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ABSTRACT

E-

COMMERCE PLATFORMS

This study aims to comparatively examine the purchasing behaviors of Generation Z 

users (aged 18 25) on mobile and desktop e-commerce platforms. The research 

analyzes the impact of variables related to user perceptions, such as product variety, 

ease of use, visual appeal, innovativeness, and consumer interaction. This study offers 

a generation-based original perspective on the digital shopping behaviors of 

Generation Z and contributes to the literature by addressing the comparative analysis 

of desktop and mobile platforms an area with limited existing research.

A quantitative research method was adopted, and data were collected through an 

online survey via Google Forms. The data from 351 Generation Z participants residing 

in Turkey and identified as active internet users were analyzed using IBM SPSS 

Statistics software (version 28). Analytical methods included paired samples t-tests 

and structural equation modeling (SEM).
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Findings reveal that users perceive mobile platforms more positively in terms of visual 

appeal and ease of use; however, no significant difference was found between 

platforms regarding overall purchasing behavior. Structural model analyses indicated 

that perceived innovativeness had a positive impact on purchasing behavior in mobile 

platforms, whereas perceived visual appeal showed a negative effect. In desktop 

environments, ease of use and innovativeness emerged as significant predictors of 

purchasing behavior. No significant effect of social interaction was observed on 

purchasing behavior in either platform. The results provide important insights into how 

user experience can be enhanced in digital commerce environments.
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