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OZET

TUKETICI KARAR VERME STILLERI ILE ONLINE BILISSEL
CELISKI, ALGILANAN RiSK VE MUSTERI MEMNUNIYETI]
ARASINDAKI ILISKILER VE BiR UYGULAMA

Hande AYHAN GOKCEK

Bu arastirmanin amaci, tiiketici karar verme stilleri ile biligsel c¢eliski
arasindaki iliskide algilanan riskin moderator etkisini incelemektir.

Algilanan riskin, bagimsiz degisken boyutlar1 ile etkilesiminin sonucuyla
tilketici karar verme stillerinin biligsel g¢eliski tizerindeki dogrudan etkisinin farki
belirlenmeye c¢alisilmistir. Ayni zamanda, tiiketici karar verme stilleri ve biligsel
celiskinin miisteri memnuniyetine olan etkisi arastirilmistir.

Ayrica, demografik degiskenlere gore biligsel ¢eliski, algilanan risk ve
misteri memnuniyeti farkliliklarinin ortaya konmasinin da pazarlamacilara yol
gosterecegi disiiniilmektedir. Arastirma “6zel aligveris siteleri” ile kisitlandirilmistir.
Bulunan sonuglarin, online satig yapan e-ticaret sitelerine 6ngérii yapmasi ve veri
tabani pazarlama uygulamalarinin gelistirilmesine destek olmas1 amaglanmustir.

Arastirma, online aligveris ile ilgili genis bir perspektiften bilgi saglamakta

olup, yapisal esitlik modeli ile analiz edilmis ve literatiire yeni ¢ikarimlar saglamistir.

Anahtar Sozciikler: Tiiketici Karar Verme Stilleri, Algilanan Risk, Biligsel
Celiski, Miisteri Memnuniyeti, Online Aligveris
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ABSTRACT

RELATIONSHIPS BETWEEN CONSUMER DECISION-MAKING
STYLES AND ONLINE COGNITIVE DISSONANCE, PERCEIVED RISK
AND CUSTOMER SATISFACTION AND AN APPLICATION

Hande AYHAN GOKCEK

The purpose of this research is to examine the moderator effect of the
perceived risk between consumer decision making styles and cognitive dissonance.

The impact differences of the interaction effect and the direct effect of
consumer decision-making styles on cognitive dissonance have been tried to be
determined in online shopping. In addition, the effects of consumer decision-making
styles and the cognitive dissonance on customer satisfaction were investigated.

Moreover, it is thought that cognitive dissonance, perceived risk and
customer satisfaction differences according to demographic variables will lead to
marketers. The research is restricted to "private online shopping sites". The results
are expected to provide insight into online shopping sites and to improve data-base
marketing and advertising practices.

The research provides information from a broad perspective on online

shopping and has been analyzed with structural equation model and provided new
implications for the literature.

Key Words: Customer Decision Making Styles, Perceived Risk, Cognitive
Dissonance, Customer Satisfaction, Online Shopping.
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