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OZET
Yousef Lyas

Bu tez, tiiketicilerin gozliik aligverisi deneyimlerini ti¢ farkli kanal iizerinden
incelemektedir: fiziksel magaza, ¢evrimi¢i (online) aligveris ve artirilmis gergeklik
(AR). Stirtikleyici ve dijital teknolojilerin gelismesiyle birlikte perakendeciler, her
aligveris yonteminin kullanicilarin kolaylik, etkilesim ve bilingli karar verme
beklentilerini nasil kargiladigini giderek daha fazla arastirmaktadir. Teknoloji Kabul
Modeli (TAM) ve Miisteri Deneyimi (CX) teorisine dayanan bu calisma, anketler,
goriismeler, gozlemler ve g6z izleme gibi yontemleri bir araya getiren karma yontemli

bir yaklagim benimseyerek kapsamli bir karsilastirmali analiz sunmaktadir.

Ucg aligveris yontemiyle veri toplamak iizere 100 katilimcidan nicel veriler toplanmis;
bunlarin 30 kisilik bir alt grubu, AR ve ¢evrimi¢i aligverise yonelik dogrulanmis TAM
anketlerini tamamlamugtir. Dijital ortamlarda gorsel dikkat desenlerini incelemek igin
g6z izleme teknolojisi kullanilmis, fiziksel perakende ortamlarinda ise gercek

davraniglar1 yakalamak i¢in gozlemsel teknikler uygulanmistir.

Bulgular, fiziksel magaza aligverisinin hala en giivenilir ve etkilesimli kanal oldugunu;
duyusal ve sosyal faydalar sundugunu ortaya koymaktadir. Cevrimig¢i aligveris
pratikligi agisindan tercih edilmekle birlikte, dokunsal geri bildirim eksikligi ve diistik
satin alma giliveni ile sinirlanmaktadir. AR aligverigi {irtin gorsellestirmesini ve
etkilesimi artirsa da, kullanim kolaylig1 ve giiven a¢isindan sinirlamalarla kars

karstyadir.
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Geng katilimcilar AR'ye daha agik olsa da, yas tercihler lizerinde istatistiksel olarak
anlamli bir etken degildir. Genel olarak, higbir kanal tiim deneyim boyutlarinda
tistinliikk saglamamakta; bu da perakendecilerin her yontemin kendine 6zgii giiclii
yonlerini stratejik olarak kullanmalar1 gerektigini gostermektedir. Cok kanalli gozliik

perakendeciligini gelistirmek i¢in pratik oneriler sunulmaktadir.

Anahtar Kelimeler: Gozliik Alisverisi, Magaza I¢i Alisveris, Cevrimici Alisveris,
Artirllmis Gergeklik (AR), Karma Yontem Arastirmasi, Miisteri Deneyimi (CX),
Teknoloji Kabul Modeli (TAM)
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Abstract
Yousef Lyas

This thesis investigates consumer experiences with eyewear shopping across three
distinct channels: in-store, online, and augmented reality (AR). As immersive and
digital technologies evolve, retailers are increasingly exploring how each modality
meets user expectations for convenience, engagement, and informed decision-making.
Grounded in the Technology Acceptance Model (TAM) and Customer Experience
(CX) theory, this study adopts a mixed-methods approach, combining surveys,
interviews, observations, and eye-tracking to offer a comprehensive comparative

analysis.

Quantitative data were collected from 100 participants using the three shopping
methods, including a subgroup of 30 who completed validated TAM questionnaires
for AR and online shopping. Eye-tracking was employed to examine visual attention
patterns in digital environments, while observational techniques captured real-world

behaviour in physical retail settings.

Findings reveal that in-store shopping remains the most trusted and engaging channel,
offering distinct sensory and social benefits. Online shopping is valued for its
convenience but lacks tactile feedback and shows lower purchase confidence. AR
shopping enhances product visualisation and immersion but faces limitations in

usability and consumer trust.

Although younger participants showed more openness to AR, age was not a

statistically significant predictor of preference. Overall, the study finds that no single
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channel excels across all experience dimensions, suggesting that retailers should
strategically leverage the unique strengths of each modality. Practical

recommendations are provided for enhancing multichannel eyewear retail experiences.

Keywords: Eyewear Shopping, In-Store Shopping, Online Shopping, Augmented
Reality (AR), Mixed-Methods Research, Customer Experience (CX), Technology
Acceptance Model (TAM).
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