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OZET

Z KUSAGI TUKETICILERININ E-TICARET (MASAUSTU) VE MOBIL
TiCARET UZERINDEN SATIN ALMA DAVRANISLARININ
KARSILASTIRMALI ANALIZI

Erhan Kosar

Bu calisma Z kusagi (18-25 yas arasi) kullanicilarin mobil ve masatistii e-ticaret
platformlarinda sergiledikleri satin alma davramglarim karsilastirmali  olarak
incelemeyi amaclamaktadir. Arastirmada kullanict algilarina iliskin olarak {iriin
cesitliligi, kullamim kolayligi, gorsellik, yenilik¢ilik ve tiiketici etkilesimi gibi
degiskenlerin etkisi analiz edilmistir. Bu calisma Z kusagimin dijital aligveris
davranislarina dair nesil temelli 6zglin bir bakis agis1 sunmakta; ayrica masatistii
platform ile mobil platformun karsilastirmali bir sekilde ele almasi agisindan

literattirdeki bosluklara katki sunmaktadir.

Nicel aragtirma yonteminin benimsendigi ¢alismada IBM SPSS Statistics paket
programi (siirim 28) kullanilmigtir. Veriler ¢evrim ig¢i anket formu olan Google
Forms ile toplanmistir. Tirkiye’de yasayan ve aktif internet kullanan Z kusagi olan
351 katilimcidan elde edilen veriler eslestirilmis orneklem t-testi ve yapisal esitlik

modellemesi ile analiz edilmistir.



Bulgular, mobil platform kullanicilarinin gérsellik ve kullanim kolayligi agisindan
daha olumlu algilara sahip oldugunu, ancak satin alma davranisi agisindan iki
platform arasinda anlamli bir fark bulunmadigini ortaya koymustur. Yapisal model
analizleri ise mobil platformda yenilik¢ilik algisinin satin alma davranisi {izerinde
pozitif etkili oldugunu, buna karsin gorsellik algisinin negatif yonde etkide
bulundugunu gostermistir. Masaiistii ortamda ise kullanim kolaylig1 ve yenilik¢ilik,
satin alma davranisinin anlamli belirleyicileri olarak ©ne c¢ikmistir. Tiketici
etkilesimi degiskeninin her iki platformda da satin alma davranigi {izerinde anlamli
bir etkisi gozlenmemistir. Arastirma sonuglari, dijital ticaret ortamlarinda kullanici
deneyiminin nasil daha iyi hale getirilebilecegine yonelik ©nemli ¢ikarimlar

sunmaktadir.
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ABSTRACT

A COMPARATIVE ANALYSIS OF GENERATION Z CONSUMERS'
PURCHASING BEHAVIORS ON E-COMMERCE (DESKTOP) AND MOBILE
COMMERCE PLATFORMS

Erhan Kosar

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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