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OZET

Dijitallesmedeki artis ve buna bagli olarak e-ticaret sektoriiniin hizla biliylimesi c¢evrimici
aligverisi hi¢c olmadig kadar giliclendirmistir. Giinlimiizde tiiketicilerin biiyiik bir cogunlugu
cevrimici aligverisi geleneksel alisverise daha fazla tercih etmektedir. Elektronik ticaret,
isletmeler i¢in yeni firsatlar yaratmis olsa da, cevrimicgi aligverise yonelik tiketici
motivasyonlar1 hakkindaki sorular devam etmektedir. Dijitallesme tiiketicilerin elektronik
ortamda birbirleri ile daha hizli ve kolay sekilde bilgi edinmelerine olanak saglamis, agizdan
agiza iletisim yerini elektronik agizdan agiza iletisime birakmistir. Cevrimici kanallarda
yayinlanan tiiketici yorumlart kisilerin satin alma kararlarinda etkili olmaktadir. Cevrimigi
aligveris pazarinin muazzam biiyliimesi ve Oonemli etkisi géz Oniine alindiginda, ¢evrimici
aligveris motivasyonlarinin elektronik agizdan agiza iletisim ve online satin alma niyeti
tizerindeki etkisini anlamak hem arastirmacilar hem de uygulayicilar i¢in kritik Snem
tasimaktadir.

Arastirmada kolayda ornekleme yontemi kullanilmis ve veriler Google Form {izerinden
cevrimigi anket aracilifiyla toplanmistir. Calisma 305 katilimei iizerinde gergeklestirilmistir.
Arastirmada faktor analizi ve regresyon analizi uygulanmistir. Arastirma sonucunda,
cevrimici aligveris motivasyonlarinin boyutlarindan olan fiyat duyarliligi, indirim duyarliligi,
hizmet kalitesi ve yenilikg¢iligin elektronik agizdan agiza iletisim ve online satin alma niyeti
tizerinde olumlu etkisi oldugu ancak marka duyarliligi boyutunun elektronik agizdan agiza
iletisim ve online satin alma niyeti lizerinde etkisi olmadigi sonucuna ulagilmistir. Arastirma
bulgularinin e-ticaret sirketlerinin pazarlama stratejisi gelistirmelerine yol gostermesi
beklenmektedir.
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ABSTRACT

The increase in digitalization and the rapid growth of the e-commerce have strengthened
online shopping more than ever before. Today, the majority of consumers prefer online
shopping more than traditional shopping. Although e-commerce has created new
opportunities for businesses, questions have still remained about consumer motivations for
online shopping. Digitalization has enabled consumers to obtain information with each other
more quickly and easily in the electronic environment, and word-of-mouth communication
has been replaced by electronic word-of-mouth communication. Consumer reviews published
on online channels are influential in people's purchasing decisions. Given the enormous
growth and significant impact of the online shopping market, understanding the effect of
online shopping motivations on electronic word of mouth communication and online purchase
intention is critical for both researchers and practitioners.

Convenience sampling method was used in the research and the data were collected through
an online survey via Google Form. The study was carried out on 305 participants. Factor
analysis and regression analysis were applied in the study. As a result of the research, it was
concluded that price sensitivity, promotion sensitivity, service quality and innovativeness,
which are the dimensions of online shopping motivations, have a positive effect on electronic
word of mouth and online purchase intention, but the brand sensitivity dimension has no
effect on electronic word of mouth and online purchase intention. It is expected that the
research findings will guide e-commerce companies to develop their marketing strategy.
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