodemogratik
yapisini ortaya koyarak elde edilen nitel bulgularin yorumlanmasina katki saglayacak analitik
bir ¢erceve sunmaktadir.

Tablo 3. Katilimcilarin Temel Demografik Ozellikleri (n=30)

Demografik Ozellik Kategori Frekans (n) Yiizde (%)
L. Kadin 21 70.0%
Cinsiyet Erkek 9 30.0%
18-24 13 43.3%
. 25-34 6 20.0%
Yas Arahg 3544 5 16.7%
45 ve lizeri 6 20.0%
Universite 19 63.3%
Egitim Durumu Lise 8 26.7%
Yiiksek Lisans ve Uzeri 3 10.0%
5.001-10.000 13 43.3%
Aylik Kisisel Harcamaniz 10.001-15.000 8 26.7%
(TL) 15.001-20.000 5 16.7%
20.001 ve tizeri 4 13.3%
Akdeniz 11 36.7%
I¢c Anadolu 7 23.3%
ikamet Ettigi Bolge Karadeniz 6 20.0%
Ege 4 13.3%

Dogu/Gilineydogu Anadolu 2 6.7%

Tablo 3 incelendiginde, katilimeilarin %70’ inin kadin, %43.3 {iniin 18-24 yas araliginda oldugu
goriilmektedir. Egitim diizeyi acisindan, katilimeilarin %63.3’i iiniversite mezunu olup, gelir
dagilimi en yiiksek oranda 5.001-10.000 TL araliginda yogunlagsmaktadir. Cografi dagilimda
ise Akdeniz Bolgesi (%36.7) one c¢ikmaktadir. Bu veriler, arastirma bulgularinin
yorumlanmasinda demografik temsiliyet acisindan 6nemli ipuglar1 saglamaktadir.

Gelir diizeyine iligkin veriler katilimeilarin kendi beyanlarina dayalidir ve dogrudan kisisel
kazang yerine algilanan ekonomik durum temelinde degerlendirilmistir. Ozellikle 6grenciler ve
ev hanimlar1 gibi sabit geliri olmayan katilimcilar, bu soruya genellikle kendi harcama giiglerini
esas alarak yanit vermistir. Soru ‘Aylik Kisisel Harcamaniz (TL)’ olarak yoneltildigi i¢in, elde
edilen rakamlar mevcut ekonomik kosullara kiyasla diisiik goriinmiis olabilir. Bu nedenle,
veriler katilimcilarin algiladigi ekonomik durumu yansitmakta olup, kisisel kazancla birebir
ortiismeyebilir.

Bu veriler, arastirma bulgularinin yorumlanmasinda demografik temsiliyet agisindan énemli
ipuglart saglamakta; Ozellikle tliketici algilariin  sosyo-demografik baglamda nasil
sekillendigini anlamaya yonelik zemin olusturmaktadir.
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Gorligmeler sirasinda, katilimeilarin biiylik ¢ogunlugunun “dogal” ve “organik” kozmetik
kavramlarimi esanlamli olarak kullandigr gozlemlenmistir. Bu nedenle analizde katilimci
ifadeleri, kavramsal farklara dikkat ¢ekilerek ama bireysel anlamlandirmalara sadik kalinarak
degerlendirilmistir. Katilimcilarin bu kavramlar arasinda ayrim yapmamasi da caligmanin
onemli bir bulgusu olarak ele alinmustir.

4. Bulgular ve Tartisma

Bu boliimde, katilimcilarin dogal ve organik kozmetik iirtinlerine yonelik algi ve tutumlari, nitel
arastirma yaklasimiyla elde edilen veriler dogrultusunda analiz edilmistir. Veriler, tematik
analiz yontemiyle ¢oziimlenmis ve bulgular dort ana tema ile bu temalarin alt bagliklar1 altinda
siniflandirilmigtir. Temalar arasinda hem nedensel hem de eszamanli iligkiler gozlemlenmis;
ozellikle saglhik kaygilari, ¢evresel duyarlilik, giiven, toplumsal cinsiyet rolleri ve erigim
sorunlari, katilimcilarin tiiketim kararlarinda belirleyici olmustur.

Tablo 4, calismada yer alan 30 katilimcinin goriislerinden yola ¢ikilarak olusturulan tematik
kodlama 6zetini sunmaktadir. Her tema, alt kategori ve kod diizeyinde temsili katilimc1 alintilar
ile desteklenmis; tablonun sonunda yer alan detayli analizlerde bu temalar literatiirle birlikte
tartisilmastir.

Tablo 4. Katilimcilarin Dogal ve Organik Kozmetik Uriinlere Yonelik Tematik Goriis Ozeti ve Alintilart
(n=30)

Tema Alt Tema Kodlar Katihhmer Alintilar:
Cillt hassasiyeti “Dogal olmayan kozmetikler egzamamu tetikliyor.” (K35-
44)
“Kimyasal i¢eren iiriinlerin uzun vadede viicutta toksik
etkisi olacagim diisiiniiyorum.” (K45+)
Saghk Kimyasal “Saghiga olan zararlarla ilgili bilin¢lendirme yapilmast,
Kaygilari korkusu kimyasal kozmetik iiriinlerinin uzun siire kullanimi
sonucunda viicuda verdigi zararlar konusunda halkin
aydinlatmas: gerekir.” (E35-44)
. Kanser riski “Kanser riski nedeniyle dogal iiriinleri tercih
Saghik ve edivorum.” (K18-24)
Cevresel Biling
“Temiz ¢evre, temiz doga, temiz insan icin dogal iiriinleri
Cevresel Cevre dostu tercih ediyorum.” (K35-44)
Duyarhhk yaklagim “Plastik siseler tamamen kaldirilmali, yerine cam ve kdgit
kullanilmal. ” (E35-44)
Hayvan deneyi “Hayvanlar iizerinde deney yapilmasi beni gergekten
karsitligi rahatsiz ediyor.” (K18-24)
Etik Kaygilar
Sertifik:
b:lille;t?ssiyon “Helal sertifikali iiriinleri tercih ediyorum.” (K35-44)
Giiven Sorunlari Etkisizlik “Sonug alamadigim igin kullanmayi biraktim.” (K25-34)
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Tema Alt Tema Kodlar Katihhmer Alintilar:
Orii “Dogal yaziyor ama igerigi koruyucularla dolu oluyor.”
riin .
Igerik siiphesi K45+
Siipheleri gerk suphest ( )

“Inandirici degil” (E25-34)

Marka ve Satis
Kanal Giiveni

Eczane tercihi

“Eczanelerden alyyorum ¢iinkii giivenli oldugunu
diigtintiyorum.” (E45+)

Sosyal medya
yonlendirmesi

“Birgok iiriinii sosyal medya tavsiyeleriyle aliyorum.”
(K18-24)

Uretim siiregleri

“Farkli bir onay siizgeci olmali ve bu onayi herkes
alamamal” (K18-24)

“Uriinlerin Arge ¢alismalarinda kamu kuruluglarimn
devreye girmesi gerkiyor” (E45+)

“Bilingsizlik var ve devlet giivencesi ile satilmali.” (E25—
34)

“Organik iiretim siirdiiriilebilir degil; en az zararl
icerikler tercih edilmeli.” (E45+)

“Kadimin sahsiyeti hige sayilarak disilik daima én planda
oluyor.” (K35—44)

Kadin objesi “Kadinlar iizerinden aldatict ve algt olusturucu
algist vonlendirmeler yapilyyor.” (E45+)
“Kadinlar, global markalarin manipiilatif reklamlarindan
Toplumsal etkileniyor.” (E45+)
Baski
“Kadnlarin bakimli olmak zorunda oldugu mesaji
P z.lza.rlama ve . Zorunluluk veriliyor.” (K25-34)
(Cinsiyet Rolleri algist “Kadinlar sosyal medya baskisiyla dogal olmayan
giizellik algisina zorlaniyor.” (E35-44)
Erkeklerin “Erkeklerin bakim yapmasinin garipsendigi bir
dislanmasi tilkedeyiz.” (K18-24)
Cinsiyet
Esitsizligi
Baski “Kigsisel bakim herkesin hakki, cinsiyet rolleri 6nemli
hissetmeme degil. ” (K14)
Fiyat yiiksekligi “Fiyat/performans dengesi iyilestirilmeli.” (K35-44)
Uriin
Eksiklikleri igerik seffaflia “[geril’c,lerinde kimyasal orani en aza indirgemeleri
lazim.” (K25-34)
[Erisim ve :kr;ilffflthhgl “Makyaj tiriinleri gelistirilebilir.” (K30)
[Fiyatlandirma &
Erisim Bulunabilirlik “Dogal iiriinleri bulmakta ve almakta zorlaniyorum.”
Sorunlari zorlugu (K3544)

Ozel iiretim
zorlugu

“Marka adi altinda bulmak zor, ozel olarak
hazirlatiyorum.” (K18-24)
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Tablo 4’de de goriildiigii tizere, katilimcilarin ifadeleri cok katmanli bir yapr sergilemektedir.
Saglik ve ¢evre kaygilarinin yani sira etik duyarhiliklar, iiriin giivenligi, cinsiyet temsilleri ve
erisilebilirlik gibi unsurlar, tiikketim davranislarini dogrudan sekillendirmektedir. Asagida, bu
temalar bagliklar halinde ayrintili olarak ele alinmakta ve ilgili katilimc1 goriigleri literatiir
bulgulariyla birlikte tartisilmaktadir.

4.1. Saghk ve Cevresel Bilin¢

Katilimeilarin dogal ve organik kozmetik iiriinlerini tercih etme nedenlerinin baginda saglik ve
cevresel kaygilar gelmektedir. Bu bulgu, literatiirdeki calismalarla da desteklenmektedir.
Ornegin, Diamantopoulos, Schlegelmilch, Sinkovics ve Bohlen (2003), tiiketicilerin gevresel
kaygilarinin satin alma davraniglarint dogrudan etkiledigini belirtmistir. Ayrica, Chen (2010)
dogal {iriinlerin tiiketiciler tarafindan saglik risklerini azaltic1 bir alternatif olarak goriildiglinii
ortaya koymustur.

4.1.1. Saghk Kaygilari

Katilimeilar, kimyasal igerikli iiriinlerin ciltlerine zarar verdigini ve uzun vadede saglik
sorunlarina yol acabilecegini diisiinmektedir. Bu durum, 6zellikle saglik konusunda bilingli
olan katilimcilar arasinda belirgin bir egilim olarak éne ¢ikmaktadir. Ornegin, bir katilimer,
“Kimyasal iceren iiriinler cildime zarar veriyor ve uzun vadede kanserojen etkileri
olabilecegini diisiiniiyorum” (K35-44) ifadesiyle bu endisesini dile getirmistir. Benzer sekilde,
bir baska katilimci, “Dogal ve organik itiriinleri tercih ediyorum ¢iinkii saghgim igin onemli;
IBS (Irritabl Bagirsak Sendromu) hastasiyim” (K35-44) diyerek, saglik sorunlari nedeniyle
dogal iirtinlere yoneldigini belirtmistir. Ayrica, bir diger katilimci, “Tercih etme sebebim, bu
trtinlerin saglikli olmasi, kanser riskini azaltabilecegine dair inancim ve kullanim sonrasinda
daha iyi hissettirmesi. Vazge¢me sebebim ise alerji yapmasi ya da bekledigim performansi
gostermemesi olabilir” (K35-44) seklinde goriislerini paylasmistir. Bu ifadeler, tiiketicilerin
dogal iiriinleri tercih etme nedenlerinin yani sira, bu {irlinlerle ilgili yasadiklari olumsuz
deneyimleri de ortaya koymaktadir.

Bu bulgular, literatiirdeki ¢alismalarla ortiismektedir. Ozellikle, Frosch ve John (2010),
kozmetik {riinlerdeki bazi kimyasallarin cilt tahrislerine ve alerjik reaksiyonlara neden
olabilecegini gostermistir. Ayrica, Goossens (2011) tarafindan yapilan bir ¢alismada, hassas
cilt tipine sahip bireylerin kimyasal igerikli {riinlerden kag¢inma egiliminde oldugu
vurgulanmistir. Bu durum, katilimcilarin ifadelerinde de net bir sekilde gériilmektedir. Ornegin,
bir katilime1, “Dogal iiriinler kullanmak benim icin bir tercih degil, zorunluluk ¢iinkii cildim
¢ok hassas” (K25-34) diyerek, cilt hassasiyeti olan bireylerin dogal {irlinlere yonelme
nedenlerini agiklamistir.

Ayrica, katilimcilar arasinda dogal {irtinlerin kanser riskini azaltabilecegine dair bir inan¢ da
bulunmaktadir. Bu inang, Chen (2010) tarafindan yapilan bir ¢alismada da desteklenmistir.
Calismada, tiiketicilerin dogal iiriinleri tercih etme nedenlerinden birinin, bu iirlinlerin saglik
risklerini azaltic1 bir alternatif olarak goriilmesi oldugu belirtilmistir. Bununla birlikte, bir
katilimc1, “Tercih etmemin sebebi, oncelikle bu iiriinlere giivenmem ve insan sagligi agisindan
tehlike olusturmamalari. Ayrica fitoterapi konusuna olduk¢a duyarlyyim. Ne yazik ki tilkemizde
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bu konuya yeterince onem verilmedigini diistiniiyorum” (E45+) ifadesiyle, dogal {iriinlere olan
giivenini ve fitoterapiye olan ilgisini dile getirmistir.

4.1.2. Cevresel Duyarhhk

Katilimecilar, dogal ve organik {iiriinleri tercih ederken sadece kendi sagliklarini degil, ayni
zamanda cevresel etkileri de goz 6niinde bulundurmaktadir. Bu durum, 6zellikle ¢evre bilinci
yiiksek olan katilimcilar arasinda belirgin bir egilim olarak one ¢ikmaktadir. Bir katilimei,
“Temiz ¢evre, temiz insan, dogal iiriinleri tercih ediyorum c¢iinkii bu sadece benim degil
dogamin da saghgi icin onemli” (K35-44) ifadesiyle g¢evresel kaygilarini dile getirmistir.
Benzer sekilde, bir baska katilimci, “Tercih etmemi saglayan sey, sonuglarinin hem benim hem
de sevdiklerim ac¢isindan daha iyi olacagina inanmam. Ciinkii bu tercih, sadece kiigiik bir
cevreyi degil, toplumumuzu ve sosyal c¢evrede yasayan herkesi olumlu etkiliyor. Dogayn,
bitkileri, hayvanlari ve her seyi korumaya katki saglyyor. Ancak tercih etmeme sebebim ise bu
tiriinlerin pahali olmasi ve yeterli bilgiye kolayca ulasamamam ™ (E35-44) seklinde goriislerini
paylasmistir. Bu ifadeler, tiiketicilerin c¢evresel duyarliliklarinin yani sira, dogal iirlinlere
yonelirken karsilastiklar1 engelleri de ortaya koymaktadir.

Bu bulgular, stirdiiriilebilir tiiketim davraniglariyla ilgili literatiirdeki ¢aligsmalarla uyumludur.
Ornegin, Peattie ve Crane (2005), tiiketicilerin ¢evre dostu iiriinlere yonelmesinin, cevresel
biling ve siirdiiriilebilirlik kaygilariyla dogrudan iligkili oldugunu belirtmistir. Calismada,
tilketicilerin ¢evresel etkileri azaltma yoniindeki kisisel sorumluluk hissinin, satin alma
davraniglarii sekillendirdigi vurgulanmistir. Ayrica, Koszewska (2018), dogal ve organik
kozmetik iiriinlerinin biyolojik olarak parcalanabilir igerikleri ve ¢evre dostu iiretim siiregleri
nedeniyle tercih edildigini ortaya koymustur. Bu durum, katilimcilarin dogal firiinleri tercih
etme nedenlerini agiklamaktadir.

4.1.3. Etik Kaygilar

Katilimcilar, hayvan deneylerine kars1 olma gibi etik kaygilar nedeniyle de dogal ve organik
kozmetik tirtinlerini tercih etmektedir. Bu durum, 6zellikle geng katilimcilar arasinda belirgin
bir egilim olarak 6ne ¢ikmaktadir. Bir katilime1, “Hayvan deneyleri beni ¢ok rahatsiz ediyor,
bu yiizden dogal markalari seciyorum ™ (K18-24) diyerek bu etik kaygiy1 agikca ifade etmistir.
Benzer sekilde, bir baska katilime1, “Cogu markanin hayvanlar iizerinde deney yapmasi beni
gercekten rahatsiz ediyordu. Bir giin sosyal medyada tavsan Ralph’in videosu® bomba gibi
diistii ve o andan itibaren kullandigim markalari ayirmaya basladim” (K18-24) seklinde
deneyimini paylagsmistir. Bu ifadeler, tiiketicilerin hayvan haklari konusundaki duyarliliklarinin
satin alma davraniglarinit dogrudan etkiledigini gostermektedir.

Bu bulgular, literatiirdeki hayvan haklar1 ve etik tiiketim davraniglariyla ilgili ¢alismalarla
uyumludur. Ornegin, Auger ve Devinney (2007), tiiketicilerin hayvan deneylerine kars1 olan
markalara yonelmesinin, etik tiikketim trendlerinin énemli bir parcasi oldugunu belirtmistir.
(Calismada, tiiketicilerin sadece iirlinlerin kalitesine degil, ayn1 zamanda iiretim siire¢lerinin etik
olup olmadigina da dikkat ettikleri vurgulanmistir. Bu durum, katilimeilarin ifadelerinde de net

3 “Tavsan Ralph’in videosu” ifadesi, Humane Society International tarafindan 2021 yilinda yayimlanan Save
Ralph adli kisa animasyon filme atifta bulunmaktadir. Film, kozmetik iriinlerde hayvan deneylerine dikkat
¢ekmek amaciyla hazirlanmis, seslendirmesinde Taika Waititi gibi {inlii isimler yer almis ve diinya ¢apinda viral
olmustur (Humane Society International, 2021).
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bir sekilde goriilmektedir. Oregin, bir katithmc1, “Reklamdan ¢ok iiriinlerin insan saghgina
faydalar: géz éniinde bulundurulmalr. Ozellikle hayvan deneylerine karsi olan markalar tercih
ediyorum” (K18-24) diyerek, tiiketicilerin liriinlerin etkilerinin yani sira iiretim siireglerine de
onem verdigini gostermektedir.

Ayrica, hayvan deneylerine karsi olan tiiketicilerin, bu konuda farkindalik yaratan sosyal medya
iceriklerinden etkilendigi goriilmektedir. Ornegin, tavsan Ralph’in videosu gibi icerikler,
tiiketicilerin marka tercihlerini degistirmelerinde 6nemli bir rol oynamistir. Bu durum,
Carrington, Neville ve Whitwell (2010) tarafindan yapilan bir ¢alismada da desteklenmistir.
Calismada, sosyal medyanin etik tiikketim davranislarini sekillendirmede 6nemli bir ara¢ oldugu
belirtilmistir. Ozellikle, hayvan haklar1 ve cevresel duyarlilik gibi konularda paylasilan gorsel
ve videolarin, tiiketicilerin bilinglenmesine ve satin alma davraniglarii degistirmesine katkida
bulundugu vurgulanmastir.

4.2. Giiven Sorunlan

Dogal ve organik liriinlerin igeriklerinin giivenilirligi konusunda katilimecilar arasinda 6nemli
stipheler dile getirilmistir. Bu durum, ozellikle {iriin etiketlerinin yaniltici olabilecegi ve
sertifikasyon sistemlerindeki eksikliklerle ilgili endiselerle iliskilidir. Ornegin, bir katilimer,
“Bir¢ok iiriin dogal etiketine sahip ama icindekilere baktigimda kimyasallar goriiyorum, bu
giivenimi sarsryor” (K18-24) diyerek, iiriinlerin igeriklerine yonelik giivensizligini ifade
etmistir. Bu goriis, Krippendorff (2018) tarafindan yapilan ¢alismayla Ortiismektedir.
Krippendorff, tiiketicilerin dogal {iriinlere olan giiveninin, iiriin etiketlerinin seffafligr ve
igeriklerin dogruluguyla dogrudan iliskili oldugunu belirtmistir.

Benzer sekilde, bir baska katilime1, “Gergekten dogal olan iiriinleri bulmak zor, reklamlar
yaniltict olabiliyor” (E45+) ifadesiyle, sertifikasyon sistemlerindeki eksikliklere ve pazarlama
stratejilerinin yaniltict olabilecegine dikkat cekmistir. Bu durum, Grankvist, Dahlstrand ve Biel
(2004) tarafindan yapilan bir ¢alisgmada da desteklenmistir. Calismada, tliketicilerin dogal ve
organik tiirlinlere olan giiveninin, liriinlerin sertifikasyon ve denetim siire¢lerinin seffafligina
bagli oldugu vurgulanmistir.

Katilimcilar, dogal ve organik kozmetik iirtinlerinde giiven algisini belirleyen faktorler arasinda
sertifikasyonun 6nemine de vurgu yapmustir. Ozellikle dini ve etik degerlere dayali
sertifikalarin, tliketiciler i¢in ek bir gliven unsuru oldugu goriilmektedir. Bir katilimc1, “Bu
tiriinlerin helal sertifikali olmalarint istivorum” (E45+) diyerek, yalnizca saglik ve gevresel
duyarlilik acisindan degil, ayn1 zamanda etik ve dini kriterler ¢ercevesinde de giiven arayisinda
oldugunu belirtmistir. Bu bulgu, tiiketicilerin yalnizca {iriin igeriklerine degil, ayn1 zamanda
iiretim siirecinin ve sertifikasyonun degerleriyle ne derece ortiistiigline de 6nem verdigini
gostermektedir. Bonne ve Verbeke (2008), helal sertifikasyonun tiiketici giivenini artirmada
onemli bir rol oynadigini ve bu sertifikasyonun iirtinlerin seffaflig1 ve giivenilirligi konusunda
tilketicilere ek bir giivence sagladigini belirtmistir. Benzer sekilde, Grankvist ve digerleri
(2004) tarafindan yapilan ¢alismada, tiiketicilerin iiriinlere duydugu gilivenin yalnizca igerik
seffafligryla degil, ayn1 zamanda giivenilir ve dogrulanabilir sertifikalarla da pekistirildigi



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylul 2025, ss. 637-674 657

vurgulanmistir. Bu ¢alismalar, 6zellikle helal sertifikasyon gibi ek sertifikalarin, tiiketicilerin
iiriinlere olan giivenini nasil artirabilecegine dair 6nemli bir i¢gdrii sunmaktadir.

Ayrica, katilimeilar arasinda {iriinlerin iceriklerine yonelik siipheler, giiven sorunlarini daha da
derinlestirmektedir. Ornegin, bir katilimc1, “Bazi iiriinler dogal diyor ama ambalajlarina
bakinca koruyucularla dolu olduklarint goriiyorum” (K35-44) diyerek, iiriin etiketleri ile
gercek icerikler arasindaki tutarsizliklara dikkat gekmistir. Bir diger katilimci ise, “Bir iiriintin
‘dogal’ olarak etiketlenmesine ragmen, iceriginin ger¢ekten dogal olmamasi beni hayal
kartkhigina ugratiyor” (K35-44) ifadesiyle, bu gilivensizligin boyutunu vurgulamistir. Bu
bulgular, Thegersen (2005) tarafindan yapilan bir ¢alismayla uyumludur. Caligmada,
tiiketicilerin dogal iiriinlere olan giliveninin, iiriinlerin igeriklerinin seffaf ve dogru bir sekilde
sunulmastyla dogrudan iligkili oldugu belirtilmistir.

Sosyal medyanin etkisi de katilimcilarin giiven sorunlarini artiran bir faktdr olarak One
¢ikmaktadir. Ornegin, bir katihime1, “Sosyal medya reklamlar: bazen yamiltict olabiliyor, bu
yiizden aldigim tiriinii kullanmadan énce detayli arastiriyorum” (K18-24) diyerek, medyanin
tilkketici davraniglan iizerindeki etkisini vurgulamistir. Bu durum, De Veirman, Cauberghe ve
Hudders (2017) tarafindan yapilan bir calismada da desteklenmistir. Calismada, sosyal medya
reklamlarinin tiiketiciler {izerinde yaniltici etkiler yaratabilecegi ve bu durumun giiven
sorunlarii artirabilecegi belirtilmistir.

Katilimeilarin bir boliimii, dogal ve organik kozmetik {irlinlerinin {iretim siireglerine yonelik
denetim ve seffaflik eksikliklerini dile getirmistir. Ozellikle sertifikasyon sistemlerinin yaygin
ve giivenilir olmamasi, tliketicilerin iiriinlerin gercekten “dogal” veya “organik” olup olmadig:
konusunda kusku duymasina yol agmaktadir. Bir katilimc1 bu durumu, “Farkli bir onay siizgeci
olmali ve bu onayir herkes alamamali” (K18-24) sozleriyle ifade etmistir. Diger bir katilimci
ise “Uriinlerin Ar-Ge ¢alismalarinda kamu kuruluslarinin devreye girmesi gerekiyor” (E45+)
diyerek, iiretim siireclerinde kamusal denetimin 6nemine vurgu yapmaistir.

Ayrica, bazi katilimcilar piyasadaki iirlinlerin yeterince denetlenmedigini ve bu durumun
tiiketici bilingsizligini artirdigini belirtmistir: “Bilingsizlik var ve devlet giivencesi ile satilmali”
(E25-34). Bu giivensizlik, iiretimin siirdiiriilebilirligi konusundaki endiselerle daha da
derinlesmektedir. Ornegin bir katithme, “Organik iiretim siirdiiriilebilir degil; en az zararl
icerikler tercih edilmeli” (E45+) diyerek, mevcut iiretim yapisinin dogaya ve ekonomiye uzun
vadede zarar verebilecegini belirtmistir.

Bu bulgular, Gleim ve digerleri (2013) ile Thegersen (2010) gibi arastirmacilarin vurguladigi
gibi, siirdiiriilebilir {iriinlerin yalnizca igerikleriyle degil, iiretim siirecleriyle de giiven vermesi
gerektigini gostermektedir. Sertifikasyonlarin seffaf olmamasi, devletin diizenleyici roliiniin
yetersiz kalmasi ve tiiketiciye yonelik bilgilendirme eksikligi gibi unsurlar, tiiketicilerin bu
iiriinlere duydugu giiveni zedelemektedir.

4.2.1. Uriin Performansina Bagh Vazgecme Sebepleri

Katilimcilar, dogal ve organik iirlinlerden vazge¢me nedenleri olarak beklenen etkiyi
gdstermemesi, alerjik reaksiyonlar, giivenilirlik eksikligini belirtmistir. Ornegin, bir katilimcs,
“Uriin vadettigi islevine uygun degilse bir daha satin almam” (K35-44) diyerek, iiriinlerin
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performansina yonelik beklentilerin karsilanmamasimin vazge¢me nedeni oldugunu ifade
etmistir.

Ayrica, bir katihme1, “Icerigine giivendigim icin kullandim, ancak cildime iyi gelmemesi
dolayisiyla kullanmaktan vazgegtim ” (K45+) diyerek, Uriinlerin beklenen etkiyi gostermemesi
durumunda tiiketicilerin vazge¢me egiliminde oldugunu vurgulamistir. Bu durum, Mangleburg,
Doney ve Bristol (2004) tarafindan yapilan ¢alismayla ortiismektedir. Calismada, tiiketicilerin
iirinlerden vazgegme nedenlerinin basinda, {irlinlerin performansinin  beklentileri
kargilamamasi ve alerjik reaksiyonlarin geldigi belirtilmistir.

Bu bir baska katilimci1, “Uriinlerin tamamen dogal olmas: saglanmali. Ayrica, kadinlarin
sadece giizellik iizerinden pazarlanmasi yerine iiriinlerin islevselligi 6n planda tutulmali”
(K25-34) demistir. Bu ifade, tiiketicilerin iiriinlerin igerigi ve pazarlama stratejileri konusunda
daha bilingli oldugunu gostermektedir. Bu durum, Bhattacharya ve Sen (2004) tarafindan
yapilan bir ¢alismayla da desteklenmistir. Calismada, tiiketicilerin etik ve seffaf pazarlama
stratejilerine olan taleplerinin arttig1 vurgulanmistir.

4.3. Pazarlama Stratejilerinde Cinsiyet Rolleri

Katilimeilar, kozmetik reklamlarinin kadinlara yonelik baskici bir giizellik algis1 sundugunu ve
toplumsal cinsiyet rollerini pekistirdigini belirtmistir. Bu durum, 6zellikle kadin katilimcilar
arasinda belirgin bir elestiri konusu olarak dne ¢ikmaktadir. Ornegin, bir katilme, “Kadinlar
reklamlarda hep kusursuz, oysa gercek hayatta bu miimkiin degil ” (K25-34) ifadesiyle, medya
araciligiyla yayilan reklam mesajlarinda, markalarin gercek¢i olmayan giizellik standartlarin
dayattigini vurgulamistir. Bu goriis, Gill (2008) tarafindan yapilan ¢alismayla ortiismektedir;
Gill, medya temsillerinde kadinlarin genellikle kusursuz ve idealize edilmis bir sekilde
sunuldugunu ve bunun toplumsal cinsiyet rollerini pekistirdigini belirtmistir.

Erkek katilimeilar ise, kozmetik iiriinlerin pazarlanmasinda cinsiyet¢i yaklagimlarin kendilerini
sinirladigin ifade etmistir. Ornegin, bir katithimei, “Bakim yapmam garip karsilaniyor, oysa cilt
bakimi herkesin hakki” (E35-44) diyerek, toplumsal tabularin erkek tiiketiciler {izerindeki
etkisini dile getirmistir. Bu durum, Hall ve Gough (2011) tarafindan yapilan calismayla
uyumludur. Calismada, erkeklerin kozmetik iirtin kullaniminin toplumsal normlar tarafindan
sinirlandirildigi ve bu durumun pazarlama stratejilerine yansidigi vurgulanmaistir.

Ayrica, bir baska katilimc1, “Reklamlar sadece kadinlara odaklanuyor, erkekler de bu tiriinleri
kullanabilir ama sanki bu kabul edilmiyor” (E45+) ifadesiyle, pazarlama stratejilerindeki
cinsiyet ayrimini elestirmistir. Bu goriis, Schroeder ve Borgerson (2015) tarafindan yapilan
calismayla desteklenmektedir. Calismada, kozmetik sektoriindeki reklamlarin genellikle
kadinlara yonelik oldugunu ve erkek tiiketicilerin g6z ardi edildigi belirtilmistir. Bununla
birlikte, bir katilimci, “Artik erkeklerin de bakim yapmasimin normallestigini gérmek
sevindirici ama hala yetersiz” (E35-44) diyerek, sektordeki degisime dikkat ¢ekmistir. Bu
durum, Patterson ve Elliott (2010) tarafindan yapilan ¢alismayla ortiismektedir. Katilimcilar
arasinda kozmetik kullanimiyla ilgili cinsiyetc¢i baskilar hissedenler oldugu gibi bu baskiy1
hissetmeyenler de bulunmaktadir. Ozellikle erkek katilimcilar, toplumsal normlarin kendilerini
sinirlandirdigint belirtmistir. Ornegin, bir katilime1, “Erkeklerin bakim yapmas: garipseniyor,
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toplumda bu degismeli” (E35-44) diyerek, cinsiyet¢i yaklagimlara karsi ¢ikmistir. Benzer
sekilde, bir baska katilimci, “Evet, aldatici ve algi yénlendirici manipiilasyonlar
yvapiliyor” (E45+) ifadesiyle, reklamlarin tiiketiciler iizerindeki etkisini elestirmistir. Ayrica,
bir diger katilime1, “Kozmetik iiriinlerde kadinlar elbette en onemli faktor. Ancak kadinlarin,
ozellikle sosyal medya fenomenlerinin etkisiyle, kendilerini dogal olmayan yollarla
glizellestirmek zorunda hissetmeleri, bu baskici durumu ortaya ¢ikariyor” (E35-44) diyerek,
medyanin kadinlar iizerindeki etkisini vurgulamistir.

Kadin katilimcilar ise, kozmetik reklamlarmin kadinlar1 sadece giizellik iizerinden
tanimladigini belirtmistir. Ornegin, bir katilimec1, “Kadinin sadece giizellik icin kozmetik
kullanmast gerektigi gibi bir alg1 yaratilyyor” (K25-34) diyerek, mevcut baskiy: elestirmistir.
Bu durum, Sastre (2014) tarafindan yapilan calismayla Ortlismektedir. Sastre, medyanin
kadmlar iizerinde yarattig1 giizellik baskisinin, toplumsal cinsiyet esitsizligini pekistirdigini
belirtmistir.

Reklamlarin kadin bedenini metalastirarak sundugunu belirten bir katilimci, “Reklamliar,
kadimin  giizelligini metalastirarak sunuyor. Bu durum, toplumsal cinsiyet esitsizligini
pekistiriyor” (K25-34) diyerek, medyadaki cinsiyet temsillerine elestirel bir yaklasim
sunmustur. Ayrica, bir baska katilime1, “Uriinler icin daha siki bir onay siirecinden gegcmeli ve
bu onayr her marka kolayca alamamali. Ayrica, erkeklerin bakim yapmasinin garip
karsilandigi bir toplumda yastyoruz” (K18-24) diyerek, sektordeki denetim eksikliklerine ve
toplumsal normlara dikkat ¢ekmistir.

Bir diger katilimci, “Maalesef biitiin reklamlarda oldugu gibi, kadinin kisiligi hice sayilarak
disilik 6n plana c¢ikariliyor. Kadimin bir obje olarak kullanilmasindan biiyiik rahatsizlik
duyuyorum” (K34-44) ifadesiyle, reklamlarin kadinlar1 nesnelestirdigini vurgulamistir. Bu
durum, Gurrieri ve Cherrier (2013) tarafindan yapilan ¢alismayla ortlismektedir. Calismada,
reklamlarda kadinlarin genellikle pasif ve nesnelestirilmis bir sekilde sunuldugu belirtilmistir.

Son olarak, bir katilime1, “Kadin olarak hissetmiyorum, ancak giiniimiizde erkekler de bakim
ve makyaj yapiyor. Bu durumun toplum tarafindan normal kabul edilebilmesi icin reklam
calismalarinda erkeklere de yer verilebilir” (K18-24) diyerek, cinsiyet rollerindeki degisime
dikkat cekmistir. Bu goriis, Patterson ve Elliott (2010) tarafindan yapilan ¢aligmayla
desteklenmektedir. Calismada, toplumsal cinsiyet rollerindeki degisimin pazarlama
stratejilerine yansimasi gerektigi vurgulanmastir.

4.4. Erisim ve Fiyatlandirma Sorunlari

Katilimcilar, dogal ve organik kozmetik iiriinlerinin pahali olmasit ve erisim zorluklari
nedeniyle sikinti yasadiklarini dile getirmistir. Gleim vd. (2013), tiiketicilerin ¢evre dostu
iriinlere yonelmesini engelleyen baslica unsurlarin maliyet ve bilgi eksikligi oldugunu
vurgulamistir. Bu durum, 6zellikle orta ve diisiik gelir grubundaki katilimcilar arasinda belirgin
bir sorun olarak 6ne ¢ikmaktadir. Ornegin, bir katilime1, “Dogal iiriinleri almak istiyorum ama
fivatlar ¢ok yiiksek, her ay buna biit¢ce ayrramiyorum” (K25-34) ifadesiyle, bu iirlinlerin
maliyetinin erisimi sinirlandirdigint vurgulamistir. Bu goriis, Euromonitor International (2021)
tarafindan yayinlanan raporla ortiismektedir. Raporda, dogal ve organik kozmetik {iriinlerinin
yiiksek fiyatlarinin, tiiketicilerin bu tiriinlere erisimini zorlastirdig: belirtilmistir.
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Ayrica, katilimcilar arasinda dogal iiriinlere erisim konusunda cografi kisitlamalar da 6nemli
bir sorun olarak 6ne ¢ikmaktadir. Ornegin, bir katilime1, “Bulundugum sehirde dogal kozmetik
magazast yok, internetten almak zorundayim ama bu da riskli” (K18-24) diyerek, erisim
sorunlarmi dile getirmistir. Bu durum, Bryta (2016) tarafindan yapilan calismayla uyumludur.
Calismada, dogal triinlere erisimin kirsal ve kiiclik sehirlerde daha sinirli oldugu ve bu
durumun tiiketicilerin satin alma davranislarini etkiledigi belirtilmistir.

Bununla birlikte, baz1 katilimcilar, dogal {irlinlerin fiyatlarinin yliksek olmasina ragmen, bu
{iriinlerin sagladig1 memnuniyet nedeniyle tercih ettiklerini belirtmistir. Ornegin, bir katilimei,
“Fiyatlarin yiiksek olmasi bazen vazge¢meme neden olsa da, kullandigimda hissettigim
memnuniyet beni dogal iiriinlere yoneltiyor” (K35-44) ifadesiyle, bu iiriinlerin kalitesine olan
glivenini vurgulamistir. Bu durum, Gleim vd. (2013) tarafindan yapilan calismayla
ortiismektedir. Calismada, tiiketicilerin dogal iirlinlere olan talebinin, bu iriinlerin saglik ve
cevresel faydalariyla iliskili oldugu belirtilmistir.

Ayrica, bir baska katilimci, “Uriinler hem pahali hem de simirl, daha uygun fiyatlarla
ulasilabilir olmali” (K35-44) diyerek, dogal iiriinlerin fiyat ve erisilebilirlik sorunlarina dikkat
cekmistir. Bu goriis, Thegersen (2010) tarafindan yapilan ¢calismayla desteklenmektedir.

Katilimcilar, bu sorunlarin ¢oziimiine yonelik &neriler de sunmustur. Ornegin, icerik
denetiminin artirilmasi, etiketlerin daha anlasilir hale getirilmesi ve sertifikasyon sistemlerinin
daha siki olmasi gerektigi sikca vurgulanmistir. “Gergekten dogal olup olmadigi daha iyi
denetlenmeli” (K35-44) diyen bir katilimc1, bu yondeki beklentileri ortaya koyarken, baska bir
katihmei ise “Uriin icerikleri Tiirkce yazilmali, herkes anlamali” (K18-24) diyerek iiriinlerin
iceriklerinin seffaf ve glivenilir bir sekilde denetlenmesi gerektigini belirtmistir. Bu gorisler,
Grankvist vd. (2004) ve Krippendorff (2018) tarafindan yapilan ¢alismalarla
desteklenmektedir.

Bir diger katilimc1, “Dogal ve organik kozmetik iiriinler icin farkli bir onay mekanizmasi olmali
ve bu onay herkes tarafindan kolayca alimamamali” (K18-24) ifadesiyle, sertifikasyon
siireglerinin daha siki ve giivenilir olmasi gerektigini belirtmistir. Bu durum, Thegersen (2010)
tarafindan yapilan c¢alismayla uyumludur. Calismada, sertifikasyon sistemlerinin tiiketici
giivenini artirmada énemli bir rol oynadig1 vurgulanmistir.

Yeni bir katilme ifadesi olarak, “Uriinler fiyat acisindan daha uygun hale getirilmeli ve
erigilebilirligi artirilmali” (K25-34) eklenmistir. Bu ifade, tiiketicilerin dogal iiriinlere erisim
konusundaki beklentilerini daha da vurgulamaktadir. Benzer sekilde, bir baska katilimci, “Fiyat
agisindan daha makul olabilir. Ulasiimasi daha kolay olabilir” (K25-34) diyerek, bu iirlinlerin
daha genis kitlelere ulasabilmesi i¢in fiyat ve erisilebilirlik sorunlarinin ¢oziilmesi gerektigini
belirtmistir.

5. Tartisma

Arastirma bulgular1, mevcut literatiirde dogal ve organik kozmetik {irlinlere yonelik tiiketici
egilimlerini aciklayan temel temalarla biiyiik dlciide ortiismektedir. Ozellikle saglik bilinci,
cevresel duyarlilik ve etik hassasiyet, Ghazali ve digerleri, (2017), Lazar (2006) ve
Euromonitor International (2021) gibi dnceki ¢alismalarla paralellik gostermektedir. Ornegin,
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Ghazali vd. (2017) dogal iiriin tercihlerinde saglik risklerinin azaltilmasi yoniindeki
bilinglenmenin belirleyici oldugunu vurgularken; bu calismada da bircok katilimer kimyasal
iceriklerden kaynaklanan zararlar nedeniyle dogal iiriinlere yoneldigini ifade etmistir. Lazar
(2006) ise medyada kadinlarin giizellik nesnesi olarak sunulmasinin toplumsal cinsiyet rollerini
pekistirdigini  belirtmis, bu arastirmada da katilimcilar reklamlarin kadin bedenini
aracsallastirdigini sikga dile getirmistir. Ayrica Euromonitor International (2021), dogal
iirlinlerin yiiksek fiyati ve sinirli erisiminin tiiketici tercihlerinde belirleyici oldugunu ortaya
koyarken; bu arastirmada da fiyat/performans dengesizligi ve erisim engelleri siklikla
vurgulanmustir.

Katilimeilarin dogal ve organik kavramlarmi c¢ofgu zaman birbirinin yerine kullandigi
goriilmiistiir. Bu durum, Tiirkiye’de tiiketici nezdinde bu iki kategori arasindaki ayrimin hala
netlesmedigini gostermektedir. Literatiirde bu tiir kavramsal belirsizliklerin tiiketici gliveni ve
algis1 tlizerinde Onemli etkileri oldugu vurgulanmaktadir (Niinimdki & Hassi, 2011).
Dolayisiyla, kavramsal netlik ve etiketleme konusunda hem f{iretici hem de diizenleyici
kurumlarin daha seffaf olmasi1 gerektigi diistiniilmektedir.

Ancak, bu arastirmanin 6zgiin katkisi, yalnizca mevcut bulgular1 desteklemekle sinirli degildir.
Katilimcilarin ifadeleri, 6zellikle erkeklerin kozmetik kullanimina yonelik toplumsal baskilar,
irlin igeriklerinin seffafligina duyulan giivensizlik ve sertifikasyon siireglerine iliskin
beklentiler gibi literatiirde daha az yer bulan konulara da 11k tutmustur. Bu yoniiyle arastirma,
dogal kozmetik tiiketimindeki cinsiyet temelli farklar1 ve tiiketici giiveni baglamindaki
elestirileri daha derinlikli bi¢imde ortaya koymaktadir. Katilimcilarin dogal ve organik
kozmetik {iriinlerini tercih etme nedenlerinin basinda saglik ve ¢evresel kaygilar gelmektedir.
Bu bulgu, Chen (2010) ve Peattie ve Crane (2005) gibi ¢alismalarla uyumludur. Ozellikle,
kimyasal igerikli iirlinlerin cilt sagligina olumsuz etkileri ve uzun vadede kanserojen riskler
tagiyabilecegi yoniindeki endiseler, tiiketicilerin dogal iiriinlere yonelmesinde 6nemli bir rol
oynamaktadir. Ayrica, ¢evresel duyarlilik ve siirdiiriilebilirlik kaygilar, tiiketicilerin dogal
iiriinleri tercih etmesinde etkili olmustur. Bu durum, Koszewska (2018) tarafindan yapilan
calismayla da desteklenmektedir.

Katilimeilar, dogal ve organik friinlerin igeriklerinin giivenilirligi konusunda stipheler
tasimaktadir. Bu bulgu, Krippendorff (2018) ve Thegersen (2010) gibi ¢alismalarla
ortiismektedir. Ozellikle, iiriin etiketlerinin yaniltic1 olabilecegi ve sertifikasyon sistemlerindeki
eksiklikler, tiikketicilerin glivenini sarsmaktadir. Katilimcilar, tiriinlerin igeriklerinin daha seffaf
ve denetlenebilir olmasi gerektigini vurgulamistir. Bu durum, literatiirdeki giiven eksikligi
tartismalarin1 desteklemektedir.

Kozmetik reklamlarinin cinsiyet¢i yaklasimlari, katilimcilar tarafindan elestirilmistir. Bu bulgu,
Gill (2016) ve Schroeder ve Borgerson (2015) gibi calismalarla uyumludur. Ozellikle,
kadmlarin kusursuz bir giizellik algisiyla sunulmasi ve erkeklerin kozmetik kullaniminin
toplumsal normlarla smirlandirilmasi, tiiketicilerin  tepkisini ¢ekmistir. Katilimcilar,
reklamlarin daha kapsayict ve cinsiyet esitligine dayali olmasi gerektigini belirtmistir. Bu
durum, literatiirdeki cinsiyet¢i pazarlama stratejileri tartismalarini desteklemektedir.

Katilimcilar, dogal ve organik {iriinlerin yliksek fiyatlar1 ve erisim zorluklar1 nedeniyle sikinti
yasadiklarini dile getirmistir. Bu bulgu, Euromonitor International (2021) ve Bryta (2016) gibi
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calismalarla ortiismektedir. Ozellikle, bu iiriinlerin daha genis kitlelere ulasabilmesi igin
fiyatlarin diisiirtilmesi ve erisilebilirligin artirilmasi gerektigi vurgulanmistir. Ayrica, devlet
destekleri ve sertifikasyon sistemlerinin iyilestirilmesi gibi Oneriler, literatiirdeki ¢oziim
onerileriyle uyumludur.

Katilimc1 onerileri, daha seffaf, ulasilabilir ve cinsiyet esitligine dayali pazarlama stratejileri
gerekliligine dikkat ¢gekmektedir. Bu 6neriler, literatiirdeki eksiklikleri tamamlayarak, dogal ve
organik kozmetik sektdriiniin gelecegi i¢in dnemli bir yol haritasi sunmaktadir. Ozellikle,
erkeklerin kozmetik kullanimina yonelik baskilar, giivenilirlik sorunlar1 ve erisim engelleri gibi
konular, literatiirde daha fazla arastirma yapilmasi gereken alanlar olarak 6ne ¢ikmaktadir.

6. Sonuc ve Oneriler

Bu c¢alisma, dogal ve organik kozmetik iirlinlerine yonelik tiiketici algilarini toplumsal cinsiyet
rolleri, medya etkisi, gliven sorunu, fiyatlandirma ve erisim gibi ¢ok katmanli faktorler
cercevesinde incelemistir. Fenomenolojik yaklasimla yiiriitiilen bu arastirma, 6zellikle erkek
tiiketicilerin deneyimlerine odaklanarak literatiirdeki 6nemli bir boslugu doldurmaktadir.
Katilimer anlatilari, yalnizea bireysel tercihler degil; ayn1 zamanda toplumsal normlar, medya
temsilleri ve etik duyarliliklar tarafindan sekillenen daha genis bir baglami ortaya koymustur.
Elde edilen bulgular, hem akademik literatiire katki sunmakta hem de sektorel uygulamalar ve
politika gelistirme siireclerine 151k tutmaktadir.

6.1. Calismanin Kisithliklar1 ve Gelecek Arastirmalara Yonelik Oneriler

Bu aragtirma, dogal ve organik kozmetik iiriinlerine yonelik tiiketici algilarin1 anlamaya yonelik
nitel bir gerceve sunmus olsa da belirli siirliliklar icermektedir. Oncelikle, calismanin
orneklemi sinirh sayida katilimceiyla gergeklestirilmis olup belirli bir cografi bolgeyle, yani
Tiirkiye baglamiyla sinirlidir. Bu durum, elde edilen bulgularin farkl: kiiltiirel ve demografik
gruplara genellenebilirligini kisitlamaktadir. Ayrica, aragtirmanin nitel yontemle yiiriitiilmesi
sayesinde katilimcilarin  deneyimlerine derinlemesine ulasilmis olsa da temalarin
genellenebilirligi ya da degiskenler arasindaki istatistiksel iliskiler dl¢iilememistir. Gelecekte
yapilacak arastirmalarin daha genis orneklem gruplariyla, farkli yas ve gelir diizeyindeki
tiketicilerle gerceklestirilmesi, mevcut bulgularin gecerliligini ve kapsayiciligini artiracaktir.
Bunun yani sira, erkek tiiketicilerin dogal kozmetik {iriinlerine yonelik tutumlar1 daha kapsamli
olarak aragtirilmali, toplumsal cinsiyetin tiiketim davranislarina etkisi derinlemesine analiz
edilmelidir. Ayrica, dogal ve organik kozmetik {irlinlerinin ¢evresel etkileri, siirdiiriilebilirlik
baglaminda yasam donglisli analizleriyle degerlendirilebilir. Tematik bulgularin yayginligini
ve Oriintiiler arasindaki iliskileri test edebilmek amaciyla, gelecekte nitel bulgulara dayali nicel
caligmalarla karma yontemli arastirmalara da yer verilmesi 6nerilmektedir.

Ayrica, bu ¢alismada da goriildiigii tizere, dogal ve organik kozmetik kavramlari tiiketiciler
tarafindan ¢ogu zaman esanlamli kullanilmaktadir. Bu kavramsal belirsizlik, tiiketici
tercihlerinde kafa karigikligina ve giiven algisinda zayiflamaya neden olmaktadir. Gelecek
arastirmalar, bu kavramlarin toplumsal diizeyde nasil algilandigini sorgulamali; uygulayicilar
ise Uriin etiketlerinde bu ayrimi acikga belirterek kamuoyuna yonelik farkindalik ¢aligmalarini
artirmalidir.
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6.2. Yonetsel Uygulamalar ve Politik Oneriler

Arastirma bulgulari, dogal ve organik kozmetik sektoriinde faaliyet gosteren {iretici,
pazarlamac1 ve karar vericilere yonelik bazi yonetsel ¢ikarimlar sunmaktadir. Oncelikle iiriin
iceriklerinin tiiketici agisindan daha anlasilir ve seffaf sekilde sunulmasi gerekmektedir.
Etiketlerde kullanilan ifadelerin sadelestirilmesi, {iriin igeriklerinin Tiirk¢e olarak acikga
belirtilmesi ve bu bilgilere dijital mecralardan da kolayca ulasilabilmesi saglanmalidir. Tiiketici
glivenini artirmak adina triinlerin dogal icerik iddialar1 bagimsiz laboratuvar testleriyle
desteklenmeli ve bu test sonuglar1 kamuoyuyla paylasilmalidir. Sertifikasyon siiregleri, yalnizca
etiket diizeyinde degil, liretim ve denetim siirecini kapsayacak sekilde glivenilir ve erisilebilir
bir sistemle yeniden yapilandirilmalidir. Pazarlama stratejilerinin toplumsal cinsiyet esitligini
destekleyen bir anlayisla yeniden kurgulanmasi biiyilkk Onem tagimaktadir. Reklam
kampanyalarinda kadinlar yalnizca giizellik tizerinden temsil edilmemeli; saglik, islevsellik ve
bireysel degerler 6n plana ¢ikarilmalidir. Erkek tiiketicilere hitap eden iiriinlerde ise bakimin
cinsiyetsiz bir ihtiya¢ oldugu vurgulanmali, bakim kavraminin herkese ait oldugu mesaji medya
aracihgiyla yaygmlastirilmalhdir. Uriin gesitliliginin artirilmasi, farkli cilt tiplerine, yas
gruplarina ve cinsiyetlere yonelik se¢eneklerin gelistirilmesiyle saglanabilir. Fiyatlandirma ve
erisim politikalarinin gozden gecirilmesi de sektoriin kapsayiciligini artiracaktir. Dogal
kozmetik triinlerinin fiyatlar1 daha ulasilabilir hale getirilmeli, kirsal bolgelerde yasayan
tiiketiciler igin erigim engelleri azaltilmali, yerel distribiitdr sayis1 artirilmali ve online satis
kanallar1 giiclendirilmelidir. Ayrica, kamu destekli vergi tesvikleri, siirdiiriilebilir tirlinlerin
yayginlagsmasini saglayacak onemli bir politika araci olabilir. Son olarak, tiiketici egitimine
yonelik bilgilendirme kampanyalarinin artirilmas: gerekmektedir. Sosyal medya ve dijital
platformlar {izerinden yiiriitiilecek farkindalik ¢alismalar1 sayesinde tiiketicilerin {irlin
iceriklerini dogru okuma becerileri gelisecek ve bilingli tiikketim aliskanliklar tesvik edilecektir.
Bu uygulamalar, dogal ve organik kozmetik sektoriiniin giivenilirligini ve stirdiiriilebilirligini
gliclendirecek, daha kapsayici bir tiiketici profiline ulasilmasina katki sunacaktir.
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EXTENDED ABSTRACT

CONSUMER PERCEPTIONS OF NATURAL AND ORGANIC COSMETICS: A
QUALITATIVE STUDY IN THE CONTEXT OF GENDER AND MEDIA
INFLUENCE

Introduction

The demand for natural and organic cosmetic products has grown significantly in recent years,
driven by heightened consumer awareness of health, environmental sustainability, and ethical
concerns. Conventional cosmetics, which often include synthetic chemicals, have been
criticized for their potential to trigger skin diseases, allergies, and long-term health problems,
including cancer. These concerns, coupled with rising interest in sustainable lifestyles, have
made natural and organic products increasingly attractive to consumers worldwide. Despite the
substantial body of research on the drivers of green consumption, important gaps remain in
understanding consumer perceptions—particularly in relation to male consumers, gendered
marketing practices, and the role of media in shaping trust and inclusivity in the cosmetic sector.

This study therefore aims to explore consumer perceptions and behaviors regarding natural and
organic cosmetics, with a focus on motivations for preference or avoidance, trust in product
labeling and certification, the influence of gender norms, and the impact of digital media and
marketing strategies. By adopting a qualitative design, this research foregrounds consumer
voices and provides a nuanced understanding of how social, cultural, and economic factors
interact in shaping attitudes toward sustainable beauty products.

Literature Review

Previous studies have consistently demonstrated that health motivations, environmental
concerns, and ethical values are primary determinants of consumer attitudes toward natural and
organic cosmetics (Nguyen et al., 2019). Consumers often associate such products with safety,
authenticity, and alignment with personal values. However, existing scholarship has
predominantly focused on female consumers, overlooking male perspectives and the gendered
nature of cosmetic advertising. Literature further emphasizes that consumer trust is a critical
factor, often dependent on transparent labeling, credible certification, and third-party
verification (Krippendorff, 2018). Misleading claims, “greenwashing,” and ambiguous
terminology erode consumer confidence, thereby reducing willingness to pay premium prices
for sustainable alternatives.

Another key theme in the literature is the intersection of gender and marketing. Research
highlights how advertising not only objectifies women but also stigmatizes men’s engagement
with personal care, reinforcing stereotypes that equate beauty and grooming exclusively with
femininity (Gill, 2008; McRobbie, 2009). These patterns limit inclusivity and create barriers
for men who may otherwise adopt sustainable cosmetic practices. Furthermore, digital media
has emerged as both an enabler and a challenge in this context. Platforms such as Instagram
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and TikTok amplify product visibility and consumer engagement, yet they also propagate
unrealistic expectations and reinforce problematic norms (Duffy & Hund, 2019).

Finally, affordability and accessibility remain underexplored dimensions in the literature on
ethical consumption. Studies often assume middle-class consumers with sufficient disposable
income, leaving little attention to the barriers faced by lower-income groups who may be
excluded from sustainable lifestyles due to high costs or limited product availability.

Method

This study employed a qualitative research design with a phenomenological orientation to
capture the lived experiences and perceptions of consumers regarding natural and organic
cosmetics. A two-stage sampling process was conducted. In the first stage, an online screening
survey was distributed to over 400 individuals across Turkey’s seven geographical regions. The
survey included open-ended questions regarding participants’ experiences with and perceptions
of natural cosmetics. Based on depth, diversity, and relevance of responses, 30 participants were
selected through purposive sampling to ensure a broad representation of socio-demographic
profiles.

In the second stage, semi-structured in-depth interviews were conducted with these 30
participants via online platforms such as Zoom and Google Meet. Each interview lasted
between 30 and 60 minutes, addressing themes such as motivations for product use, barriers to
adoption, trust in labeling and certification, and the influence of gendered marketing. All
interviews were transcribed verbatim, and data were analyzed using thematic analysis following
the six-phase framework developed by Braun and Clarke (2006). Additionally, content analysis
(Krippendorff, 2018) was used to classify emerging codes and themes by frequency and
context.

To enhance methodological rigor, the study employed member checking, coder triangulation,
and ethical clearance procedures. This multi-stage and multi-method design provided a robust
framework for generating valid and reliable insights into consumer perceptions of natural
cosmetics.

Findings and Discussion

The analysis produced four major themes: (1) Health and Environmental Consciousness, (2)
Trust and Product Credibility, (3) Gender Roles and Marketing Representation, and (4)
Accessibility and Pricing.

1. Health and Environmental Consciousness

Participants strongly associated natural cosmetics with safety, emphasizing avoidance
of harmful chemicals, reduced skin sensitivity, and protection from long-term risks such
as cancer. Environmental motivations, including concerns about plastic waste, animal
testing, and sustainability, were equally prominent. Many participants described their
preference for products that aligned with personal values of ecological responsibility
and ethical living.

2. Trust and Product Credibility
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A pervasive theme was skepticism about product claims. Participants frequently
expressed doubts regarding the authenticity of “natural” or “organic” labels, citing
misleading advertisements and inconsistent certifications. Calls for stricter regulation,
third-party verification, and transparency in labeling were common. Some participants
suggested that halal certification or government-backed laboratory testing could serve
as additional guarantees. These findings underscore how trust is not only a matter of
product content but also of institutional credibility.

Gender Roles and Marketing Representation

The study revealed that gender norms significantly shape cosmetic consumption.
Female participants criticized the persistent objectification of women in advertising,
while male participants highlighted the stigma surrounding men’s use of cosmetics,
which is often portrayed as feminine. This “dual pressure” produces restrictive norms:
women feel compelled to meet idealized beauty standards, while men are discouraged
from engaging in personal care. Such dynamics reflect broader concerns about
exclusivity and lack of gender-neutral marketing strategies.

Accessibility and Pricing

High costs and limited product availability were frequently cited as barriers. Participants
from rural areas noted difficulty accessing natural cosmetics, while others emphasized
that premium pricing excludes lower-income groups. Some resorted to informal markets
or homemade alternatives, which further exacerbated trust issues. These findings align
with critiques of elitism in ethical consumption, where sustainable lifestyles are
accessible only to privileged groups.

Additionally, digital media and influencer marketing emerged as powerful forces in shaping
consumer behavior. While participants acknowledged that social media expanded product
visibility and informed their choices, they also noted that influencer endorsements sometimes
led to disappointment due to exaggerated claims or unrealistic portrayals. Thus, media was
perceived as a double-edged sword—both enabling consumer awareness and reinforcing
problematic norms.

Conclusion and Recommendations

This study makes both theoretical and practical contributions to the field of consumer research
and sustainable marketing. Theoretically, it advances understanding in four areas:

1.

It foregrounds gender-based barriers, particularly the underexplored experiences of
male consumers in ethical beauty markets.

It reconceptualizes consumer trust as a socially embedded construct shaped by
certification systems, media representations, and state institutions.

It highlights the dual role of digital media, simultaneously promoting sustainable
products and perpetuating problematic consumer norms.

It emphasizes affordability and accessibility as critical yet neglected factors in the
adoption of ethical consumption practices.
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Practically, the findings point to several implications for marketers and policymakers. First,
there is a need for inclusive, gender-neutral advertising that challenges stereotypes and expands
the consumer base beyond women. Second, regulatory authorities must enforce greater
transparency in labeling and certification to rebuild trust. Third, state-supported pricing
mechanisms and subsidies could democratize access to natural cosmetics, ensuring that
sustainable consumption is not limited to affluent groups. Finally, media campaigns should
actively challenge restrictive gender norms and encourage broader participation in ethical
consumer practices.

By integrating phenomenological insights with thematic and content analysis, this study not
only enriches the academic literature on green cosmetics but also offers actionable
recommendations for building a more inclusive, transparent, and socially equitable cosmetic
industry. The research highlights the importance of situating consumer behavior within broader
cultural, institutional, and economic contexts, thereby providing a roadmap for future
scholarship and practice in sustainable beauty.
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ELEKTRIKLI ARAC SATIN ALMA NIYETi UZERINE YAPILAN
CALISMALARIN BiBLIYOMETRIK ANALIZi

Hasan Teyfik SENLI!

oz

Elektrikli araglar hayatimiza olduk¢a hizli bir sekilde girmektedir. Dolayisiyla elektrikli
araclara yonelik tliketicin satin alma niyetini belirleyen faktorlerin detayli bir sekilde
belirlenmesi gerekmektedir. Bu ¢alismanin temel amaci; elektrikli arag satin alma niyeti {izerine
yapilmig caligmalarin incelenerek satin alma niyetini etkileyen faktorlerin ve etkilesimlerinin
ortaya konmasidir. Aragtirma evreni Scopus veri tabani lizerinden belirlenmis olup PRISMA
yontemi kullanilarak secilen 389 kaynaktan olugsmaktadir. Analiz yontemi olarak bibliyometrik
analiz yontemi belirlenmis olup veri gorsellestirme islemleri VOSviewer paket programi
aracilifiyla uygulanmistir. Yapilan bibliyometrik analiz sonucunda yayilarin 2020 yilindan
itibaren yiiksek artis gosterdigi; Cin, ABD ve Hindistan’in yaym sayis1 ve baglanti1 giicii
acisindan On siralarda oldugu; elektrikli arag, satin alma niyeti, cevresel kaygi ve siirdiiriilebilir
ulagim kavramlarinin anahtar kelime olarak siklikla kullanildigi gézlemlenmistir. Teorik agidan
Planli Davranis Teorisi, Teknoloji Adaptasyon Modeli ve Yeniligin Yayilma Teorisinin
yogunlukla kullanildig1 goriilmiistiir. Ayrica yapilan sistematik literatiir taramasi sonucunda
elektrikli ara¢ satin alma niyetini etkileyen degiskenler arasinda; altyapi, ¢evresel biling, fiyat,
tesvikler, sosyal normlar ve bireysel tutumlar gibi faktorlerin kritik rol oynadig: fakat kiiltiirel
degerler ve tiiketici etnosentrizmi gibi degiskenlerin daha az calisildig: tespit edilmistir.
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BIBLIOMETRIC ANALYSIS OF STUDIES ON ELECTRIC VEHICLE
PURCHASE INTENTION

ABSTRACT

Electric vehicles have entered everyday life at an unprecedented pace, underscoring the need
for a comprehensive identification of the factors that shape consumers’ purchase intentions.
Accordingly, this study synthesizes the existing literature on electric vehicle purchase intention,
mapping the determinants involved and their interrelations. Drawing on the Scopus database
and refined through the PRISMA protocol, the corpus comprises 389 publications that are
examined via bibliometric analysis, with visualizations generated in VOSviewer. The
bibliometric analysis shows a sharp increase in publications since 2020; China, USA, and India
lead in both publication count and link strength; and the keywords “electric vehicle,” *
intention,”

purchase
environmental concern,” and “sustainable transportation” appear with the highest
frequency. From a theoretical perspective, the Theory of Planned Behavior, the Technology
Acceptance Model, and the Diffusion of Innovations Theory are the most frequently employed
frameworks. Moreover, the systematic literature review indicates that factors such as
infrastructure availability, environmental awareness, price, incentives, social norms, and
individual attitudes play a critical role in shaping electric-vehicle purchase intention, whereas
variables like cultural values and consumer ethnocentrism have been relatively underexplored.

Keywords: Electric Vehicle, Purchase Intention, Bibliometric Analysis, VOSviewer
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1. Giris

Son yillarda elektrikli araglar, iklim degisikligiyle miicadele ve siirdiiriilebilir ulasim hedefleri
dogrultusunda 6nemli bir ¢6ziim olarak one ¢ikmaktadir. Bir¢ok iilke, ulasim sektdriinden
kaynaklanan sera gazi emisyonlarin1 azaltmak icin elektrikli araclarin benimsenmesini tesvik
eden politikalar uygulamaktadir. Kiiresel Olcekte elektrikli otomobil sayist 2010 yilinda
yalnizca 17 bin iken 2020 itibariyle 10 milyona ulagsmistir. Bununla birlikte, iilkeler arasinda
elektrikli araclarin benimseme oranlarinda biiyiik farkliliklar goriilmektedir; baz1 pazarlarda
elektrikli araglarin satis pay1 hizla yiikselirken ¢ogu iilkede toplam arag sayis1 i¢inde hala diisiik
seviyededir (Novotny vd., 2022). Tiirkiye’de 2020 yihi itibariyle elektrikli ve hibrit araglar,
trafikteki tiim otomobillerin yalmzca yaklasik %0,3 {inii olusturmustur (Y1ildirim ve Ozdemir,
2021). Gelismekte olan birgok iilke i¢in benzer sekilde, yiiksek satin alma maliyeti, sinirl sarj
altyapisi ve politika yetersizlikleri nedeniyle elektrikli araglarin yayginlagma oranlar diigiiktiir.
Dolayisiyla, elektrikli ara¢ satin alma niyetini etkileyen faktorlerin anlagilmasi, birgok iilkede
diisiik karbonlu ulasimin hiz kazanmasi i¢in kritik gériilmektedir.

Elektrikli ara¢ satin alma niyeti lizerine literatiirde bir¢ok calisma yapilmis ve cesitli
degiskenlerin etkileri incelenmistir. Bu degiskenler arasinda fiziksel altyap1 (or. sarj
istasyonlarinin yayginligi, sarj siiresi, menzil gibi teknik konular) (Steadman ve Higgins, 2022;
Ivanova ve Moreira, 2023) ¢evresel biling ve tiiketicinin ¢evre duyarliligi (Lashari vd., 2021),
fiyat ve ekonomik faktorler (Larson vd., 2014), sosyal normlar ve etkiler (Asadi vd., 2021),
teknolojiye yonelik tutum ve deneyim gibi psikolojik faktorler (Singh vd., 2020; Saleh vd.,
2024) ile kiiltiirel boyutlar ve tiiketici etnosentrizmi (Guo ve Bunchapattanasakda, 2020; Wang
vd., 2022a) 6ne cikmaktadir. Bununla birlikte, altyapi, maliyet ve cevresel faydalar gibi
faktorler yogun sekilde arastirilirken, kiiltiire 6zgii degerlerin ve tiiketici etnosentrizminin
elektrikli ara¢ satin alma niyetindeki rolii gérece ihmal edildigi goriilmiistiir. Bu ¢alisma, s6z
konusu bosluklar1 doldurmayr amaglayarak elektrikli ara¢ satin alma niyeti alanindaki
caligmalar1 bibliyometrik bir yaklasimla analiz etmekte olup mevcut literatiirii kapsamli bir
sekilde tarayarak elektrikli ara¢ satin alma niyetine etki eden baslica faktorleri sistematik
bicimde incelemektedir. Bir sonraki adimda ise veri gorsellestirme agisindan basarili bulunan
VOSviwer programi aracilifiyla elektrikli ara¢ satin alma niyetine yonelik yapilmis
caligmalardaki etkilesimler incelenecektir. Bu kapsamda basta iilke, yazar ve anahtar kelimeler
analizi olmak tizere degiskenlere yonelik iliskiler agiklanacaktir. Son olarak arastirma bulgulari
yer alacak olup sonug, kisit ve gelecek ¢alismalara oneriler belirtilecektir.

2. Kavramsal Cerceve

Daha once yapilmis ¢alismalar kapsaminda elektrikli ara¢ satin alma niyetini etkileyen
faktorler, cevresel kaygilar, ekonomik avantajlar, sosyal etkiler ve teknolojik algilar gibi ¢esitli
unsurlardan olugmaktadir. Cevresel ve ekonomik algilar gercevesinde elektrikli araglarin
cevreye olan olumlu etkileri ve uzun vadede ekonomik tasarruf saglamasi, tiiketicilerin satin
alma niyetini olumlu yonde etkiledigi tespit edilmistir (Larson vd., 2014; Junquera vd., 2016;
Lashari vd., 2021; Tarei vd., 2021; Wei, 2025).

Ote yandan elektrikli ara¢ satin alma niyetini etkileyen bir diger dnemli faktdr sosyal etkilesim
ve normlardir. Wei (2025) gelenekselligin ve iilke kiiltiirliniin, Singh vd. (2020) aile ve
arkadaslar gibi demografik degiskenlerin, Huang ve Ge (2019) ve Asadi vd. (2021) 6znel
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normlar, toplumsal normlar ve tutumun satin alma kararlarini etkileyecegini agiklamistir.
Ancak, bazi ¢alismalarda bu sosyal etkilerin siirli oldugu belirtilmistir (Tu ve Yang, 2019;
Krishnan ve Koshy, 2021).

Bir diger 6nemli faktor ise elektrikli araclara karsi teknolojik algilar ve glivendir. Caligmalarin
onemli bir c¢ogunlugu Teknoloji Kabul Modeli (TAM) ve tiirevlerini kullanildigi
gozlemlenmistir. Elektrikli araclarin teknolojik olarak giivenilir ve kullanimi kolay olmasi,
tiiketicilerin bu araglar tercih etmesinde 6nemli bir rol oynamaktadir (Tu ve Yang, 2019; Saleh
vd., 2024; Samarasinghe vd., 2024). Teknolojik biling ve yeniliklere aciklik da satin alma
niyetini artirmaktadir (Krishnan ve Koshy, 2021; Tungel 2022; Wang vd., 2022).

Tiiketiciler arasinda siklikla elektrikli ara¢ satin alma niyetini etkileyen faktorlerden biri de
fiyat ve performanstir. Elektrikli araglarin fiyat kabul edilebilirligi (Larson vd., 2014), menzil
(Higueras-Castillo vd., 2021; Tarei vd., 2021), ara¢ sarj istasyonu sayis1 (Tarei vd., 2021;
Muzir, 2022) ve performansi (Yang ve Lan, 2023; Cabeza-Ramirez vd., 2025) tiiketicilerin satin
alma niyetlerini ve kararlarin1 dogrudan etkilemektedir.

Ayrica elektrikli araclara yonelik devlet politikalar1 ve tesvikler tiiketicilerin tercihleri igin
olduk¢a onemlidir. Devletler tarafindan saglanan mali ve mali olmayan tesvikler, elektrikli
araglarin benimsenmesini artirmaktadir (Huang ve Ge, 2019; Higueras-Castillo vd., 2021; Wei,
2025).

Daha 6nce yapilmis calismalarda kiiltiiriin toplumsal kiiltiiriin elektrikli ara¢ satin alma niyetini
etkiledigi agiklayan az sayida ¢alisma bulunmustur. Novotny vd. (2022) 21 OECD iilkesinde
satis verilerini kullanarak belirtilen kiiltiirel 6zelliklerle eslesip eslesmedigini tespit etmislerdir.
Wei (2025) ise Cin kiiltiirlinde yer alan tasarruf ve ihtiyatl tliketim kavraminin, yiiz kiiltiiriiniin
ve kolektivist yaklasim gibi faktdrlerin Cinli tiiketicilerin elektrikli ara¢ satin alma niyetini
etkiledigini agiklamistir. Plananska vd. (2023) ise iilke diizeyinde daha disil kiiltiirlerin (diistik
maskiilenite) daha yiiksek elektrikli ara¢ paymna sahip oldugunu tespit etmiglerdir. Ayrica
tiiketici diizeyinde Almanya’da yapilan ¢alismada erkek tiiketiciler elektrikli araglar “yetersiz
maskiilen” bulmasi satin alma niyetini diisiirdiigiinii aciklamaktadirlar. Ote yandan Danimarka,
Belgika ve Italya’da yapilan bir calismaya gore yiiksek bireysellik ve diisiik belirsizlikten
kacinma bulunan Danimarka i¢in elektrikli ara¢ benimsenmesini yesil 6z-kimlik dogrudan
tetiklemektedir. Ote yandan daha yiiksek belirsizlikten kaginmaya sahip Italya igin tiiketicilerin
elektrikli ara¢ benimsenmesini moralsel ylikiimliiliik baskin olarak etkilemekte; belirsizlikten
kacinmanin daha orta degerlerinde olan Belgika i¢in ¢evre kaygisindan kaynaklandigi
aciklanmaktadir (Barbarossa vd., 2015). Tablo 1’de farkl: iilkeler ve degiskenler iizerinde
elektrikli ara¢ satin alma niyetini etkileyen faktorleri inceleyen calismalara yonelik detayli
yazin taramasi yer almaktadir.

Tablo 1. Detayli Yazin Taramasi

Yazar/lar Ulke Bulgu/iddia

Elektrikli ara¢ satin alma niyetini etkileyen faktorleri demografik, durumsal,
Singh vd., 2020 Hindistan baglamsal ve psikolojik olmak {izere dort ana tiire ayrilmaktadir.
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Wei, 2025

Cin

Cin'de yerli araglarin daha ¢ok satin alinmasinin sebeplerini; geleneksellik,
tesvikler, teknolojik gelisim ve Cin kiiltiirii oldugu agiklanmustir.

Higueras-Castillo vd.,
2021

Ispanya

Ispanya'daki 404 potansiyel tiiketicinin elektrikli araclarda menzil, tesvikler ve
giivenilirligin satin alma niyetinin en giivenilir tahmin edicileri oldugunu
gostermektedir.

Junquera vd., 2016

Ispanya

1245 Ispanyol tiiketicinin elektrikli ara¢ satin alma niyetine yonelik; elektrikli
araclarin fiyatina iliskin algisi ne kadar yiiksek ve sarj siireleri ne kadar uzun olursa,
tilketicilerin yeni bir elektrikli ara¢ satin alma isteginin o kadar azaldigimi
gostermistir.

Tarei vd., 2021

Hindistan

Arastirma temel bulgulari; performans ve menzil, toplam sahip olma maliyeti, sarj
altyapisi eksikligi, tiiketicilerin elektrikli ara¢ (EA) teknolojisi hakkinda farkindalik
eksikligi gibi EA engellerinin EA benimsemesini saglamada kritik derecede etkili
oldugunu gostermektedir.

Tungel, 2022

Tiirkiye

Tirkiye'de 342 tiiketiciye yonelik yapilan c¢aligma sonucunda; benzersizlik
ihtiyacinin elektrikli ara¢ satin alma niyetini olumlu ve motive olmus tiiketici
yenilikgiligi elektrikli araclara yonelik tutum ve satin alma niyeti iizerinde olumlu
bir etkiye sahip oldugu goriilmiistiir. Yiiksek hazci motive olmus yenilikgilige sahip
tilketicilerin elektrikli ara¢ satin almaya karst olumlu bir tutumu vardir. Bilissel
olarak motive olmus yenilik¢iligi yiiksek olanlarin elektrikli araglar satin alma
olasilig: yiiksektir.

Mugzir vd., 2022

Malezya

Malezya'da elektrikli arac kiiltiiriiniin uygulanmasiyla iliskili zorluklarin; Malezya
hiiktimetinin politikalari, EA {ireticilerinin ve EA kullanicilarinin EA maliyeti,
seyahat talebi, sarj istasyonu bulunabilirligi, elektrik sebekesi tizerindeki etki ve pil
kapasitesi agisindan karsilastigi engeller oldugu agiklanmaktadir.

Larson vd., 2014

Kanada

Elektrikli araglar igin kabul edilebilir fiyat araliginin 22.000-27.500 dolar oldugunu
aciklanmaktadir. Ayrica EA dagitiminin teknolojiye ¢ok fazla odaklandigi ve
tiiketicilere yeterince odaklanmadig1 vurgulanmaktadir.

Lashari vd., 2021

Gliney
Kore

Giliney Kore’de yapilan g¢alisma sonucunda tutumsal ozellikler arasinda EA
kullanimina iliskin ¢evresel ve ekonomik algilarin bir EA satin alimi i¢in en giiglii
ongoriiciiler oldugunu gostermistir. Ek olarak, teknolojik endiselerin EA satin alma
niyetleri lizerinde olumsuz etkileri oldugu bulunmustur.

Huang ve Ge, 2019

Cin

Cin'de yapilan c¢alisma sonuglari; tutum, algilanan davranis kontrolil, bilissel statii,
iiriin algisi ve parasal tesvik politikasi 6nlemlerinin Pekin'deki tiiketicilerin EA satin
alma niyetleri iizerinde olumlu etkileri oldugunu géstermektedir. Ancak, 6znel
normlar ve parasal olmayan tesvik politikas: dnlemlerinin satin alma niyeti {izerinde
6nemli bir etkisi bulunmadig: goriilmiistiir. Ek olarak, demografik degiskenlerde
(cinsiyet, yas, egitim seviyesi, gelir ve ara¢ sahipligi) 6nemli farkliliklar oldugunu
gostermektedir.

Krishnan ve Koshy,
2021

Hindistan

Hindistan'da yapilan ¢alismanin sonuglari; algilanan faydalar, sosyal etki, fiyat
kabulii, performans, teknolojik biling ve pazarlama, dagitim ve satig sonrast gibi
tutumsal faktorlerin EA satin alma niyeti iizerinde olumlu bir etkiye sahip oldugunu
ortaya koymustur. Ancak, algilanan engeller, politika nitelikleri ve algilanan fayda
ve kullanim kolaylig1 gibi faktdrler EA benimsenmesi iizerinde engelleyici bir
etkiye neden oldugu aciklanmustir. Ayrica kisa mesafeler seyahat eden, daha diisiik
gelire sahip, daha yiiksek egitimli ve geleneksel araglari kullanma konusunda daha
fazla deneyime sahip kisilerin Elektrikli araclarin benimsenmesini destekledigi
bulunmusgtur.

Saleh vd., 2024

Endonezya

Jakarta'da gergeklestirilen arasgtirma sonucunda; algilanan faydalilik, algilanan
kullanim kolaylig1 ve miisterilerin deneyiminin, elektrikli ara¢ satin alma niyetini
6nemli dlciide etkileyebilecek temel degiskenler oldugu ortaya koymustur.

Asadi vd., 2021

Malezya

Malezya'da gergeklestirilen arastirmanin sonuglarina gore, algilanan deger, tutum,
sorumluluk atfi, 6znel normlar, kisisel normlar, algilanan tiiketici etkinligi ve
sonuglarin farkindaligy, tiiketicilerin elektrikli araglarinin satin alma niyetini énemli
ve olumlu bir sekilde etkilemistir.

Jayasingh vd., 2021

Hindistan

Arastirma sonuglar; ¢evresel endisenin, algilanan ekonomik faydanin, sarj
altyapisinin ve sosyal etkinin tiiketicilerin elektrikli iki tekerlekli araclara yonelik
tutumlarint 6nemli Slgiide etkiledigini gostermektedir. Tutum, tiiketicinin elektrikli
iki tekerlekli arag satin alma niyetini de 6nemli 6l¢iide etkiler. Algilanan ekonomik
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faydalarin, tiiketicileri elektrikli iki tekerlekli arac satin almaya etkileyen ana faktor
oldugu bulunmustur.

Samarasinghe vd.,
2024

Sri Lanka

Sri Lanka'nin Colombo sehrinde yapilan arastirma sonuglari; Bulgular, birlesik
kabul ve teknoloji kullanim teorisi degiskenleri ile elektrikli ara¢ satin alma niyeti
arasindaki ¢ iliskinin anlamli oldugunu ve tiiketicinin algiladig1 riskten
kaynaklanan anlamli bir moderatdr etkisinin olmadigini dogrulamistir.

Tu ve Yang, 2019

Tayvan

Sonuglarma gore, tiiketicilerin elektrikli arag satin almak igin gereken kaynaklar
izerindeki kontrolii, davramigsal niyetleri {izerinde en yiiksek etkiye sahiptir;
tilketicilerin ¢evrelerinden gelen danigsma goriisleri de elektrikli ara¢ satin alma
davranigsal niyetlerini onemli 6l¢lide etkilemektedir. Ayrica, tiiketicilerin ¢evresel
farkindaliklar1 ve teknoloji iirtinlerini kabul etmeleri de davranigsal niyetlerini
etkilemektedir.

Ng vd., 2018

Hong
Kong

Hong Kong’da yapilan ¢aligma sonucunda; algilanan degerin elektrikli araca olan
giivenin, duyarli etkinligin ve 6deme isteginin elektrikli araglart satin alma niyeti
tizerinde 6nemli ve olumlu bir etkiye sahip oldugunu dogrulamustir.

Cabeza-Ramirez vd.,
2025

Ispanya

Ispanya'da yapilan ¢alisma sonucunda; gevresel sorunlarm ve kisinin eylemlerinin
sonuglarinin  farkindaliginin, sosyal baskiyla birlikte, bireysel kisisel normu
harekete gecirdigini, bu etkileri niyete ve daha yogun bir sekilde 6deme istegine
yonlendirdigini gostermektedir. Ek olarak, performans ve finansal risklerin etkisi,
satin alma niyeti izerinde beklenenden daha disik bir etkiyle de olsa
dogrulanmigtir.

Yang ve Lan, 2023

Cin

Calisma sonucunda; algilanan risk, g¢evresel algilar, sarj politikast ve kisisel
diizenlemeler satin alma niyetini etkilemektedir.

Novotny vd., 2022

Muhtelif
Ulkeler

Hofstede'nin ulusal kiiltiiriin alt1 boyutunun, 21 OECD iilkesinde 2019 ve 2020'deki
satis verilerini kullanarak inceleyen arastirma sonucunda belirsizlikten kaginma,
bireysellik, erkeklik ve hosgoriiniin elektrikli otomobil satiglari {izerinde 6nemli
6l¢iide olumsuz bir etkiye sahip oldugunu, uzun vadeli yonelimin ise pazar paylarini
olumlu yonde etkiledigini gostermektedir. Sonuglar, ulusal kiiltiiriin elektrikli
otomobillerin benimsenme oranini ve yoniinii etkileyen énemli bir iilke ¢apinda
faktor oldugunu géstermektedir.

Plananska vd., 2023

Isvigre

Ulke diizeyinde daha disil kiiltiirler (diisiik maskiilenite) daha yiiksek elektrikli arag
payma sahip oldugunu tespit etmislerdir. Erkeksi kiiltiirlerde erkek tiiketiciler
elektrikli araclar1 “yetersiz maskiilen” bulmasi satin alma niyetini diisiirmektedir.

Wang vd., 2022a

Cin

Tiiketici etnosentrizmi tiiketicilerin yerli elektrikli araglara karsi niyetini ve
tutumunu olumlu yonde etkiledigi agiklanmustir.

Guo ve
Bunchapattanasakda
,2020

Bu ¢alisma, tiiketici etnosentrizmiyle sosyo-psikolojik (vatanseverlik; korelasyon),
demografik 6zellikler (yas; gelir diizeyi) ve elektrikli araglarda satin alma niyeti
arasinda anlamli bir iliski oldugu sonucuna varmustir.

Wang vd., 2022b

Sonuglar tiiketici etnosentrizminin algilanan degeri ve tiiketici bilgisini olumlu
etkiledigini; algilanan degerin ve tiiketici bilgisinin algilanan faydalilik ve algilanan
kullanim kolayligini olumlu etkiledigini ortaya koydu. Tiiketici bilgi, algilanan
degeri olumlu etkilerken, algilanan faydalilik ve algilanan kullanim kolayliginin
tutum ve niyeti olumlu etkiledigi agiklanmugtir. Dahasi, tutumun yerli enerji
tasarruflu araglar satin alma niyetini 6nemli dl¢ilide etkiledigi belirtilmistir.

Yildirim ve Ozdemir,
2021

Tiirkiye

Yerli elektrikli otomobil satin alma niyetleri tiiketici etnosentrizmi ve tiiketici
yenilik¢iliginin bir boyutu olan fonksiyonel yenilik¢ilikten olumlu yonde
etkilenmektedir.

Erdogan vd., 2024

Tiirkiye

Analizler, yas, cinsiyet, egitim diizeyi ve gelir diizeyi gibi demografik faktorlerin
elektrikli ara¢ satin alma niyeti tizerinde farklilik gosterdigini ortaya koymustur.
"Hizlanma ve Keyifli Siiriis" algisi, "Diisiik Giiriiltii", "Olumlu itibar", "Aractaki
Alan", "Glivenlik" ve "Cevre Dostu" degiskenleri kullanilmustir.

Kocagdz ve Igde,

2022

Tiirkiye

Tiirkiye’de yapilan ¢aligma sonug olarak, tiiketicilerin elektrikli araglara yonelik
degerlendirmelerinin, algiladiklar fiyat degerinin ve ¢evresel kaygilarinin elektrikli
ara¢ satin alma niyetini pozitif yonde istatistiksel olarak anlamli etkiledigi
gorilmiistiir.
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Arastirmada elde edilen bulgulara gére en fazla algilanan kullanigliligi, ardindan
Efendioglu, 2024 Tiirkiye algilanan kullanim kolayligy, fiyat degeri, hedonik tiiketici yenilik¢iligi ve ¢evresel
kaygi satin alma niyetini etkiledigi tespit edilmistir.
Bulgular, siirdiiriilebilir pazarlamanin elektrikli ara¢ satin alma niyeti lizerindeki
varyansin %34’tnii agikladigini gostermektedir. Ayrica, siirdiiriilebilir pazarlama
unsurlari olan gevresel faktorler, toplumsal faktorler ve ekonomik faktorlerin
elektrikli arag satin alma niyetini ayr1 ayr1 artirdig1 tespit edilmistir.

Uzun, 2024 Tiirkiye

Bu ¢alisma kapsaminda satin alma niyetini daha iyi anlamak icin altyapisal faktorler, sosyal ve
ekonomik faktorler ile kiiltiirel faktorler agiklanmaktadir.

2.1 Altyapisal ve Fiziki Faktorler

Tiiketicilerin elektrikli araglara adaptasyonu ve satin alma niyetini etkileyen c¢esitli altyapisal
ve fiziki faktor bulunmaktadir. Bunlar arasinda; ara¢c menzili, batarya 6mrii, sarj hiz1 ve elektrik
arac altyapis1 gibi cesitli faktorler yer almaktadir. Ara¢c menzili elektrikli araglar igin
tiikketicilerin en yogun dikkat ettigi unsurlardan biridir. Bunun temel sebebi menzil kapasitenin
yetersizliginin 6zellikle kirsal alanlarda alt yapi1 eksikligi sebebiyle ulasimi sekteye
ugratabilmektedir. Ayrica ara¢ menzilinin yiiksek olmamas: tiiketicilerde menzil anksiyetesi
yaratmakta ve satin alma niyetini olumsuz yonde etkilemektedir. Ara¢ menzili kitlesel
yayilimin en biiylik bariyeri olarak da nitelendirilmektedir (Steadman ve Higgins, 2022). Sarj
istasyonu yogunlugu ve erisilebilirligi elektrikli araglarin benimseme oranlarini anlamh
bigimde ylikseltmektedir. Tiiketicinin yasadigi bolgede 5 dakikalik yliriime mesafesinde
istasyon sayisi) ve 6znel agidan sarji kolay bulma algisi erisilebilirlik niyeti artirmaktadir.
Cin’de sarj istasyonu sayisinin elektrikli ara¢ talebini olusturan temel sebeplerden biri oldugu
aciklanmaktadir. Benzer sekilde Malezya’da hizli sarj (DC > 100 kW) altyapisinin elektrikli
araglar i¢in kolaylastirici olarak satin alma niyetini giiclendirdigi agiklanmaktadir (Zaino vd.,
2024). Sarj siiresi de elektrikli araclar satin alma niyeti i¢in 6nemli bir faktordiir. Sarj siiresinin
uzunlugu elektrikli ara¢ dezavantajlar1 arasinda 6n siralarda belirtilen nedenlerdendir. Faktor
ev veya is yerinde sarj imkanin bulunmasi elektrikli ara¢ satin alma niyetini olumlu yonde
etkilemektedir (Ivanova ve Moreira, 2023).

Elektrikli araglarin satin alma niyetini etkileyen bir diger unsur batarya émriidiir. Daha 6nce
yapilmis calismalarda batarya ariza oraninin %0,5’in altina diistiigiinii gosterilmis olup “batarya
sik degisir” diislincesini ortadan kaldirmistir. Ayrica elektrikli arag bataryalarinin ortalama 18,4
yillik kullanim Omriiyle icten yanmali araglarin kullanim omriiyle farkinin kapandig
aciklanmaktadir (Nguyen-Tien vd., 2025). Elektrikli araglara yonelik algilanan performans
(hizlanma, siirlis konforu, giivenlik puanlari) ve risk (yangin veya ariza riski) satin alma niyetini
etkileyen bir diger faktordiir. Kullanicilar 6zellikle yliksek ivmeyi ve sessiz siirlisii 6ne
cikararak elektrikli araglara yonelmektedir (Viola, 2021).

Elektrikli ara¢ satin alma niyetini etkileyen bir diger unsur tiiketicini araca yonelik
ihtiyaglarinin net bir sekilde ortaya konmasidir. Uriin-tasarim odakli yapilmis bir ¢alisma;
govde tipi, i¢ mekan ergonomisi ve bagaj hacminin “araci ihtiyaglara uygun” bulma algisini
giiclendirdigini ortaya koymustur. Segment ¢esitliligi arttikga (SUV, pick-up, ticari) satin alma
niyeti de daha genis tiiketici gruplarina yayilmaktadir (Sun ve Lee, 2024).
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Sayilan bilgilerin yaninda elektrikli araglara yonelik sektor verilerinin de incelenmesi biiyilik
onem arz etmektedir. Uluslararasi Enerji Ajansinin yayinladigir rapora gore 2024 sonuna
gelindiginde dilinyada yaklasik olarak 45 milyon elektrikli binek ara¢ kullanildigi
aciklanmaktadir. Ayrica 2024 yilinda satilan her 5 otomobilden 1’1 elektrikli oldugu
goriilmiistlir. Elektrikli araglarin 2023’teki kiiresel elektrik talebi yaklasik 110 TWh ile diinya
nihai elektrik tiiketiminin %0,5’ine yiikseldigi; Cin ve Avrupa’da ise bu payin simdiden
yaklasik %1 diizeyinde oldugu tespit edilmistir (IEA, 2024).

2.2 Ekonomik ve Sosyal Faktorler

Elektrikli ara¢ satin alma niyetini etkileyen oldukc¢a 6nemli faktorlerden biri de ekonomik
faktorlerdir. Larson vd. (2014) tarafindan Kanada’da yapilan bir ¢alismada elektrikli araglar
icin kabul edilebilir fiyat araliginin 22.000-27.500 dolar oldugunu agiklanmaktadir. Wei (2025)
Cin’de, Higueras-Castillo vd. (2021) Ispanya’da elektrikli araglara verilen tesvikler sebebiyle
kazanilan ekonomik avantajin satin alma niyetini olumlu yonde etkiledigi agiklanmaktadir.
Benzer sekilde algilanan fiyat faydasinin ytiksek oldugu durumlarda satin alma niyeti olumlu
etkilenmektedir (Jayasingh vd., 2021). Ote yandan fiyat algismin yiiksek oldugu durumlarda
ise elektrikli ara¢ satin alma niyeti olumsuz yonde etkilenmektedir (Junquera vd., 2016).

Elektrikli ara¢ satin alma niyeti sosyal faktorlerden de oldukca fazla etkilenmektedir (Gu vd.,
2023). Erdogan vd. (2024) toplum igerisinde elektrikli ara¢ kullanmanin olumlu itibar yaratmast
sebebiyle satin alma niyetinin olumlu etkilendigi agiklanmaktadir. Cabeza-Ramirez vd. (2025)
ise ¢evresel farkindalik sebebiyle olusan sosyal baskinin elektrikli ara¢ satin alma niyetini
yiikselttigini acgiklamaktadir. Tu ve Yang (2019) benzer sekilde tiiketicilerin ¢evrelerinden
gelen yorumlar ve degerlendirmeler iizerine satin alma niyetinin olumlu yonde degistigini
belirtmektedir. Ote yandan Tungel (2022), baskalarindan farkli olma ve ayirt edilme olarak da
bilinen benzersizlik ihtiyacinin elektrikli ara¢ satin alma niyetini etkiledigi agiklamaktadir.

2.3. Kiiltiirel Faktorler

Kiiltiir kavrami bireylerin davranig kaliplarini, deger sistemlerini ve inanglarini sekillendiren
temel bir ¢ergevedir. Dolayisiyla farkli tilkelerde elektrikli araglarin benimsenme hizlarindaki
belirgin farklar1 anlamak i¢in kiiltiirel boyutlarin incelenmesi giderek onem kazanmaktadir
(Novotny vd., 2022). Sosyal bilimciler tarafindan gelistirilmis ¢esitli kiiltiirel boyut modelleri
bulunmaktadir; bunlarin en yayginlarindan ikisi Hofstede’nin ulusal kiiltiir boyutlar1 (Giig
mesafesi, belirsizlikten kaginma, bireycilik/ kolektivizm, maskiilinite/femininite, uzun/kisa
yonelim) ve GLOBE projesinin kiiltiir boyutlaridir (belirsizlikten kaginma, gelecege yoneliklik,
performans yonelimi, cinsiyet esitligi (gender egalitarianism), belirsizlikten kaginma vb.).

Kiiltiirel boyutlarin elektrikli ara¢ satin alma niyeti lizerindeki etkisine yonelik literatiirde
yeterli diizeyde ¢alisma bulunmamaktadir. Hofstede boyutlar1 ¢ergcevesinde yapilan kapsamli
bir ¢alisma, farkli kiiltiirel degerlerin elektrikli ara¢ piyasalarinin gelisiminde anlamli roller
oynadigint ortaya koymustur. 21 OECD iilkesini kapsayan bu arastirmada, belirsizlikten
kacinma, bireycilik, maskiilinite ve hazcilik (indulgence) kiiltiirel degerlerinin yiliksek oldugu
toplumlarda elektrikli otomobil satig oranlarinin anlamli bicimde daha diisiik oldugu; buna
karsilik uzun vadeli yonelim puami yiiksek toplumlarda elektrikli ara¢ pazar paymin daha
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yiiksek seyrettigi tespit edilmistir (Novotny vd., 2022). Benzer sekilde Plananska vd. (2023)
iilke diizeyinde daha disil kiiltiirler (diisiik maskiilenite) daha yiiksek elektrikli ara¢ payina sahip
oldugunu tespit etmislerdir. Erkeksi kiiltiirlerde erkek tiiketiciler elektrikli araglar1 “yetersiz
maskiilen” bulmas1 satin alma niyetini diisiirmektedir.

Ote yandan GLOBE kiiltiir boyutlarindan toplumsal kolektivizmin etkisini inceleyen kiiltiirler
arasi bir calismaya gore kolektivizm, Hindistan’da elektrikli ara¢ satin alma niyetini pozitif,
Ispanya’da zayif fakat yine de anlamli bicimde etkilemektedir. Ayrica altyap1 ve ¢evresel fayda
gibi degiskenlerin etkisi, kolektivist baglamda daha gii¢lii gbzlemlenmistir (Higueras-Castillo
vd., 2024). Almanya ve Cin arasinda yapilan bir diger kiiltiirler aras1 ¢alismada da yiiksek
gelecege yonelim ve kurumsal kolektivizmin elektrikli araglarin benimsenmesini artirirken,
yiikksek belirsizlikten kagmmma diizeyinin elektrikli ara¢ benimsenmesini diistirdiigii
aciklanmistir (Busse vd., 2013).

Bir diger kiiltiirel alt degisken etnosentrizmdir. Tiiketici etnosentrizmi; “yurti¢inde liretilen
mallar1 ahlaken tercih etme” egilimi anlamina gelmekte olup son donemde 6zellikle yerli
elektrikli ara¢ secimini de etkilemektedir. Cin’de yapilan bir c¢alismaya gore tiiketici
etnosentrizmi dogrudan elektrikli ara¢ satin alma niyetini arttirdig1 goézlemlenmistir. Ayrica
yerli elektrikli araglara kars1 tutumu da olumlu yonde etkilemektedir (Wang vd., 2022b). Benzer
sekilde Cin’in Henan eyaletinde yapilan calismaya gore tiiketici etnosentrizminin ve
vatanseverlik diizeylerinin elektrikli araglarda satin alma niyeti arasinda anlamli bir iligki
oldugu sonucuna varilmistir (Guo ve Bunchapattanasakda, 2020). Bir diger Cin’de yapilan
caligmada ise sonuglar tiiketici etnosentrizminin algilanan degeri ve tiiketici bilgisini olumlu
etkileyerek elektrikli araclara yonelik niyeti dolayl: olarak etkiledigi goriilmiistiir (Wang vd.,
2022a). Ote yandan Tiirkiye’de tiiketici etnosentrizmi ve tiiketici yenilik¢iliginin yerli elektrikli
otomobili satin alma niyetlerini olumlu ydnde etkiledigi agiklanmaktadir (Y1ldirim ve Ozdemir,
2021).

3. Yontem

Glinlimiizde elektrikli araglar olduk¢a hizli bir sekilde hayatimizda yer edinmektedir. Bu
calisma kapsaminda, elektrikli araclar ile tiiketici davranisini kesen arastirmalar Scopus veri
tabaninda taranarak bibliyometrik analizi araciliiyla analiz edilecektir. Elde edilen bulgular
kapsaminda elektrikli ara¢ satin alma niyetine yonelik bosluklarin tespit edilmesi
amaclamaktadir. Calisma kapsaminda; yayin ¢iktisindaki zamansal egilimlerin belirlenmesi,
iilkelere gore cografi katkilarin incelenmesi, dnde gelen akademik dergilerin etkilerinin
degerlendirilmesi, alandaki kurumsal etkilerin analiz edilmesi, 6nde gelen yazarlarin ve
akademik katkilarin vurgulanmasi1 ve arastirmalarda belirginlesen anahtar kelimelerin
gosterilmesi alt amaglart bulunmaktadir.

Analiz yontemi olarak bibliyometrik analiz yonteminin sec¢ilmesinin temel sebebi ilgili
kavramlarin ge¢misten bugiine kadar olan egilimini belirlemeye yonelik degerlendirme
yapmaya yardimci olmasidir (Schwert, 1993). Bibliyometrik analiz yontemi, biiylik hacimli
yayin kiimelerini 6znellikten gorece arindirilmis, seffaf ve tekrarlanabilir bir yaklasimla
inceleyerek literatiiriin genel resmini ortaya koymaktadir (Zupic ve Cater, 2015). Bu analiz
yontemi, anlat1 temelli derlemelerde sik goriilen segme yanliligini azaltmakta; Scopus ve Web
of Science gibi standart veri tabanlarindan ¢ekilen veriyle ayni sorgularin bagimsiz
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aragtirmacilarca dogrulanmasina imkan tanimaktadir (Donthu vd., 2021). Bibliyometrik analiz
kapsaminda atif analizleriyle en ¢ok referans verilen ¢aligsmalar belirlenerek alana yon veren
temel kuramsal ya da amprik katkilar tespit edilebilir, alandaki diisince okullarim1 ve alt
kirimlar1 daha goriiniir kilabilmektedir (Zheng vd., 2024). Bibliyometrik analiz yontemiyle ag
haritalan araciligiyla aragtirma bosluklar1 ve cografi durumu gorsel olarak vurgulamakta olup
arastirma glindeminin belirlemede yol haritas1 sunmaktadir (Bhale vd., 2025). Ayrica
pazarlama alaninda bibliyometrik analiz yonteminin kabul gordiigii de bilinmektedir (Teran-
Yépez vd., 2025). Bibliyometrik analiz ger¢eklestirmek icin VOSviewer programi segilmistir.
VOSviewer programi kavramlar arasi iligkileri analiz etmenin yani sira veri gorsellestirme
avantaj1 saglamaktadir (Dirik vd., 2023). Bibliyometrik analiz siireci i¢in ¢esitli disiplinlerde
kaynaklar sunan Scopus veri tabani secilmistir. Cesitli alanlardaki egilimleri ve kaliplari
degerlendirme kapasitesi; giivenilir ve yliksek kaliteli igerige sahip olmasi bu se¢imin temel
sebebidir (Martinez Lopez vd., 2017). Scopus veri tabaninin seg¢ilmesinin bir diger sebebi
pazarlama iizerine arastirmalar da dahil olmak {izere sosyal bilimler ve yonetim alanlarindaki
genis bir yelpazedeki ¢aligmalar1 kapsayan en biiyiik veri tabanlarindan biri olmasidir. Ayrica,
Scopus veri tabani atif ve trend analizi gibi gelismis bibliyometrik analiz araclarini kendi
platformu tlizerinden sunarak ek kaynaklara ihtiya¢ duymadan kapsamli bir incelemeye olanak
saglamaktadir (Shaheen, 2025).

Bibliyometrik analizi uygulamak ic¢in incelenen calismalar i¢in yapilandirilmis ve seffaf bir
se¢im siireci saglamak amaciyla analiz 6ncesinde PRISMA protokolii uygulanmistir. PRISMA
protokolii sistematik derleme i¢in uygulanmakta olup bu ¢alisma kapsaminda bibliyometrik
analize dahil edilecek caligmalarin seffaflik saglamasi amaciyla uygulanmistir (Page vd., 2021).
Bu yontem aracilifiyla ¢alismalarin tanimlanmasindan belirli kriterlere gore nihai dahil
edilmelerine kadar olan tiim siire¢ yonetebilmektedir (Moher vd., 2010). 16.06.2025 tarihinde
Scopus veri tabanindan “elektrikli arag/lar” ve “tiiketici davranig1”, “satin alma niyeti”,
“tliketici niyeti” ile “davranigsal niyet” kavramlarinin arastirildigi 849 esere erisilmistir.
Elektrikli araglarin satin alma niyeti iizerine yapilan calismalarin kapsamli bir sekilde ele almak
icin “sosyal bilimler”, “isletme”, “karar bilimi” ve “psikoloji” alanlar1 dahil edilmis olup diger
alanlar ¢cikarilmistir. Buna ek olarak yalnizca makaleler ele alinmis olup diger yayin tiirleri dahil
edilmemistir. Sekil 1°de gosterilen PRISMA yontemi uygulanarak 389 yayimnla analiz
gerceklestirilmistir. Veri tiiriiniin ikincil veri olmasi sebebiyle herhangi bir etik kurul izni
alinmamustir.
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Sekil 1. PRISMA Adimlarint Gosteren Detayli Akis Semasi

Arastirma kapsaminda belirlenen aragtirma sorular1 sunlardir;

1- Elektrikli araglarin satin alma niyetine yonelik yapilan ¢aligma sayisi ve yillar itibariyla
dagilimi nasildir?

2- Elektrikli araglarin satin alma niyetine yonelik yapilan ¢alismalardan en yogun atif alanlari
hangileridir?

3-Elektrikli araglarin satin alma niyetini incelen ¢aligmalarin iilke dagilimi nasildir?

4- Aragtirmacilarin ve atiflarin baglantilar1 nasildir?
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5- Elektrikli ara¢ satin alma niyetine yonelik yapilan ¢alismalarda en yogun kullanilan anahtar
kelimeler hangileridir?

6- Elektrikli arag satin alma niyetine yonelik yapilan ¢caligsmalar hangi dergilerde odaklanmigtir?

7- Elektrikli ara¢ satin alma niyetine yonelik yapilan ¢caligmalarda en ¢ok ¢alisilan degiskenler
hangileridir?

Bu kapsamda arastirma sorularina yanit almak i¢in PRISMA y6nteminin isletilmesinden sonra
kalan yayinlara yonelik atif analizi; ortak atif analizi; iilkelerin, dergilerin ve yazarlarin atif ve
baglanti analizleri; anahtar kelime analizi gergeklestirilmistir. Buna ek olarak sistematik
literatiir analizi sonucunda en yogun c¢aligilan degiskenlere deginilmistir.

4. Bulgular

Yapilan analiz sonucunda elektrikli ara¢ satin alma niyetine yonelik ilk ¢alismanin 1994 yilinda
gerceklestirildigi goriilmiustiir. Kurani vd. (1994) tarafindan Transport Policy dergisinde
“Demand for electric vehicles in hybrid households: an exploratory analysis” ismiyle
yayimlanan ¢aligsmada algilanan siiriis menzilinin elektrikli ara¢ satin alma niyetini etkileyen
temel unsur oldugunu tespit edilmistir. Ote yandan arastirma sorusu 1°in yanitina yénelik diger
calismalar incelendiginde 2011 yilindan itibaren kiimiilatif bir artis goriilmektedir. Ozellikle
2020 y1l1 sonrasinda ¢aligmalarin yogunlagtigi goriilmustiir. 2025 yilinin ilk alt1 ayinda 48 yayin
tespit edilmis olup y1l sonunda bir 6nceki yil1 gececegi diisliniilmektedir. Toplam 389 calisma
tespit edilmis olup yillara gore dagilimi Sekil 2°de gosterilmektedir.
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Sekil 2. Yillar itibartyla Yayin Sayilari

Elektrikli ara¢ satin alma niyetine yonelik yapilan c¢aligmalar incelendiginde 2. arastirma
sorusuna yanit olarak en c¢ok atif alan ilk 10 ¢alisma Tablo 2’de gosterilmektedir. Caligmalarin
ortak noktasi olarak 2014-2020 yillar1 arasinda yayimlanan 6ncii ¢alismalar olmasi belirtilebilir.
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Tablo 2. Elektrikli Ara¢ Satin Alma Niyeti Calismalarinda En Cok Atif Alan 1k 10 Calisma

Atif Sayisi Yil Yazar Eser

956 2015 Rezvani vd. “Advances in consumer electric vehicle adoption research: A review and
research agenda”

594 2016 Wang vd. “Predicting consumers’ intention to adopt hybrid electric vehicles: using
an extended version of the theory of planned behavior model”

447 2014 P16tz vd. “Who will buy electric vehicles? Identifying early adopters in Germany”

318 2018 Wang vd. “Policy implications for promoting the adoption of electric vehicles: Do
consumer's knowledge, perceived risk and financial incentive policy
matter?”

317 2017 Degirmenci ve “Consumer purchase intentions for electric vehicles: Is green more

Breitner important than price and range?”

300 2017 Wang vd. “The impact of policy measures on consumer intention to adopt electric
vehicles: Evidence from China”

299 2014 Krupa vd. “Analysis of a consumer survey on plug-in hybrid electric vehicles”

280 2020 Singh vd. “A review and simple meta-analysis of factors influencing adoption of
electric vehicles”

277 2017 Han vd. “The intention to adopt electric vehicles: Driven by functional and non-

functional values”

274 2019 Huang ve Ge “Electric vehicle development in Beijing: An analysis of consumer
purchase intention”

Tablo 2’de gosterildigi lizere Rezvani vd. (2015) tarafindan gergeklestiren makale en yogun atif
alan c¢alismadir. Calisma kapsaminda elektrikli araglarin ¢evresel faydalarina ragmen,
tiiketicilerin algilar1 ve tutumlar sebebiyle yayginlasmanin sinirli oldugu belirtilmistir. Ayrica
yiiksek satin alma maliyeti, sarj altyapisinin yetersizligi, menzil endiseleri, cihaz giivenligine
dair kaygilar temel engeller olarak aciklanmaktadir. Ote yandan Planli Davramis Teorisi
cevresinde elektrikli ara¢ satin alma niyetini inceleyen Wang vd. (2016) g¢evresel duyarlilig
dogrudan degil tutum, norm, kontrol ve ahlaki norm yoluyla niyeti etkiledigini tespit
etmislerdir. Tk 10 sirada yer alan calismalarin ortak sonuglari arasinda; ¢evresel duyarhlik,
algilanan risk, giiven ve altyapisal faktorlerin elektrikli araclarin satin alma niyetinde 6n planda
oldugu goriilmiistiir. Buna ek olarak ¢alismalar 2014-2020 yillar1 arasinda gerceklestirilmis
olup uygulandiklari alanlarda 6ncii niteliginde olduklar1 gézlemlenmistir.

3. aragtirma sorusuna yanit olarak arastirma dagiliminda ilk 10°da yer alan iilkelerin grafigi
Sekil 3’te gosterilmektedir. Toplam 66 tilkeden yayin yapilmis olup 5 yayin ve iizeri bulunan
iilke sayis1 25°tir. Tiirkiye 9 yayin sayist ile 19. sirada yer almaktadir.

Sekil 3’te goriildiigii tizere elektrikli arag satin alma niyetine yonelik yapilmis ¢caligsmalarda Cin
acik ara lider konumdadir. Cin’in elektrikli ara¢ piyasasinda yer alan satig rakamlarinin kiiresel
satiglarinin yarisina sahip olmasi ve pazar 6lgeginin oldukga biiyiik oldugu bilinmektedir (IEA,
2025). Ayrica, Haghani vd. (2023) elektrikli ara¢ makalelerinin %27,5’inde en az bir Cinli
yazar bulundugunu tespit etmistir. Benzer sekilde Anusha vd. (2025) Cin’de farkl disiplinlerde
yilda 1 400°den fazla elektrikli ara¢ arastirmasi yayinladigimi agiklamaktadir. Dolayisiyla
Cin’in yayin sayis1 siralamasinda birinci sirada olmasi beklenen bir sonug olarak goriilmektedir.
Bunu sirastyla ABD ve Hindistan takip etmektedir. ABD’nin Cin’den sonra en biiyiik elektrikli
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Sekil 3. Ulkelere Gore Yayin Sayilart

arag pazarina sahip olundugu ve yalnizca 2023 yilinda 1,4 milyon elektrikli arag tescili yapildigi
bilinmektedir. Benzer sekilde Hindistan’in 6zellikle iki tekerlekli araglarda kiiresel pazarin
ikincisi, li¢ tekerlekli araglarda ise pazar lideri oldugu bilinmektedir. Her iki tilkede de elektrikli
araclara yonelik tesviklerin yliksek olmasi ve maliyet avantaji saglamasi sebebiyle kullanim
oranlar1 da yiiksektir (IEA, 2024). Ayrica daha 6nce yapilmis arastirmalarda da elektrikli
araclara yonelik yapilmis calisma sayisi agisindan Cin’den sonra sirasiyla ABD ve Hindistan’in
geldigi bilinmektedir (Veza vd., 2024). Dolayisiyla siralamanin beklenen sekilde olustugu
sdylenebilir. Tlk 10 sira igerisinde 5 iilke Asya kitasinda yer almaktadir. Avrupa’dan ise yalmzca
3 iilke yer almaktadir. Toplam 66 iilkeden 29°u Asya kitasindan oldugu goriilmiistiir. Buradan
yola ¢ikarak Asya kitasinda yer alan {ilkelerin elektrikli ara¢ pazarma yonelik ¢aligmalarinin
diger bolgelere gore daha yogunlukta oldugu soylenebilir. Ote yandan yapilan yayinlarin
niteliklerini degerlendirmek acisindan iilkelerin ortak atif analizi gerceklestirilmis olup Sekil
4’te gorsellestirilmistir.
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Sekil 4. Ulkelerin Atif Ag Analizi

Sekil 4°te goriildiigii tizere Cin, ABD ve Hindistan ana kiimeleri olusturmaktadir. Toplamda 11
kiime ¢evresinde 139 baglant1 ve 203 baglant1 giicli olusmustur. Ag giicii acisindan siralama
Cin (49), ABD (39), Malezya (31) ve Birlesik Krallik (25) seklinde ilerlemektedir. Atif
sayisindan ise siralama Cin (5014 atif), ABD (2.220 atif), Almanya (1.756 atif), Isveg (1.452
atif) seklinde ilerlemektedir. Anusha vd. (2025) elektrikli ara¢ konulu makalelerin en ¢ok atif
alan kiimelerinin merkezinde Cin’in yer aldigini belirtmekte olup ¢aligmanin sonuglartyla
paralellik gostermektedir. Atif sayis1 ve giicii acisindan ABD’nin ikinci ¢ikmasi da diger
caligmalar tarafindan dogrulanmaktadir (Zheng vd., 2024). Dolayisiyla en yogun yayin yapan
ve ag giicii bulunan ilk iki lilke ayn1 olsa atif konusunda Avrupa iilkelerinin baskinlig1 tespit
edilmistir. Elektrikli araglara yonelik yapilan bir¢ok ¢alismada da Avrupa iilkelerinin atif giicii
ve atif sayisi olarak giiclii oldugu goriilmiistiir (Acar ve Taskin, 2024; Hassan vd., 2024; Zheng
vd., 2024).
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Sekil 5. Ortak Yazar Ag Analizi

Arastirma sorusu 4’e yanit olarak Sekil 5’te yazarlarin ag analizi gosterilmektedir. Ortak yazar
analizi sonucunda en az 1 atif ve 1 yazar sartt uygulanarak ag haritas1 olusturulmustur. Ag
haritas1 araciligiyla birbirleriyle is birligi bulunan arastirmacilar ve atif baglar1 ortaya
koyulabilmektedir. 5 kiimede toplam 79 ag baglantisi1 olustugu ve toplam ag baglant1 giiciiniin
101 oldugu tespit edilmistir. Olusan kiimeler arasinda baglantisi en yiiksek aragtirmacilarin hali
hazirdan en c¢ok atif olan ikinci yazar olan Shanyong Wang (39), John Axen (17) ve Elene
Higuerres-Castillo (16) oldugu goriilmiistiir. Atif sayilar1 agisindan kiyaslandiginda ise sirasiyla
Shanyong Wang (1.667 atif), Johan Jansson (1.327 atif), Dingtao Zhao (1.245 atif) ve Zeinab
Rezvani (1.108 atif) olarak siralanmaktadir. Son olarak yayin sayilar incelendiginde hem atif
hem de ag giicii agisindan birinci sirada olan Shanyong Wang 10 yayin ile ilk sirada yer almakta
olup John Axen 8 yayin ve Elene Higuerres-Castillo 5 yayin ile siray1 takip etmektedir. Zheng
vd. (2024) tarafindan gergeklestirilen calismada ise baglant1 giicli agisindan siralama Johan
Jansson, John Axen ve Stephen Skippon olarak belirlenmistir. Benzer sekilde atif siralamasinda
John Axen, Johan Jansson ve Stephen Skippon yer almaktadir. Caligmalar arasi farkliligin temel
sebebinin dahil etme ve hari¢ birakma kriterlerinde olan farkliliklardan kaynaklandigi
gozlemlenmistir.
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Sekil 6. Kaynaklarin Ortak Atif Ag Baglantilan

Ortak atif analizi kapsaminda arastirmacilarin yogunlukla atif verdigi kaynaklarinda
incelenmesi gerekmektedir. En az 1 atif belirlenerek 93 birim iizerinden 20 kiime ve 357 ag
baglantis1 gbzlemlenmistir. Sekil 6’da goriildiigii lizere hem ag giicii hem atif sayis1 agisindan
yogunlukla atif verilen kaynaklarin sirasiyla “Transportation Research Part D: Transport and
Environment”, “Transportation Research Part A: Policy and Practice”, “Journal of Clear
Production” ve “Sustainability (Switzerland)” oldugu belirlenmistir. Belirlenen bu sonuglar
Zheng vd. (2024) tarafindan yapilan bibliyometrik analiz sonucuyla paralellik gostermektedir.
Bu dergilerin ortak noktalar1 arasinda ulasim, ¢evre, temiz enerji ve siirdiiriilebilirlik temalar1
cercevesinde teorik calismalar yayimlayan ve politika gelistirme siireclerine katki veren
dergiler olmasidir.
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Sekil 7. Anahtar Kelime Ag Baglantilar

Arastirma sorusu 5’e yamit olarak elektrikli ara¢ satin alma niyetine yonelik yapilmis
caligmalarin yogunlukla kullandigi anahtar kelimeler incelenmistir. Anahtar kelime analizi,
anahtar kelime kiimelerini haritalamak ve alandaki gelismeleri vurgulamak igin
kullanilmaktadir (Statsenko vd., 2022). Sekil 7’de incelenen anahtar kelimeler arasinda en az
bir defa kullanilmig 964 birim arasinda 52 kiime ve 3088 bag olustugu goézlemlenmistir.
“Elektrikli ara¢” 178 tekrar ve “satin alma niyeti” 99 tekrar ile en ¢cok kullanilan kelimelerden
oldugu gorilmiistiir. Diger anahtar kelimeler iizerinde etkinin daha acik tespit edilebilmesi i¢in
kelime bulutuna dahil edilmemislerdir. Elektrikli ara¢ satin alma niyetine yonelik yogunlukla
kullanilan diger anahtar kelimeler sirasiyla “Planli Davranis Teorisi” 22 tekrar, “Cevresel
Kaygi” 21 tekrar, “Teknoloji Adaptasyon Modeli” 16 tekrar, “Stirdiiriilebilir Ulagim™ 15 tekrar,
“Yapisal Esitlik Modeli” 14 tekrar seklinde ilerlemektedir. 2023 yil1 ve sonrasinda ise “Mensei
Ulke Etkisi”, “Déngiisel Ekonomi”, “Beklenen Duygular” vb. anahtar kelimeler kullanilmaya
baslanmistir. Zheng vd. (2024) tarafindan yapilan ¢alismada “Sera Gazi Emisyonu” ve “Yakit
Ekonomisi” gibi kavramlar 6n plana ¢ikmakta olup diger bulgular da benzer sonuglar elde
edilmistir. Durmus Senyapar vd. (2023) ve Acar ve Taskin (2024) ¢alismalarinda da anahtar
kelime baglantilar1 benzerlik gostermektedir. Anahtar kelime analizi sonucunda elektrikli
araclarin satin alma niyetine yonelik yapilmis ¢aligmalarda siirdiiriilebilirlik, ¢cevre ve gevresel
kaygilar, duygu ve davranis gibi temalarda kelimelerin toplandig1 gdzlemlenmektedir. Ozellikle
mengei lilke etkisi gibi kavramlarin daha derin bir kesitten incelenmesi gerekmektedir. Bunun
temel sebebi; IEA (2025) raporunda yer aldigi iizere elektrikli araglara yonelik koyulan
regiilasyonlar ve yerli liretim tesviklerin mensei iilke etkisini olusturabilmektedir. Ayrica Guo
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ve Bunchapattanasakda (2020), mensei iilke etkisini tiiketici entonsentrizm {izerinden agiklamis
olup elektrikli ara¢ satin alma niyetini etkileyen dnemli faktorlerden biri olarak tespit etmistir.

Calismanin son arastirma sorusu i¢in elektrikli araclarin satin alma niyetine yonelik ¢alisilan
degiskenler sistematik literatlir taramasiyla incelenmistir. Buna gore Oncelikle caligmalar
kapsaminda en sik kullanilan teoriler tespit edilmistir. “Planli Davranis Teorisi”, “Teknoloji
Adaptasyon Modeli”, “Yeniligin Yayilma Teorisi” ve “Norm Aktivasyon Teorisi” siklikla
kullanilan teoriler arasinda yer almaktadir. Benzer sekilde Zheng vd. (2024) Planli Davranig
Teorisinin Acar ve Tagkin (2024) ise buna ek olarak Yeniligin Yayilma Teorisi, Teknoloji
Adaptasyon Modeli ve Tiiketim Degerleri Teorilerinin elektrikli ara¢ satin alma davranisi
arastirmalarinda kullanildigini agiklamaktadir. Bu teoriler baglaminda ¢evresel tutum/ endise
ve algilanan deger/risk gibi psikolojik degiskenler bir¢ok teorinin gémiilii degiskenleri olmast
sebebiyle karsimiza ¢ikmaktadir. Ote yandan elektrikli arag fiyati, giiven, bilgi ve farkindalik
diizeyi gibi degiskenlerin yogunlugu dikkat ¢cekmekte olup elektrikli ara¢ pazarinin fiziksel
dinamikleriyle (tesvikler, sarj ag1, menzil) birlikte calisildigr goriilmiistiir.

5. Sonug¢ ve Oneriler

Bu calisma kapsaminda elektrikli ara¢ satin alma niyetine etki eden faktorler literatiirdeki
bulgular 1s1g1nda kapsamli bi¢imde irdelenmistir. Elektrikli ara¢ satin alma niyetine yonelik ilk
eserin 1994 yilinda yayimlandig1 ve algilanan siiriis menzilinin elektrikli ara¢ satin alma
niyetini etkileyen temel unsur oldugu ac¢iklanmistir (Kurani vd., 1994). 2010’lu yillara kadar
elektrikli ara¢ satin alma niyetine yonelik caligmalar duraksa da 2011 yilindan itibaren
kiimiilatif bir artis gdzlemlenmektedir. Ilerleyen yillarda da bu artisin devam edecegi
beklenmektedir. Calisma dogrultusunda elektrikli arag satin alma niyetine yonelik kapsamli bir
literatiir taramasi yapilarak Scopus veri tabanindan elde edilen yayin bilgileriyle elektrikli arag
satin alma niyetine yonelik olarak VOSviewer aracaligiyla bibliyometrik analiz
gerceklestirilmistir. Bibliyometrik analizin temel avantaji, ilgili konuya yonelik degiskenlerin
birebirleriyle olan iliskilerini ve etkilesimlerini ortaya ¢ikarmada basarili olmasidir (Dirik vd.,
2023).

Elektrikli araglara yonelik yapilmis bazi1 bibliyometrik analiz ¢caligmalari literatiirde mevcuttur
(Bhat & Verma, 2023; Durmus Senyapar vd., 2023; Simsek vd., 2023; Acar ve Taskin, 2024).
Belirtilen ¢aligmalar arasinda Durmus Senyapar vd. (2023) Tiirkiye’de elektrikli arag¢ satin alma
niyeti ve tiiketici davraniglarina odaklanirken, Bhat ve Verma (2023) elektrikli arag
adaptasyonu ve Acar ve Taskin (2024) elektrikli ara¢ satin alma davraniglarina
odaklanmaktadir. Calismalarin  sonuglart  mevcut ¢alisma sonuclariyla  benzerlik
gostermektedir. Bu ¢alismanin 6nemi; uluslararas1 bir veri tabani olan Scopus iizerinden
elektrikli ara¢ satin alma niyetine yonelik ¢alismalara yonelerek hem elektrikli ara¢ pazarina
hem de akademik ¢alismalara ydnelik katki saglamaktir. Ozellikle elektrikli araglar icin satin
alma niyetinin satin alma davraniginin 6nciilii oldugu dogrulanmasi (Rezvani vd., 2015; Wang
vd., 2016) sebebiyle bu c¢alisma, diger bibliyometrik analiz caligmalarindan ayrisarak
arastirmacilara ve politika yapicilara elektrikli ara¢ satin alma niyetini agiklama konusunda
katki saglamaktadir. Dolayisiyla g¢alismanin temel katkilar1 arasinda oncelikli olarak
bibliyometrik analiz ile elektrikli ara¢ satin alma niyetine odaklanip daha derin bir kesiti ele
almasi yer almaktadir. Ayrica elektrikli ara¢ satin alma niyetine degiskenlerin hangilerini
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siklikla kullanildig1 ve hangi degiskenlerin daha az ¢alisildig: tespit edilmistir. Detayli literatiir
taramasi ile elektrikli araglarin satin alma niyeti caligmalarinin arastirma bosluklarinin da ele
almmas1 hedeflenmistir. Ek olarak teorik ve pratik c¢ikarimlarda bulunarak hem gelecek
arastirmalara hem de sektore yonelik politika 6nerilerinde bulunulmustur.

Calisma sonuglarina gore elektrikli arag¢ satin alma niyetine yonelik yapilan ¢caligmalarin sayisi
ozellikler 2020’den itibaren biiyiik artig gdstermistir. Rezvani vd. (2015) ve Wang vd. (2016)
caligmalar1 gibi Oncii calismalar en fazla atif alan calismalar olmustur. Toplam 389 yayin
iizerinden yapilan analiz neticesinde ilgili alanda en yogun ¢aligmalarin Cin, ABD ve
Hindistan’da yapildig1 gézlenmis olup Asya kitasinin elektrikli arag satin alma niyetine yonelik
oldukca baskin sekilde ¢aligsmalar yliriittiigii tespit edilmistir. Haghani (2023) elektrikli araglara
yonelik makalelerinin dortte birinde en az bir Cinli yazar bulundugunu raporlayarak ¢alismanin
bu bulgusunu dogrulamaktadir. Ayrica IEA (2024, 2025) raporlarinda goriildiigii iizere Cin,
ABD ve Hindistan’in elektrikli ara¢ kullaniminda pazar liderleri olmasi da yayin saymnin bu
bolgelerde yogunlukta olmasini agiklayan bir durum olarak goriilebilir. Fakat atif ve baglanti
giicii agisindan ¢alisma sayisi daha az olan Avrupa kitasinin agirlik gosterdigi gozlemlenmistir.
Avrupa tiilkeleri arasinda kiiltiirel ve normatif farkliliklar bulunmasi sebebiyle aragtirmalarda
cesitlilige dayali karma model uygulanmakta ve bu sebeple bulgularin genellikle daha genis bir
akademik ilgi gérmekte ve daha fazla atif aldig1 agiklanmaktadir (Higueras-Castillo vd., 2024).
Daha once yapilmis bir diger bibliyometrik analiz sonucunda da elektrikli araclarin satin
alimmasina yonelik odaklanan Avrupa kokenli ¢alismalarin, metodolojik derinlik ve uluslararasi
karsilagtirmalar nedeniyle daha ¢ok atif ¢ektigi aciklanmaktadir (Zhu ve Lamsali, 2024).
Tiirkiye’nin yapilan ¢aligma sayisi ve atif sayisinda yiikselen bir egilimde oldugu arastirmanin
bir diger sonucudur.

Ortak yazar analizi sonucunda sirastyla Shanyong Wang, John Axen ve Elene Higuerres-
Castillo en giiclii baglantiya sahip oldugu fakat atif sayisi agisindan siralamanin Shanyong
Wang, Johan Jansson ve Dingtao Zhao seklinde degistigi gozlemlenmistir. Ortak yazar
analizine ek olarak kaynaklarin ortak atif ag baglar1 incelenmis olup elektrikli ara¢ satin alma
niyeti agisindan en yogun calisilan dergilerin sirasiyla “Transportation Research Part D:
Transport and Environment”, “Transportation Research Part A: Policy and Practice”, “Journal

of Clear Production” ve “Sustainability (Switzerland)” oldugu sonucuna erigilmistir.

Anahtar kelime analizi sonucunda elektrikli ara¢ ve satin alma niyeti disinda teorik cergeveyi
olusturan “Planli Davranis Teorisi” ve “Teknoloji Adaptasyon Modeli” 6n planda oldugu
cevresel kaygi, stirdiiriilebilir ulagim gibi kavramlarin sik¢a kullanildigi tespit edilmistir. Ayrica
son yillarda mensgei tilke etkisi ve dongiisel ekonomi gibi yeni anahtar kelimelerinde kullanildig:
gOriilmiistiir.

Elektrikli arag satin alma niyetini etkileyen degiskenler acisindan; altyapi, ¢evresel biling, fiyat,
tesvikler, sosyal normlar ve bireysel tutumlar gibi faktorlerin kritik roller oynadig1 ve onceki
caligmalarla tutarli oldugu ortaya konmustur. Giiglii sarj altyapisi, yiiksek cevre duyarliligi,
uygun fiyat/tesvik kombinasyonu ve olumlu sosyal ¢evre, tiiketicilerin elektrikli arag¢ satin alma
olasiligin1 artirmaktadir. Bunlar, literatiirde halihazirda genis yer bulmus ve politika yapicilar
tarafindan da hedef alinan baslica degiskenlerdir.
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Bununla birlikte, bu calismanin 6zellikle vurguladigi iizere, kiiltiirel degerler ve tiiketici
etnosentrizmi gibi unsurlar da elektrikli ara¢ satin alma niyetinde en az yukaridaki faktorler
kadar 6nemli olabilecek etkilere sahiptir. Farkli iilkelerin elektrikli ara¢ pazarlarindaki gelisim
hizlar1 incelendiginde, yalnizca ekonomik veya altyapisal farklar degil, ayn1 zamanda kiiltiirel
egilimlerin de tabloyu dnemli dl¢iide agikladig1 goriilmektedir (Novotny vd., 2022). Ornegin
kiiltiirel olarak risk almaya daha acik, ¢cevreci degerleri 6ne ¢ikaran ve gelecege yatirim yapma
egilimli toplumlar, elektrikli araglara gegiste daha hizli yol almistir. Buna karsin kiiltiirel
normlar1 geleneksel ara¢ imajiyla ortiisen veya belirsizlikten kaginan toplumlar, ayn1 ekonomik
imkanlara sahip olsalar bile elektrikli araglara mesafeli kalmistir. Dolayisiyla, kiiltiir boyutlar
elektrikli araglarin benimsenmesinde ¢arpan etkisi yapabilmektedir.

Ayni sekilde, tiiketici etnosentrizmi de Ozellikle yerli elektrikli ara¢ iiretimi s6z konusu
oldugunda devreye giren giiclii bir motivasyon kaynagidir. Tiirkiye 6rneginde goriildiigi gibi,
yerli bir elektrikli otomobil piyasaya sunuldugunda, tiiketicilerin milll gurur ve yerlilik
duygular1 satis niyetlerini ciddi oranda etkileyebilmektedir (Yildirrm ve Ozdemir, 2021).
Etnosentrik motivasyonlar, dogru kanalize edildiginde, elektrikli araglara yonelik talebi
ivmelendirebilir. Ancak tersi durumda, yani yabanci tiriinlere mesafeli durup yerli iiriin talep
eden bir kitle varken yerli alternatifin yoklugunda, etnosentrizm yesil teknolojilerin yayilimina
engel de olabilir. Wang vd. (2022b) ile Guo ve Bunchapattanasakda (2020) Cin’de elektrikli
araglara yonelik yiikselen etnosentrik tiiketici davranisini belirtmekte olup Wei (2025) Cin’deki
tiiketicilerin elektrikli araglara yonelik saglanan siibvansiyonlar ve altyapi gelistirmeleri ile
yerli araglara daha fazla yogunlastigin1 gostermektedir. Dolayisiyla hem ulusal endiistriler hem
de uluslararas: sirketler, tiiketici etnosentrizminin pazar dinamiklerine etkisini dikkate alarak
strateji gelistirmelidir. Ozellikle Tiirkiye gibi iilkelerde yerli elektrikli araglarin piyasa paymni
artirmasi i¢in yerlilik vurgusunun yapilmasi ve devlet siibvansiyonlarinin artirilmasina yonelik
politika gelistirilmesi onerilmektedir.

Calismanin bir diger 6nemli katkist “makine 6grenimi” ve “enerji verimliligi” gibi konularin
elektrikli arag literatiiriinde giderek daha fazla yer buldugunu tespit edilmistir. Otonom siiriis
teknolojilerinin elektrikli araglardan benimsenmesinin etkileri veya akilli sebeke ve enerji
depolama alanlarindaki ilerlemelerin tiiketici tercihlerini nasil sekillendirecegi tartisilmaktadir
(Zheng vd., 2024). Gelecek ¢aligmalarda yeni teknolojik gelismeler ve sektorel egilimler de
arastirma glindemine alinmalidir. Elektrikli arag ekosistemine biitiinciil bakarak sadece aracin
kendisini degil, onu ¢evreleyen sarj altyapisi, elektrik {iretim kaynagi, akilli uygulamalar gibi
unsurlar1 da arastirma kapsaminda degerlendirmesi dnerilmektedir.

Calismanin teorik katkilar1 arasinda ise Oncelikli olarak elektrikli ara¢ satin alma niyeti
literatiiriiniin  biiyiikk Olclide tiiketici davranisina yonelik yerlesik kuramsal ¢ercevelere
dayandig1 gozlemlenmistir. Ozellikle Planli Davranis Teorisi alan yazinda yaygin bicimde
kullanilmis ve bu ¢aligmalarda tutum, 6znel norm ve algilanan davranis kontrolii gibi unsurlarin
elektrikli arag satin alma niyetini sekillendirdigi tekrar tekrar gosterilmistir (Zheng vd., 2024).
Bir¢gok c¢alisma, tiiketicinin elektrikli araglara yonelik tutumunun niyet lizerinde en giicli
belirleyicilerden biri oldugunu ortaya koymustur (Jayasingh vd., 2021; Wang vd., 2022b).
Benzer sekilde, kisinin algiladig1 kontroliin (6r. sarj altyapisinin yeterliligi, ara¢ kullaniminin
kolaylig1) (Huang ve Ge, 2019) ve sosyal normlarin (6r. yakin ¢evrenin elektrikli araca bakisi)
etkili oldugu pek cok baglamda saptanmistir (Asadi vd., 2021). Ayrica Genisletilmis Planl
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Davranig Teorisi kapsaminda da ¢evresel kaygi (Lashari vd., 2021) gibi degiskenler eklenerek
modelin elektrikli satin alma niyetini agiklamada bagarili oldugu goriilmiistiir. Gegmis
arastirmalarda da belirtildigi gibi tiiketicilerin fiyat avantaj1 (Larson vd., 2014) ve performans
(menzil, hiz, bakim masraflar1) (Yang ve Lan, 2023) gibi faktorlere verdigi 6nem, bu ¢alisma
kapsaminda da one ¢ikmaktadir. Ayrica tiiketici yenilik¢iliginin elektrikli ara¢ kabuliindeki
roliinde Yeniligin Yayilma Teorisinin literatiirde 6nemi vurgulandigi goériilmiistiir (Durmus
Senyapar vd., 2023). Bunun yani sira literatiirde yaygin olarak kullanilmayan degiskenlere
yonelik teorik ¢ercevenin eksik oldugu goriilmektedir. Cabeza-Ramirez vd. (2025) sosyal baski
kavrami ve Tuncel (2022) benzersizlik ihtiyaci gibi kavramlarin elektrikli ara¢ satin alma
niyetini agiklayan kavramlar olmakla birlikte az sayida ¢alismada dogrulanmistir. Ek olarak
kuramsal olarak varsayilan davranigsal niyetin davranisi etkileme yoniiniin pratikte tam olarak
gerceklesmedigi sonucu literatiirde dikkat ¢ekici sonuglardan biridir (Xue vd., 2024; Wang ve
Mohamed, 2025).

Bu ¢alisma bulgulari, literatiirdeki yaygin kanilar1 desteklemekle beraber 6nemli bir aragtirma
bosluguna da dikkat ¢ekmektedir: Kiiltlir ve etnosentrizm faktorleri, elektrikli ara¢ satin alma
niyeti konusunda yeterince derinlemesine incelenmemistir. Bircok ¢alisma, teknoloji kabul
modeline ve ekonomik/psikolojik faktorlere odaklanirken (Larson vd., 2014; Singh vd., 2020;
Saleh vd., 2024), ulusal veya bolgesel kiiltiirel farkliliklar1 ihmal etmistir. Oysa ki ¢evreci
yeniliklerin yayginlagmasi, biiyiik 6l¢lide toplumsal degerlerin ve tliketici diinya goriislerinin
de donilistimiinii gerektirmektedir. Bu baglamda, gelecekte yapilacak arastirmalarda kiiltiirel
boyutlarin entegrasyonu biiyiilk énem tasimaktadir. Ornegin, farkli iilkelerde benzer anket
modelleri uygulanarak kiiltiirel etkileri ve farkliliklar1 analiz edilebilir; ya da tek bir iilke i¢inde
farkli alt kiiltiir gruplar1 (bolgesel, sosyo-ekonomik grup farkliliklar gibi) incelenebilir. Ayrica
teorik olarak teknoloji adaptasyon modeli, planli davranis teorisi ve gerekgeli eylem teorilerinin
yaninda; Kiiltiirel Boyutlar Teorisi (Hofstede, 1983), Degerler Teorisi (Schwartz, 1999), Sosyal
Kimlik Teorisi (Tajfel ve Turner,1979) ve Tiiketici Etnosentrizmi Teorisi (Shimp & Sharma,
1987) gibi kiiltiir boyutlar1 ve etnosentrizmi agiklayan teorilerin elektrikli ara¢ satin alma
niyetini agiklamak i¢in kullanilmasi gelecek arastirmalar i¢in 6nerilmektedir.

Calismanin bulgular 1s181nda elektrikli arag sektoriinde faaliyet gdsteren firmalar ve politika
gelistirme siireci i¢in bazi pratik ¢ikarimlar ve oneriler bulunmaktadir. Pazarlama ve iiriin
stratejileri agisindan, tiiketicilerin elektrikli ara¢ satin alma niyetini en ¢ok etkileyen faktorlerin
basinda ara¢ menzili ve maliyet avantajlar1 geldigi goriilmiistiir (Junquera vd., 2016; Steadman
ve Higgins, 2022). Dolayisiyla, elektrikli ara¢ firmalari iirlin gelistirme siireclerinde batarya
teknolojilerini iyilestirerek araglarin menzilini artirmaya ve maliyetleri diislirmeye
odaklanmalidir. Firmalarin pazarlama iletisiminde sadece ¢evreci mesajlara degil, uzun vadeli
yakit/enerji tasarrufu, bakim kolayligi, performans gibi somut avantajlara da giiclii vurgu
yapmalar1 ve geleneksel araglara gore iistiinliikleri net bir sekilde tiiketicilere iletilmelidir.
Benzer sekilde elektrikli ara¢ alma potansiyeline sahip tliketicilerin menzil endisesi, sarj
istasyonu yetersizligi veya batarya Omri konularindaki kaygilar, psikolojik bariyerler
olusturmaktadir (Durmus Senyapar vd., 2023). Sektordeki firmalarin algilanan riskleri
azaltmak icin tiiketicilere daha fazla bilgi saglamali ve yaygin test siiriisleri gibi deneyim firsati
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sunmalidir. Ayrica araglarla ilgili garanti ve batarya degisim/iyilestirme programlari sunmak
da tiiketicilerin uzun vadeli gilivenini arttirabilir.

Politika yapicilar agisindan ise maddi tesvikler ve desteklerin elektrikli araglarin
benimsemesinde kritik rol oynadigi bilinmektedir. Bir¢ok Avrupa iilkesinde kapsamli tesvik
programlarinin (vergiden muafiyet, {icretsiz park, serit imtiyazlari gibi) elektrikli arag
yaytlimini 6nemli Olgiide artirdigi gosterilmistir (Bjerkan vd., 2016; Zheng vd., 2024).
Dolayisiyla politika yapicilarin elektrikli araclara yonelik vergi indirimleri, satin alma hibeleri,
iicretsiz sarj imkanlar1 gibi tesvikleri hayata gecirerek tiliketicilerin finansal kaygilarini
azaltabilir ve elektrikli araglar daha cazip hale getirebilir. Ek olarak, sarj altyapisinin
gelistirilmesi politika diizleminde onceliklendirilmelidir. Kamu ve 6zel sektorle is birligi
yaparak yaygin ve giivenilir bir sarj ag1 kurulmasini desteklemelidir. Ornegin; Tiirkiye’de 2024
yil1 sonu itibariyla bir 6nceki yila gore elektrikli arag sayis1 100.000°den fazla artarak 185.513’e
ulagsmustir. Fakat sarj istasyonu sayis1 2023 yili aralik ayinda 11.812 iken 2024 y1l1 aralik ayinda
26.046’ya ulasmistir (STB, 2025). Politika yapicilarin, T.C. Sanayi ve Teknoloji Bakanligi
tarafindan saglanan “Teknolojik Uriin Yatirnm Destek Programi Elektrikli Araclar igin Hizli
Sarj Altyapis1 Destek Programi™ gibi destek ve tesvik programlarina daha fazla yogunlagmasi
onerilmektedir. Ayrica politika yapicilar agisindan istikrarli ve uzun vadeli politikalar
olusturmak da kritik 6nem arz etmektedir. Tiiketiciler, elektrikli araglarla ilgili desteklerin
stirekliligine inanirlarsa (6rnegin tesviklerin aniden kaldirilmayacagi gilivencesi), elektrikli
araca yatirim yapma konusunda daha istekli olacaklardir. Bu baglamda, politika yapicilarin
diistik karbonlu ulasim vizyonunu net bir sekilde ortaya koymasi, uzun vadeli hedefler
aciklamasi ve bu hedefler dogrultusunda gerekli regiilasyonlar1 yapmasi dnerilmektedir.

Bu ¢alismanin bazi kisitlar1 bulunmaktadir. Oncelikle ¢alismada veri tabani olarak yalnizca
Scopus veri tabanmi kullanilmistir. Bir diger kisit olarak anahtar kelime olarak yalnizca
“elektrikli arag/lar” ve “tiiketici davranis1”, “satin alma niyeti”, “tiiketici niyeti” ile “davranigsal
niyet” kavramlar1 kullanilmis olup diger kavramlar ag yapisini degistirebilecegi i¢in arastirma
dis1 birakilmistir. Yayin kisit1 olarak yalnizca makaleler incelemeye alinmis olup diger yayin
tirleri hari¢ birakilmistir. Calisma konular1 acgisindan satin alma niyetini daha iyi
irdeleyebilmek icin yalnizca “sosyal bilimler”, “isletme”, “karar bilimi” ve “psikoloji” alanlar1
aragtirma dahil edilmis olup diger alanlar hari¢ tutulmustur. Arastirmanin bir diger kisit1 olarak
16.06.2025 tarihinde tespit edilen yayin listesi kullanilmis olup sonrasinda yapilan yayinlar bu
calisma kapsamina dahil edilmemistir. Elektrikli araglarin satin alma niyetine ydnelik
caligmalar son yillarda agirlik kazanmasi sebebiyle sebebiyle sistematik literatiir analizi de son

15 yili kapsamaktadir.

Sonug olarak; elektrikli araglarin hayatimiza girisi kiimiilatif bir sekilde ilerlemektedir. Yakin
zamanda ulagim pazarmmda en yliksek paya erismesi kacinilmazdir. Dolayisiyla elektrikli
araglarin satin alma niyetine yonelik calismalarin daha fazla ¢esitlenmesi ve daha farkl
degiskenlerle birlikte irdelenmesi beklenmektedir. Ozellikle literatiirde sikligmin az oldugu
goriilen kiiltiir boyutlar1 ve etnosentrizm gibi degiskenlerin elektrikli ara¢ satin alma niyetine
etkileri hem Tiirkiye hem de kiiresel agidan incelenmesi 6nerilmektedir. Gelecek ¢alismalarda
yapilacak bibliyometrik analizler i¢cin Scopus disinda WoS gibi kiiresel veri tabanlar ile
TrDizin gibi yerli veri tabanlart incelenebilir ve veri tabanlar1 arasindaki farkliliklar
incelenebilir. Ayrica elektrikli araglarin gelisim siireci diisiiniildiigiinde zaman serileri
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kullanilarak elektrikli ara¢ satin alma niyetine etki eden faktorlerin zamansal degigsimleri ve
etkilesimleri daha net bir sekilde ortaya koyulabilir. Ek olarak, elektrikli ara¢ satin alma
niyetinin bolgesel kapsami ithmal edilmemelidir. Cin en fazla elektrikli arag¢ sahibi {ilkeyken,
ABD dort tekerli elektrikli araglarda ikinci siralardadir. Hindistan ise iki tekerlekli elektrikli
araclarin kullanilmasinda pazar ikincisi, ii¢ tekerlekli elektrikli araglarda ise pazarda ilk
siradadir (IEA, 2024). Bu sebeple gelecek ¢aligmalarda bolgesel baglam belirlenirken hangi tip
elektrikli araglara yogunlagacagi ve bolgelerin altyapi faktorleri dikkate alinmalidir.
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EXTENDED ABSTRACT

BIBLIOMETRIC ANALYSIS OF STUDIES ON ELECTRIC VEHICLE PURCHASE
INTENTION

Introduction

Electric vehicles (EVs) are increasingly promoted worldwide as a key tool for cutting transport-
related greenhouse-gas emissions. Global EV stock climbed from just 17,000 in 2010 to about
10 million in 2020, yet uptake remains uneven: in 2020 EVs and hybrids made up only ~0.3 %
of Turkey’s car fleet, and similar barriers—high upfront cost, sparse charging infrastructure,
and patchy policy support—Ilimit adoption across many emerging economies. Prior research
links purchase intention to factors such as charging coverage, range, price, environmental
concern, social norms, and technology attitudes; however, culture-specific values and consumer
ethnocentrism are comparatively under-examined. This study conducts a systematic literature
review of EV purchase intentions and then uses the visualization software VOSviewer to map
relationships among countries, authors, keywords, and key variables. Results, implications, and
avenues for future research are discussed.

Literature Review

Prior research shows that consumers’ intention to buy electric vehicles rests on a mix of
environmental-economic perceptions, social influences, technological evaluations, market
conditions and cultural context. First, when people recognise that EVs cut emissions and deliver
long-run savings, their purchase intention rises accordingly (Larson et al., 2014; Junquera et
al., 2016; Lashari et al., 2021; Tarei et al., 2021; Wei, 2025).

Social forces also matter. Traditional values, national culture, and the opinions of family and
friends can steer decisions, while subjective or descriptive norms help legitimise the choice
though some studies report only modest social effects (Huang & Ge, 2019; Singh et al., 2020;
Asadi et al., 2021; Tu & Yang, 2019; Krishnan & Koshy, 2021).

A third strand of work, often framed by the Technology Acceptance Model, emphasises
perceived reliability, ease of use, and consumers’ general openness to innovation. When EV
technology looks trustworthy and user-friendly, willingness to adopt increases (Tu & Yang,
2019; Saleh et al., 2024; Samarasinghe et al., 2024; Krishnan & Koshy, 2021; Tungel, 2022).

Market-related factors—up-front price, driving range, charging-station density, and overall
performance—exert direct leverage on buying decisions, while financial and non-financial
government incentives further tilt the balance towards adoption (Larson et al., 2014; Higueras-
Castillo et al., 2021; Tarei et al., 2021; Muzir, 2022; Yang & Lan, 2023; Cabeza-Ramirez et al.,
2025; Huang & Ge, 2019; Wei, 2025).

Finally, culture remains an under-explored but consequential layer. Analyses of 21 OECD
countries link higher take-up to particular cultural traits (Novotny et al., 2022). In China,
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collectivism, “face,” and thrift shape intentions (Wei, 2025); more feminine national cultures
show stronger EV shares (Plananska et al., 2023); and in Germany, some men view EVs as
“insufficiently masculine,” dampening demand. Cross-national work further indicates that
green self-identity drives adoption in highly individualistic Denmark, moral obligation
dominates in high-uncertainty-avoidance Italy, and environmental concern is key in mid-range
Belgium (Barbarossa et al., 2015).

Method

Electric vehicles are moving rapidly into everyday life. To map how consumer-behaviour
research has addressed EV purchase intention, we ran a bibliometric study in Scopus and
visualised the networks with VOSviewer. Scopus was chosen for its broad social-science
coverage and built-in citation tools; VOSviewer adds transparent mapping of conceptual links.
A PRISMA-guided search on 16 June 2025 for “electric vehicle(s)” AND (“consumer
behaviour” OR “purchase intention” OR “behavioural intention”) retrieved 849 records; after
limiting to articles in social sciences, business, decision science and psychology, 389 papers
were retained.

The study asks:

1. How many EV purchase-intention studies have been published and how are they
distributed over time?

Which papers attract the highest citation counts?

What is the geographical distribution of the research?

How are authors and their citations connected?

Which keywords dominate the literature?

In which journals are these studies concentrated?

A

7. Which variables are most frequently analysed?
Citation, co-citation, country, journal, author and keyword analyses are complemented with
content coding to pinpoint neglected themes. Preliminary patterns show rapid annual growth,
strong clusters in China and Europe, and a focus on technology-acceptance constructs, while
cultural and policy factors remain underexplored. These insights will help scholars refine
theoretical models and guide policymakers and industry in designing targeted strategies to
accelerate EV adoption.

Findings

The analysis identified 389 studies on electric-vehicle purchase intention, the earliest of which
dates to 1994. In that pioneering article Kurani et al.’s “Demand for Electric Vehicles in Hybrid
Households: An Exploratory Analysis,” published in Transport Policy perceived driving range
emerged as the primary determinant of willingness to buy an EV. A review of the remaining
literature addressing Research Question 1 shows a cumulative growth in publications beginning
in 2011, with a pronounced surge after 2020.

Rezvani et al. (2015) is the most-cited article in the corpus. It argues that, despite the
environmental benefits of electric vehicles, diffusion remains restricted by consumer
perceptions and attitudes; high purchase prices, inadequate charging infrastructure, range
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anxiety and safety concerns emerge as the main barriers. Wang et al. (2016), working within
the Theory of Planned Behaviour, show that environmental concern affects purchase intention
only indirectly—through attitude, subjective norm, perceived behavioural control and moral
norm. Across the ten most-cited studies, common findings highlight the primacy of
environmental concern, perceived risk, trust and infrastructure in shaping EV purchase
intention.

A country-level scan reveals contributions from 66 nations, but only 25 have five or more
publications. Turkey, with nine papers, ranks 19th. China leads by a wide margin, followed by
the United States and India; five of the top ten publishing countries are in Asia, whereas only
three are in Europe. In total, 29 of the 66 contributor countries are Asian, underscoring that EV-
market research is disproportionately concentrated in Asia relative to other regions.

A co-authorship network reveals five clusters with 79 links and an overall link strength of 101.
The most interconnected scholars are Shanyong Wang (39 links), John Axsen (17) and Elena
Higueras-Castillo (16). By citations, Wang again leads (1,667), followed by Johan Jansson
(1,327), Dingtao Zhao (1,245) and Zeinab Rezvani (1,108). In terms of output, Wang tops the
list with 10 publications, while Axsen and Higueras-Castillo follow with eight and five papers,
respectively.

A co-citation analysis of 93 sources yielded 20 clusters and 357 links. The journals most
frequently cited and most central in the network are “Transportation Research Part D: Transport
and Environment”, “Transportation Research Part A: Policy and Practice”, “Journal of Cleaner
Production”, and “Sustainability (Switzerland)”.

A keyword co-occurrence analysis of 964 terms (each appearing at least once) produced 52
clusters and 3 088 links, revealing that “electric vehicle” (178) and “purchase intention” (99)
dominate the discourse, while “Theory of Planned Behaviour” (22), “environmental concern”
(21), “Technology Acceptance Model” (16), “sustainable transport” (15) and “structural
equation modelling” (14) form the next tier of frequently used terms; since 2023, newer phrases
such as “country-of-origin effect,” “circular economy” and “anticipated emotions” have begun
to surface, signalling an emerging research frontier. A parallel systematic review of variables
shows that four theoretical lenses the Theory of Planned Behaviour, Technology Acceptance
Model, Diffusion of Innovation and Norm Activation Theory underpin most studies, bringing
psychological constructs like environmental attitude/concern and perceived value or risk to the
fore; at the same time, market-side factors such as price, trust, knowledge and awareness appear
repeatedly, usually in combination with the sector’s physical drivers government incentives,
charging-network coverage and driving range highlighting the multifaceted nature of electric-
vehicle purchase intention research.

Conclusion

Drawing on the existing literature, this study offers a comprehensive examination of the factors
that shape electric-vehicle purchase intention. Research in this area remained sluggish until the
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early 2010s, but a steady, cumulative surge has been evident since 2011 and the upward trend
is expected to persist in the coming years.

Several bibliometric studies on electric vehicles have already appeared (Bhat & Verma, 2023;
Durmus Senyapar et al., 2023; Simsek et al., 2023; Acar & Taskin, 2024). Among these,
Durmus Senyapar et al. (2023) focus on purchase intention and consumer behaviour in Turkey,
Bhat and Verma (2023) examine EV adoption more broadly, and Acar and Taskin (2024)
analyse purchasing behaviour. Their findings broadly align with those of the present study. Our
main contribution is to zoom in on purchase intention, providing a finer-grained view and,
through an extensive literature search, identifying unresolved research gaps.

The present findings echo most of the received wisdom in the literature yet draw attention to a
clear gap: culture and consumer ethnocentrism are rarely examined in depth as drivers of
electric-vehicle purchase intention. While many studies centre on the Technology Acceptance
Model or on economic and psychological variables, they tend to overlook national and regional
cultural differences—even though the spread of green innovations ultimately depends on shifts
in societal values and consumer world-views. Future research should therefore weave cultural
dimensions into its models, for instance by administering comparable survey instruments across
countries or by probing sub-cultures (regional, socio-economic, etc.) within a single nation.

EV adoption is advancing cumulatively and will soon command the largest share of the
transport market. Hence, studies of purchase intention must broaden their scope and variable
sets. New bibliometric work could enrich the field by drawing on alternative databases, longer
time-series data, or more nuanced regional lenses.
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ONLINE ALISVERISTE DURTUSEL SATIN ALMA, PISMANLIK VE
IADE DAVRANISI ARASINDAKI ETKILESIMDE DUYGULARIN
ROLU

07/

Bu aragtirmanin amaci tiiketicilerin online iiriin satin alim siireglerinde duygusal tepkiler (haz
ve memnuniyet), diirtiisel satin alma, pismanlik ve iade davranisi arasindaki iliskileri
incelemektir.Aragtirmada entegre bir model ile duyugusal tepkilerin diirtiisel satin almayz;
diirtiisel satin almanin da pismanlik ve iade davranisini nasil etkiledigi agiklanmaktir. Bu
dogrultuda, kolayda drnekeleme teknigi ile 511 kisiden online ortamda veriler toplanmis ve
AMOS program ile analiz edilmistir. Sonuglar hazzin diirtlisel satin almay1 ve memnuniyeti
anlamli ve pozitif etkiledigini; memnuniyetin ise diirtiisel satin almay1 etkilemedigini
gostermektedir. Ayrica diirtiisel satin alma pismanliga neden olmakta; ama bu durum dogrudan
iade davranisina doniismemektedir. Pismanlik iade tutumunu etkilememekle birlikte algilanan
iade davranisini pozitif ve anlamli bir yonde etkilemektedir. Arastirma, diirtiisel satin alma ile
iade tutumu arasindaki iliskide pismanlik ve algilanan iade faydasinin sirali aracilik rolii
iistlendigini ortaya koymaktadir. Bu sonuglar diirtiisel satin alma sonucunda ortaya ¢ikacan
biligsel negative tepkilerin her zaman iadeye yol agmayacagini; pismanligin ise belirli
kosullarda iade davranigina doniigsebilecegini gostermektedir. Arastirma satin alim 6ncesi ve
sonrasi tiiketici psikolojisini olumlu ve olumsuz tepkileri entegre bir modelde ele alarak
literature katki saglamaktadir. Ayrica tiiketiciyi diirtiisel satin almaya ydnlendiren
motivasyonlar ile satin alim sonrasi siireci miisteri memnuniyetini arttiracak pratik oneriler
sunmaktadir.

Anahtar Kelimeler: Duygusal tepkiler, diirtiisel satin alma, pismanlik, iade davranisi
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1. Introduction

As of 2024, the global e-commerce volume is expected to reach approximately $6.3 trillion,
and by 2027, approximately 22% of all retail sales are assumed to be conducted online (Ngo et
al., 2024). In the context of Tiirkiye, the e-commerce volume increased by approximately $90
billion compared to the previous year, with e-retail reaching $25 billion in 2024. Among the
sectors with the highest e-commerce volume, textile ranks at the top (Republic of Tiirkiye
Ministry of Trade, 2025). In the fashion industry, especially within online retail environments,
there is a high presence of visual and cognitive stimuli such as images, texts, and discounts that
evoke positive emotional states and arouse consumers (Chan et al., 2017). These stimuli are
particularly pervasive in the textile industry, which is frequently associated with hedonic and
impulsive buying behavior (Hausman, 2000; Verhagen & van Dolen, 2011). Therefore,
investigating the emotional states experienced by consumers under the influence of these
stimuli during impulsive purchase processes, as well as the potential post-purchase discomfort
and resulting return behavior, is important for understanding consumer behavior.

Impulsive buying is defined as a sudden, unplanned, and spontaneous purchase made under the
influence of external stimuli, typically aimed at experiencing immediate gratification and
satisfaction (Rook & Fisher, 1994; Leong, 2018). Online shopping platforms, like physical
malls and stores, are designed with features that stimulate impulsive buying behavior (Chen et
al., 2023). A variety of selections, competitive pricing, and both sensory and utilitarian-hedonic
motivations encourage consumers to engage in impulsive online purchases (Park et al., 2012).
The abundance of options and the availability of multiple product categories make online
platforms more engaging and entertaining, which in turn increases the likelihood of impulsive
buying behavior (Sharma et al., 2010; Sarwar, 2018). In particular, aesthetic elements such as
color schemes, user interface design, ease of navigation, background music, and overall service
experience play a crucial role in influencing consumer emotions by triggering arousal and
pleasure—key emotional responses that contribute to impulsive decisions (Yang et al., 2020;
Wu et al., 2021).

Despite the abundance of external stimuli that can trigger impulsive buying in online
environments, product returns remain a critical aspect that requires attention (Tobon & Abril,
2025). This is because impulsive buying does not always lead to happiness or satisfaction; in
some cases, it results in post-purchase regret, discomfort, and other negative emotional
responses among consumers which often direct consumers to return the product (Sweeney et
al., 2000). These adverse emotions may encourage consumers to engage in return behavior,
which not only causes financial losses for businesses but also diminishes the pleasure and
overall quality of the shopping experience. This issue is particularly pronounced in online
purchases, where products are bought without physical trial, see and touch (Das & Kunja,
2024). Additional factors such as online reviews (Li et al., 2021b), search for alternatives,
logistics-related issues (Saarijérvi et al., 2017), and ease of the return process (Rashid et al.,
2025) also significantly influence post-purchase regret and return behavior.

Previous research has examined the influence of emotional responses on impulsive buying
behavior (Kathuria & Bakshi, 2024; Liu et al., 2020; Yang et al., 2020) as well as the effects of
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impulsive buying on post-purchase regret and return behavior (Bil & Gokge, 2022; Li et al.,
2021a; Barta et al 2022). However, studies that explore how impulsive buying translates into
regret and return-related responses remain scarce. There is limited research in the literature that
examines the interaction between impulsive buying and both positive and negative emotions,
and whether this interaction results in regret and product returns. By exploring this relationship
within an integrated model, this study seeks to fill this gap. The aim of this study is to
investigate how positive emotions (arousal and pleasure) experienced during the online
shopping process influence impulsive buying, and whether impulsive buying leads to regret and
return behavior. In doing so, the study integrates consumers’ positive emotional experiences
before the purchase with the negative outcomes they may experience afterwards—such as regret
and discomfort—within a single model. Accordingly, the research question is: How
significantly do positive emotions (specifically arousal and pleasure) affect impulsive online
purchasing behavior, and to what extent does this impulsive result in post-purchase regret and
product return intentions? The research aims to contribute to a better understanding of the
psychological dimensions underlying consumer behavior in online impulsive buying,
particularly how the emotional transition from positive feelings to regret and return intention
unfolds. Additionally, the interaction between impulsive buying, regret, and return behavior is
analyzed in depth to provide greater insight into the antecedents of return behavior.
Furthermore, the findings offer important implications for decision-makers. Campaigns that
stimulate personalized positive emotions before purchase can encourage buying decisions,
while post-purchase strategies aimed at reducing regret and cognitive dissonance may help
prevent return behavior.

In the first section of the study, the key concepts are defined. In this context, the positive
emotions experienced by consumers in the pre-purchase stage (arousal and pleasure) are
examined within the framework of the PAD theory, while the post-purchase stage focuses on
negative emotions such as regret and return behavior. Regret is specifically analyzed through
the lens of cognitive dissonance theory. Following this, the research methodology, results, and
discussion are presented. The final section outlines the study’s contributions, limitations, and
suggestions for future research.

2. Conceptual framework
2.1. Emotional responses

Based on most studies in the literature, the PAD model has been used as a tool to assess the
emotional reactions of the customers. The PAD model—standing for Pleasure, Arousal, and
Dominance—elicits the most prominent emotional dimensions triggering the behavior of the
customer under the impact of stimuli from the environment (Huang et al., 2017; Chang et al.,
2014). Arousal is defined as the state of an individual’s excitement, stimulation, or increased
awareness under the influence of a specific situational stimulus (Eroglu et al., 2003). As Lin
and Lo (2016) have noted, the level of arousal can be the most significant driving mechanism
in the process of the customer’s decision-making since this emotional dimension significantly
contributes to triggering the mechanism of pre-impulsive buying. Pleasure is identified as a
positive emotional status characterized by the presence of feelings of happiness, satisfaction, as
well as contentment experienced by an individual in response to a specific situation or outcome
(Eroglu et al., 2003). It’s pleasure who pushes the individuals toward the implementation of the
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mechanism of impulsive buying since the former reflects the desire to experience immediate
gratification as well as temporary relief (Lin & Lo, 2016). Dominance emphasizes that control
resides with the individual rather than being influenced by external factors (Huang et al., 2017).

Based on prior theoretical and empirical work on the consumer behavior, the two primary
emotional states most often occurring under the impact of external stimuli are the ones of
pleasure and arousal, both of which are found to play an indispensable role in forming online
buying-related decisions especially in pre-purchase process (Chen et al., 2023). The literature
shows that the “dominance” dimension does not yield consistent results in emotional
evaluations and is often excluded (Yang et al., 2020). Therefore, the research proceeded with
the two widely accepted positive emotion components.

These two emotions are among the key emotional factors preceding impulsive purchases.
Especially in online impulsive buying, the pre-purchase experience, sensory perceptions, and
the entertaining nature of the process generate positive emotions, which in turn lead to actual
purchases (Goel et al., 2024; Sarwar et al., 2024). Online platforms and mobile applications are
filled with numerous triggers that influence consumers under the impact of these emotions,
encouraging spontaneous and impulsive buying behaviors through positive emotional responses
(Chen et al., 2023; Huo et al., 2023; Kathuria & Bakshi, 2024).

Given that these positive emotions are generally associated with favorable behavioral and
psychological outcomes, it is also important to recognize that in some cases they may lead to
adverse effects. Although the PAD theory is commonly used to explain positive emotions, it
also provides an important theoretical framework for understanding the negative consequences
that may arise from these positive emotions (e.g., post-purchase cognitive dissonance). In
particular, pleasure and arousal are considered explanatory variables for understanding the
discomfort experienced by individuals afterward (Bran & Vaidis, 2020). For instance, Chen et
al. (2023) emphasized that consumers, influenced by pleasure and arousal, may engage in
impulsive buying behavior, which can lead to cognitive dissonance and potentially result in
product returns.

2.2. Impulsive buying

Impulsive buying is a purchase conducted sudden, spontaneous, and unreflective under the
influence of an external stimulus—an act driven by the urge for immediate gratification, without
carefully considering the potential negative consequences that may follow (Rook & Fisher,
1995; Das, 2015; Boz & Kog, 2018). Leong et al. (2018) emphasizes that impulsive buying is
an online shopping behavior in which the consumer, without prior planning, makes a purchase
spontaneously under the influence of a sudden urge, without thoroughly considering the
consequences afterward. The SOR model offers a holistic approach to explaining impulsive
buying behavior by incorporating a wide range of external stimuli (Huo et al., 2023). The
presence of a strong and persistent urge is what distinguishes impulsive buying from unplanned
purchasing (Yal¢inkaya & Karadag, 2022). In this case, an external motive directly affects
customers’ cognitive or emotional state, leading to an online purchase (Xu et al., 2020).
Especially in online environments, consumers are exposed to a high number of external stimuli,
making impulsive buying particularly prevalent in digital contexts (Park et al., 2012; Chen et
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al., 2023; Fernandez-Lores et al., 2024). Website quality, visual appeal, peer reviews
significantly influence online impulsive buying behavior (Redine et al., 2022). In addition,
impulsive buying behavior is particularly common in fashion shopping, where consumers are
mostly guided by affective and hedonic motives (Sen & Ar, 2021; Tokgoz, 2019).

2.3. Regret

Regret is a typical negative emotion that arises when an individual is dissatisfied from a current
outcome and believes that a better alternative could have been achieved (Zhao et al., 2021). In
its early conceptualizations, regret was viewed as an irrational reaction; however, in theory, it
has evolved into a negative emotional state that reflects the recognition that a previously made
decision may no longer be acceptable considering better alternatives (Clarke & Mortimer,
2013). In this sense, regret refers to the consumer’s perception of being in a better or worse
position because of having made a different decision compared to the one originally chosen
(Tsiros & Mittal, 2000).

Lee and Cotte (2009) emphasized regret is examined in two forms: outcome regret and process
regret. Outcome regret refers to regret experienced because of a decision and often arises when
the perceived value or importance of the decision changes over time (Zeelenberg & Pieters,
2007). Outcome regret is defined as the comparison individuals make between the result of the
decision they made and the result they believe they would have obtained had they chosen an
alternative option—where the actual outcome is perceived as less desirable (Barta et al., 2022).
Process regret, on the other hand, relates to how the decision was made and is typically
expressed in two dimensions: regret from over consideration and regret from under
consideration (Lee & Cotte, 2009). In process regret, consumers feel remorse not necessarily
about the outcome itself, but about the decision-making process that led to it—they regret how
they arrived at the decision rather than the result (Bil & Gokge, 2022).

According to Sweeney et al. (2000), regret is the state of discomfort experienced by consumers
following a purchase decision. Dedeoglu and Kazancoglu (2010) emphasize that regret can be
examined in two dimensions: the first is taking action and failing to avoid it (e.g., purchasing
an unnecessary product), and the second is inaction, or failing to take a desired action (e.g., not
buying a wanted product). This post-purchase regret stems not only from the satisfaction of
impulse buying but also from the dissatisfaction with the impulsive decisions made (Barta et
al., 2022) missing of better alternatives and unmet needs (Dedeoglu & Kazangoglu, 2012).
Especially, in online shopping, discounts, variety of alternatives and flexible payment options
can sometimes lead to post-purchase regret and dissatisfaction among consumers (Ozdemir et
al., 2019; Demirag & Cavusoglu, 2020).

2.4. Return behavior

Return attitude is the tendency to return a purchased product because of a positive (better
alternative) or negative (dissatisfaction, not meeting the expectations) evaluation (Lee, 2015;
Powers & Jack, 2013). This tendency is influenced by various reasons such as regret, variety-
seeking, dissatisfaction, unmet expectations, ease or difficulties in return process, product-
delivery related reasons, manipulated advertising/information, online reviews and the
consumer’s psychological discomfort (Li et al., 2021b; Saarijarvi et al., 2017; Wang et al., 2023;
Das & Kunja, 2024). It is often associated with cognitive dissonance theory, which suggests
that consumers seek to resolve the discomfort they experience after a purchase, particularly an
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impulsive one—by engaging in compensatory actions such as returning the product (Powers &
Jack, 2013; Sweeney et al., 2000). For example, when a consumer begins to question whether
a purchased item was truly necessary, this psychological discomfort may trigger a dissonance-
reducing behavior such as returning the product. Studies indicate that return behavior manifests
in various forms.

Foscht et al. (2013) categorized four distinctive consumer groups according to the frequency of
their return behavior: heavy, medium, light, and situational returners. In a different framework,
Wachter et al. (2012) proposed a typology based on consumers’ attitudes and motivations,
identifying planned/unethical returners (who engage in returns for unethical reasons), eager
returners (who perceive returns as a convenient solution and act quickly), and reluctant returners
(who experience shame or guilt when returning products). These groups differ significantly in
terms of their return motivations and underlying psychological processes.

3. Research model and hypotheses development
3.1. Arousal, pleasure and impulsive purchasing

Previous studies have suggested that emotional state consists of two fundamental components:
arousal and pleasure, with pleasure often occurring as an outcome of arousal (Yang et al., 2020).
Previous studies on PAD suggest that emotions do not operate in isolation and that, for some
individuals, pleasant emotions such as happiness and excitement are closely associated with
arousal (Goel et al., 2024). It has been suggested that since arousal and pleasure are linked high
degree of arousal can result in pleasure (Liu et al., 2020). According to PAD model external
stimuli can lead to arousal which subsequently leads to pleasure on online purchasing behavior
(Huang et al., 2017; Kim & Johnson, 2016). Moreover, the positive influence of these emotional
states on impulsive buying has been a frequently addressed topic in the literature, highlighting
their role in triggering spontaneous and emotionally driven purchase decisions (Lin & Lo, 2016;
Chen et al., 2023; Huo et al., 2023). For instance, Wu et al. (2021) emphasized that arousal has
a direct effect on impulsive buying behavior in scarcity consumption contexts where consumers
develop instant impulse toward the products. Similarly, Kathuria and Bakshi (2024)
emphasized that the online environment contains numerous stimuli that capture consumers'
attention, and this abundance of triggers generates arousal and pleasure, ultimately driving
consumers toward impulsive buying behavior. Goel et al., (2024) found that consumers' sensory
perceptions are important in online shopping in which arousal and pleasure are triggered by
sensory stimulation through visual, auditory, and similar cues, which in turn nudge consumers
toward impulsive purchases. For those who shop online impulsively buying, pleasure serves
primary driving force behind their behavior (Sarwar et al., 2024). Online shopping websites
provide extensive product information and visually attract consumers’ attention, making them
feel pleased and satisfied while visiting such platforms (Vieira & Torres, 2014). In other words,
online stimuli can excite consumers and prompt them to act, leading them to feel satisfied, enjoy
the shopping experience, and feel happiness—ultimately contributing to impulsive buying
behavior. Thus, the following research hypotheses are proposed:
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HI: Arousal positively affects pleasure
H?2: Arousal positively affects impulsive buying
H3: Pleasure positively affects impulsive buying.

3.2. Impulsive buying and regret

Impulsive purchases are typically spontaneous, rapid buying decisions triggered by external
stimuli, often made without thorough consideration or comparison of alternatives. These
purchases are characterized by low consumer involvement and deliberation, which increases
the likelihood of post-purchase regret (Barta et al., 2022). Consumers who engage in impulsive
online purchases are more likely to experience regret after purchase (Li et al., 2021a). Research
has established that after making impulsive purchases, many consumers encounter a degree of
regret that negatively affects their overall shopping experience and future consumer behavior
(Li et al., 2021a).

For consumers with a tendency toward impulsive buying, momentary urges often override
perceived costs at the time of purchase. However, after a certain period, these impulsive
emotions tend to diminish, and the perceived cost begins to outweigh the hedonic or impulsive
benefits (Das & Kunja, 2024). As a result, the process may evolve into feelings of regret and
post-purchase dissonance (Cook & Yurchisin, 2017). Therefore, consumers tend to reduce their
purchase impulsivity to avoid discomforting emotions like regret. These emotional responses
serve as internal feedback mechanisms that discourage future impulsive actions by highlighting
the psychological and financial costs associated with them (Parsad et al., 2019; Fenton-
O'Creevy et al., 2018). Consumers often engage in behaviors such as webrooming to prevent
impulsive online purchases from leading to regret (Wu et al., 2023). For impulsive buyers, the
tension between immediate pleasure derived from the purchase and subsequent feelings of
regret can influence their return attitudes and ultimately return intention significantly (Li et al.,
2021a). Accordingly, the following research hypothesis is proposed:

H4: Impulsive buying positively affects regret

3.3. Impulsive buying and return behavior

Previous research has highlighted the interaction of impulsive buying and return behavior.
Research has demonstrated that post purchase dissonance leads to return intention, highlighting
the role of impulsiveness (Fernandez-Lores et al., 2024). Lim et al. (2017) emphasized that
consumers prefer returning a product when they experience emotional dissonance after a
purchase. In online shopping, consumers often experience a stronger sense of regret because
they are unable to physically see, touch or try the product (Lv & Liu, 2022). In online product
returns, the return process itself can be a motivating factor (Rashid et al., 2025). Particularly in
cases of impulsive purchases, when consumers know that the return will not involve any
complications or penalties, they tend to seek benefits from the return process, which in turn
strengthens their return attitude (Lee, 2015).

Consumers’ product return behavior is primarily driven by two reasons: to alleviate the regret
experienced after impulsive purchases and to reduce financial loss through discounts or refunds
(Jena & Sarmah, 2015; Das & Kunja, 2024). In particular, regret following impulsive buying
motivates consumers to seek ways to reduce discomfort and restore positive well-being, which
in turn fosters a return attitude. After an impulsive purchase, consumers tend to reassess their
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decision after some time and may realize that they did not actually need the product. In this
process, it is expected that consumers will perceive a benefit from returning the product; once
they recognize this benefit, they proceed with the return (Chen et al., 2023). This sense of ease
and assurance encourages return intentions. Additionally, research suggests that consumers
who engage in impulsive buying behavior exhibit a higher tendency to return products, as their
purchases are driven by momentary urges, which often lead to post-purchase regret and an
increased likelihood of return behavior (Giilmez et al., 2025; Lubis et al., 2021). Therefore,
regret can both directly influence return intention and indirectly strengthen return attitude by
increasing the perceived benefits of returning. Based on the above information, the following
research hypotheses are proposed:

H5: Impulsive buying positively affects return attitude.
H6: Impulsive buying positively affects perceived return benefit.

HI11: Perceived return benefit mediates the relationship between impulsive buying and
return attitude.

H12: Regret and perceived return benefit play as serial mediators in the relationship
between impulsive buying and return attitude.

3.4. Regret and return behavior

Regret as a negative emotion that is generally experienced after the purchase can evolve into a
return attitude (Lee, 2015). Particularly in situations where consumers are uncertain about their
purchase decisions, feelings of regret may arise, leading to the perception that returning the
product could be more beneficial—thus fostering a return intention (Das & Kunja, 2024). Thus,
consumers who make purchases based on impulsive reactions often experience negative
emotions such as regret, discomfort, or guilt at the end of the process—even when the product
itself is flawless. Regret leads to cognitive dissonance, discomfort, and negative emotional
reactions in consumers, which can significantly influence their attitudes and behaviors toward
brands (Cavusoglu et al., 2022). For instance, they tend to engage in return behavior (Cook &
Yurchisin, 2017). Past studies have explored relationship between impulsive buying and post-
purchase regret, highlighting how emotionally driven, unplanned purchases often result in
negative post-purchase evaluations and feelings of remorse which ultimately leads to return
behavior. For instance, Lim et al. (2017) found that online impulsive buying frequently results
in post-purchase regret, which subsequently increases the likelihood of product returns.
Similarly, Zhang (2018) found that post-purchase regret, rather than cognitive dissonance, is
the dominant emotional response leading consumers to initiate product returns. In some cases,
consumers make purchases impulsively; however, after a period of reflection, they may
experience regret, which can eventually lead to product returns (Das & Kunja, 2024). These
studies suggest that impulsive consumers, driven by momentary desires, may later question the
necessity or value of their purchases, ultimately leading to regret. Accordingly, the following
research hypotheses are proposed:
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H7: Regret positively affects perceived return benefit
HS: Regret positively affects return attitude

H13: Perceived return benefit mediates the relationship between regret and return
attitude

3.5. Perceived return benefit and return attitude

The benefits of product returns for consumers can be examined in two main dimensions. First,
the return of a product typically involves a reimbursement of the purchase cost, representing
the financial dimension of returns (Das & Kunja, 2024). This may take the form of a refund,
store credit, discount, or product exchange (Jena & Sarmah, 2015). In particular, the availability
of a return option plays a risk-reduction mechanism for consumers to mitigate uncertainty
related to impulsive online purchase decisions since impulsivity is often associated with
financial risk (Fenton-O'Creevy et al., 2018). On a psychological level, returns often serve as a
coping mechanism that alleviates post-purchase dissonance caused by emotionally driven and
impulsive buying decisions—helping consumers relieve negative feelings such as guilt and
regret. Returning the product serves as a dissonance-reducing strategy that helps consumers
regain a sense of control and reduce the negative emotions associated with impulsive or
uncertain purchases (Powers & Jack, 2013; Lee, 2015). If consumers experience post-purchase
dissonance and regret, and are uncertain about their decisions, engaging in return behavior may
offer them both psychological relief and financial savings (Sweeney et al., 2000; Lee & Cotte,
2009). Thus, the following research hypotheses are proposed:

H9: Perceived return benefit positively affects return attitude
HI10: Return attitude positively affects return intention

Regret
Pleasure ~ H8
i H4 H7 N
H1 Impulsive HS5 Return ”H 10 .| Return
buying attitude 7| intention
" H2 )
Arousal H6 ~ H9
Perceived return
benefit
Figure 1:The Research Model
4. Methodology

4.1. Measures

The data were collected using the survey technique to test the hypothesized research model. The
questionnaire consisted of two parts. The first section included a series of demographic variables. The
second part includes items related to participants’ behaviors before and after online purchases.
Measurement instruments for study variables were adopted from prior academically validated studies.
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The first section of the questionnaire begins with items measuring consumers' impulsive purchasing
behaviors (Park et al., 2012; Rook & Fisher, 1995). Next, the dimensions of consumer emotions of
pleasure (De Wulf et al., 2006; Ki et al., 2017), and arousal (Kim & Johnson, 2016), were measured
with a total of 8 items 4 items per each. To measure the relationship between consumers' impulsive
buying behavior and post-purchase behavior, a four-item regret scale (Tsiros & Mittal, 2000; Clarke &
Mortimer, 2013) was utilized. Last, consumers' response behavior to potential post-purchase dissonance
arising from impulsive buying was measured utilizing a three-item scale for return attitude (Jena &
Sarmah, 2015), and a three-item scale for perceived return benefit (Wang et al., 2013). This research
has ethics approval 15.10.2024, 16/98, Selcuk University, Faculty of Economics and Administrative
Sciences.

4.2. Sampling procedure and participants

The data were collected in Turkey through YouReply, a research platform. As a participation
criterion, respondents were expected to conduct an online purchase recently. The data were
collected between November and December 2024. The data were collected during the
November discount period, a time commonly associated with major online sales campaigns.
The decision to conduct the study during this period assumed that the likelihood of impulsive
buying would be higher due to widespread promotions and time-limited offers. This context
was deemed appropriate for observing impulsive buying behavior more effectively. Kline
(2005) emphasized that a sample size around 400-500 participants is sufficient for conducting
confirmatory factor analysis. A total of 511 samples were collected. Most participants were
women (70%). Considering the occupation, approximately 38.2% of the participants are
businesspeople, while 24.5% were students. In terms of age distribution, nearly half (48.3%) of
the participants were between the ages of 25-34. Regarding education, 50% of the participants
have a university degree, while 40% have a postgraduate degree. Finally, an analysis of
participants' income levels revealed that 28% lived on minimum wage, while approximately
21% had an income slightly above the minimum wage.

Table 1. Demographics of Participants

(N=511) (%) (N=511) (%)

Age Occupation

18-24 17.8 Unemployed 12.5

25-34 483 Tradesman 0.8

35-44 24.5 Employee 2.3

45-54 6.8 Officer 21.7

55< 2.5 Student 245
Businesspeople 38.2

Gender

Male 29.4

Female 703

N/D 0.4

Education Income

Primary 0.2 17.001 < 28

Junior high 1.4 17.001 TL-30.000 TL 20.9

Highschool 8.2 30.001 TL-45.000 TL 143

University 50.1 45.001 TL-60.000 TL 17.2

Graduate 40.1 60.001 TL-75.000 TL 11.5

75.001 TL < 8
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5. Results

Common methods bias: The findings could have common method variance because all the data
came from the same source. To address this, Harman’s single-factor test was conducted,
utilizing EFA analysis on the SPSS to find out if one common factor explains most of the
variance. The initial factor only explained a paltry 25% of the overall variance—well below the
required 50% threshold—indicating there is variance among factors. This conclusion, therefore,
indicates common method bias would not inaccurately portray the results despite utilizing a
single data source.

Skewness/Kurtosis: Although Jondeau and Rockinger (2003) stated that the optimal
psychometric range for skewness and kurtosis is between -1 and +1, they also indicated that
values between -3 and +3 are acceptable. The skewness and kurtosis values calculated for the
research scales vary between -1.267 and 1.028 and kurtosis values -1.159 and 1.481. Since all
statements have skewness and kurtosis values within this range the data follows a normal
distribution.

Independent samples t-tests: To address the potential effects of sample skewness due to the
gender imbalance (70% female), independent samples t-tests were conducted to compare males
and females across all key research constructs. Results indicated that there were no statistically
significant differences between genders in the majority of constructs (p >.05), except for regret,
where a significant difference was observed (p = 0.015). Moreover, including gender as a
control variable in the SEM did not change the significance or direction of the key hypothesized
relationships. Therefore, the potential skewness in gender distribution does not appear to affect
the results or threaten the robustness of the findings.

5.1. Measurement Model Analysis

The measurement scales and corresponding items applied within the study were tested with
confirmatory factor analysis (CFA). Table 2 reveals the factor loadings, Cronbach’s alpha
coefficients, composite reliability (CR), and average variance extracted (AVE) values for each
construct. All Cronbach’s alpha coefficients exceeded the recommendation value (Nunnally &
Bernstein, 1994), and thus, the internal consistency was accepted. One item from return
intention scale (RI3), was removed from further analysis due to the low factor loading, which
negatively impacted the AVE score and violated the construct’s discriminant validity.

Table 2. Factor Loadings, Cronbach' Alpha, CR and AVE Values

Construct Item Factor loading a CR AVE
Impulsive buying IMP1 0.559 0.884 0.888 0.573
IMP2 0.792
IMP3 0.779
IMP4 0.859
IMP5 0.683
IMP6 0.827
Pleasure PL1 0.947 0.949 0.952 0.832

PL2 0.940
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PL3 0.850
PL4 0.909

Arousal ARO1 0.920 0.946 0947 0.819
ARO2 0.922
ARO3 0.930
ARO4 0.844

Regret REGI1 0.890 0916 0918 0.737
REG2 0.915
REG3 0.898
REG4 0.716

Perceived benefit PB1 0.871 0.815 0.837 0.641
PB2 0.922
PB3 0.561

Return attitude RA1 0.927 0.899 0915 0.783
RA2 0.947
RA3 0.771

Return intention RI1 0,928 0.889  0.89 0.802
RI2 0,863

Table 3 shows model fit indices. When examining the fit indices, all model fit indices fall within the
good fit range (Giirbiiz, 2021).
Table 3. Model Fit Indices

Indices Values Good fit * Acceptable fit*
CMIN 842,954

DF 278

CMIN/DF 3.032 <3 3<CMIN/DF<5
GFI 0.89 >0.95 >0.90

CFI 0.951 >0.95 >0.90

TLI 0.943 >0.95 >0.90

SRMR 0.051 <0.05 <0.08

RMSEA 0.063 <0.05 <0.08

*Giirbiiz (2021, p.38)

5.2. Validity and Reliability Analysis

According to the results presented in the tables, the measurement model demonstrates both
convergent and discriminant validity (Table 4). The AVE values greater than 0.5 indicate that
the variance explained by each variable’s own indicators exceeds measurement error,
confirming convergent validity (Hair et al., 2013). CR values exceeding 0.7 suggest that the
constructs exhibit sufficient internal consistency and reliability. These values provide evidence
that the scale is at an acceptable reliability level. The fact that composite reliability (CR) values
are greater than AVE values further confirms that the constructs within the scale are well-
explained. Additionally, MSV being smaller than AVE indicates that the constructs are distinct
from one another and that the variance is primarily explained by their own indicators rather
than other factors, supporting discriminant validity. Moreover, the square root of the AVE being
greater than the correlations with other factors demonstrates that each construct is unique and
distinct from others, further verifying discriminant validity. These findings confirm that the
model achieves both convergent validity (strong consistency among construct indicators) and
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discriminant validity (clear differentiation between constructs) at a satisfactory level. Overall,

these results support the validity and reliability of the measurement model (Fornell & Larcker,
1981).

Table 4. The CR, AVE, MSV Values and Correlations

CR AVE MSV  Impulsive Pleasure Arousal  Regret Perceived Return Return

buying Benefit Attitude intention
Impulsive 0.888 0.573  0.15 (0.757)
buying
Pleasure 0952  0.832  0.677  0.328%** (0.912)
Arousal 0.947 0.819  0.68 0.388*** 0.823%** (0.905)
Regret 0918  0.737  0.07 0.145%* 0.124%* 0.095* (0.859)
Perceived 0.837 0.641 04 0.012 0.074 0.06 0.266%** (0.801)
Benefit
Return 0910 0.783  0.75 -0.047 0.092* 0.055 0.202%** 0.635%** (0.885)
Attitude
Return 0.89 0802 0.75 -0.074 0.019 0.005 0.215 0.561 0,868 (0.9)

intention

Values in parenthesis shows VAVE
Significance of Correlations: * p <0.050, ** p <0.010, *** p <0.001

5.3. Structural model analysis

To test the research model and hypotheses a structural model was utilized. Table 5 demonstrates
the results. The goodness of fit indexes (X2/df =2,33; SRMR= 0,054 CFI= ,968; TLI= ,964;
GFI=,915; RMSEA=,051; IFI=,969; p 2<.00) show that proposed structural model has good
fit standards. Results show that arousal has a positive and significant influence on pleasure
(B=0.717; t=24.525), impulsive buying (=0.245; t=4.112); thus, H1 and H2 are supported.
However, no significant relationship between pleasure and impulsive buying was found
(B=0.022; t=0.330); thus, H3 is not supported. Moreover, H4, which assumes that impulsive
buying has a positive and significant effect on regret, is supported. (3=0.236; t=3.013). On the
other hand, there is no significant effect of impulsive buying on return attitude (=-0.085; t=-
1.620) and perceived return benefit (f=-0.039; t=-0.525); thus, H5 and H6 are rejected. Results
also show that while there is a positive and significant relationship between regret and perceived
benefit (f=0.2635; t=5.599); there is not a significant relationship between regret and return
attitude ($=0.045; t=1.244). Results also show that perceived return benefit has a significant
and positive effect on return attitude (f=0.578; t=14.058) and return attitude has a significant
and positive effect on return intention (f=0.904; t=25.970).

Tablo 5. Structural Model Analysis Summary

Hypothesis B S.E. t p Results

H1: Arousal---->Pleasure 0.717  0.029 24525  kk* Supported

H2: Arousal---—-—->Impulsive buying 0.245  0.059 4.112 Hokk Supported

H3: Pleasure-———->Impulsive buying 0.022  0.065 .330 0.741  Not supported
H4: Impulsive buying---->Regret 0.236  0.078 3.013 0.003  Supported

HS: Impulsive buying--->Return attitude -0.092  0.057 -1.620 0.105  Not supported
H6: Impulsive buying ----- >Perceived return  -0.039  0.075 -.525 0.600  Not supported
benefit

H7: Regret-----> Perceived return benefit 0.263  0.047 5.599 ook Supported

H8: Regret --->Return attitude 0.045  0.036 1.244 0.214  Not supported
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H9: Perceived return benefit --->Return 0.578  0.041 14.058  *** Supported
attitude
H10: Return attitude---> Return intention 0.904 0.035 25970  kx* Supported

*** Significance at p <0.050

Mediating analysis: The mediating effects specified in the research model and hypotheses were
examined through structural equation modeling using SPSS AMOS. To test the significance of
the mediating effect, a bootstrapping method with bias correction and 2,000 iterations was used
at a 95% confidence interval (Hayes, 2018). Table 6 demonstrates mediation analysis.
Accordingly, results show that the indirect effect of impulsive buying on return attitude was not
characterized by significant mediation through perceived return benefit (f=-0.023; p=0.746).
Consequently, H6 is not supported. Moreover, the indirect effect of regret on return attitude
through perceived return benefit (f=0.153; p=***) and indirect effect of impulsive buying on
return attitude through regret and perceived return benefit (f=0.036; p=***) are significant.
Thus, H11 and H12 are supported.

Tablo 6. Mediation Analysis Results

95% Results
Confidence
interval
Hypothesis B P LLCI ULCI
H11: Impulsive Buying----> Perceived return benefit -0.023 0.746 -0.107 0.086 No
--->Return attitude mediation
H12: Impulsive Buying----> Regret---—->Perceived 0.036  *** 0.012  0.061  Full
return benefit --->Return attitude Mediation
H13: Regret---->Perceived return benefit --->Return  0.153 oAk 0.105 0.240  Full
attitude Mediation

*%% Significance at p <0.050

6. Discussion

The aim of this study is to examine the relationships between emotional responses, impulsive
buying, regret, and return behavior, thereby testing the psychological and cognitive factors that
influence consumer behavior both before and after a purchase. In this context, a conceptual
model was developed, and hypotheses were formulated to test the proposed relationships. First,
the study reveals that arousal positively and significantly influences pleasure. This finding is
consistent with prior literature (Chang et al., 2014; Goel et al., 2024). Online shopping tends to
excite and entertain consumers, which increases their engagement in the shopping process and
leads to greater pleasure. This situation is particularly evident in the pre-impulse buying stage.
Particularly during promotional periods in online fashion shopping, stimulation induced by
limited-time discounts and special offers can trigger pleasure (Chen et al., 2023). These
emotional responses are shaped by various stimuli such as countdown timers, flashing deals, or
urgent messaging. In addition, the design and quality of the website also play a crucial role in
enhancing arousal. Elements like ease of navigation, aesthetic appeal, vibrant colors, and visual
layout all contribute to positive emotional responses (Yang et al., 2020). These website features
not only influence arousal but also enhance the overall shopping experience, making consumers
more prone to emotional decision-making during their pre-purchase evaluations.
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The results of the study indicate that arousal has a significant and positive effect on impulsive
buying. In the literature, impulsive buying is frequently associated with positive emotional
responses such as arousal, excitement, pleasure, and joy (Duan, 2025). This study aligns with
prior research by empirically confirming the relationship between positive emotional responses
and impulsive buying behavior (Liu et al., 2020). When consumers experience arousal and
pleasure, they become emotionally and physically stimulated, increasing the likelihood of
engaging in impulsive behavior (Bell et al., 2018). In spontaneous situations, particularly when
consumers encounter attractive offers such as discounts or limited-time deals, the probability
of making an impulsive purchase rises (Wu et al., 2021). Arousal, as a high-intensity emotional
state, can sometimes impair consumer self-control, pushing individuals toward unplanned
purchases (Chen & Pham, 2019). Moreover, impulsive buying has been found to be more
common among individuals who struggle to regulate their emotional reactions (Fenton-
O'Creevy et al., 2018). This suggests that both psychological traits and situational stimuli play
a crucial role in triggering impulsive purchase decisions.

An interesting and unexpected finding of the study is that contrary to much of the existing
literature, pleasure does not significantly influence impulsive buying. This surprising result may
be due to the dominant effect of arousal in shaping consumers’ emotional responses. In
situations where arousal outweighs pleasure, the latter may be suppressed or play a secondary
role in driving impulsive purchases—an observation frequently noted in online shopping
contexts (Huang et al., 2017; Kim & Johnson, 2016). In such cases, consumers might make
purchases without necessarily experiencing pleasure before purchase. Another possible
explanation lies in the very nature of impulsive buying. The stimulating and immediate
characteristics of arousal may serve as powerful internal triggers that can override the more
reflective experience of pleasure (Goel et al., 2024). As Xu et al., (2020) suggest, strong self-
control weakens the influence of positive affect on the urge to buy impulsively and diminishes
the urge’s impact on actual impulsive behavior. This highlights that, in addition to positive
emotions, self-control is also an important factor in the pre-purchase stage of impulsive online
buying. Another explanation may involve the temporal aspect of pleasure. Unlike arousal,
pleasure may be experienced after the purchase, particularly in cases of well-planned or
conscious buying decisions. In contrast, impulsive purchases may bypass this reflective
evaluation, leading to a weaker association between pleasure and the act of buying.

Another key relationship examined in this study is the link between impulsive buying and post-
purchase regret. Theoretical frameworks and empirical findings in the literature suggest that
impulsive purchases can lead to post-purchase regret and cognitive dissonance (Lubis et al.,
2021). In line with these findings, the present study also confirms that consumers tend to
experience regret following impulsive online purchases. By nature, impulsive buying is driven
by immediate gratification and external stimuli such as discounts, time-limited coupons, or
promotional messages (Madhu et al., 2023). While these incentives may seem rational in the
moment, they are often emotionally charged with decisions that may later result in regret and
even guilt. As Sarwar et al. (2024) emphasize, impulsive buying can function as an emotional
coping mechanism; however, when it fails to deliver the expected satisfaction, it can lead to
negative feelings and unfavorable attitudes toward the brand or the retailer. Furthermore, the
post-purchase realization that the product was unnecessary or financially burdensome can
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amplify the sense of regret (Sweeney et al., 2000). In such cases, regret may not only stem from
the outcome but also from the process that led to the decision, especially if the consumer did
not engage in thoughtful evaluation (Lee & Cotte, 2009). This aligns with research suggesting
that low product involvement increases the likelihood of regret after impulsive purchases, as
spontaneous decisions made without sufficient consideration are more prone to negative
emotional outcomes (Tobon & Abril, 2025).

An unexpected finding in this study is that impulsive buying does not significantly affect
perceived return benefit or return attitude. There are several potential explanations for this
result. First, in the case of online fashion shopping, discounts and promotional coupons often
play a key role in encouraging spontaneous decisions (Chan et al., 2017). When the discount is
perceived as substantial and the product price is low, consumers may see little financial benefit
in initiating a return. As such, the cost (in terms of time and effort) of returning the item may
outweigh the potential gain, leading consumers to simply keep the product rather than engage
in a potentially inconvenient return process. Second, the complexity of the return procedure
may act as a deterrent (Oghazi et al., 2018). If the brand or retailer imposes unclear or difficult
return policies, consumers might avoid the hassle altogether, especially when the initial
purchase was low in value and made without much deliberation. Third, brand-related factors
might influence return decisions. Even if the purchase was impulsive, consumers who perceive
a high level of congruence between their self-image and the brand image, or who believe that
the brand holds social prestige, may choose not to return the product (Badgaiyan et al., 2017).
In such cases, the symbolic value of ownership may override dissatisfaction or regret,
discouraging return behavior. Finally, the mismatch between the motivational drivers of
impulsive buying and return behavior may be another reason. Impulsive purchases are largely
emotional and hedonic in nature (Rook & Fisher, 1995) whereas return decisions often involve
rational and utilitarian evaluations (Powers & Jack, 2013). This incongruence could lead to a
situation where the emotional satisfaction derived from the purchase reduces the likelihood of
a return, even if the product does not fully meet expectations.

Another finding of this research is that, while regret was found to positively influence perceived
return benefit, it did not significantly impact return attitude. This suggests that consumers may
experience regret without developing a clear intention to return the product. Only when they
recognize a tangible benefit in returning the item—whether financial or psychologically, then
they tend to return to ease the regret (Powers & Jack, 2013). Importantly, regret and return
behavior represent distinct cognitive responses. A consumer may feel regret about a purchase
but still choose not to return the product in order to mask the regret, avoid admitting a mistake
to their social circle, or maintain the perceived image of the brand. If emotional attachment
dominates the post-purchase experience, financial loss may be overlooked. In such cases, the
emotional gratification associated with the impulsive purchase can outweigh rational cost
considerations, leading consumers to keep the product despite potential regret or dissatisfaction.
Additionally, the consumer may rationalize the decision by assuming that the product will be
useful in the future, thus avoiding the return. Another possible explanation lies in the nature of
the purchase process itself. Consumers may believe that the purchase has already been made
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and that returning the product is not worth the effort. Instead, they may choose to adopt
strategies to cope with or justify their regret (Wang et al., 2023).

Another important finding of the study is that perceived return benefit has an influence on return
attitude and return intention. One important psychological implication offered by this study is
that returns may serve as a way for reducing regret. Specifically, after impulse buying, returning
the product is a valid strategy for escape after post-purchase discomfort and dissonance (Powers
& Jack, 2013). Consumers are likely to develop return attitude and intention where perceived
financial advantage from return is much higher. When consumers are aware that returning a
product will result in financial or psychological benefits, they are more likely to engage in return
behavior. If the return process is easy, it creates a positive experience for the consumer,
increasing the likelihood of a return. Non-burdening return processes and policies which are
not dissatisfying for consumer can be an important aspect of consumer experience (Janakiraman
et al., 2016). Ease of return can reduce discomfort post-buying. Thus, return plays significant
role both pre-buying and post-buying consumer experience (Giiven et al., 2022; Yolcu et al.,
2017). Another significant finding of the research is the multiple mediation effect between
impulsive buying and return attitude. While impulsive buying and regret alone do not directly
influence return attitude, the model shows that when perceived return benefit is included, regret
and perceived return benefit jointly act as serial mediators. Research suggests that consumers
who are prone to experiencing regret are more likely to engage in minimizing perceived risks
and increase value (Li et al., 2021a). This emphasizes that return attitudes are not only
emotionally driven, but also rationally evaluated based on potential gain. Like current study
previous studies have emphasized that consumers who engage in impulsive buying driven by
positive emotions often experience regret about their decisions and subsequently exhibit return
behavior (Chen et al., 2023).

6.1. Theoretical implications

The current study offers several noteworthy contributions to post-purchase consumer behavior
and cognitive dissonance theory. First, this study focuses on online impulsive buying by
examining both the pre-purchase and post-purchase dimensions of impulsive buying behavior,
offering a more nuanced understanding of the concept. The research model adds theoretical
depth by integrating positive emotions such as arousal and pleasure with negative emotions like
regret, as well as return attitude, return intention, and perceived return benefit, within the
context of online impulsive buying. Current study highlights serial mediation of regret and
perceived return benefit between impulsive buying and return attitude. While past research has
emphasized that impulsive buying directly leads to returns, this study emphasizes that there is
no direct effect in this relationship. Instead, it underlines the importance of regret and perceived
return benefit as mediating variables. In this context, the present study integrates three distinct
research domains: (1) the effect of regret—considered an indicator of post-purchase
dissonance—on return attitude and its mediating role (Lee, 2015), (2) the impact of impulsive
buying on return attitude (Cook & Yurchisin, 2017; Chen et al., 2023) and (3) the relationship
between perceived return benefit and return attitude, along with its mediating role (Fernandez-
Lores et al., 2024; Wang et al., 2013). In this regard, examination of the interrelation between
regret, impulsive purchasing, and return behavior is essential in ascertaining the antecedents of
the intention to return as well as formulating policies mitigating the adverse effects of impulsive
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purchases. Second, the research contributes the application of cognitive dissonance theory by
illustrating how customers feel discomfort when they realize a purchase to be impulsive or
incongruent with expectations. The research particularly illustrates how impulsive purchasing
may result in regret and how customers might pursue returning to ease the discomfort from
experienced dissonance. However, it is important to note that beyond the findings of this study,
factors such as the ease of the return process— which can help alleviate consumer regret and
discomfort—should also be considered in return-related decisions. Third, the study makes a
novel contribution by identifying the conditional mediating role of perceived return benefit.
The findings reveal that perceived return benefit by itself does not mediate the interrelation
between impulsive purchasing and return attitude. However, when regret is incorporated into
the model, perceived return benefit takes on a full mediating role. This suggests that consumers
are likely to engage in returning when they experience regret as well as when they are of the
view that performing the process of returns would avail them of meaningful benefits or
minimize losses. Impulsive buying alone does not directly lead to returns, and regret alone is
also insufficient to influence return attitudes. Consumers must perceive that the return process
offers meaningful value or helps them avoid a loss for return behavior to occur.

6.2. Practical recommendations

In addition to its theoretical insights, the current study provides useful implications for retailers
and marketers. First, the findings suggest that providing a smooth and convenient return process
for consumers who experience regret can positively enhance the overall consumer experience.
When consumers feel that they can easily return a product, it helps alleviate post-purchase
discomfort and fosters greater trust in the brand. In such situations return policy can be a source
of future sales (Janakiraman et al., 2016). Additionally, simplifying return processes can also
influence future purchasing decisions (Griffis et al., 2012). Although consumers do not intend
to return, offering an easy and fair return policy will be a significant factor in the next
purchasing opportunity. That is, customers will be more likely to attach towards those
companies which are known to be responsive and caring when post-purchase dissatisfaction
takes place. Another practical implication of this study is that since impulse purchases can lead
to regret and returns, marketers should develop and offer various solutions to reduce these
consequences. Prior research suggests that via effective distraction interventions, businesses
can reduce product return rate volumes (Tobon & Abril, 2025). For example, companies can
provide features like “buy now, pay later” options, trials, or significant discounts and special
promotions. These features can alleviate impulsive purchasing regret emotions. Even if
consumers do experience regret, the perceived value of the deal or convenience of the purchase
conditions may discourage them from initiating a return. Under such conditions, customers tend
to think that return is worth neither effort nor loss, especially considering that they believe
benefited from a good promotion or deal. By managing post-purchase dissatisfaction
proactively, companies can reduce return volumes while still maintaining customer satisfaction
and loyalty. Additionally, to reduce product returns, websites can also be enhanced by offering
accurate product colors, detailed sizing information, and suggestions for how to combine items.
These improvements may help reduce post-purchase regret and return intentions.
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This study examined the impact of arousal and pleasure on online impulsive buying behavior.
The findings particularly indicate that arousal significantly influences impulsive purchasing.
Therefore, designing websites or mobile applications in a way that stimulates arousal through
attractive visuals and color schemes can help evoke positive emotions in consumers. For
instance, Al-based applications that allow consumers to virtually try on products before
purchasing may enhance arousal. Additionally, integrating and improving personalized
recommendation systems could be an effective strategy to trigger impulsive buying. Another
important practical contribution of this study is its usefulness for developing focused marketing
strategies based on consumer segmentation. For example, for those consumers who are highly
prone to impulsive buying, real-time, individual-specific marketing strategies which facilitate
and guide purchasing decisions at that moment can be useful. Moreover, segmenting consumers
based on return behavior can assist companies to develop more focused and effective strategies
(Saarijarvi et al., 2017). For those return-behaving consumers who are active, offering not only
return convenience but also some incentives over and above can be useful. Companies can
consider such strategies like rewarding the return money through voucher/cash card or store
credit card and its retention for future use for buying. In addition, consumers may experience
arousal before making a purchase decision, which can be triggered by promotions and strategies
designed to stimulate impulsive buying; in particular, elements such as website attractiveness,
service quality, and personalized promotions can serve as pre-purchase triggers. These
approaches can help retain customer loyalty, reduce refund-related losses, and potentially
increase future sales.

6.3. Limitations and future studies

This study contributes to the theory and offers practical implications and yet has certain
limitations. First, while the research focuses on online shopping behavior, it does not
concentrate on any specific e-commerce platform. Given the broad scope of online purchasing,
this general approach may limit the depth of platform-specific insights. Future research could
address this limitation by focusing on a single online platform or comparison of different
platforms with the focus on specific platform characteristics such as reputation and brand
image. Conducting the study through a specific shopping site would allow for a more in-depth
exploration of impulsive buying and the return process within a particular context. Such an
approach could yield more detailed and actionable findings for both scholars and practitioners
aiming to understand consumer behavior in digital environments.

Another limitation of this study is that it does not account for the design, usability, or interface
characteristics of online shopping platforms. These elements are crucial components of the
overall consumer experience, both before and after the purchase. Factors such as website or app
design, ease of navigation, and clarity of the return process may significantly influence
consumers’ decisions and attitudes, especially regarding returns. Future research could benefit
from incorporating these platform-specific variables to better understand how user experience
impacts impulsive buying and return attitudes. One key result of the study is that even when
consumers experience regret, they do not necessarily exhibit a return attitude. Various
psychological factors may play a role in this process. Future research could explore why
consumers, despite feeling regret, may lack the intention to engage in return behavior.
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Another limitation of this study concerns the period during which the data were collected. The
research was conducted during a discount season, based on the assumption that consumers are
more likely to make purchases under the influence of impulsive urges during such periods.
While this adds a unique dimension to the study, it also presents a limitation, particularly in
terms of the generalizability of the findings. Comparative studies conducted both during and
outside of discount periods could provide valuable insights. In addition, most of the participants
in the study were women, which is also considered a limitation. The data were collected through
the YouReply platform. The predominance of female participants may be related to the
platform’s user base, the availability of women during the data collection period, or the fact that
the topic—shopping—might have been of greater interest to women.

This study is limited that it only relies on cognitive dissonance theory's framework and only
includes regret in the model. Even though regret is an important emotion, other psychological
states such as guilt, or even cognitive dissonance measures direct, were not included. It would
be feasible to have a broader insight into impulsive buying and cognitive dissonance's
connectivity through developing models that capture these other psychological states. Future
work can continue from this study and introduce such variables such as guilt or direct
dissonance measures to new study design. It can be used to enhance theory insight and develop
deep insights into post-purchase psychological processes for impulsive buying. Another
dimension that was not considered for use in this study was product involvement levels' role.
Highly involved consumers are more likely to deal impulsively and are cognitively connected
to impulsively buying (Li et al., 2021a). Therefore, adding product involvement to the model
can provide further insights into impulsive buying processes. Future research can emphasize
such a point and understand how various levels of involvement impact post-purchase outcomes.
It would also be feasible to develop new models including such variables such as conspicuous
consumption, emotional responses, loyalty to brand, price sensitivity, and buying environments.
Specifically, adding demographic variables to return behavior may provide new insights in
examining heterogeneous consumer segments (Das & Kunja, 2024). Examining these can
provide an integrated insight into consumer behavior and enhance theory framework for
impulsive buying and post-purchase judgment.
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DUYGULARIN GOLGESINDE RASYONALITE: KEDi MAMALARINA
TLISKIN TUKETiCi YORUMLARININ DAVRANISSAL FINANS
PERSPEKTIFINDEN ANALIZi

Hatice FEREK BULUT!
0z

Bu calisma, kedi mamasi iirlinlerine yonelik ¢evrim i¢i kullanict yorumlarini davranigsal finans
kurami gercevesinde analiz ederek, tiiketici kararlarinin yalnizca rasyonel temellere degil, ayni
zamanda duygusal egilimlere dayali olarak sekillendigini ortaya koymayr amaglamaktadir.
Tiirkiye’nin 6nde gelen e-ticaret platformlarindan Trendyol’da en ¢ok tercih edilen iki kedi
mamasina ait toplam 600 kullanic1 yorumu, MAXQDA Analytics Pro 2024 yazilimi araciligiyla
yonlendirilmis nitel icerik analizi yontemiyle incelenmistir. Analiz siirecinde, davranigsal
finans literatiiriine dayanilarak gelistirilen bes ana tema (Antropomorfizm, Duygusal Yatirim,
Fonksiyonel Degerlendirme, Koruyuculuk ve Risk Algisi, Deger Atfetme) ve bunlara bagh alt
kodlar kullanilmistir. Elde edilen bulgular, kullanicilarin kedilerine insani 6zellikler atfederek
onlarin duygularini, begenilerini ve saglik durumlarini dikkate aldiklarini; bu gergevede aidiyet,
mutluluk arayisi ve riskten kaginma gibi duygusal faktorlerin {iriin degerlendirmelerinde 6n
plana ciktigim gdstermektedir. Olgiilebilir islevsel unsurlar dnemli bir yer tutsa da yorumlarda
duygusal temalarin daha baskin oldugu goriilmiistiir. Bu yoniiyle ¢alisma, ¢evrim i¢i kullanici
iceriklerini (e-WOM) davranigsal finans perspektifiyle analiz ederek, tiiketici karar siireglerinin
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RATIONALITY IN THE SHADOW OF EMOTIONS: AN ANALYSIS OF
CONSUMER REVIEWS ON CAT FOOD FROM A BEHAVIORAL
FINANCE PERSPECTIVE

ABSTRACT

This study aims to examine online user reviews of cat food products within the framework of
behavioral finance theory, revealing that consumer decisions are shaped not only by rational
foundations but also by emotional tendencies. A total of 600 user comments on the two most
preferred cat food products on Trendyol, one of Turkey’s leading e-commerce platforms, were
analyzed using directed qualitative content analysis via MAXQDA Analytics Pro 2024
software. During the analysis process, five main themes—Anthropomorphism, Emotional
Investment, Functional Evaluation, Protectiveness and Risk Perception, and Value
Attribution—along with their respective subcodes, were developed based on the behavioral
finance literature. The findings indicate that users attribute human characteristics to their cats
and consider their emotions, preferences, and health conditions; in this context, emotional
factors such as attachment, pursuit of happiness, and risk avoidance stand out in product
evaluations. While measurable functional elements also play a role, emotional themes were
found to be more dominant in the reviews. In this respect, the study analyzes online user-
generated content (e-WOM) through a behavioral finance perspective and offers a theoretically
meaningful contribution to this unique intersectional field focused on the emotional dimensions
of consumer decision-making processes.

Keywords: Behavioral Finance, Electronic Word-of-Mouth (e-WOM) Marketing, Online
Customer Reviews, Consumer Behavior, Pet Products
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1. Giris

Geleneksel finans kuramlari, bireylerin karar alma siireglerinde rasyonel davrandigini ve tiim
mevcut bilgileri degerlendirerek fayda maksimizasyonu dogrultusunda hareket ettigini varsayar
(Fama, 1970). Ancak davranigsal finans literatiirii, bireylerin kararlarinin ¢ogu zaman biligsel
simirliliklar, duygusal tepkiler ve psikolojik Onyargilarla sekillendigini 6ne siirmektedir
(Kahneman ve Tversky, 1979; Statman, 2019). Finansal davranislarin, duygular ve algilarla i¢
ice gectigi bu yaklagim, tiiketici davraniglarinin da yalnizca rasyonel beklentilerle degil; aidiyet,
mutluluk arayis1 ve giiven gibi psikolojik faktorlerle yonlendigini gostermektedir (Belk, 1988;
Fournier, 1998; Lerner vd., 2015).

Bu baglamda, ¢evrim i¢i kullanici igerikleri (e-WOM), tiiketici kararlarini etkileyen biligsel ve
duygusal siireglerin gozlemlenebilecegi dnemli bir veri kaynagi sunmaktadir (Babi¢ Rosario
vd., 2020). Ozellikle evcil hayvan iiriinleri gibi, tercihlerin yalmzca tiiketicinin kendi
ihtiyaclarina degil, duygusal bag kurdugu canlilarin ihtiyaglarina gore sekillendigi {iriin
kategorilerinde, satin alma kararlarinin islevsel unsurlar kadar duygusal yatirim, antropomortfik
egilim ve koruyuculuk giidiisiiyle belirlendigi goriilmektedir (Prato-Previde vd., 2022;
Schleicher vd., 2019).

Literatiirde ¢evrim i¢i kullanici yorumlari (e-WOM) iizerine yapilan ¢alismalarin agirliklt
olarak tiiketici davraniglar1 ekseninde sekillendigi goriilmektedir. Bu baglamda, e-WOM
iletisiminin etkilerine iliskin arastirmalar 6zellikle tutum, satin alma niyeti, fiili satin alma
davranis1 ve e-WOM benimsemesi gibi degiskenler lizerinde yogunlasmaktadir (Cheung ve
Thadani, 2012: 468). Davranissal finans literatiirii ise daha ¢ok yatirim kararlari, risk algisi ve
biligsel yanliliklar ¢ercevesinde sekillenmistir (Kliger ve Kudryavtsev, 2010: 50-52). Bununla
birlikte, gilindelik tiiketim harcamalarinin —6zellikle evcil hayvan iiriinleri gibi duygusal
bagliliklarin yogun oldugu bir alanda— davranigsal finans yaklasimiyla analizine yonelik
caligmalar oldukga sinirhidir. Mevcut arastirmalar, evcil hayvan tirlinleri baglaminda genellikle
beslenme tercihleri ve igerik hassasiyeti (Schleicher vd., 2019), marka bagliligi, kalite
duyarhilig1 ve fiyat hassasiyeti (Boya vd., 2015) ya da ¢evrim i¢i yorumlarin satin alma
davraniglar1 {iizerindeki etkisi (Forbes wvd., 2018) gibi pazarlama odakli degiskenleri
incelemistir. Bu ¢alisma, kedi mamasi iriinlerine iligkin ¢evrim i¢i kullanici yorumlarin
davranigsal finans kodlar1 (6r. duygusal yatirim, antropomorfizm, irrasyonel harcama
egilimleri) cergcevesinde sistematik bigimde analiz etmektedir. Bu yaklasim, e-WOM
arastirmalarinin kapsamini genisleterek finansal karar alma siireclerinin psikolojik ve duygusal
yonlerini tartigmaya agmakta; ayn1 zamanda davranigsal finans literatiiriinde yatirim dis1
alanlardaki harcama kararlarina yonelik sinirli ¢alismalara 6nemli bir katki saglamaktadir.

2. Kavramlar ve Literatiir
2.1.Davramssal Finans

Geleneksel finans yaklasimi, bireylerin karar alma siireclerinde tamamen rasyonel
davrandiklar1 ve mevcut tiim bilgileri eksiksiz bi¢imde analiz ederek karar verdikleri
varsayimina dayanmaktadir. Bu ¢ergevede gelistirilen klasik ve neo-klasik iktisat kuramlarinda
yer alan “Homo Economicus” modeli, bireyin kararlarinda fayda ve kar maksimizasyonunu
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esas alan rasyonel bir aktér oldugunu one siirer (Urbina ve Ruiz-Villaverde, 2019). Benzer
sekilde, Fama’nin 1960’11 yillarda gelistirdigi Etkin Piyasa Hipotezi (EPH) de bireylerin
piyasadaki tiim bilgileri tam anlamiyla dikkate alarak rasyonel bi¢cimde hareket ettiklerini
varsaymaktadir (Fama, 1970: 383). Ancak ampirik gozlemler, bireylerin ¢ogu zaman bu
rasyonellikten sapmalar gosterdigini ve geleneksel finans modellerinin 6ngdéremedigi piyasa
anomalilerinin siklikla ortaya ¢iktigini gostermektedir. Hem finansal karar siireglerini hem de
varlik fiyatlar1 ile piyasa dinamiklerini énemli 6l¢iide etkileyen bu tiir irrasyonel davranig
kaliplarini agiklamakta geleneksel finans teorileri yetersiz kalmakta; bu durum ise, s6z konusu
modellerin pratikte sinirl bir gegerlilige sahip oldugunu ortaya koymaktadir (Uster, 2023: 118-
119).

Geleneksel finans yaklagimlarinin birey davraniglarini agiklamada kuramsal olarak smirh
kalmasi, finansal karar stireglerine iliskin daha gergek¢i ve ¢ok boyutlu bir bakis agist sunan
davranigsal finansin 6n plana ¢ikmasina zemin hazirlamistir. Geleneksel finans teorilerinden
farkli olarak davranigsal finans, bireylerin getiri ve risk dengesini saglama siirecinde yalnizca
rasyonel degil, ayn1 zamanda irrasyonel davraniglar da sergileyebilecegini temel alan disiplinler
arast bir yaklasimdir. Bu disiplin, 2002 yilinda Nobel Ekonomi Odiilii’nii kazanan Daniel
Kahneman’in c¢aligmalariyla literatiirde kurumsal bir yer edinmis olup bireylerin finansal
kararlarimi psikolojik, sosyolojik ve hatta antropolojik etkiler dogrultusunda sekillendirdiklerini
savunmaktadir (Cetiner vd., 2019: 4-5). Bireylerin her zaman mevcut tim bilgileri dikkate
alarak rasyonel tercihlerde bulunduklarin1 varsayan geleneksel finans teorilerinin aksine
davranigsal finans, insanlarin karar alma siireclerinde siklikla 6nyargilara ve duygusal tepkilere
egilimli oldugunu kabul etmektedir (Estrada, 2001: 5).

Davranigsal finans bireylerin hem kisisel hem de kolektif olarak nasil kararlar aldigim
aciklamaya calisan; Ozellikle bireysel yatirimcilarin kararlarini sekillendiren davranigsal
onyargilar1 ele alan bilimsel bir yaklasimdir. Insanlarin diisiinsel kaliplara gére hareket
ettiklerinde sistematik hatalar yapma egiliminde olduklarini ortaya koyan ¢ok sayida ¢calismada
(Kahneman ve Tversky, 1979; Barberis ve Thaler, 2003; Srivastava ve Moid, 2025); karar
vermeyi kolaylagtirmak adina bagvurulan asir1 giiven, yakin gegmise asir1 onem atfetme (temsil
yanilgisi), zihinsel muhasebe, bilgilerin sunum bi¢imine duyarlilik (¢cer¢eveleme), degisime
kars1 direng (muhafazakarlik) ve kayiplarin degerlendirilmesinde goriilen tercih sapmalart gibi
onyargilarin yaygin bigimde etkili oldugu bildirilmistir (Ustiin, 2024: 29). Bu yondeki
caligmalarin Onclisi olarak kabul edilen Kahneman ve Tversky’nin (1979) arastirmalari,
bireylerin karar alma siireglerinde bilissel dnyargilarin ve sezgisel kisayollarin (hevristiklerin)
belirleyici rol oynadigini ortaya koymus; insan psikolojisinin finansal tercihler iizerindeki
etkisine yonelik akademik ilginin artmasina zemin hazirlamistir. S6z konusu ¢alismadan bu
yana finans alaninda bireylerin kararlari etkileyen psikolojik etmenleri dikkate alan
arastirmalar yapilmis; geneline bakildiginda, bu caligmalar ozellikle bireysel yatirimei
davraniglarini aciklamak ve finansal piyasalarda gozlemlenen anomalileri anlamlandirmak
amactyla genis bir literatiir olugturmustur (Tekin, 2018: 136).

Ote yandan, bireylerin finansal karar alma siiregleri yalnizca bilissel mekanizmalarla smirl
olmay1p duygusal durumlar da bu siireclerde belirleyici bir rol oynamaktadir. Risk ve belirsizlik
iceren durumlarda, bireylerin degerlendirme siirecleri yalnizca rasyonel analizlere dayanmakla
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kalmayip, ayn1 zamanda i¢inde bulunduklar1 duygusal durumlar tarafindan da anlamli dl¢tide
sekillendirilmektedir. Nitekim Loewenstein vd. (2001), bireylerin riskli karar anlarinda
yalnizca olasiliklar1 ve sonuglari akile1 bigimde tartmakla kalmadiklarini, ayn1 zamanda o anda
deneyimledikleri korku, kaygi ve giiven gibi duygularin karar siirecini gii¢lii bigimde
sekillendirdigini ortaya koymaktadir. Bu yaklasim, geleneksel beklenen fayda teorisinin
bireyleri yalnizca biligsel cergevede degerlendiren varsayimina elestirel bir perspektifle
yaklagsmakta; Ozellikle riskin duygusal veya kisisel olarak yakin hissedildigi durumlarda,
duygularin kararlar {izerinde baskin hale gelebilecegini savunmaktadir. Benzer bi¢imde
Slovic’in (1987) niikleer enerjiye yonelik kamuoyu algilarini inceledigi ¢alismasi da uzman
olmayan bireylerin risk algilarinin, uzmanlardan farkl olarak, korku, belirsizlik ve maruz kalma
gibi duygusal faktorlerle sekillendigini gostermektedir.

Bu bulgular, bireylerin karar alma siireclerinin yalnizca rasyonel analizlere dayanmadigini;
aksine, duygularin ve biligsel dnyargilarin bu siirecleri sistematik bigimde etkiledigini ortaya
koymaktadir. Ozellikle risk ve belirsizlik iceren durumlarda, klasik ekonomik modellerin
ongordiigii rasyonellik varsayimi zayiflamakta; kararlar cogu zaman sezgisel kisayollar ve
duygusal tepkiler dogrultusunda sekillenmektedir. Bu dogrultuda davranissal finans yaklagima,
bireylerin akilct davranmadigl durumlari agiklamakta énemli bir kuramsal ¢ergeve sunmakta
ve finansal karar alma siireclerine daha gercekei bir perspektifle yaklasmaktadir (Lerner vd.,
2015: 813-814). Duygularin ve bilissel Onyargilarin kararlar lizerindeki belirleyici etkisini
ortaya koyan davranigsal finans yaklasimi, yalnizca yatirim alaniyla sinirl kalmayip bireylerin
ekonomik davraniglarinin diger boyutlarini (6zellikle tiikketim ve harcama kararlarini) anlamada
da giderek daha yaygin bicimde bagvurulan kuramsal bir ¢er¢eve haline gelmektedir (Statman,
2019).

2.2.Tiiketici Davramslar: ve Davramissal Finans

Davranigsal finans literatiiriinde tanimlanan psikolojik dnyargilar ve duygusal etkenler, yatirim
kararlarmin yani sira tiiketicilerin satin alma davranislarinda da belirgin bigimde etkisini
gostermektedir (Dave, 2017; Duxbury, 2015). Geleneksel ekonomik teoriler, tiiketici
davraniglarin1 rasyonel ¢ikar optimizasyonuna dayali olarak agiklamaya caligsa da giincel
caligmalar, tiiketicilerin karar alma siireclerinde siklikla biligsel yanliliklara, sezgisel diisiinme
bigimlerine ve duygusal tepkilere dayali hareket ettiklerini ortaya koymaktadir (Xinhui ve Han,
2016: 69). Tiketiciler her zaman tam bilgiye ve mantikli analizlere dayanarak se¢im
yapmamaktadir. Aksine, anlik duygu durumlari, kisisel degerler ve psikolojik ihtiyaglar
tilketicilerin satin alma kararlarim1 yonlendirmektedir. Bu baglamda tiiketici davraniglart
alanindaki arastirmalar (Chaney vd., 2018; Nny vd., 2024; Yazdi vd., 2024), ekonomik davranis
modellerini zenginlestirerek haz ve mutluluk arayisi, aidiyet hissi, marka sadakati, kalite algis1
gibi psikolojik ve sosyo-duygusal faktorlerin tiiketici tercihleri iizerindeki etkilerini ortaya
koymaktadir. Dolayistyla, bu unsurlarin tiiketici kararlarini sekillendirmedeki rolii, davranigsal
finansin sundugu kavramsal araglarla daha kapsamli bigimde analiz edilebilmektedir.
Davranissal finans, tiiketicilerin yalnizca hangi tercihleri yaptiklarini degil, ayn1 zamanda bu
tercihleri hangi giidiilerle ve hangi siire¢ler iizerinden sekillendirdiklerini de anlamaya imkan
tanimaktadir. Literatiirde tiiketici kararlarinin yalnizca rasyonel fayda beklentileriyle degil;
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hedonik tiiketim ve haz odakli motivasyonlar (Hirschman ve Holbrook, 1982; Babin vd., 1994),
duygusal sahiplenme, aidiyet ve marka sadakati (Belk, 1988; Jacoby ve Chestnut, 1978),
mutluluk temelli tiiketici davranis1i (Hansen, 1998; Gilovich vd., 2015) ve algilanan kalite
(Zeithaml, 1988; Lichtenstein vd., 1993) gibi psikolojik ve duygusal unsurlar tarafindan da
yonlendirildigi vurgulanmaktadir. Bu nedenle, ¢calismada kullanilan tema ve alt temalar, s6z
konusu kavramsal temeller 1s1ginda yapilandirilmis ve asagida ayrintili bicimde ele alinmistir.

Hedonik Tiiketim: Haz ve Duygularin Tiiketici Motivasyonundaki Rolii

Tiiketicilerin satin alma davraniglarini yonlendiren temel motivasyonlardan biri olarak 6ne
¢ikan hedonik tiiketim kavrami, pazarlama ve tliketici davraniglar literatiirlinde 6nemli bir yer
edinmistir (Babin vd., 1994: 646). Hedonik tiiketim yaklagimi, bireylerin iiriin ya da hizmet
tercihlerini yalnizca islevsel fayda beklentisiyle degil, ayn1 zamanda bu tercihlerden keyif alma
ve duygusal tatmin saglama amaciyla gerceklestirdiklerini ileri siirmektedir. Bu baglamda
Hirschman ve Holbrook’un (1982) calismasi, alana dnemli bir katki sunarak “hedonik tiikketim”
terimini literatlire kazandirmis; tiiketicilerin {riinleri sadece rasyonel degerlendirmelerle degil,
ayn1 zamanda estetik, hayal giicii ve duygusal tepkiler temelinde degerlendirdigini ortaya
koymustur (Akglin ve Diktas, 2017: 166-167). Benzer sekilde, Tauber’in (1972) calismasi da
aligverisin yalnizca bir gereksinimi karsilama araci olmadigini, ayn1 zamanda eglenme, kendini
1yi hissetme ve psikolojik tatmin saglama gibi ¢ok boyutlu amaglar tasidigini vurgulamaktadir.
Bu yaklagima gore aligveris siireci, bireyler i¢in sosyal bag kurma, kisisel 6diillendirme ve
duygusal doyum gibi islevler iistlenebilmekte; dolayisiyla tiiketici davranislari, yalnizca maddi
fayda beklentisiyle degil, duygusal ve sembolik degerlerle de sekillenmektedir.

Bu dogrultuda, aligverisin bizzat kendisi de bir¢ok durumda bireyler agisindan bir haz kaynag:
olarak deneyimlenebilmektedir. Nitekim literatiirde, hedonik tiiketim davraniglarinin belirli
{iriin gruplari iizerinden incelendigi ¢esitli ampirik ¢alismalara rastlanmaktadir. Ornegin Dhar
ve Wertenbroch (2000), estetik ¢ekicilikleri, duyusal uyariciliklar1 ve heyecan verici nitelikleri
nedeniyle spor otomobiller ile liiks saatleri hedonik tiiketim kategorisinde degerlendirmistir.
Benzer bicimde, Musnaini vd. (2017) tarafindan Endonezya’da yiiriitilen bir ¢aligmada,
tiikketicilerin liiks markalara ait sahte {irtinleri tercih etme nedenleri incelenmis ve bu tercihlerde
baskin motivasyonun haz arayis1 oldugu ortaya konmustur. Bulgular, taklit liikks iirlin
tiiketiminin dahi hedonik motivasyonlarla sekillendigini gostermektedir. Bu tiir ornekler,
tiikketicilerin karar alma siireclerinin yalnizca rasyonel fayda analizine dayanmadigini; duygusal
yonelimler, psikolojik odiiller ve haz arayis1 gibi unsurlarin da belirleyici oldugunu agik
bi¢imde ortaya koymaktadir. Dolayisiyla hedonik tiiketim yaklasimi, tiiketici davraniglarini salt
ekonomik c¢ikar maksimizasyonu ¢ergevesinin Otesinde, ¢ok boyutlu ve duygu yiiklii bir
perspektifle degerlendirme imkan1 sunmaktadir (Bahar ve Villi, 2023: 589-590).

Duygusal Sahiplenme, Aidiyet ve Marka Sadakati Iliskisi

Bireyler, kimliklerini yansitabildiklerini diisiindiikleri nesnelere karst duygusal bir bag
gelistirme egilimindedir ve bu nesneleri sahiplenme istegi gostermektedirler. Bu sahiplenme
diirtiisii yalnizca Ttriinlerin islevsel faydalarina degil; ayni zamanda bu iriinlerin tasidigi
sembolik anlamlara, tiiketicinin kendini ifade etme bi¢imine ve toplumsal kimlik insasina
katkilarina da dayanmaktadir (Sirgy, 1982: 289). Tiiketicilerin sahip olduklar1 nesneleri
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benliklerinin bir uzantisi olarak tanimlayan Belk (1988), bu yaklagimi “We are what we have”
(Insani1 sahip olduklari tanimlar) ifadesiyle 6zetlemektedir. Nitekim bir 6grencinin bisikletinin
calinmas1 sonrasinda sarf ettigi “Hayatimin bir pargasi ¢calindi” sozi, tiiketici-nesne iliskisinin
yalnizca miilkiyet diizeyinde kalmadigini, ayn1 zamanda bireysel kimligin duygusal bir bileseni
haline geldigini ¢arpici bir sekilde gostermektedir (Belk, 1988: 142).

Benzer sekilde, Lastovicka ve Sirianni’nin (2011) g¢esitli iirlin kategorileri {izerinde
gerceklestirdikleri arastirma, bireylerin sahip olduklar1 nesnelere yalnizca islevsel degerler
atfetmekle kalmayip, ayni zamanda bu nesnelere giiclii duygusal ve kimliksel anlamlar
yiiklediklerini ortaya koymaktadir. S6z konusu ¢alismada, bireylerin bu baglar1 kimi zaman
yalnizlik gibi psikolojik bosluklar telafi etme araci olarak kullandiklari tespit edilmistir.
Ornegin katilimcilarin araglarindan sz ederken marka ismi yerine “arabam” gibi aidiyet
belirten ifadeleri tercih etmeleri, bu sahiplenme hissini somutlastirmaktadir. Hatta bazi
katihmeilarin  araglarma isim vererek onlar1 insanlastirdiklart  goriilmiistiir. Ornegin,
“Maybellene” adin1 verdigi arabasina flort partneri gibi duygusal bir anlam yiikleyen geng bir
katilimci, insanlarla gecirdiginden daha fazla zamani araciyla gecirdigini ifade etmis ve sosyal
baglarin eksikligini bu nesneyle kurdugu iliskiyle telafi ettigini ima etmistir (Lastovicka ve
Sirianni, 2011: 327) Bu tir iliskiler yalnizca fiziksel miilkiyetle sinirli kalmamakta; bireyin
kendini ifade etme, kisisel gegmise dair anilar1 canli tutma ya da toplumsal statiisiinii yansitma
gibi ¢ok boyutlu islevler de iistlenebilmektedir (Ferraro vd., 2011: 171).

Sonug olarak, tiiketicilerin belirli iirlin ya da markalarla kurduklar1 duygusal bag, bu nesne ve
sembolleri yalnizca islevsel araglar olarak degil, ayn1 zamanda benliklerinin bir uzantis1 ve
aidiyet duygusunun bir yansimasi olarak gérmelerine neden olmaktadir. Bu psikolojik yonelim,
ilgili iirlinlerin tiiketici zihninde ayricalikli bir konuma yerlesmesini saglamakta ve karar alma
siireclerinde salt rasyonel degerlendirmelerin Otesine gecen anlamlar kazanmasina yol
acmaktadir (Shimul, 2022: 404). Bu tir duygusal baghliklar o6zellikle marka sadakati
baglaminda daha belirgin sekilde ortaya ¢ikmaktadir. Nitekim Jacoby ve Chestnut (1978),
marka sadakatini yalnizca tekrar eden satin alma davranigiyla sinirlt tutmayip; davranigsal
egilimlerin yani sira biligsel ve duygusal siirecleri de iceren ¢ok boyutlu bir olgu olarak
tanimlamaktadir. Onlara gore marka sadakati, belirli bir siire zarfinda bir veya daha fazla
alternatif arasindan yapilan, tesadiifi olmayan satin alma tercihlerinin ve bu tercihlere yon veren
tutumsal stireglerin bir bilesimidir. Bu c¢ercevede, sadakat olgusu yalnizca davranigsal
tekrarlarin bir sonucu olarak degil; ayni zamanda tiiketicinin markaya kars1 gelistirdigi
duygusal baglilik, benligin uzantisi ve bilingli tercihlerin bir bileskesi olarak
degerlendirilmelidir. Bu durum, marka tercihinin bircok durumda rasyonel hesaplamalarin
Otesine gegerek, psikolojik yatirimlarla i¢ ice ge¢mis bir karar dinamigi haline geldigini
gostermektedir (Thomson vd., 2005; Fournier, 1998).

Mutluluk Temelli Tiiketici Davranist

Geleneksel tiiketim anlayisinin yalnizca temel ihtiyaglarin kargilanmasina odaklanan yapisinin
giderek zayiflamasiyla birlikte pazarlama alaninda tiiketicilerin mutluluk arayislart daha
goriiniir hale gelmistir. Bu doniisiimle birlikte; umut, nese, 6diillendirme, hosnutluk ve heyecan
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gibi olumlu duygular1 merkeze alan tiiketici kavramlari, pazarlama literatiiriinde daha sik yer
bulmaya baglamistir. Pozitif tiiketici davraniglarinin artmasi, memnuniyet ve tatminin 6tesine
gecen, daha yogun bir haz ve doyuma dayanan “tiiketici mutlulugu” kavraminin gelismesine
zemin hazirlamistir (Muti Tabanli, 2025: 59).

Bu baglamda mutluluk tiiketici perspektifinden degerlendirildiginde, bir {iriin ya da markanin
bireyin yagamina ne Olgiide olumlu katki sagladigina dair 6znel bir degerlendirme olarak
tanimlanabilir (Geng vd., 2025: 112). Tiketici mutlulugu g¢ercevesinde, bireylerin iiriin ve
hizmetlerden beklentileri sadece islevsel faydalarla sinirli kalmayip; estetik begeni, kendini
odiillendirme arzusu ve bireysel haz gibi psikolojik unsurlar tarafindan da sekillendirilmektedir
(Batra ve Ahtola, 1991; Chitturi, 2009). Ornegin Hansen’in (1998) yiiriittiigii calismada, liiks
iiriin satin alan tiiketicilerin yalnizca sosyal ¢evre iizerinde etki yaratma amaci tasimadigi, ayni
zamanda bu lriinleri kendilerini mutlu etmek amaciyla da tiikettikleri goriilmiistiir. Benzer
sekilde, Vigneron ve Johnson’in (1999) calismasinda, tliketicilerin liiks iirlin tercihlerine yon
veren motivasyonlar arasinda “cogunluga uyma” ve “aykirilik” etkileri one ¢ikmaktadir.
Arastirma bulgularina gore, sosyal ¢evrelerinden etkilenen tiiketiciler, bu ¢evreyle uyumlu
olmak ve onay goérmek amaciyla liiks markalar1 tercih etme egilimindedirler. Bu durum, liiks
tiiketimde ¢ogunluga uyma etkisini yansitmaktadir. Buna karsilik, aykirilik veya Veblen etkisi
altinda hareket eden bireylerin, liikks iiriinlerin taklitlerini tercih etme olasiliklar1 dusiiktiir.
Clinkii bu tiiketiciler i¢in iirliniin cazibesi, onun ¢ok az kisi tarafindan kullaniliyor olmasi ya da
yiiksek fiyatiyla prestij tasimasi gibi 6zelliklerden kaynaklanmaktadir. Taklit iiriinler ise bu
ozellikleri barindirmadigindan, aykirilik motivasyonu tasiyan tliketiciler i¢in cazip
olmamaktadir. Ote yandan, sosyal onay ihtiyaci yiiksek olan bireyler, ekonomik nedenlerle ya
da tiriiniin modasinin ¢abuk gececegi diislincesiyle, orijinal {iriin yerine taklit bir iirlinii tercih
edebilmektedir. Bu durum, liiks tiiketime yonelimde bireysel haz ve sosyal uyum arayislarinin
farkli bigimlerde devreye girdigini gostermektedir (Engizek ve Sekerkaya, 2014: 308). Son
donemde yapilan arastirmalar da bu bakis agisim desteklemektedir. Ornegin, yakin tarihli bir
caligmada liiks markalarla sosyal medyada etkilesime giren tiiketicilerin giidiileri incelenmis ve
eglence, nostalji, estetik, deneyim paylagimi ve yasam tarzi ilhami gibi igsel motivasyonlarin
one c¢iktig1t bulunmustur. Bu sonuglar, tiiketicilerin liiks {iriin ve markalara yonelik
davraniglarinin yalnizca rasyonel fayda arayisina degil, ayn1 zamanda haz, duygusal tatmin ve
mutluluk arayisina dayandigini géstermektedir (Aldhamiri vd., 2024: 1).

Bu bulgular, tiikketici mutlulugunun yalnizca iiriinlerin sagladig: islevsel yararlardan ibaret
olmadigini; ayn1 zamanda bireylerin hayatlarina anlam katma, deneyimsel tatmin yasama ve
0znel 1yi olus diizeylerini artirma gibi daha derin psikolojik gereksinimlerle de yakindan iligkili
oldugunu ortaya koymaktadir. Bu ¢ergevede tiikketim kararlari, cogu zaman salt rasyonel fayda-
maliyet degerlendirmelerinin Otesinde, duygusal ve deneyim odakli tatmin arayislar
dogrultusunda sekillenmektedir (Gilovich vd., 2015).

Tiiketici Kararlarinda Kalite Algist

Tiiketicilerin iiriin ve hizmetlere yonelik degerlendirme siiregleri biiyiik 6l¢iide bireysel algilara
dayalidir ve bu dogrultuda ““algilanan kalite” kavrami, satin alma kararlarini sekillendiren temel
faktorlerden biri olarak 6n plana ¢ikmaktadir (Dilek ve Cati, 2023: 297). Zeithaml (1988),
algilanan kaliteyi bir {irliniin Ustlinligii ya da mitkemmelligi hakkindaki tiiketiciye 6zgii yargt
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olarak tanimlamakta ve bu kavrami nesnel kaliteden ayiran 6zelligin, degerlendirme siirecinin
tamamen 0znel deneyim ve beklentilere dayanmasi oldugunu vurgulamaktadir. Bu baglamda
tiikketiciler, iirlinlerin kalitesini degerlendirirken ¢ogu zaman benzer iiriinlerle karsilastirmalar
yaparak karar verirler. Dolayisiyla algilanan kalite, yalnizca teknik ya da fiziksel 6zelliklerle
sinirli olmayan, karsilastirmali degerlendirme siireglerini i¢eren ve tiiketicinin genel tutumu ile

satin alma davranisi lizerinde dogrudan etkili olan bir yap1 olarak ortaya ¢ikmaktadir (Bilgen
Kocatiirk, 2017: 43-45).

Algilanan kalite, tiiketicinin {irliniin gdzlemlenebilir ya da dogrudan gozlemlenemeyen
ozelliklerine dayali olarak gelistirdigi 6znel bir yarginin sonucudur. Bu degerlendirme
siirecinde yalnizca {iriiniin fiziksel nitelikleri degil, iirlinlin sunuldugu baglam (6rnegin iiriiniin
temin edildigi ortam ya da satig personeli gibi unsurlar) da algi iizerinde belirleyici rol
oynamaktadir (Satir, 2023: 4). Bununla birlikte davranigsal yaklasimlar, bu siirecin tamamen
rasyonel temellere dayanmadigin1 ve bireylerin biligsel 6nyargilardan etkilenebilecegini ileri
siirmektedir. Ozellikle fiyat ile kalite arasinda otomatik bir iliski kuran yaygin inang (fiyat-
kalite korelasyonu), tiiketicilerin karar verirken siklikla bagvurduklart sezgisel kisa yollar
arasinda yer almaktadir. Bu durum, kalite algisinin yalnizca iiriinle ilgili somut verilerden degil,
aynt zamanda tliketicinin zihinsel ¢ergevelemelerinden ve biligssel kaliplarindan da
etkilendigine isaret etmektedir (Lichtenstein vd., 1993: 234).

Gilinlimiiz tiiketim ortami, yalnizca rasyonel tercihlerin belirleyici oldugu klasik modellerle
aciklanamayacak 6l¢iide duygusal, psikolojik ve sosyal dinamiklerle driiliidiir. Artik tiiketiciler,
iirlin ve markalarla kurduklar iliskiyi yalnizca satin alma aniyla sinirli tutmamakta; bu iligki,
giindelik yasam pratiklerine, dijital davranis kaliplarina ve sosyal medyadaki goriiniirliik
arayislarina da sirayet etmektedir. Ozellikle dijitallesmenin yayginlasmasiyla birlikte, tiiketici
deneyimleri yalnizca 6zel yasamin bir pargasi olmaktan ¢ikmis; ¢cevrim igi ortamlarda agikca
paylasilan, yorumlanan ve kolektif bicimde insa edilen birer sosyal etkilesim alanina
doniigmiistiir (Sener ve Yiicel, 2020: 266-268).

Bu doéniisiim, yalnizca pazarlama stratejilerinin degil, tiikketicinin zihinsel ve duygusal yatirim
bi¢gimlerinin de yeniden diisiiniilmesini gerekli kilmaktadir. Tam da bu noktada, elektronik
agizdan agiza iletisim (e-WOM) kavrami, bu ¢ok katmanli yapinin anlasilmasinda kilit bir
kavramsal arag islevi gormektedir. E-WOM, yalnizca iiriin memnuniyetini aktaran nétr bir
paylasim bi¢imi olmanin 6tesinde; tliketicinin bir markaya yonelik gelistirdigi aidiyet hissini,
kimliksel yansimalari, beklenti ve hayal kirikliklarint disa vurdugu bir davranissal ifade alani
sunmaktadir (Tastan, 2025). Bu yoniiyle e-WOM, davranigsal finans perspektifinden
degerlendirildiginde, bireylerin finansal kararlarinda rol oynayan duygusal baglanmalari,
irrasyonel degerlendirmeleri ve sembolik tatmin arayislarini dogrudan gézlemlemeye olanak
tantyan 6nemli bir i¢gdrii kaynagi niteligindedir (Ismagilova vd., 2021: 24).

2.3.Elektronik Agizdan Agiza Pazarlama (E-WOM)

Giliniimiiz dijital ¢aginda, teknolojik gelismelerin etkisiyle tiiketicilerin {liriin ve hizmetlere dair
deneyimlerini paylasma ve bu deneyimlere ulagma siireci, yalnizca saniyelerle Slgiilebilecek
bir hiz kazanmistir. Bu durum, pazarlama uygulamalarii her zamankinden daha rekabet¢i bir
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yapiya biirtindiirmiis; isletmeleri, dijitallesmenin sundugu olanaklar1 etkin bigimde kullanmaya
zorlamistir. Internet kullaniminm yayginlasmasiyla birlikte, geleneksel agizdan agiza iletisim
(WOM) yerini giderek dijital ortamlarda gerceklesen e-WOM siireglerine birakmistir. Bu
doniisim karsisinda isletmeler, pazarlama stratejilerini dijital teknolojilerle yeniden
yapilandirmakta; tiiketici beklentilerine hizla yanit verebilen, etkilesimi yiiksek ve ¢evrim igi
gorliniirliigii 6nceleyen yontemlere yonelmektedir. Artik sosyal medya, yalnizca iletisim kurma
arac1 degil, tiiketici davramislarimin sekillendigi, deneyimlerin paylasildigi ve markalarla
duygusal baglarin kuruldugu dinamik bir etkilesim sahasina doniismiis durumdadir. Dolayisiyla
bireylerin sosyal iligkilerinin énemli bir kismi ¢evrim i¢i ortamlara tasinmis; bu da dijital
pazarlama stratejilerinin hem erisim giiclinii hem de stratejik degerini her gecen giin daha da
artirmistir (Akgiin ve Altay, 2024: 471).

Bu dijital doniisiimiin 6nemli bilesenlerinden biri olan e-WOM, geleneksel WOM ’un sinirlarini
asarak cok daha genis bir etki alan1 yaratmaktadir. E-WOM, potansiyel, mevcut ya da ge¢mis
tiikketicilerin bir iirlin, hizmet ya da markaya yonelik olumlu veya olumsuz goriislerini internet
araciligiyla genis kitlelerle paylasmalari siirecini ifade etmektedir (Hennig-Thurau vd., 2004:
39). Geleneksel WOM’a kiyasla e-WOM; diisiik maliyetli, uzun 6dmiirlii, kalici nitelikte olmasi
ve ayni anda ¢ok sayida kullaniciya ulasabilmesi bakimindan hem firmalar hem de tiiketiciler
acisindan oldukca stratejik bir bilgi kaynagi islevi gormektedir (Litvin vd., 2008; Jalilvand ve
Samiei, 2012). Arastirmalar (Babi¢ Rosario vd., 2020; Farzin vd., 2022) ¢evrim ici
degerlendirmelerin ve kullanici yorumlarinin yalnizca farkindalik yaratmakla kalmadigini; ayn
zamanda tiiketicilerin satin alma niyetini, marka tercihini ve sadakat diizeylerini
etkileyebildigini ortaya koymaktadir.

Bu ¢ercevede, e-WOM’un tiiketici davraniglart tizerindeki etkisi yalnizca bilgi iletiminden
ibaret degildir; ayn1 zamanda bireylerin karar alma siireglerinde etkili olan psikolojik ve bilissel
unsurlarla da dogrudan baglantilidir. Ornegin Bedeley vd. (2025), ¢evrim i¢i yorum
platformlarinda kullanicilarin c¢esitli biligsel yanliliklarin etkisi altinda kaldigin1 ve bunun
sonucunda rasyonellikten uzak degerlendirmeler yapabildiklerini ortaya koymuslardir. Ote
yandan, bu tiir platformlarda yalnizca bireysel bilissel siiregler degil, sosyal aidiyet duygusu da
onemli bir rol oynamaktadir. Suwandee vd. (2020), ¢evrim igi tiiketici topluluklarinda aidiyet
hissi ve sosyal kimlik algisinin, bireylerin e-WOM igeriklerine katilimini ve bu igeriklere
yonelik verdikleri tepkileri anlamli bigimde etkiledigini belirtmislerdir. Rani ve Shivaprasad’in
(2021) caligmas1 da benzer sekilde, bireylerin kendilerine benzer goriis ve degerlere sahip
gruplardan gelen yorumlari daha giivenilir bulduklarini ve bu gruplarin etkisine daha kolay agik
olduklarin1 gostermektedir.

Bununla birlikte e-WOM, yalnizca bireylerin iiriin veya hizmetler hakkinda diisiincelerini
aktardig1 yiizeysel bir yorumlar biitlinii olarak goriilmemelidir. Aksine, e-WOM; tiiketicilerin
aidiyet kurma, kendini ifade etme, onaylanma arzusu gibi temel duygusal ve sosyal ihtiyaglarini
dijital ortamda ger¢eklestirmelerine imkan taniyan, karmasik ve cok katmanli bir iletisim agidir
(Hennig-Thurau vd., 2004: 38-39). Bu dijital etkilesim bicimi, tiiketicilerin yalnizca rasyonel
bilgi arayisiyla degil, ayn1 zamanda psikolojik tatmin, sosyal benlik sunumu ve grup i¢i kabul
gorme gibi giidiilerle de hareket ettiklerini gostermektedir (Balamoorthy ve Chandra, 2023: 1-
2).
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Dolayisiyla e-WOM’un tiiketici karar siireglerine etkisi yalnizca bilgi edinme isleviyle sinirlt
degildir. Ornegin, Cheung ve Thadani (2012), sosyal iletisim ¢ercevesi kapsaminda mesaj
giivenilirligi, igerik 6zellikleri ve sosyal kanit gostergelerinin tutum ve satin alma davraniglarini
sekillendiren ¢ok boyutlu bir siire¢ olusturdugunu ortaya koymaktadir. Bu ¢ok boyutlu yapinin
icinde bireyler bilissel Onyargilar (6rnegin ¢apa etkisi, onaylama yanliligi, erisilebilirlik
kestirimi), sezgisel kisa yollar ve duygusal tepkiler dogrultusunda kararlarin1 sekillendirmekte;
bdylece klasik iktisadi modellerin 6ngdrdiigli tamamen rasyonel birey varsayimiyla celisen
ortintiiler sergilemektedirler (Ali, 2025: 168).

Bu nedenle, e-WOM’un etkilerini anlamlandirmak i¢in yalnizca pazarlama ya da iletisim
perspektifinden degil, aym1 zamanda davranigsal finansin sundugu psikolojik ve sosyal
yaklagimlar dogrultusunda da analiz yapilmasi kaginilmaz hale gelmistir. Bu calisma,
literatiirde cogunlukla marka imaj1, miisteri memnuniyeti veya satig performansi odaginda ele
alinan ¢evrim i¢i kullanict yorumlarini, irrasyonel egilimler, risk algilari ve duygusal yatirimlar
gibi davranmigsal finans kavramlari cergevesinde inceleyerek Ozgilin bir katki sunmayi
amaclamaktadir. Boylece, tiiketici davraniglarinin ¢ok boyutlu yapisina ilisgkin hem teorik
literatiire hem de uygulamaya doniik yeni i¢goriiler tiretilmesi hedeflenmektedir.

3. Metodoloji

Bu c¢alisma, kedi mamasi {iriinleri baglaminda ¢evrim i¢i kullanici yorumlarin1 davranigsal
finans perspektifinden analiz etmeyi amaglamaktadir. Kedi mamalarinin tercih edilmesinin i¢
temel gerekgesi bulunmaktadir. ilk olarak, evcil hayvan sahipligi literatiirii, evcil hayvanla
kurulan duygusal bagin satin alma motivasyonlarmi anlamhi bi¢gimde etkiledigini
gostermektedir (Pauliuc, 2018). Ikinci olarak, psikolojik sahiplenmeye iliskin deneysel
caligmalar, bireylerin evcil hayvanlarina kars1 gelistirdikleri bu aidiyet ve kontrol duygusunun
(6rnegin, yonlendirme ve deger atfetme yoluyla) ekonomik degerlemeleri dogrudan artirdigini
ortaya koymaktadir (Kirk, 2019: 306). Uciinciisii, giincel sektdr ve arastirma bulgulari, evcil
hayvan sahipliginin bireylerin tiilketim davraniglarinda genel olarak artisa yol agtigini1 ve bu
durumun 6zellikle duygusal iyi olusun yiikselmesiyle iliskili oldugunu gostermektedir (Liu vd.,
2024: 1). Dolayisiyla, kedi mamasi kategorisi hem duygusal yatirrm hem de ekonomik
biiyiikliik agisindan kesisen; davranissal finans incelemesi i¢in teorik ve uygulamali katki
sunabilecek 6zgiin bir analiz alan1 olugturmaktadir.

Kedi mamasi gibi iirlinler, insanlar tarafindan satin alinmakla birlikte, fiilen tiiketicisi hayvanlar
olan; bu yoniiyle yalnizca islevsellik degil, sahiplenme, koruma, aidiyet ve duygusal baglilik
gibi psikolojik unsurlarin da {riin degerlendirme siirecine derin bigimde yansidigi iirtinler
arasinda yer aldig1 diistiniilmektedir. Bu ¢ergcevede rasyonel maliyet-fayda analizinin 6tesine
gecen, duygusal ve bilissel etkenlerle sekillenen degerlendirme oOriintiilerinin kullanici
yorumlarinda nasil tezahiir ettigini incelemek, davranigsal finans agisindan hem kuramsal hem
de uygulamali diizeyde onemli iggdriiler sunmaktadir. S6z konusu iirlin kategorisi, bireylerin
yalnizca kendi ihtiyaglar1 dogrultusunda degil, duygusal bag kurduklar1 baska bir canli adina
karar vermeleri nedeniyle, rasyonel olmayan egilimlerin analizine imkén taniyan 6zgiin bir
baglam ortaya koymaktadir.
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Arastirmanin veri kaynagini, Tiirkiye’nin en biiyiik ¢cevrim i¢i aligveris platformlarindan biri
olan Trendyol’dan toplanan 600 kullanici yorumu olusturmaktadir. Diger e-ticaret platformlari
(Hepsiburada, Amazon Tiirkiye vb.) kapsam dis1 birakilmistir. S6z konusu e-ticaret sitesinde
en ¢ok satilan ve en yiiksek puan alan iki farkli kedi mamasi iiriiniine dair yapilan yorumlar
analiz edilmistir. Mayis 2025 tarihinde, ilgili iirlin sayfalarindaki yorumlar “yeniden eskiye”
filtresiyle siralanmis; yorumlar, arastirma sorularin1 yanitlayabilecek 0Olgiide kuramsal
doygunluk saglanana dek degerlendirilmistir. Her bir {iriin i¢in geriye doniik en giincel 300
yorum incelenmistir. Yorumlarin tamami degerlendirmeye alinmis; yalnizca bos ya da tek
kelimelik ifadeler kapsam dis1 birakilmistir. Elde edilen veriler, MAXQDA Analytics Pro 2024
yazilimi aracilifiyla nitel analiz siirecine uygun sekilde sistematik bicimde ¢éziimlemeye tabi
tutulmustur.

Yonlendirilmis igerik analizi yonteminde, arastirmacilar mevcut kuramsal yaklasimlar veya
onceki c¢alismalar dogrultusunda, analiz siirecinde kullanilacak ana temalar1 Onceden
belirlenmis kodlama kategorileri seklinde yapilandirirlar. Her bir tema, ilgili literatiir
cercevesinde somut igeriklerle acgiklanir ve bu temalarin altinda yer alacak alt kodlar kuramsal
tanimlarla desteklenerek olusturulur (Hsieh ve Shannon, 2005: 1281). Bu ¢alismada kullanici
yorumlar1 incelendiginde, davranigsal finans literatiiriinde tanimlanan ¢esitli psikolojik
egilimlerin izlerine rastlanmistir. Daha once literatiir boliimiinde ayrintili olarak ele alindig:
tizere, tiiketici davranislarinin yalnizca rasyonel fayda beklentileriyle degil; hedonik tiiketim,
aidiyet, duygusal sahiplenme ve marka sadakati, mutluluk temelli tiilketim, algilanan kalite ve
risk/saglik algis1 gibi psikolojik ve duygusal unsurlar tarafindan da yonlendirildigi ortaya
konmustur. Bu literatiirden hareketle olusturulan kavramsal yapi, bes ana tema ve on {i¢ alt kod
etrafinda sistematik olarak yapilandirilmistir. Her bir kod hem ilgili literatiirdeki tanimsal
cergeveyle hem de kullanici yorumlarinda tekrar eden Oriintiilerle iligkilendirilmistir. Bu
yoniiyle calismada gelistirilen kodlama sistemi yalnizca teorik degil, ayn1 zamanda baglamsal
gegerlilige ve ampirik bulgulara dayali biitiinciil bir analiz ¢er¢evesi sunmaktadir. Bu yaklagim,
Creswell’in (2013) nitel veri analizine iliskin olarak vurguladigi, verilerin yalnizca
betimlenmesinden &te, yorumlayict ve yapilandiric1 bir siirece tabi tutulmasi gerektigi
yoniindeki goriisleriyle de ortlismektedir. Calismada kullanilan kodlama sistemine iliskin
tematik yapi1 ise Tablo 1’de sunulmaktadir.

Tablo 1. Kedi Mamas1 Yorumlarima Dayali Kodlama Sistemi

1. Duygusal Yatirim 3. Fonksiyonel Degerlendirme
Aidiyet ve Sahiplenme Fiyat Degerlendirmesi
Marka Sadakati Fiyat/Performans Degerlendirmesi
Mutluluk Odaklilik Kullanishilik
2. Antropomorfizm Teslimat Degerlendirmesi
Insan Duygular1 Atfetme 4. Deger Atfetme
Secici ve Bilingli Tercih Atfetme Kalite Algisi
5. Koruyuculuk ve Risk Algisi
Icerik Hassasiyeti
Olumsuz Deneyimden Kaginma
Saglik Odaklilik
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4. Bulgular

Bu calismada, Trendyol platformunda satisa sunulan iki farkli kedi mamas: iiriiniine yonelik
toplam 600 ¢evrim i¢i kullanici yorumu analiz edilmistir. Nitel veri analiz stireci, MAXQDA
Analytics Pro 2024 yazilimi kullanilarak gergeklestirilmis; her bir yorum, kuramsal temeli
literatiirle desteklenen ana ve alt kodlara sistematik bigimde atanmistir. S6z konusu kodlama
sistemi Sekil 1°de gosterilmektedir.

Kodlar 600
Deger Atfetme 0

o Kalite Algisi 19
Koruyuculuk ve Risk Algisi 0
icerik Hassasiyeti 17
Olumsuz Deneyimden Kaginma 26
Saghk Odakhhk 14
Duygusal Yatinm 0
Aidiyet ve Sahiplenme 64

o Marka Sadakati 38
Mutluluk Odaklik 6

o Antropomorfizm 0
insan Duygulan Atfetme 199
Secici ve Bilingli Tercih Atfetme 40

e Fonksiyonel Degerlendirme 0
Fiyat Degerlendirmesi 9

o Fiyat/Performans Degerlendirmesi 14

o Kullanighhk 3

o Teslimat Degerlendirmesi 151

Sekil 1. Ana Kod, Alt Kod ve Kod Sayilar1 Baglaminda Kod Sistemi

Sekil 2’de sunulan gorsellestirme, yorumlarin bes ana temaya gore dagilimini ortaya koymakta
ve tiiketici davraniglarinin hangi psikolojik, duygusal ya da islevsel egilimler etrafinda
yogunlastigini gostermektedir. Elde edilen bulgular, satin alma kararlarinda etkili olan
belirleyici faktdrlerin anlagilmas: agisindan hem teorik hem de uygulamali diizeyde 6nemli
icgoriiler sunmaktadir.

/ Genel Yoruml ar\
) )

Deger Atfetme (19) Koruyuculuk ve Risk Algisi (57) Duygusal Yatinm (108) Antropomorfizm (239) Fonksiyonel Degerlendirme (177)

Sekil 2. Miisteri Yorumlarinin Ana Kodlar Bazinda Dagilimin1 Gosteren Tek-Vaka Modeli
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Sekil 2°de goriildiigii lizere, kullanic1 yorumlari en yogun bigimde “Antropomorfizm” temasi
altinda toplanmistir. Bu bulgu, evcil hayvanlara insan benzeri duygu ve niyetlerin atfedildigini
ve Uriin degerlendirmelerinin biiyiik dl¢iide duygusal 6zdesim temelli sekillendigini ortaya
koymaktadir. “Fonksiyonel Degerlendirme” temast, kullanicilarin iiriinleri performansa iliskin
deneyimler ve maliyet algis1 gibi Slgiilebilir unsurlar iizerinden degerlendirdigini ve karar
siireclerinde biligsel degerlendirmelerin belirleyici rol oynadigini gostermektedir. “Duygusal
Yatirim” ile “Koruyuculuk ve Risk Algis1” temalari ise, aidiyet hissi, koruma giidiisii ve sagliga
yonelik hassasiyet gibi i¢sel motivasyonlarin iirlin yargilarini derin bi¢imde etkiledigine isaret
etmektedir. Goreli olarak daha smirli sayida yorumu iceren “Deger Atfetme” temasi ise,
iriinlere sembolik anlamlar yiiklenmesi ve algilanan kaliteye dayali 6znel degerlendirmelerin
baz1 kullanicilar i¢in 6nemli oldugunu gdstermektedir. Bu dagilim, kullanicilarin iiriin
degerlendirmelerinde yalnizca fayda-maliyet analizine degil; ayn1 zamanda duygusal baglilik,
sorumluluk duygusu ve algisal yargilarla bigimlenen ¢ok katmanli bir degerlendirme siireci
sergilediklerini gostermektedir.

Kullanict yorumlarmin alt kodlar temelinde iki iiriin 6zelinde nasil dagilim gosterdigi Sekil 3’te
ayrintili bigimde gorsellestirilmistir. Bu karsilastirmali yapi, yalnizca tirlin bazli degerlendirme
farklarin1 degil; ayn1 zamanda davranigsal finans literatiiriinde tanimlanan duygusal ve biligsel
egilimlerin {irtin degerlendirmelerine nasil yansidigim1 da biitiinclil bir ¢ergevede ortaya
koymaktadir.

Insan Duygulan Atfetme (109)

=
eJ
TeSlimat Dederlendirmesi (151)
Segici ve Bilingli Tercih Atfetme
(40) \
94 105
/ 64 ’ Marka Sadakati (38) ; . 87
22 18
P 5 g _ Olumsuz Deneyimden Kaginma _ 33 : 5 3
i ’ (26) ¥
14 @) i XN
— 8 Kalite Algist (19) o —
64
Aidiyet ve Sahiplenme (64) 4 13—
"5 Icerik Hassasiyeti (17) —~9”
1 3
4. . Saglik Odakiilik (14) 5
\ 3 ‘@) . 3/

2 “Fiyat/Performans, 1
Degerlendirmesi{14)

. FiyatDegerlendirmesi (8)

Muthyluk OdakiiK (8)

)

Kullanighlik (3)

Sekil 3. Miisteri Yorumlarinin Uriinlere Gore Alt Kodlar Bazinda Dagilimin1 Gosteren iki-
Vaka Modeli
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Antropomorfizm

Epley vd. (2007), antropomorfizmi, bireylerin insan olmayan varliklarin ger¢ek ya da hayal
edilen davraniglarini insan benzeri 6zellikler, giidiiler, niyetler veya duygularla donatma egilimi
olarak tanimlamislardir. Evcil hayvan sahipligi baglaminda bu egilim olduk¢a yaygindir.
Bircok sahip, kedisinin veya kopeginin davranislarini yorumlarken onlara insan duygulari ve
diistinceleri atfeder; ornegin “kopegim bana kiistii”, “kedim bu mamay1 sevmedi ¢iinkii cani
sikildi” gibi insani ifadelerle hayvanlarinin tepkilerini anlamlandirir. Bu egilimin tiiketici
davranislarina somut yansimalar1 da vardir. Insana 6zgii 6zellikler atfedilen evcil hayvanlar,
adeta aileden biri kabul edilerek, onlara alinan iiriinlerde de en yiiksek standartlarin aranmasina
yol acabilir. Nitekim Schleicher vd. (2019) arastirmasi, antropomorfizmin de etkisiyle pet
sahiplerinin evcil hayvan mamalarinda saglik, kalite, tazelik ve lezzet gibi faktorlere biiyiik
onem atfettigini gostermistir.

Insan Duygular: Atfetme

Prato-Previde vd. (2022) gore hayvanlara yonelik antropomorfizm; onlarin davranislarina,
kisilik o6zelliklerine, zihinsel yetilerine, duygularina ve niyetlerine insan benzeri anlamlar
yiikklenmesini kapsar. Bu egilim, bireylerin insanlara dair genel bilgileri veya kendi
deneyimlerinden yola c¢ikarak, insan dis1 varliklarin davranislarini insan merkezli bi¢imde
yorumlamalarina neden olur. Bu baglamda, kedilerin mama karsisindaki tepkilerinin “gok
sevdi”, “bayild1”, “sevincinden kosarak geldi” gibi ifadelerle tanimlanmasi, kullanici
yorumlarinda gozlemlenen tipik antropomorfik Oriintiilerden biridir. Bu tiir insan merkezli
degerlendirmeler, evcil hayvan fiiriinlerine yonelik tiiketici davraniglarinda rasyonellikten
sapma egilimlerinin 6nemli bir gostergesi olarak degerlendirilebilir.

Bu alt kod altinda toplam 199 yorum simiflandiriimustir: Uriin 1 igin 94, Uriin 2 iginse 105
yorum bu sinifa dahil edilmistir. Bu dagilim, her iki {iriiniin de kullanicilar tarafindan giiclii bir
duygusal etkilesimle degerlendirildigini gostermektedir.

Secici ve Bilingli Tercih Atfetme

Epley vd. (2007), antropomorfik egilimlerin yalnizca duygularla sinirli kalmadigini, insan dis1
varliklarin karar verme kapasitelerine yonelik inanglart da igerdigini vurgulamislardir.
Kedilerin farkli mamalar arasinda ayrim yaparak yalnizca belirli bir {irlinii tiiketmesi,
kullanicilarin goziinde hayvana bilingli se¢cim kapasitesi atfetmelerine neden olmus ve bu
nedenle yorumlar bu alt kod altinda siniflandirilmistir. Kullanicilar, kedilerinin mamay1

digerlerinden ayirt ettigini (“mamasi A’y1 tercih etti”, “marka X’i yemedi”), belirli markalar
sectigini ya da bazi mamalar1 agzina stirmedigini belirtmistir.

Bu alt koda dair toplamda 40 yorum simiflandirilmistir: Uriin 1 igin 22, Uriin 2 i¢inse 18 yorum
bu kapsamdadir. Sayisal olarak benzer diizeydeki bu dagilim, kullanicilarin kedilerinin yalnizca
duygusal degil, aym1 zamanda rasyonel bir secim siireci isletiyor gibi algilandigim
gostermektedir. Bu yaklasim, tiiketicilerin iiriin farkliliklarin1 yalnizca teknik o6zellikler
temelinde degil, evcil hayvanlarinin "karar verme kapasitesi" tizerinden yorumladiklarini ortaya
koymaktadir.
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Duygusal Yatirim

Duygusal yatirim temasi, bireylerin evcil hayvanlaria yonelik gelistirdikleri aidiyet duygusu,
mutluluk arayis1 ve marka sadakati gibi psikolojik egilimleri kapsamaktadir. Belk (1988)
sahiplenme davranisini, bireyin kendilik algisini disa vurdugu bir miilkiyet bigimi olarak
tanimlar. Loewenstein vd. (2001) ise tliketici davraniglarinin yalnizca rasyonel temellere
dayanmadigini; ayni zamanda mutluluk arayis1 gibi duygusal hedefler dogrultusunda
sekillendigini vurgulamaktadir. Jacoby ve Chestnut (1978) ise marka bagliliginin, tiikketicinin
duygusal bagliligiyla pekistigini ortaya koyarak, bu iliskinin uzun vadeli tiikketim tercihleri
iizerindeki etkisini agiklamaktadirlar.

Aidiyet ve Sahiplenme

Belk (1988) bireylerin sahip olduklari nesne ya da varliklarla kurduklar1 6zdeslesme iligkisini
ve bu iliskinin benlik algis1 lizerindeki etkisini acgiklamaktadir. Bu ¢ercevede, evcil hayvanlar
yalnizca sahip olunan canlilar degil; bireyin kendilik uzantis1 olarak goriilen varliklardir.
Kullanicilarin “sokak canlar i¢in aldim” gibi ifadelerle sahiplendikleri hayvanlara yonelik
sorumluluk hissini vurgulamalari, {iriin tercihlerinin yalnizca islevsel gerekgelere degil,
duygusal bag ve sahiplenme hissine dayandigin1 gostermektedir. Bu tiir ifadeler, duygusal
yatirim temasina isaret eden giiclii oriintiiler arasinda yer almaktadir.

Toplamda 64 yorum bu alt kod kapsaminda degerlendirilmis olup, tamami Uriin 1°e aittir. Uriin
2’ye iliskin bu tema altinda herhangi bir yorum bulunmamaktadir. Bu dagilim, Uriin 1’in
ozellikle sokak hayvanlarina yonelik bir bakim pratigi olarak benimsendigine isaret etmektedir.
Kullanicilar, iiriinii yalnizca bir mama olarak degil, sahipsiz hayvanlara karsi duyulan
sorumluluk, merhamet ve sahiplenme duygularinin bir yansimasi olarak degerlendirmektedir.
Bu dogrultuda Uriin 1, kullanici yorumlarinda duygusal bir anlam katmani1 kazanmakta ve
toplumsal duyarlilikla 6zdeslesen bir sembolik deger tasimaktadir.

Mutluluk Odaklilik

Loewenstein vd. (2001) bireylerin ekonomik kararlarinin yalnizca rasyonel fayda
maksimizasyonuna dayanmadigini; ayni zamanda duygusal beklentiler ve mutluluk arayis
dogrultusunda sekillendigini belirtmektedir. Kullanici yorumlarinda, mama tercihinin kedinin
mutlulugu {izerinden degerlendirildigi ve bu mutlulugun dogrudan tiiketiciye yansidig
goriilmektedir. Ozellikle “o mutlu olunca biz de mutlu oluyoruz” gibi ifadeler, evcil hayvanla
kurulan duygusal senkronizasyonun satin alma kararlara nasil etki ettigini géstermekte; bu
nedenle, s6z konusu yorumlar bu alt tema kapsaminda siniflandirilmistir.

Bu alt kod kapsaminda Uriin 1’e iliskin 3, Uriin 2’ye iliskin 3 yorum olmak iizere toplam 6
yorum analiz edilmistir: Her iki {iriin 6zelinde benzer yogunlukta gozlemlenen mutluluk odakl
ifadeler, kullanicilarin yalnizca kedilerinin fiziksel gereksinimlerini degil, ayn1 zamanda
duygusal iyilik hallerini de gdzeten bir tutum sergilediklerini ortaya koymaktadir. Kedinin
mamadan memnuniyet duymasi, tiiketici agisindan da bir mutluluk kaynagina doniismekte; bu
durum, karar alma siirecine duygusal bir boyutun dahil oldugunu géstermektedir.
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Marka Sadakati

Jacoby ve Chestnut (1978) marka sadakatinin tekrar eden satin almalarin Gtesinde, tutarh
tutumlar ve duygusal baglilikla pekistirilen uzun vadeli bir iliski oldugunu vurgulamislardir.
“Yillardir bu markay1 kullaniyoruz”, “hep bu markay1 alirim”, “bagka mama almam” gibi tekrar
eden ve siireklilik arz eden ifadeler, tiiketicilerin belirli bir marka ile duygusal baglilik
gelistirdigini gostermekte olup bu nedenle bu alt kod altinda siniflandirilmistir.

Bu alt kod kapsaminda Uriin 1’e iliskin 5, Uriin 2’ye iliskin 33 yorum olmak iizere toplam 38
yorum analiz edilmistir. Uriin 2’ye yonelik anlaml1 élgiide daha fazla sayida yorumun marka
sadakati cergevesinde degerlendirilmis olmasi, bu tirliniin kullanicilar nezdinde tekrar eden
satin alma davranisi, aliskanlik ve giliven temelli bir baghilik iliskisi olusturdugunu
gostermektedir. Tiiketiciler, iiriinii defalarca satin aldiklarini, baska markalar1 tercih
etmediklerini ve kedilerinin bu mamaya alistigin1 vurgulayarak, duygusal baglilikla
desteklenen bir sadakat oriintiisiine isaret etmektedirler.

Fonksiyonel Degerlendirme

Fonksiyonel degerlendirme, tiiketicilerin bir {iriin ya da hizmeti, sagladig1 pratik faydalar,
performans diizeyi ve fiyat gibi somut 6l¢iitler tizerinden degerlendirmelerini ifade etmektedir.
Bu kapsamda davranigsal finans ve tliketici davranislar literatiiriine dayali olarak, kullanici
yorumlarinda fiyat degerlendirmesi, fiyat/performans degerlendirmesi, kullanislilik ve teslimat
siirecine iligskin degerlendirme olmak {izere dort alt kod belirlenmistir:

Fiyat Degerlendirmesi

Fiyat, iirliniin niteliklerinden bagimsiz olarak, tiiketici zihninde tek basina bir memnuniyet ya
da adaletsizlik unsuru olarak algilanabilmektedir (Kukar-Kinney vd., 2007). “Fiyat1 uygun”,
“piyasaya gore ucuz”’, “bu fiyata alinmaz” gibi ifadeler, kullanicilarin mamay1 dogrudan
maliyet ekseninde degerlendirdiklerini ve fiyat unsurunu bagimsiz bir karar kriteri olarak ele
aldiklarmi gostermektedir. Bu tiir yorumlarda {iriiniin performans ya da igerigiyle baglantili bir
degerlendirme yapilmaksizin, fiyatin kendisi tiiketici algisinda temel belirleyici haline
gelmektedir.

Bu alt kod kapsaminda toplam 9 yorum smiflandirilmistir; bunlarmn 4’ Uriin 1’e, 5°i ise Uriin
2’ye aittir. Her iki iiriin i¢in benzer sayida dile getirilen fiyat odakli degerlendirmeler,
kullanicilarin mama tercihlerinde ekonomik unsurlari dikkate aldiklarini ve fiyat algisinin karar
stirecinde belirleyici bir rol oynadigini gostermektedir.

Fiyat/Performans Degerlendirmesi

Fiyat/performans degerlendirmesi alt kodu, kullanicilarm {irliniin maliyetine karsilik sundugu
faydayr sorguladigt ve bu dogrultuda rasyonel bir degerlendirme yapti§i yorumlari
kapsamaktadir. Monroe’nun (1973) calismasinda vurguladig: iizere, tiiketiciler bir {iriiniin
fiyatin1 yalnizca ekonomik bir degisken olarak degil, ayn1 zamanda o iirliniin sundugu kalite ve
faydanin gostergesi olarak da algilamaktadir. Bu baglamda, fiyatin “uygunlugu” ancak tiriiniin
performansina gore anlam kazanmaktadir. Arastirmada yer alan “bu fiyata bu kalite ¢ok iyi”,
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“parasin1 hak ediyor”, “fiyatina gore basaril1” gibi ifadeler, kullanicilarin yalnizca mutlak fiyati
degil, fiyat ile elde edilen fayda arasindaki dengeyi degerlendirdiklerini gostermektedir.

Bu alt kod kapsaminda, Uriin 1 i¢in 11 ve Uriin 2 i¢in 3 olmak iizere toplam 14 kullanic1 yorumu
kodlanmistir. Uriin 1°e yonelik fiyat/performans degerlendirmelerinin daha yogun sekilde ifade
edilmesi, bu iiriinilin kullanicilar tarafindan maliyet karsiliginda sagladig fayda acgisindan daha
tatmin edici bulunduguna isaret etmektedir. Bu bulgu, tiiketicilerin yalnizca fiyat diizeyine
degil, fiyatla orantili olarak algiladiklar1 performansa da 6nem verdiklerini ve deger algisini bu
denge iizerinden sekillendirdiklerini gdstermektedir.

Kullamishihik

Batra ve Ahtola (1991), tiiketici tutumlarinin haz odakli ve iglevsel olmak iizere iki temel boyut
tizerinden sekillendigini belirtmektedirler. Bu yaklagima gore tiliketiciler iiriinleri yalnizca
duygusal doyum agisindan degil, ayn1 zamanda pratik faydalar ve kullanim kolaylig1 gibi
islevsel kriterler dogrultusunda da degerlendirmektedir. Bu calismada, “paketi pratik” gibi
ifadeler, tirtinlerin dogrudan kullanim kolayligina ve fonksiyonel 6zelliklerine yapilan vurgular
olarak degerlendirilmis ve ilgili yorumlar kullanisiilik alt kodu kapsaminda siniflandirilmastir.

Bu alt kod kapsaminda, Uriin 1’e iliskin 2 ve Uriin 2’ye iliskin 1 olmak iizere toplam 3 kullanic1
yorumu dahil edilmistir. Her iki iirline dair bu sinirli ancak anlaml ifadeler, tiiketicilerin kedi
mamasi se¢iminde yalnizca besin igerigini degil; kullanim deneyimini kolaylastiran unsurlari
da dikkate aldiklarin1 gostermektedir.

Teslimat Degerlendirmesi

Parasuraman vd. (1988), hizmet kalitesi algisinin yalnizca iiriiniin fiziksel 6zelliklerine degil,
ayn1 zamanda sunum siirecine (6rnegin teslimatin hizi, dogrulugu ve giivenilirligine) bagh
olarak sekillendigini belirtmektedirler. Bu ¢er¢gevede, ¢alismada “Fonksiyonel Degerlendirme”
ana kodu altinda yer alan “Teslimat Siireci Degerlendirmesi” alt kodu, kullanicilarin yalnizca
iirliniin kendisine degil; ayn1 zamanda siparisin zamaninda ve 6zenli bicimde ulagsmasina da
biiyiik 6nem atfettiklerini ortaya koymaktadir. “Hizli geldi”, “paketleme ¢ok 6zenli”, “eksiksiz
teslimat™ gibi ifadeler, tiiketicilerin belirsizlikten kacinma egilimleriyle gliven arayislarim
yansitmakta; bu durum da karar alma siireglerinin salt ekonomik rasyonaliteye degil, ayni

zamanda risk algis1 ve psikolojik konfor arzusuna da dayandigini géstermektedir.

Bu baslik altinda toplam 151 kullanic1 yorumu analiz edilmistir; bunlarin 64’i Uriin 1°e, 87’si
ise Uriin 2 ye aittir. Uriin 1’e iliskin teslimat siirecine dair memnuniyet ifadelerinin sayica daha
fazla olmasi, markaya yonelik genel olumlu alginin yalmizca iirtin 6zellikleriyle simnirl
kalmayip, ayn1 zamanda hizmet siireclerindeki performansla da pekistirildigini gostermektedir.

Deger Atfetme

Tiiketicilerin bir {irlin ya da hizmete yonelik tutumlari, yalnizca nesnel 6zelliklere degil, ayni
zamanda o lriine atfettikleri 6znel anlamlara da dayanmaktadir. Bu baglamda deger atfetme,
bireylerin {iriinlere sembolik, duygusal ya da deneyimsel boyutlarda yiikledikleri anlamlar1
ifade eder (Holbrook, 1999). Deger, yalnizca islevsel faydayla sinirli kalmayip, tiiketicinin
kimlik, aidiyet ya da yasam tarzi ile kurdugu iliski cercevesinde sekillenmektedir. Ozellikle
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evcil hayvan iriinleri gibi duygusal baglhiligin yiiksek oldugu kategorilerde, {iriin
degerlendirmeleri ¢ogu zaman bu atfedilen sembolik anlamlar tizerinden yapilmaktadir.

Kalite Algist

Zeithaml (1988) deger algisini, tiiketicinin fiyat, kalite ve fayda unsurlarma iliskin 6znel
degerlendirmelerine dayali bir yapr olarak tanimlamaktadir. “Kalitesi belli oluyor”, “cok
kaliteli iirtin” ve “digerlerine gore ¢ok daha iyi” gibi ifadeler, kullanicilarin {iriinii nesnel
verilerden ziyade kisisel algi ve deneyimlerine dayali olarak degerlendirdiklerini ve bu

dogrultuda iirtine deger atfettiklerini ortaya koymaktadir.

Bu alt kod altinda toplam 19 yorum siniflandirilmistir; bunlarin 8°i Uriin 1°e, 11’1 ise Uriin 2’ye
aittir. Her iki iirtine yonelik kaliteye iliskin degerlendirmelerin igeriksel olarak benzer
yogunlukta olmasi, tiiketici zihninde bu iirtinlerin kalite baglaminda belirli bir algisal konum
kazandigini ve bu alginin marka imajini bi¢imlendirmede rol oynadigini diisiindiirmektedir.

Koruyuculuk ve Risk Algisi

Bu ana kod, tiiketicilerin evcil hayvanlarinin sagligini koruma giidiisiine ek olarak, gecmiste
yasadiklar1 olumsuz deneyimler ve iiriinle ilgili belirsizliklere kars1 gelistirdikleri koruyucu
tutumlarin etkisiyle sekillenen degerlendirmelerini kapsamaktadir. Slovic (1987), bireylerin
belirsizlik karsisinda gelistirdigi risk algisinin karar alma siireclerinde temel belirleyici
oldugunu vurgulamaktadir. Bu baglamda, Kahneman ve Tversky’in (1979) Beklenti
Teorisi’'nde ortaya koydugu “kayiptan kagimma” ilkesi, bireylerin olas1 kazanglardan g¢ok
potansiyel kayiplara kars1 daha duyarl tepki verdiklerini ortaya koyar. Loewenstein vd. (2001)
ise, bireylerin riskli durumlara dair kararlarinin sadece biligsel analizlere degil, ayn1 zamanda
yogun duygusal tepkilere dayandigini belirtmektedir. Bu g¢ergevede, kullanici yorumlarinda
icerik ya da fiyat gibi islevsel unsurlar kadar, riskten kaginma, koruma istegi ve duygusal
baglilik gibi davranigsal egilimlerin de belirleyici oldugu goriilmektedir.

Icerik Hassasiyeti

Slovic’in (1987) belirsizlik ve risk algisinin karar alma siireclerindeki belirleyici roliine iliskin
bulgulari, evcil hayvan iiriinlerine yonelik degerlendirmelerde de karsilik bulmaktadir. “Igerigi
temiz”, “katki maddesi yok™ gibi ifadeler, kullanicilarin mama bilesenlerine iligskin potansiyel
riskleri onceden Ongormeye c¢alistiklarini ve bu dogrultuda hassasiyet gelistirdiklerini
gostermektedir.

Bu alt kod kapsaminda toplam 17 yorum yer almaktadir; bunlarin 4’ii Uriin 1°e, 13’ii ise Uriin
2’ye aittir. Icerik bilesenlerine yonelik hassasiyetin 6zellikle Uriin 2 kullanicilar1 arasinda daha
yogun dile getirilmesi, tliketici tercihlerinde sagliga dair endiselerin belirli {iriinler 6zelinde
daha baskin bir rol oynayabildigini gostermektedir.

Olumsuz Deneyimden Ka¢inma

Kahneman ve Tversky’in (1979) Beklenti Teorisi kapsaminda ortaya koydugu “kayiptan
kacginma” ilkesi, bireylerin potansiyel kazanglardan ¢ok, olas1 kayiplar1 6nlemeye odaklandigini
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ortaya koymaktadir. Bu alt kod kapsaminda yer alan yorumlar, kullanicilarin halihazirda
deneyimledikleri olumsuzluklar sonucunda ayni riski tekrar yasamamak admna iiriinden
uzaklasma egilimi gosterdiklerini ortaya koymaktadir. “Bir daha almam”, “buna glivenemem”
gibi ifadeler, mevcut {irlinle yasanan memnuniyetsizligin tiiketicilerde giiclii bir risk algisi
olusturdugunu ve bu alginin davranigsal diizeyde kaginma tepkilerine doniistiigiinii
gostermektedir.

Bu alt kod kapsaminda toplam 26 yorum simiflandirilmistir; bunlarin 14°ii Uriin 1°e, 12si ise
Uriin 2’ye aittir. Kullanicilarin daha 6nce yasadiklar1 olumsuz deneyimlerden kaginma
giidiisiiyle yeni mama tercihlerine yoneldikleri ve bu siirecte tiriinlerin risk azaltic1 6zelliklerine
oncelik verdikleri goriilmektedir.

Saglik Odakhihik

Loewenstein vd. (2001), bireylerin riskli durumlara dair kararlarinin yalnizca biligsel
degerlendirmelere degil, ayn1 zamanda yogun duygusal tepkilere dayandigini ileri stirmektedir.
Bu yaklasim c¢ergevesinde, “veteriner onerdi”, “bagisikligini giiclendirdi”, “daha saglikli
goriinmeye basladi” gibi ifadeler, kullanicilarin mama tercihlerinde dogrudan saglikla
baglantili beklentileri 6nceliklendirdigini gostermektedir.

Bu alt kod kapsaminda toplam 14 yorum yer almaktadir; bunlarm 5’i Uriin 1’e, 9’u ise Uriin
2’ye aittir. Saglik odakli degerlendirmeler, mama tercihlerinde yalnizca duygusal bagliligin
degil, ayn1 zamanda koruyucu bir motivasyonun da etkili oldugunu ortaya koymaktadir.

5. Tartisma, Sonuc ve Oneriler

Bu caligmanin temel amaci, ¢evrim i¢i kullanict yorumlari araciligiyla kedi mamast iiriinlerine
iligkin tiiketici degerlendirmelerinde One ¢ikan biligsel ve duygusal egilimleri, davranigsal
finans perspektifinden analiz etmektir. Nitel bulgular, evcil hayvan sahiplerinin {iriin
tercihlerini yalnizca rasyonel fayda-maliyet hesaplamalariyla degil; ayn1 zamanda gii¢lii bir
duygusal baglilik, risk algis1 ve koruma giidiistiyle sekillendirdigini ortaya koymaktadir.

Ozellikle antropomorfizm temasmin belirgin bicimde &ne ¢ikmasi, tiiketicilerin evcil
hayvanlarin1 bir aile liyesi gibi konumlandirdigin1 ve bu alginin karar siireglerine dogrudan
yansidigin1 gostermektedir. Nitekim Epley vd. (2007) ortaya koydugu bigimiyle, insan dis1
varliklara insani ozellikler atfetme egilimi bu ¢alismada da kullanicilarin kedilerinin tercih ve
begenilerini yorumlama bi¢imlerinde agik¢a gézlemlenmistir.

Fonksiyonel degerlendirme boyutu da tiiketici karar siire¢lerinde anlamli bir rol oynamaktadir.
Kullanic1 yorumlarinda fiyat, teslimat siireci, ambalaj kalitesi ve kullanim kolaylig1 gibi
olgiilebilir unsurlar siklikla vurgulanmigtir. “Fiyati uygun”, “paketleme ¢ok 6zenli”, “tazeligini
koruyor” gibi ifadeler, tliketicilerin yalnizca duygusal yonelimlerle degil, ayn1 zamanda
rasyonel Olgiitlerle de degerlendirme yaptiklarini ortaya koymaktadir. Bu bulgu, tiiketici
deneyimini hem hedonik (duygusal) hem de faydaci (islevsel) bilesenler iizerinden ele alan
Batra ve Ahtola (1991) ile Babin vd. (1994) kuramsal ¢ergeveleriyle ortlismektedir. Tiiketiciler,
kedilerinin mutlulugu kadar, satin aldiklar1 iiriiniin ekonomik degeri, hizmet kalitesi ve

kullanim pratikligi gibi islevsel yonlerini de dikkate alarak karar vermektedir.
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Kullanici yorumlari, duygusal yatirimin evcil hayvan mamasi tercihlerinde giiclii bir belirleyici
oldugunu ortaya koymaktadir. Bu durum, Jacoby ve Chestnut’'un (1978) marka sadakati
taniminda vurgulanan duygusal tatmin ve aligkanlik unsurlariyla o6rtiismekte; ayrica Yazdi vd.
(2024)’nin duygusal baglilik ile marka sadakati arasindaki iligkiyi gosteren gilincel bulgulariyla
da paralellik gostermektedir. Kedilerine uygun mama se¢imi konusunda gosterilen 6zen, sadece
iiriin memnuniyetine degil, ayn1 zamanda uzun vadeli bir giliven iligkisine isaret etmektedir. Bu
giiven duygusu zamanla duygusal temelli bir marka bagliligina doniismektedir. Bununla
birlikte, yalnizca ev ici beslenme pratikleriyle siirli kalmayan bu duygusal baglilik, sokak
hayvanlarina yonelik degerlendirmelerde de kendini gostermektedir. Kullanicilarin belirli bir
mamay1 tekrar tekrar tercih ederek sokak kedilerini beslemesi, yalnizca {iriiniin islevsel
yeterliligine degil; ayn1 zamanda “aidiyet” ve “sahiplenme” gibi duygusal egilimlere dayanan
bir tercih davranisina isaret etmektedir. Bu da tiiketici kararlarinin arkasinda yer alan toplumsal
sorumluluk bilinci ve duygusal 6zdesimin i¢ ice gegtigi bir dinamige isaret etmektedir.

Koruyuculuk ve Risk Algisi ana kodu ¢ergevesinde, kullanicilarin {iriin tercihlerinde yalnizca
mevcut faydayr degil, ayn1 zamanda ge¢miste yasanan olumsuz deneyimlerin tekrarina dair
duyulan endiseyi ve belirsizliklere kars1 gelistirdikleri koruyucu tutumlar1 da dikkate aldiklar
goriilmiistiir. Icerik hassasiyeti, saglik odaklilik ve olumsuz deneyimden kaginma gibi alt kodlar
altinda toplanan yorumlar, evcil hayvan sahiplerinin yalnizca rasyonel degil, ayn1 zamanda
duygusal temelli risk algilar1 dogrultusunda hareket ettiklerini ortaya koymaktadir. Bu durum,
Slovic (1987)’in belirsizlik durumlarinda kararlarin  biligsel oldugu kadar duygusal
degerlendirmelerle de sekillendigini vurgulayan calismasiyla ortlismektedir. Benzer sekilde,
Loewenstein vd. (2001) tarafindan ortaya konan, karar siireclerinde duygularm yonlendirici
etkisine dair bulgularla da paralellik gdostermektedir. Kedinin sagligina dair potansiyel bir
tehdidi 6ngorme ya da dnceki bir olumsuzlugu tekrar yasamama giidiisii, tiikketicilerin koruyucu
bir refleksle daha giivenli ve saglik temelli iiriinlere yonelmelerine neden olmaktadir.

Deger Atfetme alt kodu kapsaminda, kullanicilarin mama iirtinlerine yalnizca iglevsel nitelikleri
iizerinden degil, ayn1 zamanda 6znel anlamlar ve sembolik degerler atfederek yaklastiklari
goriilmiistiir. Bu baglamda, iiriiniin “kaliteli”, “giivenilir” ya da “fiyatin1 hak eden” bir secenek
olarak degerlendirilmesi, tiiketicilerin algilanan kaliteye dayali biitiinsel deger yargilarini
yansitmaktadir. Bu durum, Zeithaml (1988)’in algilanan kaliteyi tiiketicinin beklenti ve
deneyimlerine dayali silibjektif bir yargt olarak tanimladigi c¢alismayla paralellik
gostermektedir. Uriine atfedilen bu anlam, tiiketicilerin marka ile kurduklar1 duygusal bagi
pekistirirken, memnuniyet ve sadakat gibi davranigsal ¢iktilar1 da beraberinde getirmektedir.

Bu ¢alismada elde edilen bulgulara istinaden gelistirilen oneriler ise asagida yer almaktadir:

- Pazarlama Stratejileri: Evcil hayvan mamasi markalarinin, tiiketicilerin {riinlere
yalnizca islevsel degil ayn1 zamanda yiiksek diizeyde duygusal baglilik gelistirdigini
dikkate alarak iletisim stratejilerini yeniden yapilandirmalari gerekmektedir. Ozellikle
antropomorfik egilimlere hitap eden pazarlama kampanyalari (6rnegin, kedilerin
saglikli, mutlu ve minnettar goriindiigii gorsel anlatimlar) duygusal rezonansi artirarak
marka ile tiiketici arasinda daha derin bir bag kurulmasina olanak taniyabilir. Ayrica,
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kullanicilarin kendilerini “pet ebeveyni” olarak tanimladiklari bu baglamsal ¢ercevede,
markalarin sdylemlerini yalnizca iiriin faydasina degil, hayvanin mutluluguna katki
vurgusuna da dayandirmalart etkili olacaktir.

- Uriin Gelistirme: Pek c¢ok evcil hayvan mamasi markas: temel saglk ve Kkalite
kriterlerini karsilamakla birlikte, bu 6zelliklerin tiiketici zihninde giiven ve aidiyet
olusturacak sekilde daha anlamli ve seffaf bicimde sunulmasi kritik bir ihtiya¢ haline
gelmistir. Bu dogrultuda, iiriin i¢eriklerinin yalnizca dogal ve katkisiz olmasi degil, ayni
zamanda bu oOzelliklerin kolay anlasilir ve inandirici bi¢imde belgelenmesi 6nem
tagimaktadir. “Analiz raporu”, “iriin sertifikalar1” veya “iiriin ge¢misi” gibi giiven
saglayici unsurlarin goriiniir sekilde paylasilmasi, kullanicilarin risk algisini azaltarak
kararlarmi kolaylastiracaktir. Ayrica, mamalarin tazelik, lezzet ve besleyicilik gibi
duyusal nitelikleri, kullanic1 yorumlarina dogrudan yansiyan alanlardir ve bu nedenle
iriin gelistirme siireglerinde sadece teknik kaliteyle degil, duyusal memnuniyet ve
duygusal tatminle de biitiinlestirilmelidir. Ozellikle kedisini “aile {iyesi” olarak gdren
ve antropomorfik egilim gosteren tiiketiciler i¢in, mama yalnizca bir gida degil, 6zenin
ve sevginin bir yansimasidir. Bu nedenle, iirlin tasarimi da bu duygusal temsiliyetin
bilinciyle yiirtitiilmelidir.

- Misteri Deneyimi ve e-WOM Yonetimi: Cevrim i¢i kullanic1 yorumlarinda ortaya
cikan tematik Oriintiiler, markalar agisindan yalnizca tiiketici goriislerini yansitmakla
kalmayip, ayni zamanda stratejik yonlendirmeler sunan 6nemli veri kaynaklaridir.
Ozellikle olumsuz deneyimlerin hizl, seffaf ve empatik bicimde ele alinmasi, marka
giivenilirliginin yeniden insasinda belirleyici rol oynamaktadir. Tiiketicilerin duygusal
ton tasiyan degerlendirmelerine aktif bigimde yanit verilmesi, yalnizca bireysel
memnuniyeti artirmakla kalmaz; ayn1 zamanda ¢evrim i¢i itibarin korunmasi ve pozitif
e-WOM’un yayginlastirilmasi yoluyla marka sadakatini pekistirir. Bu nedenle, miisteri
deneyimi yonetimi yalnizca operasyonel degil, ayn1 zamanda duygusal diizlemde de
giiclii bir etkilesim gerektirmektedir.

Bu calisma, evcil hayvan mamalarina yonelik tiiketici davramiglarini anlamaya 6zgiin bir
perspektif sunmakta ve davranigsal finans ile tiiketici psikolojisi kesisiminde yeni bir tartisma
alan1 agmaktadir. Bununla birlikte, arastirmanin yalnizca tek bir platforma (Trendyol) ve iki
iirline ait kullanic1 yorumlarma dayanmasi, bulgularin genellenebilirligini sinirlamaktadir.
Ilerleyen ¢alismalarda, farkli evcil hayvan iiriinleri ve gesitli dijital platformlardan elde edilecek
verilerin analiz edilmesi, sonuglarin ¢esitlendirilmesine ve karsilagtirmali olarak test edilmesine
katki saglayacaktir. Ayrica, duygusal yatirim, risk algis1 ve antropomorfizm gibi kavramlarin
farkli 6rneklemlerle ve metodolojik yaklasimlarla incelenmesi, tiiketici davraniglarini daha
derinlemesine anlamaya olanak taniyacaktir. Boylece yalnizca akademik literatiire degil, ayn1
zamanda pratik pazarlama uygulamalarmma da yon verici nitelikte daha kapsamli bulgular
iiretmek miimkiin olacaktir.



760 Duygularin Gélgesinde Rasyonalite: Kedi Mamalarina iligkin Tiiketici Yorumlarinin Davranissal
Finans Perspektifinden Analizi

Kaynakc¢a

Akgiin, V. O., & Altay, H. C. (2024). E-Wom’un tekrar satin alma niyetine etkisi. Selcuk
Universitesi Sosyal Bilimler Enstitiisii Dergisi, (54), 470-488.
https://doi.org/10.52642/susbed. 1476294

Akgiin, V. O., & Diktas, M. (2017). Theoretical concept of hedonic consumption. Annals
Constantin Brancusi University of Targu Jiu, Letters & Social Science Series, 64.

Aldhamiri, A., Carlson, J., Vilches-Montero, S., Rahman, S. M., & Gudergan, S. P. (2024).
What drives higher active customer engagement in luxury brands’ social media?
Measurement and contingencies. Journal of Retailing and Consumer Services, 79, 103804,
1-26. https://doi.org/10.1016/j.jretconser.2024.103804

Ali, S. M. S. (2025). Cognitive biases in digital decision making: How consumers navigate
information overload (Consumer Behavior). Advances in Consumer Research, 2, 168-177.

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and
utilitarian shopping value. The Journal of Consumer Research, 20(4), 644—656. Work
and/or Fun: Measuring Hedonic and Utilitarian Shopping Value on JSTOR
https://psycnet.apa.org/doi/10.1086/209376

Babi¢ Rosario, A., De Valck, K., & Sotgiu, F. (2020). Conceptualizing the electronic word-of-
mouth process: What we know and need to know about eWOM creation, exposure, and
evaluation. Journal of the Academy of Marketing Science, 48(3), 422-448.
https://doi.org/10.1007/s11747-019-00706-1

Bahar, R., & Villi, B. (2023). Hedonik tiiketim ile gelismeleri kac¢irma korkusu (FOMO)
arasindaki iligkinin incelenmesi: Z kusag: tiiketiciler iizerine bir arastirma. Nevsehir Haci
Bektas Veli Universitesi SBE Dergisi, 13(1), 588-607.
https://doi.org/10.30783/nevsosbilen.1230186

Balamoorthy, S., & Chandra, B. (2023). The influence of intrinsic and extrinsic motivational
factors on e-WOM behaviour: The role of psychological impact during the time of COVID-
19 crisis. Heliyon, 9(2), 1-20. https://doi.org/10.1016/j.heliyon.2023.e13270

Barberis, N., & Thaler, R. (2003). A survey of behavioral finance. Handbook of the Economics
of Finance, 1, 1053-1128. DOI 10.3386/w9222

Batra, R., & Ahtola, O. T. (1991). Measuring the hedonic and utilitarian sources of consumer
attitudes. Marketing Letters, 2(2), 159—170. http://dx.doi.org/10.1007/BF00436035

Bedeley, R. T., Hao, H., & Ghoshal, T. (2025). Cognitive biases in online opinion platforms: A
review and mapping. SAGE Open, 15(1), 1-17.
https://doi.org/10.1177/21582440251315564



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylul 2025, ss. 738-769 761

Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer Research, 15(2),
139-168. https://www.jstor.org/stable/2489522

Bilgen Kocatiirk, E. (2017). Algilanan kaliteye iliskin literatiir taramasi ve algilanan kalitenin
artirilmasina yonelik oneriler. Istanbul Journal of Social Sciences, 15(43), 42—66.

Boya, U. O., Dotson, M. J., & Hyatt, E. M. (2015). A comparison of dog food choice criteria
across dog owner segments: an exploratory study. International Journal of Consumer
Studies, 39(1), 74-82. https://doi.org/10.1111/ijcs. 12145

Chaney, D., Lunardo, R., & Mencarelli, R. (2018). Consumption experience: Past, present and
future. Qualitative Market Research: An International Journal, 21(4), 402—420.
https://doi.org/10.1108/QMR-04-2018-0042

Cheung, C. M., & Thadani, D. R. (2012). The impact of electronic word-of-mouth
communication: A literature analysis and integrative model. Decision Support
Systems, 54(1), 461-470. https://doi.org/10.1016/j.dss.2012.06.008

Chitturi, R. (2009). Emotions by design: A consumer perspective. International Journal of
Design, 3(2),7-17.

Creswell, J. W. (2013). Nitel arastirma yontemleri: Bes yaklasima gore nitel arastirma ve
arastirma deseni. (Cev: M. B. Demir) Siyasal Kitapevi, Ankara.

Cetiner, M., Gokgek, H. A., & Golbasi, B. T. (2019). Davranigsal finans perspektifinden
yatirime1 davraniglar ilizerine bir inceleme. Uluslararasi Bankacilik Ekonomi ve Yonetim
Arastirmalari Dergisi, 2(1), 1-30.

Dave, B. (2017). The role of emotions in consumer decision making: A comprehensive analysis.
Journal of Emerging Technologies and Innovative Research (JETIR), 4(10).
http://dx.doi.org/10.55041/IJSREM37988

Dhar, R., & Wertenbroch, K. (2000). Consumer choice between hedonic and utilitarian
goods. Journal of Marketing Research, 37(1), 60-71.
http://dx.doi.org/10.1509/jmkr.37.1.60.18718

Dilek, H., & Cati, K. (2023). Algilanan kalitenin satin alma niyetine etkisinin demografik
ozellikler ve marka tercihine gore incelenmesi. In /st International Conference on Modern
and Advanced Research (pp. 295-302). https://doi.org/10.59287/icmar.1298

Duxbury, D. (2015). Behavioral finance: Insights from experiments II: Biases, moods and
emotions. Review of Behavioral Finance, 7(2), 151-175. https://doi.org/10.1108/RBF-09-
2015-0037

Engizek, N., & Sekerkaya, A. (2014). Liiks markalar ve taklitleri arasindaki iligkinin teoriler
acisindan  degerlendirilmesi. Cukurova  Universitesi  Sosyal — Bilimler — Enstitiisii
Dergisi, 23(2), 301-316.



762 Duygularin Gélgesinde Rasyonalite: Kedi Mamalarina iliskin Tiiketici Yorumlarinin Davranissal
Finans Perspektifinden Analizi

Epley, N., Waytz, A., & Cacioppo, J. T. (2007). On seeing human: A three-factor theory of
anthropomorphism. Psychological Review, 114(4), 864-886.
http://dx.doi.org/10.1037/0033-295X.114.4.864

Estrada, J. (2001). Law and behavioral economics. Paper presented at the Latin American Law
and Economics Association Conference, Santiago, Chile, 1-17.

Fama, E. F. (1970). Efficient capital markets: A review of theory and empirical work. The
Journal of Finance, 25(2), 383-417. https://doi.org/10.2307/2325486

Farzin, M., Sadeghi, M., Fattahi, M., & Eghbal, M. R. (2022). Effect of social media marketing
and eWOM on willingness to pay in the etailing: Mediating role of brand equity and brand
identity. Business Perspectives and Research, 10(3), 327-343.
https://doi.org/10.1177/22785337211024926

Ferraro, R., Escalas, J. E., & Bettman, J. R. (2011). Our possessions, our selves: Domains of
self-worth and the possession—self link. Journal of Consumer Psychology, 21(2), 169—-177.
https://psycnet.apa.org/doi/10.1016/].jcps.2010.08.007

Forbes, S. L., Trafford, S., & Surie, M. (2018). Pet humanisation: what is it and does it influence
purchasing behaviour?. Journal of Dairy & Veterinary Sciences, 5(2), 1-5.
http://dx.doi.org/10.19080/JDVS.2018.05.555659

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer
research. Journal of Consumer Research, 24(4), 343-373.
http://dx.doi.org/10.1086/209515

Geng, E., Kurt, A. E., & Ozer, A. (2025). Cevrim i¢i marka deneyimleri baglaminda tiiketici
ilhaminin ve marka mutlulugunun satin alma niyetine etkisi. Pazarlama ve Pazarlama
Arastirmalart Dergisi, 18(1), 105-140. http://dx.doi.org/10.15659/ppad.18.1.1589161

Gilovich, T., Kumar, A., & Jampol, L. (2015). A wonderful life: Experiential consumption and
the pursuit of happiness. Journal of Consumer Psychology, 25(1), 152-165.
http://dx.doi.org/10.1016/.jcps.2014.08.004

Hansen, F. (1998). From lifestyle to value systems to simplicity. Advances in Consumer
Research, 25, 181-195.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic word-of-
mouth via consumer-opinion platforms: What motivates consumers to articulate
themselves on the internet? Journal of Interactive Marketing, 18(1), 38-52.
http://dx.doi.org/10.1002/dir.10073

Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: Emerging concepts,
methods  and  propositions.  Journal  of  Marketing,  46(3),  92-101.
https://psycnet.apa.org/doi/10.2307/1251707



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylul 2025, ss. 738-769 763

Holbrook, M. B. (1999). Consumer value: A framework for analysis and research. London:
Routledge.

Hsieh, H. F., & Shannon, S. E. (2005). Three approaches to qualitative content analysis.
Qualitative Health Research, 15(9), 1277-1288.
https://doi.org/10.1177/1049732305276687

Ismagilova, E., Rana, N. P., Slade, E. L., & Dwivedi, Y. K. (2021). A meta-analysis of the
factors affecting eWOM providing behaviour. European Journal of Marketing, 55(4),
1067-1102. https://doi.org/10.1108/EIM-07-2018-0472

Jacoby, J., & Chestnut, R. W. (1978). Brand loyalty: Measurement and management. New
York: Wiley.

Jalilvand, M. R., & Samiei, N. (2012). The impact of electronic word of mouth on a tourism
destination choice: Testing the theory of planned behavior (TPB). Internet Research, 22(5),
591-612. http://dx.doi.org/10.1108/10662241211271563

Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under risk.
Econometrica, 47(2), 263-291. https://doi.org/10.2307/1914185

Kirk, C. P. (2019). Dogs have masters, cats have staff: Consumers' psychological ownership
and their economic valuation of pets. Journal of Business Research, 99, 306-318.
https://doi.org/10.1016/j.jbusres.2019.02.057

Kliger, D., & Kudryavtsev, A. (2010). The availability heuristic and investors' reaction to
company-specific events. The Journal of Behavioral Finance, 11(1), 50-65.
https://doi.org/10.1080/15427561003591116

Kukar-Kinney, M., Xia, L., & Monroe, K. B. (2007). Consumers’ perceptions of the fairness of
price-matching  refund  policies. Journal of Retailing, 83(3), 325-337.
http://dx.doi.org/10.1016/j.jretai.2007.03.005

Lastovicka, J. L., & Sirianni, N. J. (2011). Truly, madly, deeply: Consumers in the throes of
material possession love. Journal of Consumer Research, 38(2), 323-342.
https://psycnet.apa.org/doi/10.1086/658338

Lerner, J. S., Li, Y., Valdesolo, P., & Kassam, K. S. (2015). Emotion and decision making.
Annual Review of Psychology, 66, 799-823. https://psycnet.apa.org/doi/10.1146/annurev-
psych-010213-115043

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price perceptions and
consumer shopping behavior: A field study. Journal of Marketing Research, 30(2), 234—
245. http://dx.doi.org/10.2307/3172830

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality and
tourism management. Tourism Management, 29(3), 458-468.
http://dx.doi.org/10.1016/j.tourman.2007.05.011



764 Duygularin Gélgesinde Rasyonalite: Kedi Mamalarina iliskin Tiiketici Yorumlarinin Davranissal
Finans Perspektifinden Analizi

Liu, Y., Chang, X., Yang, S., Li, Z., & Wu, Y. (2024). “Pets make you spend more!” Impact of
pet ownership on consumer purchase decisions. Journal of Business Research, 183,
114838, 1-14. https://doi.org/10.1016/j.jbusres.2024.114838

Loewenstein, G. F., Weber, E. U., Hsee, C. K., & Welch, N. (2001). Risk as feelings.
Psychological Bulletin, 127(2), 267-286. http://dx.doi.org/10.1037/0033-2909.127.2.267

Monroe, K. B. (1973). Buyers’ subjective perceptions of price. Journal of Marketing
Research, 10(1), 70-80. https://psycnet.apa.org/doi/10.2307/3149411

Musnaini, M., Astuti, S. W., Sukoco, B. M., & Yacob, S. (2017). Effect of hedonic value and
consumer knowledge on buying intention for luxury brand counterfeit products.
International  Journal of Business and  Globalisation, 19(4), 497-511.
http://dx.doi.org/10.1504/1JBG.2017.087297

Muti Tabanly, S. (2025). Tatminin 6tesinde pazarlama: “Tiiketici mutlulugu” kavramina yonelik
bibliyometrik bir analiz. Isletme ve Girisimcilik Arastirmalar: Dergisi, 6, 62—78.

Nny, W. T. W., Singh, J. S. K., & Choudhary, J. (2024). The impact of hedonic and utilitarian
values, alongside psychological factors, on customer satisfaction and loyalty of female
consumers. International — Journal of Advanced Business Studies, 3, 73-92.
http://dx.doi.org/10.59857/1JABS.3912

Parasuraman, A., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality. 71988, 64(1), 12-40.

Pauliuc, D. (2018). A study on the attachment in between owner and pet and its influence on
the consumption of pet food. Master Thesis, International Business Scholl, Jonkoping
University.

Prato-Previde, E., Basso Ricci, E., & Colombo, E. S. (2022). The complexity of the human—
animal bond: Empathy, attachment and anthropomorphism in human—animal relationships
and animal hoarding. Animals, 12(20), 2835. https://doi.org/10.3390/ani12202835

Rani, A., & Shivaprasad, H. N. (2021). Revisiting the antecedent of electronic word-of-mouth
(eWOM) during COVID-19 pandemic. Decision, 48(4), 419-432.
http://dx.doi.org/10.1007/s40622-021-00298-2

Schleicher, M., Cash, S. B., & Freeman, L. M. (2019). Determinants of pet food purchasing
decisions. The Canadian Veterinary Journal, 60(6), 644—648.

Shimul, A. S. (2022). Brand attachment: A review and future research. Journal of Brand
Management, 29(4), 400—419. http://dx.doi.org/10.1057/s41262-022-00279-5

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer
Research, 9(3), 287-300. https://doi.org/10.1086/208924

Slovic, P. (1987). Perception of risk. Science, 236, 280-285.
http://dx.doi.org/10.1126/science.3563507



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylul 2025, ss. 738-769 765

Srivastava, H., & Moid, S. (2025). Behavioral biases and individual investors’ investment
decisions: Mediating role of financial risk tolerance. Quality & Quantity. Advance online
publication. http://dx.doi.org/10.1007/s11135-025-02352-y

Statman, M. (2019). Behavioral finance: The second generation. CFA Institute Research
Foundation.

Suwandee, S., Surachartkumtonkun, J., & Lertwannawit, A. (2020). EWOM firestorm: Young

consumers and online community. Young  Consumers, 21(1), 1-15.
http://dx.doi.org/10.1108/Y C-03-2019-0982

Satir, C. (2023). Algilanan kalitenin marka baghligina etkisi ve marka giiveninin aracilik rolii
akilly cihaz kullanicilart iizerine bir arastirma (Yayimlanmamig yiiksek lisans tezi).
Istanbul Kiiltiir Universitesi, Istanbul.

Sener, A., & Yiicel, S. (2020). Sosyal medyanin Y kusagi satin alma davraniglar1 izerindeki
etkisi: Bir literatiir incelemesi. Dumlupinar Universitesi Sosyal Bilimler Dergisi, (65),
265-284.

Tastan, M. (2025). Giivenin insasinda e-WOM’un rolii: Vegan kozmetik markalari {izerine nitel
bir arastirma. Medialog TR, 4(1), 1-21.

Tauber, E. M. (1972). Why do people shop? Journal of Marketing, 36(October), 46—49.
https://doi.org/10.2307/1250426

Tekin, B. (2018). Biligsel onyargi ve hevristik baglaminda finansin insani boyutu olarak
davranissal finans: Bir literatiir incelemesi ve derleme c¢alismasi. Uluslararas: Insan
Calismalar: Dergisi, 1(2), 131-156. http://dx.doi.org/10.35235/uicd.462794

Thomson, M., Maclnnis, D. J., & Park, C. W. (2005). The ties that bind: Measuring the strength
of consumers’ emotional attachments to brands. Journal of Consumer Psychology, 15(1),
77-91. https://psycnet.apa.org/doi/10.1207/s15327663jcp1501 10

Urbina, D. A., & Ruiz-Villaverde, A. (2019). A critical review of homo economicus from five
approaches. American  Journal of Economics and  Sociology, 78(1), 63-93.
https://doi.org/10.1111/ajes.12258

Uster, M. M. (2023). Davranissal finansta anomaliler: Yatirimci kararlar1 ve Borsa Istanbul’da
bir uygulama. Quantrade Journal of Complex Systems in Social Sciences, 5(2), 118—128.

Ustiin, G. (2024). Davranissal finans baglaminda yatirimci kararlarinin incelenmesi: Samsun
ornegi (Yaymmlanmamus yiiksek lisans tezi). Ordu Universitesi, Ordu.

Vigneron, F., & Johnson, L. W. (1999). A review and a conceptual framework of prestige-
seeking consumer behavior. Academy of Marketing Science Review, 1999(1), 1-15.

Xinhui, C., & Han, D. (2016). A meta-analysis of consumer irrational purchase behavior based
on Howard—Sheth model. Journal of Business and Retail Management Research, 10(3), 69-
80.



766 Duygularin Gélgesinde Rasyonalite: Kedi Mamalarina iligkin Tiiketici Yorumlarinin Davranissal
Finans Perspektifinden Analizi

Yazdi, A., Ramachandran, S., Mohsenifard, H., Nawaser, K., Sasani, F., & Gharleghi, B.
(2024). The ebb and flow of brand loyalty: A 28-year bibliometric and content analysis.
Tuijin Jishu/Journal of Propulsion Technology, 45(1), 2303-2331

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence. Journal of Marketing, 52(3), 2-22.
http://dx.doi.org/10.1177/002224298805200302



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylul 2025, ss. 738-769 767

EXTENDED ABSTRACT

RATIONALITY IN THE SHADOW OF EMOTIONS: AN ANALYSIS OF
CONSUMER REVIEWS ON CAT FOOD PRODUCTS FROM A BEHAVIORAL
FINANCE PERSPECTIVE

1.Introduction

Behavioral finance is an interdisciplinary approach that challenges the adequacy of explaining
individuals’ financial decisions solely through rational models, instead emphasizing the
influence of psychological and emotional factors on decision-making processes (Statman,
2019). Although traditional consumer behavior theories often assume that individuals make
rational choices based on utility maximization, contemporary studies indicate that emotional
attachment, feelings of belonging, and even empathetic tendencies significantly affect
consumer decisions (Belk, 1988; Lerner et al., 2015). In this context, emotional themes become
particularly salient in product categories -such as pet supplies-where the decision-maker and
the end-user differ.

2. Theoretical Framework
2.1. Behavioral Finance

Behavioral finance takes into account psychological elements such as cognitive biases,
emotions, heuristics, and social norms to explain investor and consumer behavior (Duxbury,
2015; Kahneman & Tversky, 1979). Concepts like anthropomorphism, risk perception, and
emotional investment are powerful emotional indicators that often overshadow rationality in
financial decision-making.

2.2. Consumer Behavior and Behavioral Finance

In purchasing decisions regarding pet products, consumers are influenced not only by functional
attributes but also by psychological factors such as love for the animal, protective instincts, and
the pursuit of happiness (Ferraro et al., 2011; Chitturi, 2009). Anthropomorphic tendencies,
frequently observed in human-animal relationships, are reflected in decision-making processes
and shape emotional consumption patterns (Epley et al., 2007; Prato-Previde et al., 2022).

2.3. Electronic Word-of-Mouth (e-WOM)

In today's digital era, technological advancements have dramatically accelerated the way
consumers share and access product and service experiences. This has intensified marketing
practices and compelled businesses to leverage digital opportunities effectively. As internet
usage has become widespread, traditional word-of-mouth (WOM) has evolved into digital e-
WOM processes. Businesses now restructure their marketing strategies with a focus on high
interactivity and online visibility. Social media has become a dynamic interaction platform
where consumer behaviors take shape and emotional bonds with brands are formed (Akgiin &
Altay, 2024: 471).
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As a critical component of this transformation, e-WOM expands the influence of traditional
WOM. It refers to the process where potential, current, or past consumers share positive or
negative opinions about a product, service, or brand via the internet (Hennig-Thurau et al.,
2004: 39). Compared to traditional WOM, e-WOM is low-cost, long-lasting, and widely
accessible, making it a strategic source of information for both consumers and businesses
(Litvin et al., 2008; Jalilvand & Samiei, 2012). Studies show that online reviews affect not only
awareness but also purchase intentions, brand preferences, and loyalty levels (Babi¢ Rosario et
al., 2020; Farzin et al., 2022).

The influence of e-WOM goes beyond information sharing, involving psychological and
cognitive factors that affect decision-making. For instance, Bedeley et al. (2025) found that
users on online review platforms often fall under the influence of cognitive biases, leading to
non-rational evaluations. Similarly, social belonging plays a crucial role; Suwandee et al.
(2020) emphasized that feelings of group identity affect engagement and responses to e-WOM
content. Rani and Shivaprasad (2021) demonstrated that individuals trust comments from
groups sharing similar views and values.

Therefore, e-WOM should not be seen as a superficial aggregation of opinions but rather as a
complex, multilayered communication network fulfilling emotional and social needs such as
self-expression, social validation, and belonging. This digital interaction reveals that consumers
act not only based on rational knowledge but also on psychological satisfaction and social
comparison.

Hence, understanding the impact of e-WOM on consumer decisions requires an analysis
through both marketing and behavioral finance perspectives. Online reviews provide rich data
for examining irrational tendencies, risk perceptions, and emotional investments—key aspects
of consumer behavior.

3. Methodology

In this study, a total of 600 online user reviews regarding two of the most preferred cat food
products on the Trendyol platform were analyzed. Data were examined through a directed
qualitative content analysis using MAXQDA Analytics Pro 2024 software. The coding process
was guided by a thematic coding system based on behavioral finance literature. Five main
themes—Anthropomorphism, Emotional Investment, Functional Evaluation, Protection and
Risk Perception, and Value Attribution—along with their corresponding subcodes, were
applied systematically.

4. Findings

The most frequently observed theme in the analysis was Anthropomorphism. Users attributed
human-like traits to their cats, taking into account their preferences, moods, and health
conditions. The themes Emotional Investment and Protection were also prominent, revealing
that love, loyalty, and a sense of responsibility toward the animals influenced purchasing
decisions. While functional elements such as price-performance and ingredient sensitivity—
under the theme Functional Evaluation—were present, these rational factors were
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overshadowed by emotional considerations. Overall, the findings illustrate that consumer
decisions cannot be fully explained by cost-benefit analyses alone.

5. Discussion, Conclusion and Recommendations

This study lies at the intersection of behavioral finance and consumer behavior literature,
highlighting that rational decision models fall short in emotionally charged consumption
domains like pet products. Academically, the study underscores the need for further empirical
research on the influence of emotional investment and anthropomorphism in consumer
decision-making. Practically, it suggests that brands should restructure their marketing
strategies to address not only functional product features but also consumers' emotional
expectations.
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TUKETICi ODAKLI SURDURULEBILIRLIK: PAZARLAMA VE
KURUMSAL POLITIKALARDA ETiK UYGULAMALARIN
ENTEGRASYONU ICIN STRATEJILER

0z

Stirdiirtilebilirligin dissal bir sorun olmaktan ¢ikip temel kurumsal yonetime kaymasi, insanlarin
satin aldig1 tirtinlerde, is iliskilerinde ve organizasyonel yapida degisikliklere yol agmustir.
Aragtirma, tiiketici odakli siirdiiriilebilirlik ve etik pazarlama stratejilerini inceleyerek
bunlarin satin alma kaliplari, marka iliskileri ve kurumsal g¢evresel girisimler iizerindeki
etkilerini belirlemektedir. 1.200 katilimciy1 iceren anketler, uzman goriismeleri (n=25) ve
odak gruplariyla (6 grup, n=48) birlestirilen karma yontem yaklasimi kullanilmistir. Ankette
tilketici tutumlarini, giivenini, sadakatini ve satin alma niyetlerini 6lgmek i¢in uyarlanmig
Olcekler kullanmistir. SEM ve regresyon analizi, etik pazarlama ve seffaf iletisimin marka
giiveni ve sadakatinin 6nemliyordayicilarioldugunu ortaya koymustur. Buanket, tiiketicilerin %
68,2'sinin siirdiiriilebilirlik taahhiitlerini aktif olarak duyuran markalarin triinlerini tercih
ettigini, ancak %38,8'inin yesil aklama konusunda endise duydugunu gostermektedir. Kamu
kurumlari, isletmeler ve tiiketiciler arasinda giiven olusturdugu ve daha giicli marka
sadakatine (58,3%) yol actig1 i¢in seffaf siirdiiriilebilirlik iletisimine oncelik vermelidir; bu da
etik pazarlamaya olan ihtiyac1 gostermektedir. Gelecekteki arastirmalar, siirdiiriilebilirlige
dayali programlarin uzun vadede kuruluslar1 nasil etkiledigini inceleyebilir ve modern
teknolojilerin igletmelerin siirdiiriilebilirlik girisimlerini seffaf bir sekilde sergilemelerine nasil
yardimci olabilecegini belirlemeye yonelik calismalar yararli olacaktir.

Anahtar Kelimeler: Etik Pazarlama, Tiiketici Odakli Markalasma, Marka Giiveni,
Greenwashing (Yesil Aklama), Paydas Teorisi, Deger Temelli Pazarlama, Kurumsal Sosyal
Sorumluluk (KSS), Siirdiiriilebilir s Stratejileri, Tiiketici Davranisi.
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1. Introduction

Sustainability has shifted from being a specialized topic to becoming an obligatory practice for
businesses when they adopt ethical standards across their organizational policies and marketing
initiatives (Omowole et al., 2024). Consumer-centric sustainability is a framework between
business strategies that respect consumer ethics and sustainable choice-based values.
Traditional corporate social responsibility (CSR) initiatives are now supplemented by an
approach that places sustainability at the operational centre and marketing initiatives of business
operations. Consumers' rising interest in environmental destruction, social fairness, and
responsible sourcing has triggered companies to maintain marketplace success and consumer
confidence through sustainable operational methods (Iannuzzi, 2024). This transition is
primarily driven by a growing consumer demand for transparency and ethical conduct. Despite
this shift, a significant gap exists between corporate sustainability promises and consumer
perceptions, often leading to accusations of greenwashing and eroding trust. This study aims to
bridge this gap by investigating the precise mechanisms through which consumer-centric
sustainability and ethical marketing influence consumer behaviours and how organizations can
effectively integrate these practices into their core policies. This research makes an original
contribution by empirically testing the relationships between ethical marketing, transparency,
brand trust, and loyalty using a robust mixed-methods approach, providing a validated model
for businesses to foster sustainable growth.

Sustainability receives increased attention; however, organizations struggle to create a complete
connection between consumer-focused strategies and their ethical marketing and policy
frameworks. Corporate sustainability remains peripheral in most businesses and does not align
with their essential value delivery systems (Nicolo et al., 2024). Such misalignment results in
negative consumer reactions that combine disbelieving perceptions and mistrust of
environmental goodwill alongside operational failures. The research aims to connect
sustainability methods with customer demands and organizational approaches while
establishing trust relationships, brand loyalty, and long-term achievement.

The study focuses on two key objectives: 1) understanding consumer sustainability preferences
and their impact on purchasing behaviour and brand loyalty, and 2) investigating successful
organizational policy mechanisms that support the integration of authentic sustainability
practices (Zaman et al., 2024).

A mixture of qualitative and quantitative analysis through this study will deliver complete
knowledge about sustainability-focused consumer behaviour. The qualitative phase will further
explore the 'why' behind these relationships and investigate organizational best practices. The
investigation adds theoretical value by using Stakeholder Theory and Value-Based Marketing
frameworks to explain findings. It provides direct, empirically-supported recommendations for
businesses seeking effective, ethical sustainability implementation.

Sustainability now serves as a fundamental corporate strategy component in the contemporary
business world instead of an optional external requirement. Businesses must embed
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sustainability throughout their operations because consumers now demand environmentally
conscious practices which protect brand reliability while securing market competition.
Companies that neglect to match their marketing plans to customer expectations forfeit their
customer trust, brand commitment, and ability to thrive in the long run. A dedicated focus on
sustainability has emerged because of immediate requirements to handle climate change,
resource shortages, and disparities between different social groups. Promoting corporate
sustainability through regulatory bodies, environmental regulations, sustainability reporting
requirements (EU CSRD), and United Nations Sustainable Development Goals (SDGs) has
increased among governments and non-governmental organizations (NGOs) (Christensen et al.,
2021, 1180; United Nations, 2015, 1). External pressures alongside changing consumer
attitudes demand business organizations restructure their traditional profit-centred approaches
into sustainable management frameworks (Eccles et al., 2014, 2840-2842; Grewal et al., 2024,
4).

Many organizations struggle to develop a smooth relationship between their sustainability
promises and consumer-oriented strategies, although sustainability has become essential to
organizational success (Rosler et al., 2025). Poor alignment between sustainability policies
made by companies and public understanding of their environmental efforts leads to general
doubt and suspicion, which causes consumers to claim that such practices are greenwashing
tactics. Greenwashing continues to emerge as a primary issue because customers insist on
truthful and genuine information about sustainability claims from corporations. Many
consumers choose sustainable brands, although they doubt corporate sustainability programs
because of dishonest or unclear corporate promises. The current disconnect between sustainable
practices and effective, ethical marketing communication requires business entities to
implement sustainable practices and establish proper ethical marketing strategies (Vangeli et
al., 2023). All sustainability efforts within branding and corporate communication require
verifiable commitments and third-party certifications followed by transparent reporting
mechanisms.

2.Conceptual Framework and Literature Review
2.1. Consumer-Centric Sustainability and Its Impact on Marketing

Consumer-centric sustainability focuses on aligning business practices with customer
expectations regarding environmental and ethical needs. Studies indicate that modern
consumers strongly prefer brands that demonstrate genuine dedication to sustainability, moving
beyond superficial claims (Ottman, 2011, as cited in Namaz, 2024). White et al. and Hardisty
and Habib (2019) demonstrated that consumers prefer brands that share their ethical beliefs,
provided these beliefs are demonstrated through transparent and verifiable actions. The success
of companies like Patagonia and Unilever stems from this alignment of brand identity with
authentic sustainability messaging.

Sustainable marketing strategies must therefore have dual missions: advocating for eco-friendly
products while providing unequivocal transparency regarding their impact (Mandung, 2024).
As noted by Peattie and Crane (2005), effective sustainable marketing should focus on fostering
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enduring behavioral change rather than relying on short-term, pragmatic promotion strategies
(Udeh et al., 2025). This requires embedding sustainability into the core brand narrative.

2.2. Ethical Marketing’s Influence on Consumer Trust, Loyalty, and Decision-Making

Ethical marketing, characterized by transparency and fairness, forms the foundation of
consumer-centric sustainability. Kotler and Armstrong (2018) confirmed that ethical marketing
is crucial for strengthening consumer trust, which is indispensable for long-term brand success
(Batuwael et al, 2024). Trust and loyalty are critical mediators in developing sustainable
consumer behaviour. that ethical brands are found enjoy elevated consumer trust, leading to
repeat purchases and organic advocacy (Nguyen et al., 2021).

Research shows that ethical factors are significant purchase decision drivers, especially among
millennials and Gen Z (Carrigan & Attalla, 2001). In the digital age, social media and online
reviews empower consumers to scrutinize corporate ethical behaviours, making it imperative
for companies to align their marketing with consumer expectations on sustainability to avoid
losing a valuable customer base.

2.3. Sustainability Integration into Organizational Policies

For sustainability initiatives to be successful, they must be deeply integrated into core
organizational principles, moving beyond marketing rhetoric. Elkington's (1997) Triple Bottom
Line framework provides a foundational model, emphasizing the balance between people,
planet, and profit (Zaharia & Zaharia, 2021). Strong organizational policies are critical for
supporting this integration. Bansal and Roth (2000) argue that robust sustainability policies lead
to superior stakeholder satisfaction and improved risk management.

However, implementation faces obstacles such as high costs, organizational resistance, and
weak regulatory frameworks (Bello et al, 2024). Porter and Kramer (2011) suggest that these
challenges can be overcome by creating shared value, where business success and social welfare
are interconnected (Roszkowska, 2023). Adopting international frameworks like the UN SDGs
and ESG criteria can enhance credibility and stakeholder engagement.

2.4. Theoretical Context: Stakeholder Theory and Value-Based Marketing

Stakeholder Theory (Freeman, 1984) posits that businesses must manage the interests of all
stakeholders, including consumers, employees, suppliers, and the environment (Thiam, 2023).
This stakeholder-oriented approach is shown to foster innovation, build brand trust, and create
shared value, leading to sustained competitive advantage (Donaldson & Preston, 1995).

Value-Based Marketing (Holbrook, 1999) complements this by asserting that organizations
must fulfil consumer needs that extend beyond basic product utility (Bekele et al., 2021).
Sustainable marketing strategies inherently provide ethical, environmental, and social value.
The integration of these two theoretical frameworks allows businesses to build sustainable
models that resonate with ethically-conscious consumers. Stakeholder Theory posits that a
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firm's success is dependent on its ability to manage relationships with all entities it has a
connection with, not just its shareholders (Freeman, 1984). This interconnected network is
illustrated in Figure 1.

Internal
stakeholders

Suppliers
Society

Employees
Government

Company

«=

Figure 1: The Interconnected Relationship between an Organization and its Stakeholders
(Adapted from Freeman, 1984)

Creditors

Shareholders
Customers

2.5. Research Hypotheses

Based on the theoretical framework and literature review outlined above, the primary
objective of this study is to examine the impact of consumer-centric sustainability and ethical
marketing practices on consumer behaviours and brand relationships. To achieve this
objective, the following hypotheses are tested:

H1: Perception of ethical marketing has a positive and significant effect on trust in corporate
sustainability claims.

H?2: Trust in corporate sustainability claims has a positive and significant effect on (a) brand
loyalty and (b) purchase intention.

H3: Perception of ethical marketing has a positive and significant effect on brand loyalty.

H4: Brand loyalty mediates the relationship between perception of ethical marketing and
purchase intention.

3.Research Methodology
3.1. Research Design

This study employed a sequential explanatory mixed-methods design. The quantitative phase
involved a cross-sectional survey to quantify consumer attitudes and behaviours. This was
followed by a qualitative phase comprising expert interviews and focus groups to provide depth,
context, and explanation for the quantitative findings. This study was conducted in accordance
with the principles of the Declaration of Helsinki and received ethical approval from
Cappadocia University Ethics Commission with document date and decision number:
19.12.2024-23.01
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3.2. Data Collection Methods

Quantitative Data Collection: A structured online questionnaire was administered to 1,200
participants. The survey instrument was developed by adapting established scales from existing
literature to ensure validity (See Appendix A for full questionnaire and sources).
Qualitative Data Collection: Semi-structured interviews were conducted with 25 experts in
marketing, sustainability, and corporate policy. Furthermore, six focus group discussions were
held with 48 participants who were active consumers of sustainable brands. Interview and
discussion guides are provided in Appendices B and C.

3.2.1. Quantitative Data Collection and Analysis Procedure

A structured online questionnaire was administered to 1,200 participants. The survey
instrument was developed by adapting established scales from existing literature to ensure
validity (See Appendix A for full questionnaire and sources).

The quantitative phase of this research was conducted through an online survey created on the
Google Forms platform. Data collection took place between February and June 2024. The
survey link was distributed via email, professional social networks (primarily LinkedIn), and
collaboration with sustainable consumer organizations to reach the target audience.
Participation was entirely voluntary and based on informed consent. Participants were informed
about the average completion time (15 minutes), data confidentiality, and their right to
withdraw at any time. A total of 1,200 complete responses were obtained. To ensure data
quality, attention check questions were included within the survey, and responses that failed
these checks were excluded from the analysis.

Before the main data collection, a pilot study was conducted with 50 participants. The purpose
was to assess the clarity of the questions, the reliability of the adapted scales, and to estimate
the completion time. Cronbach's Alpha values calculated from the pilot data were all above
0.70. Based on participant feedback, minor grammatical adjustments were made to two items
for better clarity.

The collected data was downloaded from Google Forms into Microsoft Excel for initial
screening and then transferred to IBM SPSS Statistics (Version 22) for analysis. The data
cleaning process involved: Missing Data Analysis: The dataset was examined for missing
values. Cases with more than 10% missing data on the scale items were listwise deleted. For
the remaining minimal random missing data, the Expectation-Maximization (EM) algorithm
was used for imputation. Outlier Analysis: Univariate outliers were identified by calculating z-
scores for each variable. Cases with a z-score exceeding +3.29 (p < .001) were thoroughly
examined. As these were few and represented valid, albeit extreme, responses within the target
population, they were retained in the analysis. Normality Assumption: The normality of the
data distribution for each variable was assessed by examining skewness and kurtosis. The
absolute values for skewness (< 2) and kurtosis (< 7) indicated that the data did not significantly
deviate from normality, thus meeting the assumption for the planned parametric tests (CFA,
SEM).
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The data analysis employed a two-step approach using both IBM SPSS 22 and IBM AMOS 28
software, as recommended by Anderson and Gerbing (1988).

Measurement Model (Confirmatory Factor Analysis - CFA): The first step involved validating
the measurement model through CFA in AMOS. This tested whether the observed variables
(survey items) reliably measured their intended latent constructs. Model fit was evaluated using
multiple indices: y*/df ratio (< 3), Comparative Fit Index (CFI > .90), Tucker-Lewis Index (TLI
> .90), Root Mean Square Error of Approximation (RMSEA < .08), and Standardized Root
Mean Square Residual (SRMR < .08) (Hu & Bentler, 1999). Convergent validity was assessed
through Average Variance Extracted (AVE > .50) and Composite Reliability (CR > .70).
Discriminant validity was confirmed if the square root of the AVE for each construct was
greater than its correlations with other constructs (Fornell & Larcker, 1981).

Structural Model (Structural Equation Modelling - SEM): After establishing a valid
measurement model, the second step tested the hypothesized structural model using SEM in
AMOS. This assessed the strength and significance of the causal pathways between the latent
constructs (e.g., Ethical Marketing — Trust). The maximum likelihood estimation method was
used. The same fit indices from the CFA were used to evaluate the structural model's goodness-
of-fit. Bootstrap analysis (2000 samples, 95% bias-corrected confidence intervals) was
conducted to test the significance of the direct and indirect (mediation) effects outlined in the
hypotheses.

Additional Analyses: Descriptive statistics (frequencies, means, standard deviations) were
calculated for all demographic variables and scale items in SPSS. The internal consistency
reliability of each scale was confirmed by calculating Cronbach's Alpha coefficients, with all
values exceeding the .70 threshold (Nunnally, 1978).

3.2.2. Qualitative Data Collection: Rationale and Procedures

A qualitative research design was employed to gain in-depth, nuanced insights that quantitative
data alone could not provide. Semi-structured interviews were conducted to obtain detailed,
expert opinions and strategic-level insights from professionals. In contrast, focus group
discussions were utilized to observe group dynamics, uncover shared perceptions, and stimulate
conversations among consumers, which often reveals consensus and contradictions that
individual interviews might not (Morgan, 1996; Krueger & Casey, 2014).

Interview Procedure: Semi-structured interviews were conducted with 25 experts in marketing,
sustainability, and corporate policy. The interviews were held online via Zoom/MS
Teams between (January-February 2024), with each session lasting approximately 20-40
minutes. Prior to each interview, participants were sent an informed consent form and a brief
overview of the topics. With permission, all interviews were audio and video recorded to ensure
accuracy in data capture. The interviews were conducted using a flexible guide (Appendix B)
that covered key themes (e.g., sustainability challenges, communication strategies,
greenwashing concerns) but allowed for probing questions to explore emerging ideas in depth.

Focus Group Procedure: Six focus group discussions were held with 48 participants (8
participants per group) who were active consumers of sustainable brands. The sessions were
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conducted online to facilitate participation from diverse geographic locations. Each focus group
session lasted approximately 40-90 minutes. A trained moderator facilitated the discussions
using a guide (Appendix C), while an assistant took notes and managed technical aspects. All
sessions were audio and video recorded. The group dynamics allowed participants to build on
each other's ideas, providing rich data on collective consumer attitudes and behaviours.

Data Management and Validity/Reliability: To ensure validity and reliability (trustworthiness)
in the qualitative phase, several strategies were employed:

1. Triangulation: Data from interviews and focus groups were triangulated to cross-verify
findings.

2. Member Checking: A summary of key points was sent to selected participants to
confirm accuracy.

3. Peer Debriefing: The research team regularly discussed and interpreted the data to
minimize individual bias.

4. Detailed Documentation: The entire process, from data collection to analysis, was
thoroughly documented to ensure an audit trail.

The recorded audio files were transcribed verbatim by a professional transcription app.
Subsequently, the research team checked the transcripts against the recordings for accuracy. All
identifying information was removed to ensure participant anonymity. Thematic analysis, as
outlined by Braun and Clarke (2006), was then employed to analyse the data. This involved
familiarization with the data, generating initial codes, searching for themes, reviewing themes,
defining and naming themes, and producing the report. NVivo software (version 14) was used
to facilitate the coding and theme development process.

3.3. Sampling Strategy

The study employed a stratified random sampling technique to ensure the representation of key
demographic segments within the population of interest: consumers who are aware of and
engaged with sustainability issues to some degree.

a) Defining the Strata and Target Proportions: The population was stratified based on four
demographic criteria deemed most relevant to sustainability consumption patterns: age
group, gender, income level, and geographical location (urban vs. rural). The target proportions
for each stratum were determined based on latest national census data and market research
reports on sustainable consumer demographics to enhance the sample's representativeness.

b) Development of the Quasi-Sampling Frame and Recruitment: A perfect, readily available
sampling frame for the entire target population does not exist. Therefore, a quasi-sampling
frame was constructed through a multi-channel recruitment strategy to approximate the
stratified random sampling approach as closely as possible:

1. Panel Provider: A professional research panel provider was commissioned to recruit
participants from their pre-existing database. The panel provider's database served as the initial



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Say:: 3, Eylul 2025, ss. 770-797 779

sampling frame. We provided the provider with the desired quotas (strata sizes) based on our
target proportions.

2. Social Media Targeting: Paid advertisements on platforms like LinkedIn, Instagram, and
Facebook were used. The advanced targeting tools of these platforms (e.g., targeting by age,
location, interests like "sustainability," "organic products") allowed for the precise recruitment
of participants into the pre-defined strata.

3. Collaboration with chambers of commerce, industry and Sustainable Brands: Partnerships
with non-governmental organizations and retailers focused on sustainability helped reach niche
segments of the population that are highly engaged in ethical consumption.

This hybrid approach, combining elements of quota sampling with a stratified random design
from multiple frames, is a recognized methodology in contemporary digital research for
accessing hard-to-reach populations while maintaining demographic proportionality (Callegaro
et al., 2014).

3.4. Measures and Scales

The survey instrument was developed by adapting well-established scales from the existing
literature to ensure validity and reliability. Scales were selected based on their proven
psychometric properties and relevance to the study's constructs. Specifically, the scale
measuring Consumer Attitudes toward Sustainable Branding (4 items) was adapted from Mohr
etal. (2001). The Trust in Corporate Sustainability Claims scale (4 items) was derived from the
work of Chen and Chang (2013). Brand Loyalty (3 items) was measured using items adapted
from Zeithaml et al. (1996), while Purchase Intention (3 items) was operationalized based on
the scale developed by Spears and Singh (2004). Finally, the Perception of Ethical
Marketing construct (5 items) was adapted from Singh et al. (2012). All items were measured
on a five-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The
original wording of items was slightly modified to fit the context of sustainability and ethical
marketing while preserving their core meaning. The full questionnaire and detailed source
references are provided in Appendix A.

3.5. Data Analysis

Quantitative Analysis: Data were analysed using SPSS 22 and AMOS 28. Descriptive statistics
were computed. Reliability was assessed using Cronbach's Alpha. The measurement model was
validated using Confirmatory Factor Analysis (CFA). Structural Equation Modelling (SEM)
was used to test the hypothesized relationships between constructs. Furthermore, regression
analysis was conducted to identify key predictors of brand loyalty.
Qualitative Analysis: Thematic analysis was conducted on transcripts from interviews and
focus groups using NVivo software. Codes were generated inductively and grouped into themes
to extract meaningful insights.

3.6. Validity and Reliability

The adapted scales demonstrated high internal consistency, as shown in Table 1.
Confirmatory Factor Analysis (CFA) confirmed the convergent and discriminant validity of
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the constructs. All factor loadings were significant (p <.001) and above 0.6. The Average
Variance Extracted (AVE) for all constructs was above 0.5, and Composite Reliability (CR)
was above 0.7, indicating good convergent validity.

Table 1. Reliability and Validity of Constructs

Construct Cronbach's a CR AVE
Attitudes toward Sustainable Branding 0.89 0.91 0.72
Trust in Sustainability Claims 0.87 0.89 0.67
Brand Loyalty 0.91 0.93 0.82
Purchase Intention 0.88 0.90 0.75
Perception of Ethical Marketing 0.90 0.92 0.70
4.Results

This section presents the study's findings, integrating quantitative survey data and qualitative
insights from expert interviews and focus groups. The results focus on consumer perceptions
of sustainable branding, the impact of ethical marketing on trust and loyalty, statistical analyses
of sustainability preferences, and organizational approaches to sustainability integration. The
findings comprehensively understand how sustainability influences consumer decision-making
and business strategies.

4.1. Demographic Overview of Respondents

The study included 1,200 participants from diverse age groups, income levels, educational
backgrounds, and geographic locations. The demographic distribution was carefully designed
to ensure balanced representation, allowing for a comprehensive analysis of sustainability-
related consumer behaviours. Additionally, 25 industry experts participated in qualitative
interviews, offering insights into corporate sustainability policies and marketing practices.
Moreover, six focus groups with 48 participants provided qualitative data regarding consumer
attitudes toward sustainability and ethical business practices.

The age distribution of respondents revealed that younger consumers (18-34 years) accounted
for more than half (54.1%) of the sample, highlighting the increasing awareness and preference
for sustainability among younger generations. This aligns with previous research indicating that
millennials and Gen Z consumers are more inclined toward ethical consumption. Additionally,
respondents aged 35-54 (37.5%) demonstrated significant engagement with sustainability,
particularly concerning ethical sourcing and environmental impact. Participants above 55 years
(8.3%) showed lower engagement, suggesting generational differences in sustainability
priorities.
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A significant gender distribution trend emerged, with 52% female, 46% male, and 2% non-
binary respondents. This reflects a slightly higher engagement with sustainability among
women. Prior research has shown that female consumers often display stronger ethical
behaviours, particularly concerning environmental and social responsibility.

Table 2. Demographic Distribution of Survey Respondents

Characteristic Categories Frequency (n) Percentage (%)
Age Group 18-24 250 20.8
25-34 400 333
35-44 300 25.0
45-54 150 12.5
55+ 100 8.3
Gender Male 552 46.0
Female 624 52.0
Non-binary 24 2.0
Education Level High School 240 20.0
Undergraduate 480 40.0
Postgraduate 480 40.0
Income Level Low (<$30K) 360 30.0
Middle ($30K-$75K) 540 45.0
High (>$75K) 300 25.0
Geographic Location Urban 720 60.0
Suburban 360 30.0
Rural 120 10.0

The demographic data reveal several important trends. Younger consumers, particularly those
in the 18-34 age group, strongly prefer sustainability, indicating that businesses targeting these
consumers should prioritize sustainable branding. The slightly higher female representation
suggests that sustainability appeals more to women, possibly due to greater environmental
awareness and ethical consumption habits. The correlation between education and sustainability
engagement indicates that awareness campaigns should target less-educated demographics.
Additionally, middle-income consumers exhibit the highest level of sustainability engagement,
likely due to their increased purchasing power and value-based consumption habits. Urban
consumers show the highest levels of sustainability awareness, while rural respondents
demonstrate lower engagement, suggesting the need for targeted awareness programs in non-
urban areas.

4.2. Quantitative Findings
4.2.1. Descriptive Statistics and Consumer Perceptions

Descriptive results for key consumer attitude items are summarized in Table 2. A strong
majority of consumers (68.2%) reported a preference for sustainable brands, and 59.8%
expressed willingness to pay a premium. However, trust remains a significant issue, with only
38.8% of respondents expressing agreement with trusting corporate sustainability claims

Table 3. Consumer Attitudes Toward Sustainable Branding (Descriptive Statistics)

Statement Mean Std. Deviation

I actively seek out sustainable brands 4.02 0.89
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Statement Mean Std. Deviation
I am willing to pay more 3.75 1.02
I trust companies' claims 3.20 1.10
Sustainability influences my loyalty 3.88 0.95

4.2.2. Consumer Perceptions of Sustainable Branding

Sustainable branding plays a crucial role in shaping consumer purchasing behaviour. The
survey assessed consumer attitudes toward sustainable brands, trust in corporate sustainability
claims, and purchasing decisions influenced by ethical marketing. Most respondents (68.2%)
said they prefer brands that actively promote sustainability, 23.4% indicated that sustainability
is a secondary consideration, and 8.4% reported that it does not influence their choices. These
findings suggest that while sustainability is important, other considerations such as price,
quality, and convenience remain significant in purchasing decisions.

Table 4. Consumer Attitudes Toward Sustainable Branding

Statement Strongly Agree Agree Neutral Disagree Strongly
(%) (%) (%) (%) Disagree (%)

I actively seek out brands with 35.1 33.1 18.6 9.2 4.0

sustainable practices

I am willing to pay more for 284 31.7 21.8 12.5 5.6

sustainable products

I trust companies’ sustainability claims  12.3 26.5 342 18.6 8.4

Sustainability influences my brand 30.2 36.5 20.1 9.8 34

loyalty

The results indicate that nearly 70% of consumers prefer brands that integrate sustainability
into their practices, highlighting a growing demand for ethical corporate behaviour. However,
trust in corporate sustainability claims remains low, with only 38.8% of respondents expressing
confidence in such claims. This suggests a need for greater transparency and accountability in
sustainability communication. While 59.8% of respondents are willing to pay more for
sustainable products, cost remains a barrier for some consumers. Over 66% of participants
indicated that sustainability influences brand loyalty, demonstrating that ethical practices
contribute to long-term customer retention.

The qualitative data from expert interviews reinforced these findings. Several experts
highlighted that greenwashing remains a major issue, causing consumer scepticism. Focus
group participants preferred brands with clear sustainability certifications and transparent
reporting practices rather than vague environmental claims.

4.2.3. Impact of Ethical Marketing on Consumer Trust and Loyalty

Ethical marketing is a key driver of consumer trust and brand loyalty. The study examined how
various sustainability marketing strategies affect consumer perception and engagement. Survey
data revealed that ethical transparency significantly impacts consumer trust, with 64.7% of
respondents indicating that they are more likely to trust brands that disclose their sustainability
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efforts openly. Additionally, ethically marketed products are associated with stronger brand
loyalty, as 72.1% of respondents reported repeat purchases from brands with proven
sustainability commitments.

Table 5. Ethical Marketing Impact on Consumer Trust and Loyalty

Ethical Marketing Increases trust Increases No Effect Reduces trust Reduces
Strategy (%) loyalty (%) (%) (%) loyalty (%)
Transparency in 64.7 583 22.6 8.9 5.5
sustainability claims

Ethical Sourcing Fair trade 61.2 63.8 19.7 9.1 6.2
Eco-friendly packaging 54.8 50.4 273 12.1 5.4

Carbon neutrality pledges 479 42.7 35.6 9.8 6.5

The findings demonstrate that transparent sustainability claims are the strongest driver of
consumer trust and loyalty. Eco-friendly packaging alone cannot build loyalty, suggesting
consumers value broader commitments beyond packaging initiatives. Carbon neutrality pledges
have the lowest impact on consumer trust, possibly due to scepticism surrounding corporate
climate commitments.

Descriptive statistics (means, standard deviations) and bivariate correlations for the key study
constructs are presented in Table 3. The mean scores indicate that participants generally held
positive attitudes towards ethical marketing (M =4.02, SD = 0.89) and reported moderate levels
of brand loyalty (M = 3.88, SD = 0.95). However, the mean score for trust in sustainability
claims was notably lower (M = 3.20, SD = 1.10), confirming the trust deficit identified in the
frequency analysis. The correlation matrix reveals that all constructs are significantly and
positively correlated in the expected directions. Specifically, the perception of ethical marketing
shows strong positive correlations with trust (r = .42, p < .01), brand loyalty (r = .51, p <.01),
and purchase intention (r = .48, p < .01), providing preliminary support for the hypothesized
relationships in the structural model

Table 6. Means, Standard Deviations, and Correlations

Variable Mean SD 1 2 3 4
1. Ethical Marketing 4.02 0.89 1

2. Trust 3.20 1.10 A2 1

3. Brand Loyalty 3.88 0.95 S1EE 38%* 1

4. Purchase Intention 3.75 1.02 ARH* 35%* 65%* 1
*p <.01

4.2.4. Structural Equation Modelling (SEM) Results
SEM was used to test the proposed model depicting the impact of Ethical Marketing and Trust

on Brand Loyalty and Purchase Intention. The model demonstrated a good fit with the data
(y¥/df=2.81, CF1=0.94, TLI = 0.92, RMSEA = 0.06, SRMR = 0.05).
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Figure 2. Structural Equation Model with Standardized Path Coefficients

The path analysis revealed that:

Perception of Ethical Marketing has a strong, significant positive effect on Trust in
Sustainability Claims (f = 0.42, p < 0.001).

Trust in Sustainability Claims has a significant positive effect on both Brand Loyalty ( = 0.38,
p <0.001) and Purchase Intention (f = 0.35, p < 0.001).

Perception of Ethical Marketing also has a direct effect on Brand Loyalty (f = 0.28, p <0.01).
4.2.5. Regression Analysis

A regression analysis was performed with Brand Loyalty as the dependent variable. The model
included Age, Income, Perception of Ethical Marketing, and Trust as independent variables.
The results (Table 4) confirm that ethical marketing and trust are significant predictors of
loyalty, even after controlling for demographics.

Table 4: Regression Analysis for Variables Predicting Brand Loyalty

Variable i} Std. Error t-value p-value
(Constant) 0.25 5.12 <0.001
Age 0.04 0.03 1.32 0.187
Income 0.07 0.04 1.87 0.062
Perception of Ethical Marketing 0.28 0.05 5.60 <0.001
Trust in Sustainability Claims 0.38 0.04 9.50 <0.001

R?=0.41, Adjusted R? = 0.40, F = 85.32, p < 0.001
4.3. Qualitative Findings
Thematic analysis of interviews and focus groups yielded three central themes:

The Transparency Imperative: Both experts and consumers emphasized that transparency is
non-negotiable. Vague claims are immediately dismissed. Consumers actively seek third-party
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certifications (e.g., B Corp, Fair Trade) and detailed sustainability reports to verify claims. "It's
not about being perfect; it's about being honest about your journey and your shortcomings,"
stated one sustainability manager.

Greenwashing Scepticism: The prevalent scepticism towards corporate sustainability claims
was a recurring theme. Participants expressed fatigue with "green" imagery without substance.
Focus group participants described conducting their own research via apps and websites to
uncover a brand's true environmental and ethical record.

The Value-Action Nexus: While consumers expressed a strong desire to act sustainably, they
highlighted persistent barriers. Price remains a significant hurdle for many. However,
participants consistently stated that if trust and transparency were established, they would be
more loyal and willing to pay a premium over time, confirming the quantitative findings. "I'll
pay more if I know it's real and it makes a difference. But I need proof," a focus group
participant noted.

Prior to testing the hypotheses, the measurement model (CFA) and the structural model (SEM)
were assessed for goodness-of-fit. As shown in Table 5, the fit indices for both models met the
recommended thresholds, indicating that the models provided an acceptable fit to the data.

Table 5: Model Fit Indices for CFA and SEM

Fit Index Recommended Value Measurement Model (CFA) Structural Model (SEM)
A df <3 2.81 2.85
CFI >.90 94 .93
TLI >.90 92 91
RMSEA <.08 .06 .06
SRMR <.08 .05 .05

4.4. Hypothesis Testing Results

The results of the Structural Equation Modelling (SEM) analysis provided support for the
proposed hypotheses. The path coefficients and their significance levels are summarized below:

o H1, which proposed that Perception of Ethical Marketing has a positive effect on Trust,
was supported (f=0.42, p <0.001).

e H2a, which proposed that Trust has a positive effect on Brand Loyalty,
was supported (f = 0.38, p <0.001).

e H2b, which proposed that Trust has a positive effect on Purchase Intention,
was supported (f =0.35, p <0.001).

o H3, which proposed that Perception of Ethical Marketing has a direct positive effect on
Brand Loyalty, was supported (f = 0.28, p <0.01).
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e H4, which proposed that Brand Loyalty mediates the relationship between Ethical
Marketing and Purchase Intention, was supported. The indirect effect was significant
(B=0.11, p <0.05), confirming partial mediation.

Table 6: Summary of Hypothesis Testing Results

Hypothesis Path B p-value Supported
H1 Ethical Marketing — Trust 0.42 <0.001 Yes

H2a Trust — Brand Loyalty 0.38 <0.001 Yes

H2b Trust — Purchase Intention 0.35 <0.001 Yes

H3 Ethical Marketing — Brand Loyalty 0.28 <0.01 Yes

H4 Ethical Marketing — Loyalty — Intent 0.11 <0.05 Yes (Med.)
S.Discussion

Based on these findings, managers should prioritize obtaining third-party certifications (e.g., B
Corp, Fair Trade) and utilizing blockchain technology to provide transparent, immutable
evidence of their sustainability claims throughout the supply chain. This moves beyond mere
communication to providing verifiable proof, which is critical for overcoming consumer
scepticism.

This study provides robust empirical evidence that consumer-centric sustainability and ethical
marketing significantly influence brand trust, loyalty, and purchase intentions. The findings
strongly support the theoretical frameworks of Stakeholder Theory and Value-Based
Marketing, demonstrating that businesses prioritizing genuine stakeholder engagement and
ethical value creation achieve superior consumer outcomes.

The results align with previous research (Kotler & Armstrong, 2018; Nguyen et al., 2021) but
offer greater precision. The SEM analysis quantifies the strong mediating role of trust (f = 0.38)
between ethical marketing and loyalty, a relationship often assumed but less frequently
measured with such rigor. The regression model further confirms that ethical marketing and
trust are more significant predictors of loyalty than demographic factors like age or income.

The qualitative findings richly contextualize the quantitative results. The identified themes of
"The Transparency Imperative" and "Greenwashing Scepticism" directly explain why the
Perception of Ethical Marketing construct was such a powerful predictor. It is not marketing
about sustainability that matters, but marketing that is perceived as ethical and transparent. This
addresses the critical gap highlighted in the literature between corporate promises and consumer
belief (Ottman, 2011; Vangeli et al., 2023).

The study also confirms the relevance of Elkington's Triple Bottom Line and Porter and
Kramer's Shared Value concepts. The qualitative data shows that consumers are evaluating the
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social and environmental performance of companies ("people" and "planet") alongside product
quality and price ("profit"). Companies that succeed in integrating sustainability, like those
cited (Unilever, IKEA, Tesla), do so by making it a core operational principle, not just a
marketing message.

This study backs up various scholarly investigations showing that a sustainable approach
centred on customers along with fair marketing greatly influences consumer choices of brands
and their loyalty preferences. The sustainability principles surpassed traditional corporate social
responsibility (CSR) projects to develop as an essential brand identity component affecting
consumer relationship trust and commitment (Cooley, 2021). The value-based marketing model
supports the notion that customers now evaluate ethical elements, sustainability factors, and
product quality beyond pricing when they buy products. Seven out of ten consumers choose
brands that make explicit sustainability promises, but overall, corporate sustainability claims
receive minimal trust from shoppers. The current lack of trust between consumers and brands
requires marketing strategies based on transparency and authenticity because, according to
Ottman (2011) and Hardisty & Habib (2019) (Udeh et al., 2025), customer doubts about
corporate sustainability approaches lead to consumer disinterest. Companies must surpass
surface-level sustainability expressions by embedding sustainability throughout their business
frameworks and supplying chain operations and future strategic frameworks (Chavhan et al,
2024).

The main contribution of this research sheds light on ethical marketing strategies that create
trust in consumers and develop sustained brand loyalty (Tiep et al, 2023). Credibility in
environmental markets now demands ethical marketing practices, which have become essential
for companies that want to keep their customer base in this growing awareness period.
Companies that present transparent sustainability information gain increased consumer trust by
64.7% while building stronger brand loyalty by 58.3% since consumers value businesses whose
ethical values match their personal beliefs. Kotler & Armstrong (2018) support this finding by
demonstrating that companies linking ethics to marketing practices develop better consumer
relationships, safer reputations, and stronger brand value (Chong et al, 2023). The continued
greenwashing, which consists of companies falsely promoting sustainable actions, creates a
significant obstacle. A combination of organized expert interviews and focus group studies
reveals that customers actively recognize false sustainability claims. However, they support
brands demonstrating verified endorsements from independent entities while offering complete
product effect data and substantial sustainability plans. Businesses must establish direct
correspondence between marketing claims and company operations as an essential requirement
to establish and protect customer trust.

This research identifies sustainability-based branding as a substantial factor that guides
consumer purchase decisions (Kinnunen et al, 2022). Research shows that consumer interest in
sustainable brands reaches 68.2% of the market, while 59.8% are willing to pay additional costs
for sustainable products. The study findings show that sustainability delivers distinctiveness
between competitors, but consumers still judge prices as essential for purchasing. The study
was conducted by Peattie & Crane (2005), which demonstrates that sustainable marketing
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strategies need environmental messages coupled with consumer-focused benefits such as
product quality improvements and extensions and cost-save cost-saving for extended periods
(Barr et al., 2024). Research conducted by Carrigan and Attalla (2001) reveals that sustainable
purchasing behaviour demonstrates stronger intensity among the younger demographic,
including millennials and Gen Z consumers because these groups value ethical consumption
above traditional brand commitments. Businesses face dual benefits from this consumer
generational transformation because sustainable attributes provide competitive advantages
while necessitating proper ethical commitment management.

This study delivers applicable knowledge about implementing sustainability within business
organizational policies. Elkington's (1997) Triple Bottom Line framework finds strong backing
from the study's results since it emphasizes balancing three social, environmental, and
economic performance pillars (Zaharia &Zaharia, 2021). Unilever and IKEA, alongside Tesla,
have proven by their success that pursuing sustainability through business models allows
sustainable growth and ethical dignity without compromising financial gain. Several
organizations encounter ongoing impediments when establishing sustainability as part of their
fundamental business strategies. High implementation expense changes and inadequate
regulatory control produce challenges that stop the widespread adoption of sustainability
practices. According to Porter & Kramer (2011), companies will overcome sustainability
obstacles by adopting shared value creation, producing economic prosperity and social
advantages (Menghwar & Daood, 2021). The research supports businesses' need to use
sustainability frameworks that follow international standards, including the UN Sustainable
Development Goals and the Environmental Social Governance rating system. The active
application of these frameworks produces improved trust from stakeholders while
simultaneously providing organizations with better resistance to regulatory changes and
modifying consumer demands.

The research/study uses stakeholder theory (Freeman, 1984) to demonstrate how businesses
should place various stakeholders—consumers, employees, suppliers, and policymakers—as
their key strategic priorities for sustainability work. Organizations implementing sustainability
initiatives that bring together multiple stakeholders achieve better brand reputations with
heightened consumer trust and substantial employee contentment. In support of Donaldson &
Preston (1995), stakeholder-oriented business models create long-term success and competitive
advantages for organizations. Value-based marketing principles (Holbrook, 1999) help
substantiate companies' need to integrate ethical, environmental, and social value into their
offerings because they effectively attract contemporary consumers (Forsman & Laumala,
2024). Successful integration of sustainability throughout their brand identity proves more
effective than treating sustainability as an afterthought because it establishes better lasting
relationships with customers and extended market success.

Business strategies focusing on sustainability offer numerous benefits but face obstacles in
determining their long-term effects on programs (Ekins & Zenghelis, 2021). The survey
demonstrates that ethical marketing methods with sustainable branding boost customer
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interaction, yet sustainability patterns require continuous monitoring for long-term analysis.
Future studies need to understand how sustainability commitments transform throughout time
and what stimuli affect consumer preference changes between economic cycles or regulatory
changes and novel sustainable solutions (Elhoushy & Jang 2023). This research relies mainly
on consumer perceptions and self-reported behaviours, while potential social desirability effects
create potential biases in its data. Future research needs to adopt behavioural experiments,
purchase tracking mechanisms, and longitudinal studies to validate and develop the current
research findings.

6. Conclusion, Limitations and Future Research
6.1. Conclusion

This investigation conclusively shows that consumer-centric sustainability is vital for
contemporary business strategy. The research demonstrates that ethical marketing,
characterized by radical transparency and verifiable actions, is a primary driver of brand trust
and loyalty. Businesses must move beyond superficial claims and embed sustainability into
their core operations and value chains. By aligning their practices with consumer values and
effectively communicating these efforts through transparent, ethical marketing, organizations
can build durable competitive advantage and achieve sustainable growth in an increasingly
conscious marketplace. This investigation shows why sustainability focused on consumers is
vital for contemporary business and marketing strategies. Consumers actively seek brands that
communicate their ethical commitment, transparent sustainability goals, and environmentally
progressive operations. Organizations that connect sustainability plans to consumer values
achieve better brand credibility and maintain customer loyalty throughout extended timeframes,
leading to sustainable economic growth.

Through this research, Stakeholder Theory and Value-Based Marketing receive a theoretical
extension to develop sustainability-based business approaches. Organizations must implement
sustainability at their business heart since it functions as an operational cornerstone rather than
an extra marketing advantage. Keeping consumers trusting and loyal requires business practices
that protect ethics in marketing, transparent sustainability messaging, and the development of
sustainable products. Structural sustainability frameworks in business management systems
should incorporate ethical supply chains, clear sustainability reporting, and activities involving
customers. Organizations integrating sustainability into their branding programs and
operational methods will acquire market superiority in today's environmentally responsive
markets.

Based on these findings, managers should prioritize obtaining third-party certifications (e.g., B
Corp, Fair Trade) and utilizing blockchain technology to provide transparent, immutable
evidence of their sustainability claims throughout the supply chain. This moves beyond mere
communication to providing verifiable proof, which is critical for overcoming consumer
scepticism.
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The research supports sustaining marketing that revolves around customer interests and protects
their ethical and environmental expectations for sustained business growth. Research should
investigate continuously developing consumer behaviours patterns, regulatory mandates, and
breakthroughs in sustainable business methodology to improve best practices for sustainable
enterprise growth.

6.2. Limitations and Future Research

This study has several limitations. First, the data is cross-sectional, capturing attitudes and
intentions at a single point in time. The sample, while diverse, was drawn from a single
geographic region, potentially limiting the generalizability of findings across different cultural
contexts. Despite using validated scales, the self-reported nature of the survey data may be
subject to social desirability bias.

Future research should address these limitations by employing longitudinal designs to track
changes in consumer behaviour over time. Cross-cultural comparative studies are needed to
understand the nuances of sustainability perceptions globally. Research should also incorporate
behavioural data (e.g., actual purchase data) to complement self-reported intentions. Finally,
investigating the role of emerging technologies like blockchain for supply chain transparency
and Al for personalizing sustainability communication presents a promising avenue for future
study.

From a theoretical perspective, this study was grounded in Stakeholder Theory and Value-
Based Marketing. To provide a more multi-faceted explanation, future research could integrate
additional theoretical lenses, such as the Theory of Planned Behaviour (to better capture
behavioural intention) or Signalling Theory (to deeply analyse how sustainability claims act as
signals in the market).

Consumer insights gathered through this study have limited their duration to short. The study
detects contemporary sustainability trends, yet developing comprehension about future
consumer preference directions requires longitudinal research methods. Research strategies
should analyse the impact of sustainability-based marketing methods in future periods. The
investigation primarily analyses how customers respond to corporate sustainability initiatives.
Additional investigations are needed to evaluate how regulatory policies, government
interventions, and industry partnerships succeed at advancing sustainability initiatives.

Research expansion, including investigations of new sustainability trends such as carbon
footprint reduction technologies with blockchain-based supply chain transparency and
sustainability customization through Al, would deliver useful insights to businesses. Including
sustainability metrics in financial assessments reveals a thorough view of business
sustainability value.

Furthermore, this study focused on a direct relationship model. Future studies could introduce
moderating variables (consumer ethnocentrism, brand familiarity) to understand under which
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conditions these relationships are strengthened or weakened. Additionally, exploring other
potential mediating mechanisms (brand love, perceived risk) could provide a more
comprehensive understanding of the psychological processes underlying consumer behaviours.



792 Consumer-Centric Sustainability: Strategies for Integrating Ethical Practices in Marketing and
Organizational Policies

References
Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modelling in practice: A review
and recommended two-step approach. Psychological Bulletin, 103(3), 411-423

Bansal, P., & Roth, K. (2000). Why companies go green: A model of ecological
responsiveness. Academy of Management Journal, 43(4), 717-736.

Barr, S., Gilg, A., & Shaw, G. (2024). Helping People Make Better Choices’: exploring the
behaviour change agenda for environmental. Applied Geography.

Batuwael, M. A., Fauziyah, A. R., & Hwihanus, H. (2024). The Influence of Corporate Social
Responsibility on Customer Loyalty Across Countries. Ethics and Law Journal:
Business and Notary, 2(2).

Bekele, N., Muffatto, M., & Ferrati, F. (2021). Value-based framework development for
consumer internet of things (ciots): A design thinking approach. In Proceedings of the
European Conference on Innovation and Entrepreneurship, ECIE (pp. 80—88).

Bello, H. O., Idemudia, C., & Iyelolu, T. V. (2024). Navigating financial compliance in small
and medium-sized enterprises (smes): overcoming challenges and implementing
effective solutions. World Journal of Advanced Research and Reviews, 23(1), 042—
055.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research
in Psychology, 3(2), 77-101.

Callegaro, M., Baker, R. P., Bethlehem, J., Goritz, A. S., Krosnick, J. A., & Lavrakas, P. J.
(Eds.). (2014). Online panel research: A data quality perspective. John Wiley & Sons.

Carrigan, M., & Attalla, A. (2001). The Myth of the Ethical Consumer—Do Ethics Matter in
Purchase Behavior? Journal of Consumer Marketing, 18, 560-577.
http://dx.doi.org/10.1108/07363760110410263

Chavhan, R., & Dutta, P. (2024). Redesigning quick commerce fresh and short food supply
chains: circular economy strategies for sustainable last-mile operations. British Food
Journal.

Christensen, H. B., Hail, L., & Leuz, C. (2021). Mandatory CSR and sustainability reporting:
economic analysis and literature review. Review of Accounting Studies, 26, 1176-
1248. https://doi.org/10.1007/s11142-021-09609-5

Chen, Y. S., & Chang, C. H. (2013). The Determinants of Green Product Development
Performance: Green Dynamic Capabilities, Green Transformational Leadership, and
Green Creativity. Journal of  Business Ethics, 116, 107-119.
https://doi.org/10.1007/s10551-012-1452-x

Chong, W. K., & Patwa, N. (2023). The value of integrity: Empowering SMEs with ethical
marketing communication. Sustainability, 15(15), 11673.



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 770-797 793

Cooley, S. L. (2021). Impact of corporate social responsibility and sustainability practices on
brand trust and purchase intention in the wine industry.

Donaldson, T., & Preston, L. E. (1995). The Stakeholder Theory of the Corporation: Concepts,
Evidence, and Implications. The Academy of Management Review, 20(1), 65-91.
https://doi.org/10.2307/258887

Eccles, R. G., loannou, I., & Serafeim, G. (2014). The impact of corporate sustainability on
organizational processes and performance. Management Science, 60(11), 2835-
2857. https://doi.org/10.1287/mnsc.2014.1984

Ekins, P., & Zenghelis, D. (2021). The costs and benefits of environmental
sustainability. Sustainability Science, 16, 949-965.

Elhoushy, S., & Jang, S. (2023). How to maintain sustainable consumer behaviours: A
systematic review and future research agenda. International Journal of Consumer
Studies, 47(6), 2181-2211.

Elkington, J. (1997) Cannibals with Forks: The Triple Bottom Line of 21st Century Business.
Capstone, Oxford.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18(1), 39-50.

Forsman, L. J., & Luomala, H. (2024). Sensing physical properties for subjective meanings:
Putting Emergent Consumer Perceived Value (ECPV) into the marketers’
toolbox. AMS review, 1-26.

Freeman, R. E. (1984). Strategic Management: A Stakeholder Approach. Pitman Publishing.

Grewal, D., Herhausen, D., & Ludwig, S. (2024). The Future of Digital Communication and
Relationship Marketing. Journal of Retailing, 100(1), 1-
7. https://doi.org/10.1016/j.jretai.2024.01.001

Hardisty, D. J., & Habib, R. (2019). How to Shift Consumer Behaviors to be More Sustainable:
A Literature Review and Guiding Framework. Journal of Marketing, 83(3), 22-49.

Holbrook, M. (1999) Consumer Value: A Framework for Analysis and Research. Routledge,
New York.

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:
Conventional criteria versus new alternatives. Structural Equation Modeling: A
Multidisciplinary Journal, 6(1), 1-55.

lannuzzi, A. (2024). Greener products: The making and marketing of sustainable brands. CRC
Press.

Kinnunen, J., Saunila, M., Ukko, J., & Rantanen, H. (2022). Strategic sustainability in the
construction industry: Impacts on sustainability performance and brand. Journal of
Cleaner Production, 368, 133063.



794 Consumer-Centric Sustainability: Strategies for Integrating Ethical Practices in Marketing and
Organizational Policies

Kotler, P., & Armstrong, G. (2018). Principles of Marketing (17th ed.). The University of
Minnesota Libraries Publishing.

Krueger, R. A., & Casey, M. A. (2014). Focus groups: A practical guide for applied
research (5th ed.). Sage Publications.

Mandung, F. (2024). The Impact of Sustainability and Environmental Ethics in Product
Marketing Campaigns: A Qualitative Study with a Sociological and Economic
Approach. Golden Ratio of Data in Summary, 4(2), 911-922.

Menghwar, P. S., & Daood, A. (2021). Creating shared value: A systematic review, synthesis
and integrative perspective. International Journal of Management Reviews, 23(4),
466-485.

Mohr, L.A., Webb, D.J. and Harris, K.E. (2001) Do Consumers Expect Companies to Be
Socially Responsible? The Impact of Corporate Social Responsibility on Buying
Behaviour. Journal of Consumer Affairs, 35, 45-72. https://doi.org/10.1111/j.1745-
6606.2001.tb00102.x

Morgan, D. L. (1996). Focus groups. Annual Review of Sociology, 22(1), 129-152.

Namaz, L. (2024). Exploring City Brand Engagement: Uncovering the Values of Engaged
Stakeholders in Budapest (Doctoral dissertation, Budapesti Corvinus Egyetem).

Nguyen, T., & van der Lee, P. (2021). The Uncanny Valley Effects: Influence of Enhancing the
Human-Likeness of E-Commerce Chatbot on Perceived Social Presence and
Patronage Intention.

Nicolo, G., Zanellato, G., Esposito, B., & Tiron-Tudor, A. (2024). Cultural dimensions and
sustainability disclosure in the banking sector: Insights from a qualitative comparative
analysis approach. Business Strategy and the Environment, 33(8), 8086—8101.

Nunnally, J. C. (1978). Psychometric theory. McGraw-Hill.

Omowole, B. M., Olufemi-Philips, A. Q., Ofodili, O. C., Eyo-Udo, N. L., & Ewim, S. E. (2024).
Conceptualizing green business practices in SMEs for sustainable development.
International Journal of Management & Entrepreneurship Research, 6(11), 3778—
3805.

Ottman, J. (2011). The New Rules of Green Marketing: Strategies, Tools, and Inspiration for
Sustainable Branding. Routledge Press.

Peattie, K., & Crane, A. (2005). Green marketing: Legend, myth, farce or prophesy? Qualitative
Market Research: An International Journal, 8(4), 357-370.

Porter, M.E. and Kramer, M.R. (2011) The Big Idea: Creating Shared Value. Harvard Business
Review, 89, 2-17.



Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 770-797 795

Roszkowska-Menkes, M. (2023). Porter and Kramer’s “shared value”. In Encyclopedia of
Sustainable Management (pp. 2621-2626). Cham: Springer International Publishing.

Rosler, F., Kreyenschmidt, J., & Ritter, G. (2025). Discussing Food Waste Online: Current
Trends in the Food Processing Industry and Future Directions. Sustainability, 17(3),
835.

Singh, J. J., Iglesias, O., & Batista-Foguet, J. M. (2012). Does having an ethical brand matter?
The influence of consumer perceived ethicality on trust, affect and loyalty. Journal of
Business Ethics, 111(4), 541-549.

Spears, N., & Singh, S. N. (2004). Measuring Attitude toward the Brand and Purchase
Intentions. Journal of Current Issues & Research in Advertising, 26(2), 53-66.
https://doi.org/10.1080/10641734.2004.10505164

Thiam, S. (2023). The B Corp Impact Assessment: a value beyond certification? A study on the
uses of the BIA to influence companies’ CSR strategies (Doctoral dissertation).

Tiep Le, T., Ngo, H. Q., & Aureliano-Silva, L. (2023). Contribution of corporate social
responsibility on SMEs' performance in an emerging market-the mediating roles of
brand trust and brand loyalty. International Journal of Emerging Markets, 18(8),
1868—1891.

Udeh, E., & Dugba, A. (2025). An Analysis of The Potential Integration's of Sustainability into
Marketing Strategies by Companies. European Journal of Management and
Marketing Studies, 9(3).

United Nations. (2015). Transforming our world: the 2030 Agenda for Sustainable
Development. Resolution adopted by the General Assembly
(A/RES/70/1). https://www.un.org/en/development/desa/population/migration/gener
alassembly/docs/globalcompact/A_RES 70 1 E.pdf

Vangeli, A., Malecka, A., Mitr¢ga, M., & Pfajfar, G. (2023). From greenwashing to green B2B
marketing: A systematic literature review. Industrial Marketing Management, 115,
281-299.

Zaharia, R. M., & Zaharia, R. (2021). Triple bottom line. In The Palgrave Handbook of
Corporate Social Responsibility, 75-101.

Zaman, S. 1., & Kusi-Sarpong, S. (2024). Identifying and exploring the relationship among the
critical success factors of sustainability toward consumer behavior. Journal of
Modelling in Management, 19(2), 492—-522.

Zeithaml, V., Berry, L. and Parasuraman, A. (1996) The Behavioral Consequences of Service
Quality. Journal of Marketing, 60, 31-46.
http://dx.doi.org/10.2307/1251929



796 Consumer-Centric Sustainability: Strategies for Integrating Ethical Practices in Marketing and
Organizational Policies

Appendix

Appendix A: Survey Questionnaire

The following survey questions were used to assess consumer perceptions of sustainability
and ethical marketing practices:

Section 1: Demographics

1. Age:
o 18-24
o 25-34
o 35-44
o 45-54
o 55+
2. Gender:
o Male
o Female
o Non-binary

o Prefer not to say
3. Education Level:

o High School

o Undergraduate

o Postgraduate
4. Income Level:

o Less than $30K

o $30K-$75K

o More than $75K
5. Residential Area:

o Urban
o Suburban
o Rural

Section 2: Consumer Attitudes Toward Sustainable Branding (Adapted from Mohr et
al., 2001)

6. I actively seek out brands with sustainable practices.

7. A company’s sustainability record influences my purchase decisions.

8. I consider the environmental impact of my purchases.

9. I am willing to pay more for sustainable products.

Section 3: Trust in Corporate Sustainability Claims (Adapted from Chen & Chang,
2013)

10. I trust the environmental claims made by most companies. (R)

11. Most companies are honest about their environmental impact.

12. I believe companies are committed to the sustainability goals they advertise.

13. T am sceptical about the truthfulness of companies’ sustainability reporting.

Section 4: Brand Loyalty (Adapted from Zeithaml et al., 1996)

14. T consider myself loyal to brands that are truly sustainable.
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15. I will recommend sustainable brands I trust to others.

16. I would choose a trusted sustainable brand over a cheaper conventional alternative.
Section 5: Purchase Intention (Adapted from Spears & Singh, 2004)

17. I intend to buy products from sustainable brands in the future.

18. T will make an effort to find and buy sustainable products.

19. I plan to increase my purchases from sustainable brands.

Section 6: Perception of Ethical Marketing (Adapted from Singh et al., 2012)

20. This company provides honest information about its products’ environmental impact.
21. This company is transparent about its supply chain practices.

22. This company’s sustainability marketing is credible.

23. This company avoids exaggerating its environmental benefits.

24. This company uses third-party certifications to back its claims. Appendix B: Interview
Appendix B: Guide for Expert Participants

The following semi-structured questions were used in expert interviews:

=

5.

What role does sustainability play in your company’s marketing strategy?

How do you ensure transparency in sustainability communication?

What are the biggest challenges in implementing sustainable business practices?

How do consumers respond to your company’s sustainability efforts?

What measures do you take to prevent greenwashing in your sustainability initiatives?

Appendix C: Focus Group Discussion Guide
Discussion topics for focus groups included:

1.
2.
3.

What factors influence your decision to purchase from a sustainable brand?

How do you verify whether a brand’s sustainability claims are genuine?

Are you willing to pay more for a product if it is marketed as sustainable? Why or why
not?

What role do ethical marketing strategies play in building trust with consumers?

How do you perceive sustainability certifications and third-party endorsements?
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perception and embarrassment variables on purchase intention were statistically significant and
higher in female participants. In males, the nostalgia variable stood out as a stronger
motivational element.

Keywords: Second-Hand Clothing, Purchase Intention, Generation Z, Motivational Factors,
Inhibitory Factors

DOI: 10.15659/ppad.18.3.1761366

! The Ethics Committee Approval: Bursa Technical University Rectorate, Science, Engineering and
Social Sciences Research Ethics Committee. Date-Decision: 28.11.2024-176886

2 Asst. Prof. Dr. Bursa Technical University, Faculty of Humanities and Social Sciences, Department of
Business Administration, bekir.ozkan@btu.edu.tr, ORCID: 0000-0001-5802-3473

Gelis Tarihi / Received: 10.08.2025, Kabul Tarihi / Accepted: 19.09.2025


https://dergipark.org.tr/tr/pub/ppad/issue/94780/1761366

Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi: 3, Eylil 2025, ss. 798-827 799

Z KUSAGI TUKETICILERIN iKINCI EL GiYiM URUNU SATIN
ALMA NIYETIi: MOTiVASYONEL VE ENGELLEYICi
FAKTORLERIN ETKIiSi

07/
Bu calisma, Z kusagi bireylerin ikinci el giyim iirlinlerine yonelik satin alma niyetini
sekillendiren motivasyonel ve engelleyici faktorleri incelemeyi amaglamaktadir. Arastirma
kapsaminda gelistirilen kuramsal modelde; siirdiiriilebilirlik, fiyat algisi, benzersizlik ve
nostalji motivasyonel faktorler olarak; hijyen kaygisi, utanma ve performans riski ise
engelleyici faktorler olarak ele alinmigtir. Arastirma kapsaminda, Tiirkiye’de yasayan Z kusagi
bireylerden c¢evrimici anket yoluyla 340 veri toplanmis ve elde edilen veriler yapisal esitlik
modellemesi (SEM) ile analiz edilmistir. Bulgular, motivasyonel faktorlerden siirdiiriilebilirlik,
fiyat avantaj1 ve nostalji degiskenlerinin satin alma niyeti iizerinde pozitif ve anlaml etkileri
oldugunu ortaya koyarken; engelleyici faktorlerden utanma degiskeninin bu iliskiyi
zayiflatabildigini gostermektedir. Ayrica analiz sonuglari, cinsiyet farkliliklarinin bazi
degiskenlerde belirginlestigini gostermektedir. Ozellikle siirdiiriilebilirlik, fiyat algis1 ve
utanma degiskenlerinin satin alma niyeti iizerindeki etkisi kadin katilimcilarda istatistiksel
olarak anlamli ve daha yiiksek diizeyde gerceklesmistir. Erkeklerde ise nostalji degiskeni daha
giiclli bir motivasyon unsuru olarak 6ne ¢ikmustir.

Anahtar Kelimeler: Ikinci El Giyim, Satin Alma Niyeti, Z Kusag1, Motivasyonel Faktorler,
Engelleyici Faktorler
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1. Introduction

Generation Z is a generation that differs markedly from previous generations in their
consumption behavior, has grown up with digitalization, and tends to express their individual
values through consumption preferences (Li & Hassan, 2023). Members of this generation are
driven not only by the pursuit of economic benefits, but also by multi-layered motivations such
as authenticity, nostalgia, ethical sensitivity, and environmental responsibility (Herjanto et al.,
2024; Iscioglu & Yurdakul, 2018). In this context, second-hand clothing has become not only
a shopping choice for Generation Z, but also an expression of identity and a form of value-
based consumption (Mazanec & Harantova, 2024).

Generation Z's interest in second-hand products increases due to their aesthetic understanding,
sensitivity to sustainability and search for authenticity, which are shaped through social media
and digital platforms. These products carry both economic and symbolic value and play an
important role in the identity construction and value-based consumption preferences of
Generation Z individuals (Kawulur et al., 2022; Onurlubas & Giimiis, 2022).

Consumers' purchase intentions towards second-hand clothing products are shaped by the
interaction of various push (motivational) and inhibiting factors. Naturally, these factors also
shape the behavior of Generation Z (Koay et al., 2024; Silva et al., 2021). While factors such
as nostalgia, sustainability, affordability, and uniqueness provide strong motivators for this
generation, factors such as hygiene concerns, embarrassment, and performance concerns can
negatively affect purchase behavior (Hur, 2020; Munir, 2020; Cavazos-Arroyo & Zapata-
Sanchez, 2025; Silva et al., 2021). In addition, the impact of these factors may differ according
to the gender of individuals; male and female consumers may differ significantly in their
attitudes towards second-hand clothing (Harantova & Mazanec, 2025).

This study aims to identify the motivational and inhibiting factors affecting the purchase
intentions of Generation Z individuals towards second-hand clothing products and to examine
the effects of these factors through structural equation modeling. In addition, it is also analyzed
whether the gender variable creates a significant difference in these relationships. Thus, it is
attempted to understand consumption trends that may have important consequences at both
individual and societal levels in more depth.

This study makes an important contribution to the literature by addressing the purchase
intention towards second-hand clothing products in a multidimensional structure specific to
Generation Z. While most studies in the literature explain this behavior with only economic or
environmental motivations, this study proposes a more balanced and comprehensive framework
by evaluating both motivational and inhibitory factors together. In addition, by focusing on the
gender variable and analyzing how these factors differ according to individual characteristics,
it adds methodological richness to studies aimed at understanding demographic-based
consumer behavior. For practitioners, it offers practical findings that provide guidance in terms
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of sustainable fashion, target audience-specific marketing strategies and social awareness-
oriented communication studies.

2. Literature Review and Hypothesis Development
2.1. Theory of Planned Behavior and Second-Hand Clothing Purchase Intention

The Theory of Planned Behavior (TPB) was developed by Ajzen (1991) to explain individuals'
intentions to engage in a specific behavior and has been widely applied in the field of consumer
behavior. According to the theory, an individual's intention to engage in a behavior is
determined by three fundamental constructs: attitude, subjective norm, and perceived
behavioral control. Attitude refers to an individual's overall evaluation of the behavior;
subjective norm refers to the tendency to conform to the expectations of the social environment;
and perceived behavioral control refers to the individual's perception of competence in
performing the behavior (Ajzen, 1991).

In recent years, the TPB has been expanded to explain sustainable consumption behaviors and
has been used as an effective theoretical basis, particularly in the context of second-hand
product purchase intentions. A multi-method study by Koay et al. (2024) showed that
individuals' purchase intentions for second-hand clothing products were significantly related to
the attitudes, norms, and control structures predicted by the TPB. Similarly, Wicaksono et al.
(2024) found that the TPB constructs, informed by environmental beliefs and attitudes, strongly
predicted purchase intentions for second-hand fashion products. Rodrigues et al. (2023)
integrated variables such as price, environmental concern, and uniqueness into the TPB,
providing a more comprehensive explanation of young consumers' intentions toward second-
hand products.

This study examines Generation Z consumers' intentions to purchase second-hand clothing
within the framework of the Theory of Planned Behavior. The motivational factors examined
in this study (sustainability, price advantage, uniqueness, nostalgia) represent positive attitudes
and perceptions, while inhibitory factors (hygiene, embarrassment, performance risk) represent
elements that may limit individuals' intentions. Therefore, this study evaluates the impact of
motivational and inhibitory factors in line with the fundamental assumptions of the TPB to
explain purchase intentions for secondhand clothing and expands the theory within the context
of Generation Z's consumption behavior.

2.2. Key Factors Affecting Second-Hand Product Purchasing Behavior

Second-hand product purchasing behavior is a multidimensional phenomenon shaped by the
interaction of consumers' economic, environmental, social and psychological motivations. In
the literature, price advantage, sustainability awareness, uniqueness of the product, nostalgic
values and ethical consumption tendencies stand out among the main factors affecting this
behavior (Rodrigues et al., 2023; Steffen, 2017). While economic motivations are associated
with consumers' desire to protect their budgets, environmental concerns increase the tendency
towards second-hand products for sustainability-based reasons such as efficient use of resources
and waste reduction (Daldal & Aydin, 2023). However, social norms, perceived risks (e.g.
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hygiene or performance concerns) and uncertainties about the product's usage history are
among the factors that limit this behavior (Negash and Akbar, 2024; Kim, et al., 2021; Koay et
al., 2024).

Second-hand clothing products attract attention as a consumption category that carries both
economic and symbolic value. The acceleration of the fashion cycle, increasing environmental
impacts and the diversification of individual expression forms have increased the interest in
second-hand clothing (Negash & Akbar, 2024). In this context, sustainability awareness,
affordable price, search for uniqueness, nostalgia, social impact and aesthetic preferences stand
out among the factors affecting the purchasing behavior towards second-hand clothing products
(Frahm et al., 2025; Rodrigues et al., 2023; Evans et al., 2022). However, perceptions towards
these products are also shaped by inhibiting factors such as hygiene concerns, fear of social
judgment and uncertainty about product quality (Kim et al., 2021; Silva et al., 2021; Frahm et
al., 2025). Especially among young consumers, second-hand clothing is considered a
meaningful choice in terms of both environmental responsibility and style expression (Kawulur
et al., 2022).

In this study, the factors affecting the purchasing intentions of Generation Z individuals towards
second-hand clothing products are discussed under two main headings as motivational (push)
and inhibitory (limiting). Motivational factors include nostalgia, sustainability, price perception
and uniqueness. Inhibitory factors are determined as embarrassment (social embarrassment),
hygiene concern and performance anxiety.

2.3. Relationships Between Motivational Factors and Second-Hand Clothing Product
Purchase Intention
2.3.1. The Relationship Between Sustainability and Purchase Intention

Sustainability and sustainable consumption, which have great importance in the lives of
individuals, are becoming more and more important day by day with the decrease in resources.
Sustainable consumption is the actions that individuals take into account in the process of
purchasing, using and disposing of goods and services, taking into account ecological and
economic impacts (Geiger et al., 2018). According to another definition, sustainable
consumption is adopting a lifestyle such as avoiding excessive consumption and being
responsible to future generations, rather than purchasing and consuming ecological products
(Dimitrova et al., 2022). As consumers pay more attention to environmental problems, they
become aware of their purchasing habits and seek alternative consumption methods (Machado
etal., 2019).

When the literature is examined, it can be said that the effect of sustainability or ethical behavior
on the intention to purchase second-hand products is interpreted differently. Edbring et al.
(2016) and Slaton et al. (2024) argue that sustainability is the main determinant of the intention
to purchase second-hand products. Sandes and Leandro (2019) stated that this factor has a very
small role. While Masserini et al. (2024) stated that Generation Z is more likely to purchase
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second-hand clothing, Ali et al. (2025) revealed that Generation Z's intention to purchase
sustainable clothing is influenced by behavioral beliefs, attitudes and pricing elements.
However, Prisco et al. (2025) emphasize that the norms and desires of Generation Z individuals
significantly affect their decisions to purchase second-hand clothing products, and the
importance of ecological awareness and moral judgment in sustainable consumption.

Demographic characteristics are a variable that affects consumers' decisions during purchasing
processes. Gender is one of these demographic characteristics and can create a significant
difference in sustainability-based purchasing behaviors. In the study conducted by Barrera-
Verdugo and Villarroel-Villarroel (2022), it was found that women showed higher awareness
and purchase tendency towards sustainable clothing products, while men gave more importance
to functional criteria such as quality and hygiene (Silva et al., 2021). Similarly, in the study by
Pang et al. (2025), it was stated that the effect of sustainability perception on purchase intention
differed between male and female consumers, and price sensitivity, especially in men, could
weaken this relationship. These findings show that the effect of sustainability perception on
purchase intention may vary by gender.

Based on this information, the following hypotheses were developed.

H;: Sustainability behavior has a positive effect on Generation Z consumers' purchasing
second-hand clothing products.

Hia: The positive effect of sustainability behavior on Generation Z consumers' purchasing
second-hand clothing products varies by gender.

2.3.2. The Relationship Between Price Advantage (Economic Benefit) and Purchase
Intention

It can be said that the economic situation has a significant impact on individuals' lives,
especially on purchasing decisions. Many situations, such as individual income and family
income, high or low prices of products, are of great importance in purchasing decisions. Levrini
and Jeffman dos Santos (2021) state that price is the biggest factor in purchase intention. While
consumers' perceptions of price have a significant effect on attitudes towards second-hand
product shopping, these attitudes also positively affect purchase intention (Telli et al., 2021).

Second-hand products are generally perceived as an opportunity by consumers because they are
offered at lower prices, and this, combined with the expectation of economic gain, encourages
purchasing behavior (Koay et al., 2024). In the study conducted by Mobarak et al. (2025), it
was revealed that the perception of price advantage and economic benefit played a decisive role
in individuals' purchasing intentions for second-hand clothing products. Harantova and
Mazanec (2025) examined gender, Generation Z and second-hand product purchasing behavior
together and stated that purchasing second-hand products is important for Generation Z due to
their economic contributions. The behavior of renting clothing products, which is similar to the
purchasing behavior of second-hand products, was examined on women and it was found that
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this behavior was preferred by women in Generations Y and Z in terms of economic benefit
(Helinski & Schewe, 2022).

Based on this information, the following hypotheses were developed.

H>: Price perception has a positive effect on Generation Z consumers' purchasing second-hand
clothing products.

H.: The positive effect of price perception on Generation Z consumers' purchasing second-
hand clothing products varies by gender.

2.3.3. The Relationship Between Uniqueness and Purchase Intention

The need for uniqueness is associated with individuals' desire to be different from others, to
exhibit originality, and to reflect their personal style (Tian et al., 2001). Especially in the field
of fashion and clothing, the desire to have unique products seriously affects consumers
(Mangeshkar & Rao, 2025). Similarly, according to the results of the study conducted by
Rodrigues et al. (2023), the desire for exclusivity, in other words, the need for uniqueness,
positively affects consumers' intention to purchase second-hand products.

Second-hand products, especially in the clothing category, are perceived as unique by
consumers due to designs from past periods, limited availability, and personal stories (JenB,
2004). This perception satisfies the motivations of individuals to differentiate themselves and
emphasize their originality. Afonso and Farinha (2025) revealed in their study that the search
for “treasure hunting” and “uniqueness” are among the determining motivations in the intention
to purchase second-hand products. Singh et al. (2023) emphasize that self-concept and brand
image, as well as uniqueness, play a role in Generation Z consumers' interest in clothing, and
that these elements influence purchasing motivation. Wojdyla and Chi (2024) state that
Generation Z consumers' environmental knowledge, fashion leadership, and need for
uniqueness significantly influence their attitudes toward fast fashion. Copeland (2024) states
that Generation Z individuals are willing to pay more for a sustainable clothing product and that
it is extremely important for the product to be unique.

Frahm et al. (2025) found that, in general, there was no difference between men and women in
terms of purchasing second-hand clothing. In contrast, Barrera-Verdugo and Villarroel-
Villarroel (2022) found in a study conducted on university students that purchasing second-
hand clothing differed for men and women. Again, in a study conducted on university students
(Seo & Lang, 2019), it was concluded that the need for uniqueness was an important
determinant in purchasing clothing and that this need was stronger in men.

Based on this information, the following hypotheses were developed.
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Hs: The need for uniqueness has a positive effect on Generation Z consumers purchasing
second-hand clothing products.

Hsa: The positive effect of the need for uniqueness on Generation Z consumers' purchasing
second-hand clothing products varies by gender.

2.3.4. The Relationship Between Nostalgia and Purchase Intention

Nostalgia is a powerful psychological experience that allows individuals to create an emotional
bond by recalling positive memories from the past (Routledge et al., 2013). In the marketing
literature, nostalgia has been evaluated as a factor that positively affects consumers' attitudes
towards brands and products (Muehling and Sprott, 2004). Nostalgic emotions can increase
purchase intentions by triggering feelings such as belonging, trust and warmth in individuals
(Sierra & McQuitty, 2007). In particular, nostalgia-based advertisements allow consumers to
identify with the past and establish an emotional bond with the brand identity (Gilal et al.,
2025). In this context, the effect of nostalgia on consumer behavior can produce significant
results at both emotional and cognitive levels.

In the context of second-hand products, nostalgia creates an emotional value in consumers not
only by longing for the past but also by associating products with historical, cultural and
personal meanings (Rodrigues et al., 2023; Evans et al., 2022). Second-hand clothing products,
in particular, further strengthen nostalgic associations due to their inclusion of styles and
aesthetic elements from past periods (Kim and Choi, 2016). Young consumer groups such as
Generation Z see these products not only for economic or environmental reasons, but also as a
means of self-expression and connection with the past (Kawulur et al., 2022). This suggests that
nostalgia may play a decisive role in the purchase intention for second-hand clothing products.

In the study conducted by Harantova and Mazanec (2025), it was found that female individuals
defined their second-hand shopping experiences as more enjoyable, authentic and emotional,
while male individuals evaluated this experience as more functional and neutral. Similarly, in
the study by Cho et al. (2025), it was revealed that the effect of nostalgia on consumer behavior
was stronger in men, and this difference became especially evident in conspicuous consumption
and impulsive purchasing behaviors.

Based on this information, the following hypotheses were developed.

Hy: Nostalgia has a positive effect on Generation Z consumers purchasing second-hand
clothing products.

Hy.: The positive effect of nostalgia on Generation Z consumers' purchasing second-hand
clothing products varies by gender.
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2.4. Relationships Between Inhibitory Factors and Second-Hand Clothing Purchasing

2.4.1. The Relationship Between Hygiene and Purchase Intention

The issue of hygiene is of great importance to many individuals in daily life in different subjects.
When it comes to second-hand products, individuals perceive them as dirty if they have been
used or touched by others before, and these products are more negatively treated compared to
new products. However, this situation presents itself as a source of concern (Argo et al., 2006).
One of the most important factors that prevent consumers from purchasing second-hand
products is the perception of the risk of disease transmission from these products (Yan et al.,
2015). Individuals are concerned about whether the previous owners of second-hand products
had any diseases (Kim et al., 2021). This concern shows that consumers have a negative
approach to buying and using a second-hand product (Edbring et al., 2016). In addition,
although consumers' perceptions of hygiene do not affect their attitudes towards purchasing
second-hand products online, this attitude affects their purchasing behavior (Telli et al., 2021).

The effect of gender on hygiene perception is included in the literature as an important variable
that shapes individuals' consumption behavior. In the study conducted by Eriksson et al. (2022),
it was revealed that women have stricter hygiene norms compared to men. Similarly, in the
study conducted by Harantova and Mazanec (2025), it was determined that hygiene perception
is an important obstacle in the consumption of second-hand clothing and that various inhibitory
factors have different effects on women and men. Based on this, it can be said that women will
exhibit a more negative behavior than men in terms of hygiene towards the purchase of second-
hand clothing. The study conducted by Herjanto et al. (2024) shows that the attitudes of
Generation Z towards the hygiene of second-hand clothing products directly affect their
purchase intention.

Based on this information, the following hypotheses were developed.

Hs: Hygiene perception has a negative effect on Generation Z consumers' purchasing second-
hand clothing products.

Hsa: The negative effect of hygiene perception on Generation Z consumers' purchasing second-
hand clothing products varies by gender.

2.4.2. The Relationship Between Embarrassment and Purchase Intention

The concept of embarrassment means “social risk”, “fear of social judgment” or “social shame”
in the context of purchasing second-hand clothing (Silva et al., 2021). Especially in highly
visible categories such as fashion and clothing, judgmental views from individuals' social
circles can negatively affect the intention to purchase second-hand products.
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Calvo-Porral et al. (2024) examined online second-hand product purchasing behavior.
According to the research results, social embarrassment did not have an effect on second-hand
product purchasing. Mobarak et al. (2025) stated that perceived social risks (e.g. fear of
judgment) in second-hand clothing shopping are an obstacle for consumers and constitute a
significant barrier especially for new users. At this point, it can be said that the view of the
social environment is not important for some second-hand products (products that can be
perceived as antiques), but this effect comes to the fore in clothing products. Auxtova et al.
(2025) associated second-hand clothing consumption with moral decision-making processes
and suggested that the feeling of "embarrassment" has an inhibitory role in individuals'
tendency to second-hand shopping. Shopping online at secondhand stores is one way to recycle
used clothing. This niche market is attracting the attention of Generation Z. This generation
generally wants a variety of clothes in their wardrobes and is reluctant to pay a fortune. Selling
and buying second-hand clothing, especially in urban areas, can be challenging due to the
embarrassment of buying used clothes at a lower price (Nukhu & Singh, 2024).

The reflection of this factor on the individual's behavior may differ depending on the
individual's gender. This situation may differentiate the effect of social embarrassment
perception on purchasing behavior (Li et al., 2018). Gebhardt et al. (2011) stated that women
are more shy than men in purchasing special personal health and sexual products. At this point,
the perspective of the social environment in purchasing second-hand clothing products may
cause a higher shyness in women, and this may result in avoiding purchasing behavior.

Based on this information, the following hypotheses were developed.

Hs: Embarrassment has a negative effect on Generation Z consumers purchasing second-hand
clothing products.

Hsa: The negative effect of embarrassment on Generation Z consumers' purchasing second-
hand clothing products varies by gender.

2.4.3. The Relationship Between Performance Risk and Purchase Intention

Consumers’ purchasing decisions for second-hand clothing products are also shaped by
perceptions of the functional adequacy of the product. In this context, product performance
perception refers to consumer expectations regarding features such as durability, functionality,
aesthetic status and lifespan of second-hand products (Hur, 2020; Cavazos-Arroyo & Zapata-
Sanchez, 2025). Especially in clothing products, elements such as fabric quality, stitch strength
and traces of use are decisive in consumers’ evaluations of the product’s performance.

The performance of refurbished products, if the performance is at the desired level, is effective
in purchasing second-hand products (Negash & Akhbar, 2024). However, if the desired level
of performance is not achieved, this situation negatively affects consumers' intention to
purchase a garment. Based on this, we can say that the performance of second-hand products
poses a risk for consumers. Mobarak et al. (2025) stated that used clothes may be perceived by
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consumers as having a shorter lifespan and lower quality because they have been worn by
someone else before; and this perception can negatively affect attitudes towards the reuse of
clothes, especially those used by others. These findings suggest that perceptions regarding the
performance of second-hand clothing products may have a negative effect on purchase
intention. Onurlubas and Giimiis (2023) state that performance risk, one of the perceived risk
dimensions, has a low negative and significant effect on Generation Z's intention to purchase
renewed products.

The situation perceived as the most risky by women and men in second-hand clothing shopping
is performance (Cakir & Dedeoglu, 2020). However, it is seen that the perceived risks of online
clothing shopping differ in many ways for women and men (Agag et al., 2018). Hayran et al.
(2017) examined risk perceptions in online shopping and concluded that performance risk
differs for women and men.

Based on this information, the following hypotheses were developed.

H7: The performance of second-hand products has a negative effect on Generation Z
consumers' purchasing second-hand clothing products.

H7.: The negative effect of the performance of second-hand products on Generation Z
consumers' purchasing second-hand clothing products varies by gender.

3. Methodology
3.1. Purpose, Importance and Scope of the Research

In today's world, where sustainable consumption is becoming increasingly important,
revealing the factors that affect individuals' demand for second-hand products is one of
the main objectives of this research. Efforts made for the proper use of resources, reduction
of waste, attention paid to sustainable consumption, etc. have also caused the use of second-
hand clothing to gain importance. It is especially important to reveal the sensitivity of young
consumers on this issue. In this context, the universe of this research consists of Generation Z
consumers. In this direction, only Generation Z consumers were included in the research
and data was collected so that Generation Z consumers were born between 1996-2008
(Kotler et al., 2021).

3.2. Method of Research

A survey was used as the data collection method in the study. Convenience sampling was
used as the sampling method. The survey form was prepared online and delivered to the
participants. The scales used within the scope of the research were rated as 5-point
Likert (1-Strongly disagree, 2-Disagree, 3-Neither agree nor disagree, 4-Agree, 5-Strongly
agree). Those other than those born between 1996-2008 were not included in the study. At
the beginning of the survey, participants were asked their birth date as an screening question,
and participants of an
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age not included in the study were excluded from the survey. In addition, participation was
carried out on a voluntary basis. The ethics committee approval for this study was given by the
Bursa Technical University Rectorate, Science, Engineering and Social Sciences Research
Ethics Committee with the decision numbered 176886 and dated 28.11.2024. 580 data were
collected for the study, and after the wrong answers (240) given to four different control
questions were eliminated, a total of 340 data were used for the analyses.

3.3.  Scales Used in The Study

Within the scope of the research, three main variables were used to measure motivational
factors, inhibitory factors, and purchase intention. Among the motivational factors, the
sustainable consumption behavior scale (3 statements) was adapted from the study of Borusiak
et al., (2020), the price advantage scale (3 statements) from the study of Guiot and Roux (2010),
the uniqueness scale (4 statements) from the study of Padmavathy et al., (2019), and the
nostalgia scale (4 statements) from the study of Roux and Guiot (2008). Among the inhibitory
factors, the hygiene scale (5 statements) was adapted from the study of Calvo-Porral et al.
(2024), the embarrassment scale (4 statements) from the study of Calvo-Porral et al. (2024),
and the risk perception scale (3 statements) from the study of Silva et al., (2021). Finally, the
purchase intention scale was adapted from the study of Calvo-Porral et al. (2024).

4. Findings
4.1. Demographic Characteristics of Participants

All individuals participating in the study are Generation Z individuals. 64.1% of the participants
are female and 35.9% are male. While 97.9% of the participants are single and 2.1% are
married; 78.2% are undergraduate students, 7.1% are associate degree students, 4.7% are high
school graduates, 2.9% are graduate students, 7.1% are associate degree graduates and
bachelor's degree graduates. 79.4% of the participants are unemployed, 11.2% work part-time,
and 9.4% work full-time. Monthly expenses of the participants are as follows: 24.1% 0-5,000
TL, 40.1% 5,001-10,000 TL, 18.2% 10,001-15,000 TL, 9.1% 15,001-20,000 TL, 2.6% 20,001-
25,000 TL, 1.8% 25,001-30,000 TL, 4.1% 30,001 TL and above.

4.2. Testing The Measurement Model

In this study, SmartPLS-4 software was used to assess the reliability and validity of the
measurement model. Cronbach’s Alpha and Composite Reliability values were taken into
account for the reliability analyses of the scales, and Average Variance Extracted (AVE) criteria
were taken into account for the validity analyses. In addition, calculations such as HTMT and
Fornell-Larcker were made. The analysis results are presented below.
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Table 1. Confirmatory Factor Analysis

Items Sustain Price Uniq Nostalg Hygiene Embar Perform  Intention

Sustainl 0.925
Sustain2 0.903
Sustain3 0.925

Pricel 0.901

Price2 0.721

Price3 0.919

Uniql 0.805

Uniq2 0.827

Uniq3 0.886

Uniq4 0.769
Nostalg1 0.776
Nostalg2 0.781
Nostalg3 0.902
Nostalg4 0.861

Hygienl 0.812
Hygien2 0.875

Hygien3 0.787
Hygien4 0.755
Hygien5 0.633
Embarl 0.833
Embar2 0.869
Embar3 0.813
Embar4 0.874
Performl 0.874
Perform2 0.876
Perform3 0.860
Intentionl 0.905
Intention3 0.909

According to the confirmatory factor analysis (CFA) results, all items in the scale have high
loading values on the factors they belong to (Hair et al., 2022). According to the confirmatory
factor analysis results, it was seen that the loadings were between 0.903 and 0.925 in the
Sustainability variable. The Price variable was in a range between 0.721 and 0.919. The factor
loadings of the Uniqueness variable ranged between 0.769 and 0.886. The factor loadings of
the Nostalgia variable were determined to be between 0.776 and 0.902. The factor loadings of
the Hygiene variable ranged between 0.633 and 0.875. The factor loadings for the
Embarrassment variable ranged between 0.813 and 0.874. The factor loadings of the
Performance variable ranged between 0.860 and 0.876. Finally, the loadings for the Intention
variable are quite strong, concentrated between 0.905 and 0.909.
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Table 2. Cronbach’s Alpha, AVE ve CR

Variables a CR AVE
Sustainability 0.907 0.911 0.842
Price Advantage 0.816 0.891 0.725
Uniqueness 0.845 0.878 0.677
Nostalgia 0.850 0.859 0.692
Hygiene 0.836 0.908 0.603
Embarrassment 0.869 0.883 0.718
Performance 0.844 0.873 0.757
Intention 0.784 0.784 0.822

a: Cronbach’s Alpha; CR: Composite Reliability; AVE: Average Variance Extracted

Alpha, CR and AVE values given in Table 2 are used for the reliability and validity of
the variables in the model (Hair et al., 2022). Cronbach's Alpha values are above 0.7
for all variables (0.784 - 0.907), indicating that the internal consistency of the scales is
sufficient. Composite Reliability (CR) values also exceed 0.7 for all wvariables,
indicating that the reliability of the structures is sufficient. In this context, the highest
composite reliability value is 0.911 and the lowest value is 0.784. When the Average Variance
Explanation (AVE) results are examined, the AVE values of all variables are above 0.5,
indicating that it is sufficient for convergent validity (Hair et al., 2022). The highest AVE
value is 0.842 for the Sustainability variable. The lowest AVE value is observed in the
Hygiene variable with 0.603.

Table 3. Heterotrait-Monotrait Ratio (HTMT)

HTMT Embar Hygen Intention Nostalg Perform Price Sustain Uniq
Embar
Hygen 0.247
Intention 0.283 0.460
Nostalg 0.093 0.385 0.633
Perform 0.219 0.747 0.439 0.325
Price 0.139 0.288 0.487 0.416 0.288
Sustain 0.276 0.267 0.417 0.245 0.189 0.549
Uniq 0.176 0.321 0.445 0.599 0.333 0.422 0.244

The HTMT values in the table were used to evaluate the discriminant validity between the
variables in the model. As a generally accepted rule, HTMT values below 0.85 or 0.90 indicate
sufficient discriminant validity between the variables (Hair et al., 2022). According to this table,
all HTMT values remain below the 0.85 limit. These results support that the variables in the
model are independent of each other and the validity of the measurement structure is ensured.
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Table 4. Fornell-Larcker Criterion

Fornell Larcker Embar Hygen Intention Nostalg Perform Price Sustain Uniq
Embar 0.848
Hygen 0.214 0.777
Intention -0.236 -0.398 0.907
Nostalg -0.073 -0.341 0.519 0.832
Perform 0.195 0.656 -0.370 -0.291 0.870
Price -0.128 -0.259 0.414 0.362 -0.257 0.852
Sustain -0.248 -0.241 0.353 0.220 -0.171 0.464 0.918
Uniq 0.075 -0.297 0.383 0.518 -0.307 0.377 0.234 0.823

The diagonal values in the table are the square root of the explanatory variance (AVE) of each
construct. These values should be greater than their correlations with other constructs (the
values in the lower and upper triangles of the table) (Fornell & Larcker, 1981). When the
table is examined, it is seen that the diagonal value (square root of AVE) of each construct is
greater than the correlation values of that construct with other constructs. This shows that
discriminant validity is achieved according to the Fornell-Larcker criterion.

4.3. Common Method Bias

Common Method Bias (CMB) is a type of systematic error that may occur in the relationships
between variables due to the use of the same data collection method or measurement tool in
research. CMB is a situation where the measurement method used, especially in the analysis of
survey data, can artificially increase the relationships between independent and dependent
variables (Fuller et al., 2016). Below, common method bias is examined based on the given
VIF values.

Table 5. Inner VIF

Variables VIF
Sustain -> Intention Price - 1.365
> Intention Uniq -> 1.475
Intention Nostalg -> 1.559
Intention Hygen -> 1.496
Intention Embar -> 1.891
Intention Perform -> 1.154
Intention 1.832

As stated in Kline (2023) and other literature, VIF values can be used to assess
Common Method Bias. If the VIF values of all independent variables are below 3.3, it is
assumed that Common Method Bias is not a serious problem in the measurement model
(Kock, 2015). The VIF values in the table are between 1.154 and 1.891, all of which are
well below 3.3. This indicates that Common Method Bias is not a significant problem in the
model.

4.4. Testing The Structural Model

SmartPLS-4 program was used to test the model established in the research. Before testing the
model, some values related to the model were taken into account and the compatibility of the
model was examined. SmartPLS was chosen because it is suitable for complex
research models containing multiple latent variables, can analyze reflective and
formative measurement models
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together, and does not require the assumption of a normal distribution in the data set.
Furthermore, the predictive nature of PLS-SEM is suitable for the purposes of this study.
Furthermore, thanks to the advanced multigroup analysis (MGA) feature offered by SmartPLS,
we were able to test for gender differences in the model.

R2, F? and SRMR values were used to evaluate the model. R? was used to determine the level
of explanation of the dependent variable by the independent variables and this value was
determined as 0.410. According to Hair et al. (2019), an R? above 0.26 means a moderate level
of explanatory power. In this case, it can be said that the effect of the independent variables on
Intention is significant and the model generally performs well.

The F? value measures the magnitude of the effect of each independent variable on the
dependent variable (Cohen, 1988). According to the analysis results, Nostalgia (F>=0.120) has
a small to medium effect size according to Cohen's classification (0.02 = small, 0.15 = medium,
0.35 = large effect). The F? values of the variables Hygen (F?> = 0.010), Perform (F?> = 0.009),
Uniq (F? = 0.007) are very low and their effects on Intention are quite limited. The variables
Embar (F? = 0.024), Price (F? = 0.022), Sustain (F> = 0.019) have a small but significant effect.

SRMR (Standardized Root Mean Square Residual) is a fit index used to evaluate the fit of a
model and expresses the difference between the measured covariance matrix and the covariance
matrix estimated by the model. Lower SRMR values indicate that the model fits the data well.
The SRMR value was determined as 0.073 and a SRMR value lower than 0.08 indicates that
the model has a good fit (Henseler et al., 2015).

After these explanations indicating that the model fit was fixed, the analysis of the model was
started. In this research, the effects of the factors that push and prevent consumers from buying
second-hand products on the purchase intention were first analyzed for all individuals
participating in the research. Then, the model was analyzed separately according to the gender
of the participants.

Table 6. Analysis of The Structural Model

Variables Std. . T values P values Hypothesis Supported/Not
Regression Supported
Sustain -> Intention 0.124 2.392 0.017 Hi Supported
Price -> Intention 0.138 2.829 0.005 H> Supported
Uniq -> Intention 0.080 1.446 0.148 Hs Not Supported
Nostalg -> Intention 0.326 5.386 0.000 Hq4 Supported
Hygen -> Intention -0.105 1.624 0.104 Hs Not Supported
Embar -> Intention -0.128 3.049 0.002 He Supported
Perform -> Intention -0.100 1.519 0.129 H7 Not Supported

As aresult of the analysis of the structural model, sustainability perception among motivational
factors has a positive and significant effect on purchase intention (p = 0.124, T = 2.392, p =
0.017). This shows that environmental awareness and sustainability play a decisive role in
consumers' purchasing decisions. According to this result, hypothesis Hi was supported. Price
perception has a positive effect on purchase intention (f = 0.138, T = 2.829, p = 0.005). This
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result reveals that consumers show a positive tendency in purchasing decisions based on the
perception of reasonable price. According to this result, hypothesis H» was supported. The
effect of perception of uniqueness on purchase intention is not significant (f = 0.080, T = 1.446,
p = 0.148). The perception of uniqueness of products does not seem to be an important factor
affecting the intention to purchase second-hand products. According to this result, hypothesis
H; was not supported. The nostalgia factor has a strong and positive effect on purchase intention
(B =0.326, T = 5.386, p = 0.000). This can be considered as an indicator of the interest of
Generation Z in nostalgia. According to this result, hypothesis Hs is supported.

The effect of the hygiene factor, which is one of the inhibiting factors, on purchase intention
was not found to be statistically significant (f =-0.105, T=1.624, p = 0.104). This result shows
that consumers' perception of hygiene has no effect on determining their intention to purchase
second-hand products. According to this result, hypothesis Hs was not supported. The
embarrassment factor seems to have a negative effect on purchase intention (f =-0.128, T =
3.049, p = 0.002). This shows that the feeling of embarrassment may negatively affect
consumers' intention to purchase second-hand products. With this result, hypothesis Hs was
supported. The effect of the performance factor on purchase intention was not significant (f =
-0.100, T=1.519, p =0.129). This indicates that the perception of product performance has no
effect on consumers' decisions to purchase second-hand products. According to this result,
hypothesis H7 was not supported.

Table 7. Comparison of the Research Model According to Gender (Multigroup Analysis)

Variables Std. Regression t value p value Hypothesis Supported/Not
Male Female Male Female Male Female Supported
Sustain -> Intention 0.055 0.171 0.616 2991 0.538 0.003 Hia Supported
Price -> Intention 0.109 0.146 1.219 2.814  0.223  0.005 Haza Supported
Uniq -> Intention 0.071 0.103 0.808 1.535 0.419 0.125 Hsa Not Supported
Nostalg -> Intention 0.435 0.251 4.675 3.235 0.000 0.001 Hasa Not Supported
Hygen -> Intention -0.059 -0.137 0.609 1.460 0.543 0.144 Hsa Not Supported
Embar -> Intention -0.082 -0.136 0.870 2.390 0.384 0.017 Héa Supported
Perform -> Intention  -0.128 -0.090 1.333 0.966  0.183  0.334 H7a Not Supported

The findings presented in Table 7 show the results of the research model disaggregated by
gender. It was observed that there were significant differences in the effects of some variables
on purchase intention between male and female participants.

The sustainability factor has a significant effect on purchase intention only for female
participants (B = 0.171, t = 2.991, p = 0.003). The effect of this variable was not found
significant for male participants (B = 0.055, t = 0.616, p = 0.538). This result shows that the
sustainability variable is important only for females in purchasing second-hand products.
According to this result, hypothesis Hia is supported.

Price factor has a significant and positive effect on purchase intention only for females (f =
0.165,t=2.814, p = 0.005). There is no such effect for males (f =0.109, t=2.119, p =0.223).
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This finding reveals that females are more sensitive to price perception than males. According
to this result, hypothesis Haa is supported.

For both groups, the nostalgia factor was found to have a positive and significant effect on
purchase intention. The nostalgia effect was stronger in males (B = 0.435, t =4.675, p = 0.000)
and was observed to be a more decisive factor than in females. In females, the effect of nostalgia
was significant but weaker than in males (f = 0.251, t = 3.235, p = 0.001). Since there was a
significant effect in both groups, the multigroup difference test results were examined.
According to these results, the difference between the male and female groups was found to be
0.184, and the significance level was found to be 0.128. As a result, the effect of nostalgia on
the purchase intention of second-hand clothing products did not differ by groups. According to
these results, hypothesis Hsa was not supported.

For female participants, the effect of the embarrassment factor on purchase intention was found
to be negative and significant (f = -0.136, t = 2.390, p = 0.017). For male participants, the
embarrassment factor did not show a significant effect (B = -0.082, t = 0.870, p = 0.384).
According to this result, hypothesis Hga was supported.

On the other hand, uniqueness, hygiene and performance factors were not found to have a
significant effect on purchase intention for both groups. This indicates that these factors are not
decisive in consumers' second-hand product purchase decisions. According to these results,
hypotheses H3a, Hsa and H7a were not supported.

5. Conclusion and Discussion

This study aimed to reveal the driving and inhibiting factors that affect the purchasing intentions
of Generation Z individuals towards second-hand clothing products. It also addressed whether
the effects of these factors on purchasing intention differ according to gender.

The first findings of this study reveal that motivational factors play an important role in the
intention of Generation Z individuals to purchase second-hand clothing products. The nostalgia
factor significantly and strongly affected the participants' purchase intentions positively. This
shows that second-hand products are seen not only as an economic but also as a means of
establishing an emotional bond with the past. Participants establish a deeper relationship with
these products through associations and memories of the past, and this emotional interaction
positively shapes their purchasing decisions. In addition, price perception also stands out as an
effective factor in the purchasing tendencies of Generation Z. The appeal of affordable products
coincides with the effort of this economically conscious generation to protect their budget.
Sustainability, as another meaningful and motivating factor, reveals that individuals with high
environmental sensitivity exhibit ethical consumption behavior. In particular, the effort to
reduce environmental impacts and use resources efficiently leads to a positive attitude in
individuals who tend to prefer second-hand products. On the other hand, no significant effect
of the perception of the uniqueness of the product on purchase intention was observed. This
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shows that Generation Z prefers second-hand products not for the purpose of looking different,
but rather for value-oriented reasons.

When evaluated in terms of inhibitory factors, embarrassment has a significant and negative
effect on purchase intention. This result shows that individuals fear social judgment, loss of
status or prejudice when purchasing second-hand products. In particular, the negative meanings
and symbols that society attributes to second-hand products create an internal resistance in
consumers and suppress purchasing behavior. On the other hand, perceptions of hygiene and
performance did not have a significant effect on purchase intention. This finding reveals that
Generation Z individuals focus more on social and emotional values rather than the physical
quality or functionality of the product. It is understood that concrete criteria such as hygiene
and performance are not a primary determinant, especially in the general perception of the brand
or product.

Multigroup analyses based on gender show that the effect of motivational factors on purchase
intention differs in females and males. Nostalgia has a positive and significant effect in both
groups, but this effect is stronger in males. While male participants prefer second-hand products
more for nostalgic reasons, this tendency of females are weaker. Price perception shows a
significant effect only for females. It is seen that female participants have higher budgetary
sensitivity and economic advantages shape purchase intention more. While sustainability
perception has a significant effect on purchase intention only in females, this effect is
insignificant in males, indicating that females are more sensitive to environmental and ethical
values. The uniqueness factor did not have a significant effect for either gender.

The study by Barrera-Verdugo and Villarroel-Villarroel (2022) revealed that female consumers'
awareness and purchasing tendency towards sustainable clothing are higher than males. It is
observed that male individuals prioritize more functional and benefit-based values such as
product quality, hygiene status and performance instead of sustainability (Silva et al., 2021). In
the study by Pang et al. (2025), it was stated that sustainability motivation in male individuals
weakened due to price sensitivity. In this context, it can be said that male participants preferred
pragmatic decision-making processes rather than environmental concerns and therefore
sustainability perception did not play a decisive role in purchasing behavior.

In the study by Mobarak et al. (2025), although it was emphasized that price advantage plays a
decisive role in the purchase intention for second-hand clothing products, it was stated that this
effect may vary according to the value priorities of individuals. In the study of Harantova and
Mazanec (2025) on Generation Z, it was stated that economic reasons are an important source
of motivation in second-hand shopping; however, it was observed that this motivation was more
dominant in female individuals. Similarly, in the study conducted by Helinski and Schewe
(2022), it was revealed that the behavior of renting clothing products is preferred especially by
females in Generation Y and Z for economic benefit. These findings show that female
individuals have higher budgetary sensitivity and that economic advantages play a more
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decisive role in purchasing decisions. Male individuals may focus on more subjective and
symbolic values such as nostalgia, style or status instead of price in second-hand shopping.

According to the research findings, the need for uniqueness variable did not have a statistically
significant effect on the intention to purchase second-hand clothing products in both female and
male participants. Although this result seems to partially contradict studies in the literature that
argue that the search for uniqueness positively affects second-hand shopping behavior (Tian et
al., 2001; Rodrigues et al., 2023; Afonso & Farinha, 2025), this situation can be explained by
various contextual and methodological reasons. First of all, the fact that the effect of the search
for uniqueness was not significant indicates that Generation Z individuals may have started to
prefer second-hand products not only for being “unique” or “different” but also for other
motivations such as sustainability, price advantage or nostalgia. Indeed, in the study of Frahm
et al. (2025), it was stated that the second-hand clothing purchasing behavior, regardless of
gender, is mostly associated with environmental and economic factors. In addition, the search
for uniqueness may be effective in other categories related to design rather than clothing
products.

When the inhibitory factors were examined in terms of gender, the feeling of embarrassment
was effective only in female. In females, the feeling of embarrassment significantly reduces the
intention to buy second-hand products, and the motivation to gain social acceptance and avoid
negative judgments is more prominent. It can be said that male individuals are less affected by
the social perceptions associated with buying second-hand products than females. Hygiene and
performance factors did not show a significant inhibitory effect in both gender groups.

The research findings found that social embarrassment had a significant inhibitory effect on the
intention to purchase second-hand clothing products only for female participants. In socially
salient categories such as fashion and clothing, how individuals are perceived by others can
create higher social sensitivity for females. As stated by Silva et al. (2021), the behavior of
purchasing second-hand clothing brings with it social risk and fear of judgment. This risk can
turn into a stronger social embarrassment for females. Gebhardt et al. (2011) also revealed that
females experience more embarrassment, especially in socially sensitive categories (such as
personal care and health products). This situation works similarly for a product that is in direct
contact with the body and is open to the outside, such as second-hand clothing; it can cause
females to internalize the possibility of being evaluated negatively by society on grounds such
as “cleanliness” or “economic inadequacy” more. Auxtova et al. (2025) emphasized,
embarrassment in second-hand clothing consumption is a moral decision process that is directly
associated with the individual's moral and social values, and this process may work more
suppressively for females. In male participants, social shame does not have a significant effect
on purchase intention. This may be because males do not see second-hand clothing products as
a social status threat or they may be less sensitive to negative evaluations from society (Li et
al., 2018).

As emphasized in the study by Telli et al. (2021), while the perception of hygiene may affect
individuals' attitudes towards second-hand products, this attitude is not always reflected in
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purchasing behavior. This situation can be associated with the assurance that the products are
sterilized, the professional presentation of the visuals, and the communication strategies of the
platforms that emphasize the hygiene standards, especially in online shopping environments.
Therefore, although hygiene anxiety continues to exist at the mental level, it may have lost its
effect at the behavioral level. In terms of gender, although Eriksson et al. (2022) revealed that
females have stricter hygiene norms, the fact that these norms are not directly reflected in the
purchase intention in the context of second-hand clothing suggests that females can compensate
for their hygiene concerns in other ways (e.g. product cleanliness, disinfection guarantee,
product descriptions). As a result, the fact that hygiene perception did not show a significant
effect in both female and male groups indicates that this variable has now been internalized as
a "familiar" risk in the context of second-hand shopping and that consumers can manage this
risk with various strategies.

The fact that performance risk did not have a significant effect on the intention to purchase
second-hand clothing products in both female and male groups in the research findings suggests
that this variable is no longer perceived as a decisive obstacle in the consumer's mind. The
maturation of the second-hand clothing market and the detailed presentation of products
through digital platforms may have reduced consumers' uncertainties regarding performance.
Elements such as product descriptions, user reviews, high-resolution images and return
guarantees may have eliminated performance risk at a mental level and caused it to affect the
purchase decision less (Negash & Akhbar, 2024). The findings emphasized by Mobarak et al.
(2025) that "used products may be perceived as short-lived and of low quality" may be
especially valid for individuals who are distant from second-hand shopping. However, since
the research sample largely consists of Generation Z individuals, this group may have a more
flexible and experience-based perspective on the performance of second-hand products. This
may have weakened the behavioral effect of performance risk. As a result, the fact that
performance risk does not emerge as a significant obstacle indicates that consumers have either
internalized this risk or are able to manage it with various strategies.

In general, this research has revealed that the second-hand product purchasing behavior of
Generation Z individuals is based on multi-layered dynamics and that these dynamics differ
according to individual characteristics.

6. Implications

This study contributes to the literature by examining Generation Z's intention to purchase
second-hand clothing within the framework of planned behavior theory. The association of
motivational (sustainability, price advantage, uniqueness, nostalgia) and inhibitory (hygiene,
embarrassment, performance risk) factors with the TPB expands the theory in the context of
second-hand clothing. Furthermore, conducting the study in a developing country like Tiirkiye
adds geographical diversity to the literature and emphasizes the critical role cultural context
plays in understanding consumer behavior. The study results suggest that sustainability, price
advantage, nostalgia, and embarrassment factors play decisive roles. Furthermore, the results
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suggest that gender may play a moderating role. The significant effects found for sustainability
and price advantage in female, while not for male, suggest that motivational factors should be
examined in a gender-sensitive manner in consumer behavior literature. While the nostalgia
factor was significant for both groups, its greater strength in male highlights the importance of
considering emotional factors like nostalgia from a gender perspective in explaining purchase
intentions. The fact that the embarrassment factor was only a barrier for female suggests that
second-hand fashion research should be approached with gender sensitivity, given the context
of social norms, societal perceptions, and cultural pressures.

Practically, second-hand clothing platforms and retailers are advised to prioritize sustainability
and price advantage messages. Such messages will increase purchase intention. The
effectiveness of the nostalgia factor suggests that brands can more strongly attract Generation
Z consumers with retro/vintage-themed collections or campaigns. Due to the negative impact
of embarrassment, businesses can develop communication campaigns such as influencer
collaborations and social media trends that normalize second-hand shopping. The lack of
impact on hygiene and performance risks suggests that Generation Z is accustomed to or more
tolerant of these issues. In this case, cleaning and certification practices can play a supportive
role in reinforcing trust. Additionally, marketing strategies targeting female consumers should
prioritize sustainability (e.g., environmentally friendly production) and price advantages (e.g.,
discounts, campaigns). For male consumers, nostalgia-themed campaigns can create stronger
purchasing motivation. Given that embarrassment deters female from purchasing,
communication strategies such as collaborations with female influencers and social benefit-
focused campaigns can be developed to normalize second-hand shopping.

Managers and fashion retailers should prioritize sustainability when developing business
models for the second-hand clothing market and create discounts, coupons, or barter systems
that embody price advantages. Managers can collaborate with online platforms to develop
social norms that reduce consumer embarrassment by positioning second-hand shopping as a
trending or prestigious behavior. Brand managers can normalize second-hand shopping through
fashion influencers and celebrities to reduce the embarrassment factor. Furthermore,
policymakers can develop tax incentives or sustainability campaigns to support the second-
hand market and increase its social acceptance. Additionally, managers should segment their
marketing strategies, emphasizing sustainability and price advantages for female consumers
and nostalgia-focused communication for male. Second-hand clothing platforms should
develop inclusive advertising and campaigns that challenge social norms to reduce the barrier
of embarrassment for female customers. The strong influence of nostalgia on male offers
businesses the opportunity to develop practices such as retro experience stores, past collections,
and brand stories about fashion history. The findings also suggest the need to develop gender-
focused awareness campaigns to increase social acceptance of the secondhand fashion market.

7. Limitations and Future Research

In this study, motivational factors were limited to sustainability, price advantage, uniqueness,
and nostalgia, while inhibitory factors were limited to hygiene, embarrassment, and
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performance risk. Furthermore, the effects of other psychological, cultural, and other factors
outside of these variables were excluded. Furthermore, the determination of differences among
demographic variables was limited to gender; income, education, and age were not considered.

In the academic field, future research can examine social norms, aesthetic expectations, and
gender effects in more depth. In particular, mixed-method approaches supported by qualitative
studies can be recommended to understand the behavioral effects of emotional and cultural
components. Additionally, it is recommended to conduct studies on different generations to
determine the motivational and inhibitory factors affecting the intention to purchase second-
hand clothing products.
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Yazarlara Not
I. Genel Kurallar

1- Pazarlama ve Pazarlama Arastirmalar1 Dergisi yilda tli¢ say1 (Ocak, May1s ve
Eyliil) olarak yayimlanmaktadir.

2- Pazarlama ve Pazarlama Aragtirmalart Dergisi’ne yazi gonderimi http://
pazarlama.org.tr/dergi/ sitesinden Makale Y dnetim Sistemi’nden yapilacaktir.

3- Ulusal ve Uluslararasi aragtirma ve yayin etigi kurallarina uyulmalidir. Dergiye
gonderilen yazilar bagka bir yerde yayimlanmamis ya da yayimlanmak iizere
gonderilmemis olmalidir. Ulusal Pazarlama Kongrelerinde ve diger konferanslarda
sunulan bildiriler dipnotta belirtilmek suretiyle veya gelistirilmis halleriyle yayin
icin dergiye gonderilebilir. Bu yazilar tekrar hakem degerlendirilmesine sunulur.

4- Yazilarin uzunlugu dergi formatinda tablo ve sekiller dahil, kaynakga harig
olmak iizere 25 sayfay1 ve 10.000 sézctigli gegmemelidir.

5- Yazilar yayimlanmak iizere kabul edildiginde Pazarlama ve Pazarlama
Arastirmalart Dergisi, biitiin yayin haklarina sahip olacaktir.

6- Yazarlarin, unvanlarini, grenci ya da ¢alisan olduklar1 kurumlarmi (Universite/
Kurum ismi; varsa Fakiilte/Enstitii ve Boliim olarak), haberlesme adresleri ile
telefon numaralarini ve e-posta adreslerini Makale Yonetim Sistemi’ne girmeleri
gerekmektedir. Ancak, Makale Yonetim Sistemi’ne yiiklenen ¢aligmalarda yazar
isimlerine yer verilmemelidir. iletisin kurulacak yazarin adi ve e-posta adresi
dipnotta belirtilmelidir.

7- Dergiye verilecek yazilar Yayin Kurulu’nca ilk degerlendirilme yapildiktan
sonra iki hakeme gonderilecek, hakemlerden gelecek rapor dogrultusunda yazinin
basilmasina, rapor ¢ercevesinde diizeltilmesine, yazinin geri ¢evrilmesine ya da
iiclincii bir hakeme gonderilmesine karar verilecek ve durum yazara en kisa stirede
bildirilecektir. Yayimlanmayan yazilar yazara geri gonderilmeyecektir.

8- Yazardan diizeltme istenmesi durumunda, diizeltmenin en geg¢ 3 ay icerisinde
yapilarak Makale Yonetim Sistemi’ne yiiklenmesi gerekmektedir. Ug ay iginde
hakemler tarafindan oOnerilen/istenilen diizeltmelerin yapilmamasi durumunda,
yazinin degerlendirme siireci bastan baslatilacaktir.

9- Pazarlama ve Pazarlama Aragtirmalar1 Dergisi’nin yazi dili Tirk¢e olmakla
birlikte, Ingilizce olarak yazilmis calismalar da yayimlanmaktadir. Yazi bu
dillerden hangisinde yazilmis olursa olsun, en ¢ok 200 sozciikten olusan Tiirkce
Oz ve Ingilizce Abstract ayr1 bir sayfa olarak yazilmalidir. Ayni sekilde, hangi
dilde yazilmis olursa olsun yazinin bashigmn Tiirk¢e ve Ingilizce olarak yaziya
eklenmesi, ayrica yine Tiirkge ve Ingilizce olarak en az 3 anahtar sdzciigiin
belirtilmesi gerekmektedir.

10- Yayimlanan yazinin 5 adet tipkibasimi ve bir adet dergi yazara ticretsiz olarak
gonderilecektir.



829

II. Yazim Kurallan

1- Yazi, Word formatinda, 1.5 satir araliginda, ana boliimlerinde 11 punto harf
biiyiikliigliinde ve Times New Roman karakterinde yazilmalidir.

2- Oz ve Abstract 10 punto harf biiyiikliigiinde ve Times New Roman karakterinde
yazilmalidir.

3- Kaynakga 11 punto harf biiytlikliigiinde ve Times New Roman karakterinde tek
satir araliginda yazilmalidir.

4- Tablo i¢indeki yazilar 9 punto harf biiyiikliigiinde ve Times New Roman olarak
yazilmalidir. Tablo ve Sekiller metin igine ortalanarak yerlestirilmedir. Tablo basliklar
tablo iistline, Sekil bagliklari sekil altina yazilmalidir. Tablo bagliklar1 Times New
Roman ve 11 punto olmali ve kalmn formatta yazilmali, numaradan sonra nokta
konularak basliga devam edilmeli (Tablo 1.); baslik da yine Times New Roman ve
kali olmayan formatta kelimelerin ilk harfleri biiyiik olacak sekilde yazilmalidir.

5- Makale bagligi tiim harfleri biiyiik olacak sekilde Times New Roman, 11 punto,
kalin formatta ve metni ortalayarak yazilmalidir. Yazinin giris ve sonug boliimleri
dahil olmak tizere tiim bolim basliklari, tim kelimelerin yalnizca ilk harfleri
biiyiik olacak sekilde kalin punto ile yazilmali ve 1.; 1.1.; 1.1.1.; 1.1.1.1. seklinde
numaralandirtlmalidir. Bunlarin disindaki basliklar italik olarak yazilmalidir.

6- Ondalik kesirler ayrilirken makalenin yazildig: dildeki kurallar uygulanmalidir.
Tiirkge igin 6rnegin; ¢,05’; Ingilizce igin ‘.05’ seklinde yazilmalidir. Sayilarm ayrimi
ise Tiirkce icin 6rnegin 9.900 (dokuz bin dokuz yiiz); Ingilizce icin 9,900 (dokuz bin
dokuz yiiz) seklinde olacaktir. Denklemler, sira numaralari parantez iginde sayfanin
saginda yer alacak sekilde ortalanmis olarak metin i¢inde yer almalidir.

III. Yollamalar ve Kaynak¢a

Yollamalar ve kaynakca APA (American Psychological Association) kurallaria
uygun olacaktir. Metin i¢inde yapilacak yollamalar ayrag i¢inde gosterilecektir.
Kaynakga da bu yollama sistemine uygun olarak hazirlanacaktir. Asagida farkl
nitelikteki kaynaklarin metin i¢indeki yollamalarda ve kaynakc¢adaki yazilis
bigimleri 6rneklerle gosterilmistir:

1. Yollama
Tek yazarl kitaplar ve makaleler:
(Baker, 2000); (Baker, 2000: 375).

Ayni yazarin, ayni yil birden fazla eserine yollama yapilmast durumunda:
(Hunt, 2002a: 35); (Hunt, 2002b: 40).

Iki yazarl kitaplar ve makaleler:
(Hunt ve Morgan, 1996); (Hunt ve Morgan, 1996: 107).
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Ikiden ¢ok yazarl kitaplar ve makaleler:
(Lusch vd., 2007); (Lusch vd., 2007: 6).
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