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OZET
Seda AKARSU

Arastirmanin amaci mobil uygulamalardan ahsveris cercevesinde icgiidiisel satin alma
egilimi, icgiidiisel satin alma davramsi ve Kkisilik arasindaki iliskiyi incelemektir. I¢giidiisel
satin alma davrams literatiirde daha once fiziksel magazalardan yapilan satin alimlar ve
internet magazalarindan yapilan satin ahmlar cercevesinde incelenmistir. Ancak mobil
alisveris uygulamalarinda yapilan satin ahhmlarda i¢giidiisel satin alma davranisimi ele alan
cahsmalarin eksikligi goriilmektedir. Bu tez ¢calismasinda i¢giidiisel satin alma davranisinin
mobil ahsveris uygulamalan ac¢isindan ele alinmasinin literatiire ve uygulamacilara katka

saglayacag diisiiniilmektedir.

Elde edilen sonuc¢lara gore tiiketiciler mobil aligveris uygulamalarindan ahsveris yaparken
icgiidiisel satin alma egilimleri arttikca icgiidiisel satin alma davramisim1 daha cok
gostermektedirler. Diger taraftan, tiiketicilerin Kisilik ozellikleri mobil ahsveris
uygulamalarinda icgiidiisel satin alma davrams1 gostermek ya da gostermemek konusunda

etkili goziikmemektedir.
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ABSTRACT
Seda AKARSU

The aim of the study is to examine the relationship between impulsive buying behavior,
impulsive buying tendency and personality within mobile shopping applications framework.
Impulsive buying behavior examined in the literature previously within the framework of
physical stores and internet stores. However, there is lack of studies on impulsive buying
behavior observed within mobile shopping applications framework. It is thought that this
study will contribute to the literature and practitioners in terms of impulsive buying

behavior observed during shopping from mobile shopping applications.

According to the results, consumers show more impulsive buying behavior as their
impulsive purchasing tendencies increase while shopping through mobile shopping
applications. On the other hand, consumer personality traits do not seem to be effective in
showing or not showing impulsive buying behavior when shopping from mobile

applications.

Key Words: Impulsive Buying Behavior, Mobile Applications, Personality

viii



