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OZET
TUKETICI YENILIKCIiLiGI ve KiSILIK OZELLIKLERININ
CEVRIMICI SATIN ALMA NIiYETINE ETKIiSi ve ELEKTRONIK

AGIZDAN AGIZA ILETiSiM ARAMA MOTiVASYONLARI ile
ALGILANAN RiSKIN BU iLiSKIiYE DUZENLEYICi ETKIiSi

Ali SAVASAN

Bu c¢alisma, kisilik 6zellikleri ile tiiketici yenilik¢iligi arasindaki iligkiyi ve
bunlarin ¢evrimi¢i satin alma niyetine olan etkilerini incelemeyi
amaclamaktadir. Ayrica, elektronik agizdan agiza iletisim ve algilanan riskin
bu iligkiler tizerindeki diizenleyici etkileri de degerlendirilmektedir. Toplamda
bes boliimden olusan ¢alismanin ilk kisminda tiiketici davranislar1 ve tiiketici
yenilik¢iligi konseptleri ele almmistir. Sosyal medya araglari, elektronik
agizdan agiza iletisim, kisilik ozellikleri ve algilanan risk konular1 sonraki
béliimlerde incelenmistir. Calismanin besinci béliimiinde, Istanbul'da iki vakif
iiniversitesinde egitim goren 6grenciler ve telekomiinikasyon sektoriinde
calisanlarin katilmiyla gerceklestirilen 460 anket ¢alismasinin analizi ve
bulgulart sunulmustur. Veriler, regresyon, korelasyon ve betimleyici
istatistikler ve kimelendirme analizi kullanilarak degerlendirilmistir.
Arastirma sonuglari, kisilik ve tiiketici yenilik¢iligi arasinda anlamli iligkiler
oldugunu gostermistir. Tiiketici yenilik¢iligi ile ¢evrimigi satin alma niyeti
arasinda da anlaml1 bir iligki belirlenirken, kisilik ve ¢evrimigi satin alma niyeti

arasinda anlamli bir iligki tespit edilmemistir.

Anahtar Kelimeler: Tiiketici Yenilikgiligi, Kisilik Ozellikleri, Cevrimici
Satin Alma Niyeti
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ABSTRACT

THE IMPACT OF CONSUMER INNOVATIVENESS AND
PERSONALITY TRAITS ON ONLINE PURCHASE INTENTION AND
THE MODERATING EFFECT OF ELECTRONIC WORD OF
MOUTH COMMUNICATION MOTIVATIONS AND PERCEIVED
RISK ON THIS RELATIONSHIP

This study aims to examine the relationship between personality traits and
consumer innovativeness, and their effects on online purchase intention.
Additionally, the regulatory effects of electronic word-of-mouth
communication and perceived risk on these relationships are also evaluated.
The first part of the study, consisting of five sections, addresses the concepts
of consumer behavior and consumer innovativeness. Social media tools,
electronic word-of-mouth communication, personality traits, and perceived
risk are examined in subsequent sections. In the fifth section of the study, the
analysis and findings of a survey conducted with 460 participants, including
students studying at two foundation universities in Istanbul and employees in
the telecommunications sector, are presented. The data were evaluated using
regression, correlation, descriptive statistics, and cluster analysis. The research
findings indicate significant relationships between personality and consumer
innovativeness. While a significant relationship between consumer
innovativeness and online purchase intention was identified, no significant

relationship between personality and online purchase intention was found.
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