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THE IMPACT OF LOGOS AND TYPOGRAPHY
ON PURCHASING BEHAVIOR: THE
MEDIATING ROLE OF AESTHETICS,
QUALITY, AND IMAGE

Mehmet Ozan KARAHAN!?

1. INTRODUCTION

In today's marketing world, brands depend not only on the
quality of the product or service they offer, but also on how well
these products and services are represented. Brand identity stands
out as one of the most powerful tools in the most visible
representation process (Keller, 2013). The basic elements of
graphic language, especially the logo of the brand, are the first
point of contact with consumers, and typography and imagery
largely determine the image in the mind of the consumer
(Wheeler, 2017). In this context, while the logo of the brand
strengthens symbolic power, typography reflects the brand’s
personality, emotional, and cultural codes (Helmi et al., 2020).

Brand management in the literature has been theoretically
discussed for a long time. Aaker (2012) has taken brand identity
in four dimensions as product, institution, personality, and
symbols, and has especially drawn attention to the decisive role
of symbols on consumer perception. Kapferer (2008) explained
the brand identity prism with six dimensions and has emphasized
the impact of physical and personality dimensions, as well as logo
and typography. In the light of this theory, the graphical language
can be said to be not only a visual element of the brand, but also
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the basic component of the relationship with the consumer
(Bobrie, 2018).

Indeed, the formal characteristics of the logo have been
shown to have an effect in guiding consumer preferences
(Machado, 2015). Also, studies on typography have revealed that
type characters create associations such as trust, authority, or
entertainment, shaping consumer behavior (Poon, 2021; Gunay,
2024). For this reason, the graphic language of the brand is not
only “how it looks,” but also the main element that determines
how the consumer “feels” about the brand. Therefore, when
evaluated from the perspective of graphic and typographic
language, brand identity in marketing communications is located
among the most critical behavioral triggers of consumer behavior
(Yu et al., 2024).

Nowadays, where digitization and globalization are
accelerated, the logo and even the effect of typography have
become more visible. Jiang et al. (2016) have shown that the
formal properties of the logo have a direct impact on consumer
preferences. Similarly, Mishra et al. (2015) indicated that graphic
design provides a perceptual framework in the construction of
brand image; Hagtvedt & Brasel (2016) revealed that typography
reinforces the perception of trust and quality in consumer
behavior. At this point, the graphic language gives the answer not
only to the question of “how” but also “how it feels.”.

Hence, the logo and typography visual is not only the face
of marketing communications; it is also cognitive and emotional
codes that build the brand's identity (Foroudi et al., 2019). This
study aims to examine the effects of the graphic language in
marketing, especially the role of the logo and typography in
consumer behavior and marketing strategy. The main research
question of the study is the following: how do logo and
typography impact consumer perception and purchase behavior,
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and how do they route it? According to this question, the study
explores the topic in depth with a theoretical framework, case
studies, and a conclusion section.

2. CONCEPTUAL FRAMEWORK

2.1. The effect of typography and graphics on
consumer behavior

Consumer behavior literature explains that brands usually
gain a place in the consumer's mind through perception
management, connotations, and cognitive and emotional bonds
(Keller, 2013). In this context, graphics and typography act not
only as aesthetic elements in the mental processing mechanism of
the consumer, but also as stimulants that guide the decision-
making process (Kimmel & Kimmel, 2018).

The work of the leading graphic artists and advertising
agencies in Europe and worldwide embodies this theoretical
background. Paul Rand's 20th century logos designed for IBM,
UPS, and ABC have shown that a permanent sense of visual
symbols can strengthen consumers’ established trust with the
brand (Hollis, 2017). Similarly, Alan Fletcher and the Pentagram
team, through strategies developed by visual communication and
typography, reveal that personality is decisive in the construction
of a brand (Fletcher, 2020).

At this point, the aesthetic aspect of graphic art combines
with the psychological aspects of consumer behavior. Neville
Brody's experimental typography understanding has made it
possible to create a young and dynamic image of the brand by
forcing consumers' perceptual systems (Poynor, 2003). Consumer
behavior also interacts directly with agencies in the advertising
industry at this point. TBWA’s *“disruption” strategy has
attempted to create new patterns of behaviour by shaking
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consumer habits; in this process, typography and visual
metaphors have played a critical role. Similarly,
Wieden+Kennedy, for the “Just Do It” campaign developed for
Nike, with simple typography and strong visual elements,
consumer motivation is triggered (Leduc, 2022).

To show examples in this direction, typography graphics
trigger consumer behavior at both a cognitive and emotional
level. So, typography selection is not just an aesthetic preference;
at the same time, it is a strategic decision that can lead to
behavioral outcomes such as trust, belonging, or energy in the
mind of the consumer. Therefore, the theoretical framework
should be read in conjunction with the creative trends and
applications of advertising agencies, not only as a science of
marketing but also as the aesthetic of graphic art.

2.2. Logo and Aesthetic Perception

The logo serves as the main element which creates the
visual identity system of a brand that controls how customers
view its design elements (Machado et al., 2015). The literature
dedicated to modern logo design describes it as a visual system
which combines specific design principles. The design principle
of minimalism requires designers to remove all complex patterns
and extra design elements which include shading and three-
dimensional effects to create flat designs that show the brand's
core identity (Akman, 2025); design elements need to be
distributed in equal parts while geometric shapes must create
equilibrium because these elements will make the logo design
appear balanced (Wu, 2025; Xiao et al., 2026). The concept of a
borderless and free-form structure enables designers to create
open design elements which eliminate all fixed boundaries that
contain the logo because this design approach represents
contemporary design and innovative practices (Park et al., 2024).



Pazarlama Alaninda Akademik Tartismalar

The process of aesthetic perception involves both
cognitive and emotional elements which extend beyond the basic
emotional response of beauty which consumers experience when
they observe a design (Mishra et al., 2015). The framework
assesses aesthetic perception through its three elements which
include cognitive fluency (Akman, 2025) and perceived quality
(Wu, 2025) and the modern design elements which Park et al.
define as innovation and contemporary attractiveness (Park et al.,
2024).

The modern logos use minimalism and symmetry and
borderless design elements to make visual processing easier for
consumers while traditional and complex logos create a high
cognitive load. The brain finds visual elements which offer easy
processing and visual stability to be more attractive in terms of
aesthetic appeal (Xiao et al., 2026). Modern design principles
which brands use for their logos create direct aesthetic
enhancements which improve consumer brand perception. The
increased aesthetic perception of the brand leads to stronger
purchasing intent and luxury perception and positive brand
attitude among new generation consumers (Zhang, 2025).

The theoretical foundation of H1 proves that logo design
affects aesthetic perception because the track relationship
between these two elements. Logo design establishes direct
connections with brand recognition and first impression
evaluation processes. The modern logo design which uses simple
design and symmetrical patterns results in better aesthetic
impressions for consumers. The logo and typography together
function as a dual element which helps people understand a
brand's identity. The research hypothesis, formulated based on the
relevant literature, is as follows:

H1: Modern logo design positively influences consumers’
aesthetic perception.
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2.3. Typography and Aesthetic Perception

Modern typography achieves its highest visual impact
through its ability to produce cognitive fluency which enables
users to read texts without difficulty. The human brain processes
stimuli that are uncomplicated and have a well-defined visual
hierarchy much more quickly and with far less effort. The brain
processes information without effort which leads to people
feeling positive emotions that increase their assessment of
product design (Shi et al., 2021).

Typography exists as more than letter arrangement
because it represents the brand's unique "tone of voice™ through
its typographic character. The concept of "typographic
personality” defines how modern fonts generate specific moods
through their physical attributes which include curves and letter
spacing (kerning) and weight. A simple modern typeface creates
instant emotional connection between the brand and consumer
because it matches consumer aesthetic preferences (Parra, 2025).

The modern typographic approaches which currently exist
in the world reach all people despite their different aesthetic
preferences which vary based on the brand's industry. People link
modern "sans-serif" fonts which do not contain complicated serif
designs to their associations with contemporary business
practices and corporate openness. The brand uses its distinct
aesthetic style to create a unique identity which sets it apart from
its competitors who use bulky designs and enhances their
perceived value as premium products according to consumer
research (Quispillo Parra, 2026).

The aesthetic quality of typography shapes brand "trust"
which develops during digital screen moments when consumers
and brands interact most. The modern typography designs create
text which users can read easily on various screen sizes while
maintaining an attractive visual design. People who see modern
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text as visually balanced find it visually appealing because they
believe that brand which uses this design shows greater
trustworthiness and professional conduct and proper cultural
behavior (Chenyang & Tahir, 2026).

Aesthetic perception is not a permanent state because it
develops through the process of new consumer generations
arising. Generation Z members who entered the world after
digital technology occupied all aspects of life experience
typography as their primary method of communication which
also serves as their personal identity and current fashion trend and
cultural artistic expression. Brands that maintain consistent
modern typographic systems across their social media platforms
and digital environments successfully fulfill the aesthetic
expectations of this generation which seeks uncommon visual
elements (Suzani et al., 2025). The research hypothesis,
formulated based the results of similar studies, is as follows:

H2: Modern typography design positively influences
consumers’ aesthetic perception.

2.4. Aesthetic Perception and Perceived Quality

Hien et al. (2022) established that people depend on
external design elements to make quality assessments because
consumers cannot determine actual product value through their
initial product inspection. The consumer develops immediate
trust through appealing design elements which create positive
first impressions. The process provides more than visual
attractiveness because it creates an emotional connection between
the product's value and the customer which results in higher
product quality perception (Barbaritano & Savelli, 2021). The
study found that customers who see products with excellent
design details, assume the same standard applies to the product's
materials and technical components.
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The product displays physical characteristics which
include its environmental design elements and its typography and
packaging design elements which function as the initial contact
point that communicates quality standards to customers (Liu et al.
2025). Consumers use brand recognition through color balance
and product design elements but they also evaluate brand value.
Consumers associate brands that implement visually appealing
brand designs with high aesthetic value as "innovative pioneers
who establish quality standards™ which improves their overall
manufacturing quality perception (Fadhylla et al., 2024).

The perceived quality of a product depends on its
technical characteristics and the emotional connection which
modern consumers experience according to Li & Li (2022). When
a product successfully combines visual aspects with its design
elements, users will develop a strong belief about the quality and
dedication shown in the design process. Barbaritano and Savelli
(2021) show that consumers develop trust through their personal
evaluation of product excellence, while recent research
demonstrates that products with aesthetic appeal provide
customers higher perceived market value compared to their
competitors (Li & Li, 2022). The research findings show that
aesthetic perception serves as a visual demonstration of product
quality, which enhances customers' perception of product quality.
Accordingly, the hypothesis stated below has been formulated.

H3: Aesthetic perception has a positive effect on
perceived quality.

2.5. Aesthetic Perception and Brand Image

The visual design of a brand functions as its primary tool
to establish brand identity within the competitive business
environment of contemporary markets. Hien et al. (2022)
establish that consumer brand evaluation depends on aesthetic
elements because consumers with high aesthetic perception view
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brands more positively. The process operates because visual
elements convert abstract corporate values into concrete
consumer experiences. Liu et al. (2025) explain that packaging
and visual design elements work together to create emotional
connections with customers while establishing the complete
brand experience. Customers who see visually appealing designs
that show total balance and aesthetic beauty will associate the
brand with professional qualities and careful attention and
outstanding quality.

The structural elements of design, such as proportion and
balance, play a foundational role in constructing this mental
picture. For instance, Wu (2025) highlights that the beauty of
symmetry in brand logos significantly impacts consumer
attitudes, projecting an image of stability, reliability, and
competence. A well-designed, symmetrical logo acts as a
cognitive anchor, ensuring that the brand is perceived as
structured and trustworthy from the very first interaction. Beyond
the logo, the physical form of the product also contributes heavily
to the corporate reputation. Barbaritano & Savelli (2021) argue
that meticulous product design elevates a brand's prestige, turning
aesthetic features into a silent ambassador for the company.
Through this dynamic, aesthetic design ceases to be just a
decorative feature and instead becomes a core strategic asset that
distinguishes the brand's image from its competitors.

The complete brand image results from the combination
of aesthetic elements which determine how consumers choose
products and how businesses establish their market presence. Li
& Li (2022) argue that designs which provide aesthetic pleasure
establish a strong emotional connection with contemporary
consumers who value cultural authenticity and artistic expression
in their buying choices. The emotional connection between the
customer and the product increases its worth to the customer
while it helps the company maintain its status as an innovative



Pazarlama Alaninda Akademik Tartismalar

leader in the market. The research proves that aesthetic perception
through symmetrical logos (Wu, 2025) and visual packaging
design (Liu et al., 2025) and product design (Hien et al., 2022)
serves as the main force that creates positive brand image
development.

H4: Aesthetic perception has a positive effect on brand
image.

2.6. Perceived Quality and Purchase Intention

Perceived quality is the consumer’s evaluation of product
or service quality which they compare to their personal
expectations of performance. The consumer mind creates this
product quality assessment which exists as a mental construct that
people develop based on their historical knowledge and their
perception of the brand and its pricing and the typical market
conditions (Kukreti & Yadav, 2025). The concept of purchase
intention, on the other hand, refers to the consumer's conscious
plan and willingness to purchase a specific product service or
brand in the future. The strongest consumer behavior model
shows actual purchase action through its most direct predictive
power (Priyanidewi & Hadi, 2025).

The influence of the perceived quality variable on
purchase intention is based on the consumer's rational and
emotional evaluation processes in various forms. According to
the risk reduction mechanism phenomenon, consumers
experience performance and financial and psychological risks
when they buy new products. The product's perceived quality
which customers deem to be high will decrease their doubts about
product performance because it shows them that the product will
perform as expected (Nuzula & Wahyudi, 2022). Perceived value
is also essential for consumers to evaluate the quality of the
products and step up deciding to purchase them. The concept of
increased perceived value (cost-benefit balance) refers to

10
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consumers believing that the price they pay for a product they
perceive as high-quality is "worth it," which causes them to buy
products when they recognize the product's high quality (Dam,
2020).

Finally, when a brand-centric perspective is applied to the
relationships among these factors, brand trust and attitude
development process constitute the relationship between these
elements. The approach shows that when consumers perceive a
product as high quality their trust in the brand increases and they
develop positive feelings toward it. Positive attitudes can then
directly translate into purchase intent (Shipman et al., 2020).

H5: Perceived quality positively influence purchase
intention.

2.7. Brand Image and Purchase Intention

Brand Image is the overall perception, belief and
impression that people develop about a brand through their
accumulated brand-related knowledge which they hold in their
memory (Tariq et al., 2017). The brand extends its reach beyond
product attributes because it delivers to consumers both its brand
identity and its brand value and the emotional commitments that
it makes to them. The consumer matching their own personality
with the brand personality is a crucial part of this image (Kukreti
& Yadav, 2025).

A strong and positive brand image leads to increased trust
from consumers who assess the brand. The consumer believes
that a brand with a good image will not disappoint them. The
consumer develops trust in the brand which results in brand
preference that drives their intention to buy (Dam, 2020). Also,
consumers do not just buy products; they buy status and lifestyle
and their personal identity. A positive brand image enables the
consumer to develop a positive brand attitude. A customer who
creates an emotional bondwith a brand will show increased

11
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buying intent (Nuzula & Wahyudi, 2022). Finally, consumers
automatically associate products with strong brand identities as
products that deliver high quality and complete their financial
value. The positive product image decreases price sensitivity
which strengthens consumer desire to purchase the item (Tariq et
al., 2017).

H6: Brand image positively influence purchase intention.

2.8. Logo, Typography Combination, Brand Image
and Aesthetic Perception

The initial strong aesthetic perception creates the first
strong aesthetic perception which determines how customers
assess the inherent product quality. Your brain automatically
makes a connection between external beauty and internal
excellence when you encounter attractive visual designs and
colors and structural shapes. The "beautiful is good” heuristic
functions as a psychological mechanism which decreases
consumer uncertainty while increasing their product durability
assessment and product excellence evaluation (Shi et al., 2021).
The design aesthetics function as essential external signals
according to researchers because customers without previous
brand experience need these signals to make decisions.
Consumers who see highly attractive products will automatically
think those products have better quality because aesthetic appeal
directly increases their perception of product quality.

Consumers who perceive high product quality will gain
assurance that their functional needs will be met because the
product will fulfill their expectations which decreases their
doubts about performance. The product provides strong value and
superiority assurance which makes people want to buy it more
while they develop greater psychological attachment to it. Current
academic research shows that when aesthetic elements create
perceived quality for products which consumers then trust, this

12
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trust will determine their final purchasing decisions (Rahimi et
al., 2025). The process of human judgment starts with people
appreciating visual elements which leads them to accept the
quality endorsement. Therefore, the relevant hypothesis has been
formulated as follows:

H7a: Perceived quality mediates the relationship between
aesthetic perception and purchase intention.

The visual experience of aesthetics functions as the
essential sensory pathway that establishes and enhances the
complete mental picture which consumers develop about a
brand's identity. When consumers encounter visually captivating
product designs, elegant packaging, or cohesive visual identities,
they subconsciously transfer these positive sensory experiences
into broader, deeply rooted brand associations. The visual
communication method functions as an unspoken yet powerful
brand ambassador which develops a premium brand image that
consumers perceive as trustworthy and unique in a competitive
market. The first aesthetic experience creates a permanent
positive impression because it attracts human senses while
establishing the brand identity as advanced and attractive to
consumers (Shi et al., 2021).

The positive brand image becomes a crucial factor which
drives consumers to make their final purchasing decision after it
achieves its aesthetic appearance. The brand image which a
company develops through visual elements creates a powerful
emotional bond with customers because it displays high-status
attributes and dependable qualities and social worth to shoppers.
Consumers choose brands which match their desired self-image
and aesthetic preferences therefore companies need to build
strong brand images which help customers feel less psychological
and financial danger. The process of visual appreciation leads to
brand evaluation which creates active consumer interest that leads

13
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to product purchase decision (Liu et al., 2025). Based on previous
research, the hypothesis was as follows:

H7b: Brand image mediates the relationship between
aesthetic perception and purchase intention.

The logo functions as the primary visual element which
connects the company with its customers. The design components
of a logo which include symmetrical elements and color
harmonies and typography and structural components create
immediate aesthetic reactions from viewers. People who see a
logo which possesses visual appeal and professional design
elements will first perceive visual harmony before developing
their sensory appreciation. The logo initiates visual contact
because it functions as a nonverbal tool which displays the brand's
fundamental identity to people who will evaluate the brand
(Luffarelli et al., 2019).

The logo produces aesthetic appreciation which functions
as a strong mental shortcut to determine how consumers judge
product quality. Consumers automatically connect the visual
charm of the logo with internal excellence and professional
expertise according to their established "beautiful is good"
psychological principle. The logo provides high aesthetic value
which helps customers understand the brand's quality. The logo's
visual attractiveness and balanced design create strong implicit
evidence that the product or service will deliver high quality and
dependable performance and exceptional value (Foroudi et al.,
2019). The hypothesis generated using the relevant mediating
variable is presented below.

H7c: Aesthetic perception mediates the relationship
between logo and perceived quality.

Consumers will develop their aesthetic judgment at the
moment they encounter any brand through its basic visual
element known as typography. The combination of particular font

14
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choices and spacing patterns and typographic elements functions
as an immediate sensory cue which conveys the brand's
personality before any text becomes visible. Consumers who
observe visually appealing and expertly designed typography will
automatically experience both visual pleasure and mental
relaxation. The initial aesthetic experience becomes essential
because the particular design features of text materials enable
silent communication which attracts attention while delivering
instant visual enjoyment (Luffarelli et al., 2019). Through its
advanced typography system modern text display technology
transforms standard text into sophisticated visual artwork which
creates a unified aesthetic experience for viewers.

Effective typography creates improved aesthetic
perception which functions as a crucial element that establishes
and maintains complete brand identity. Consumers
subconsciously transfer the visual elegance and harmony of the
typographic design into deeper, more meaningful associations
regarding the brand's identity and professionalism. The visually
developed aesthetic attractiveness operates as a psychological
tool which establishes a premium trustworthy and sophisticated
brand reputation in the consumer's perception. The positive
aesthetic experience decreases perceived risks while the brand
achieves market differentiation through design elements that
attract consumers (Liu et al., 2025). The process begins with
typographic beauty which leads into aesthetic appreciation and
finally establishes a powerful brand image that consumers
strongly desire. The hypothesis for the final study was formulated
as follows:

H7d: Aesthetic perception mediates the relationship
between typography and brand image.

15
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Perceived quality:

Brand image purchase intention

Figure 1. Research Model

Assthetic perception

Typography

3. METHODOLOGY

This study adopts an approach that combines experimental
design with quantitative research methods to examine the effects
of logo and typography elements on consumer perception and
purchase intention. By manipulating experimental conditions, the
influence of visual brand elements on product evaluations was
investigated and used surveys to assess subsequent changes in
participants' viewpoints and driving behaviors.

An online survey via google forms to collect data for their
research project. A total of 328 respondents participated in the
study. The researchers used random assignment to distribute
participants across the four experimental conditions which tested
the 2x2 factorial design. The study used a 2x2 factorial
experimental design. Two independent variables through their
study of logo design which included modern and classic styles
and their examination of typography design which also included
modern and classic styles were tested. Participants were assigned
to one of three experimental groups, each exposed to a unique
logo-typography combination. This design facilitated the
investigation of both independent design element effects and their
combined interactive influences.

A fake brand for testing was used for the research because
it needed to remove all effects from participant bias. A fictitious

16
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brand name was selected to evaluate its impact across various
experimental conditions, maintaining consistency throughout the
study. The visual materials were presented to participants in a
minimalist design, featuring only the brand logo in conjunction
with its name. The design excluded all elements which included
product details and pricing information and advertising slogans
and any written content. Users of the system reached their
judgment based on the visual design elements which made up the
entire system.

Data collection commenced following the provision of a
brief study overview, which explicitly informed participants that
their involvement was entirely voluntary a sum of 328
participants. The participants received the visual materials which
matched their experimental condition and they were instructed to
assess the material based only on what they saw. The participants
assessed the visual material before they proceeded to fill out a
survey which assessed their aesthetic perception and perceived
quality and brand image and purchase intention. All constructs
were measured using 5-point Likert scales, with response options
anchored from 1 (Strongly Disagree) to 5 (Strongly Agree).

Logo and typography designs were operationalized as
independent variables, which were manipulated to evaluate their
impact on purchase intention as the dependent variable. The
model used aesthetic perception and perceived quality together
with brand image as its mediating variables. The researchers used
control questions to evaluate how participants perceived modern
and classic design elements because they wanted to test the
experimental manipulation.

A convenience sampling method was employed to recruit
the study sample, which consisted of university students. Each
participant was assigned to only one experimental condition to
ensure a between-subjects design. Data analysis was performed

17
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using SPSS and AMOS software. Prior to the assessment of the
measurement model through confirmatory factor analysis,
rigorous reliability and validity tests were conducted. Finally,
structural equation modeling was utilized to examine the
relationships between variables, while analysis of variance
(ANOVA) was applied to investigate differences across the
experimental groups.

The integrated methodology of this study facilitated an
assessment of how logo and typography elements influence
consumer perception, while simultaneously elucidating their link
to purchasing behavior through a comprehensive model analysis.

3.1. Scales and Data Collection Instrument

To ensure robust measurement, the study adopted
previously validated and reliable scales established in the
literature. Data collection was conducted using a 5-point Likert-
type format, with response options anchored from 1 (Strongly
Disagree) to 5 (Strongly Agree) for all constructs. The logo
variable was used to measure consumers’ perceptions of the
aesthetics and professionalism of the brand logo. The scale items
were adapted from the studies by Labrecque and Milne (2013).
The typography scale was used to measure the effect of the
typeface on brand perception. The scale was adapted from the
studies by Henderson, Giese, and Cote (2004). The aesthetic
perception variable measures consumers’ overall evaluation of
the visual design. The scale is based on the studies by Bloch
(1995). The perceived quality scale measures consumers’
perceptions of the overall quality of a product or service. The
scale is adapted from the studies by Dodds, Monroe, and Grewal
(1991), which provide the fundamental theoretical framework
explaining the relationship between perceived quality and value.
The brand image variable measures consumers’ overall
evaluation of the brand. The scale is based on Keller’s (1993)

18
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study. The purchase intention scale measures consumers’
propensity to buy the product in the future. The scale is adapted
from the studies of Dodds, Monroe, and Grewal (1991).

3.2. Evaluation of the Measurement Model

The study evaluated scale reliability through Cronbach's
Alpha coefficient assessment. All variables showed reliability
values which exceeded the acceptable threshold of 0.70 according
to the obtained results. The internal consistency of the scales
shows measurement results which meet satisfactory standards.
Confirmatory factor analysis was used to test the validity of their
measurement model. As indicated in Table 1, the results show that
model fit indices meet acceptable limits which include (y?/df < 3;
CFl > 0.90; RMSEA < 0.08). All factor loadings reached
statistical significance by exceeding their recommended
threshold values. The average variance extracted (AVE) values
showed convergent validity because they exceeded 0.50 while
composite reliability (CR) values remained above 0.70. The
square root of each constructs AVE value exceeded its
correlation with other constructs which established discriminant
validity for the study as shown in Table 2.

Table 1. Reliability and Validity

Variable Item Alpha CR AVE MSV
L1 The logo looks modern

L2 The logo is aesthetically pleasing 0.881 0893 0.756 0412
L3 The logo looks professional

T1 The font is readable

T2 The font looks modern 0.873 0.886  0.752 0.385
T3 Typography fits the brand

AP1 The design is aesthetic

AP2 The design is attractive 0.912 0923 0825 0450
AP3 The design is satisfying

PQ1 This brand is high quality

PQ2 High standards 0.894 0905 0.782 0485
PQ3 | trust this brand

Bl1 Prestigious brand

BI2 Reliable brand 0.905 0921  0.795  0.460
BI3 Positive image

P12 I would prefer

P13 I would recommend

19
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Table 2. Factor Correlation Matrix

L T AP PQ Bl Pl
L 0.869
T 0.552 0.861

AP 0.642  0.620  0.908

PQ 0521 0483 0671  0.884

BI 0.495 0445 0582 0678  0.892

PI 0510 0472 0615 069  0.714 0.921

A second criterion used to assess discriminant validity is

the Heterotrait—Monotrait (HTMT) ratio of correlations (Henseler
etal., 2015). This analysis was likewise performed, and the results
are reported in Table 3.

Table 3. HTMT Ratio of Correlations
L T AP PQ BI PI

T 0.582
AP 0.614 0.664
PQ 0.546 0.603 0.691
Bl 0.495 0.573 0.656 0.725
Pl 0.523 0.597 0.689 0.744 0.771

4. FINDINGS AND ANALYSIS

This section presents the research findings derived from
the analysis of the collected data. The analytical process
commenced with an assessment of the dataset's reliability and
validity, followed by the testing of both the measurement and
structural models. Furthermore, analysis of variance (ANOVA)
was employed to investigate the differences across the various
experimental groups. The structural model underwent testing
after the measurement model had been validated. Table 4 shows
that the results of path analysis.

20



Pazarlama Alaninda Akademik Tartismalar

Table 4. Structural Model

Hypothesis  Path Beta t p Result

H1 Logo— Aesthetic 034 521 ***  Supported
H2 Typography—Aesthetic 0.29 4.88 ***  Supported
H3 Aesthetic—Quality 0.56 812 ***  Supported
H4 Aesthetic—Image 0.61 9.05 ***  Supported
H5 Quality—Purchase 037 6.44 ***  Supported
H6 Image—Purchase 042 7.01 ***  Supported

***n < 0.001

The results from structural equation modeling show that
aesthetic perception positively impacts both perceived quality and
brand image. The study discovered that perceived quality and
brand image create a positive impact on customers' intention to
buy products. The results demonstrate that aesthetic perception
affects purchase intention through an indirect pathway. Perceived
quality and brand image function as mediators between aesthetic
perception and purchase intention through their relationship with
these two variables.

The analysis of variance was used to study how the
experimental changes impacted the results. The study results
demonstrate that different combinations of logo and typography
elements create different visual aesthetic impressions. The groups
with modern design elements showed better aesthetic perception
results than other groups. The research demonstrates that visual
design elements determine how consumers perceive products.
The researchers tested two different design styles with
participants to assess their ability to perceive modern and
classical design elements. The results showed that the
experimental manipulation achieved its intended goal because
most participants succeeded in identifying the difference between
modern and classical design elements. The research findings
demonstrate that logo and typography design elements create
consumer perceptions which lead to a direct effect on their
purchasing decisions. The results demonstrate that visual brand
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elements play a crucial role in determining how consumers
behave. Table 5 shows two way anova results.

Table 5. Two-Way ANOVA Table (Dependent Variable: Aesthetic
Perception)

Variance Source df  F-Value P Value Result
(t2)

Main effect: Logo 1 27.14 <0.001 Significant
(***)

Main effect: Typography 1 23.81 <0.001 Significant
(*-k*)

Interaction: Logo x 1 10.37 <0.01 (**) Significant

Typography

Error / Within Groups 324 - - -

Total 327 - - -

Following the path analysis that measured the direct
effects of the hypotheses, the results of the mediation analysis—
which was conducted based on the conceptual framework to
measure the indirect effects between variables.

Mediating effects were tested using the AMOS software
within the framework of structural equation modeling (SEM).
The significance of the indirect effects was assessed using a
bootstrapping method with 5,000 samples. The results indicate
that the indirect effects are statistically significant when the
confidence intervals do not include the value of zero.
Additionally, a distinction was made between full and partial
mediation based on the significance of the direct effects.

The results of the mediation analysis indicate that the
effect of aesthetic perception on purchase intention occurs
through perceived quality and brand image. The bootstrapping
results revealed that the indirect effects are statistically significant
and that the confidence intervals do not include zero. These
findings support the notion that aesthetic perception plays a
critical mediating role in the model. The results are shown in
Table 6 below.
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Table 6. Mediation Analysis Results

Path Direct Indirect Total P Result
Aesthetic Perception 0.00 0.21 021 *** Full
—Quality—Purchase mediation
Aesthetic Perception 0.00 0.26 026 *** Full
—Image—Purchase mediation
Logo— Aesthetic 0.34 0.12 0.46 *** Partial
Perception—Quality mediation
Typography— Aesthetic 0.29 0.11 040 *** Partial
Perception —Image mediation
***p < 0.001

5. DISCUSSION AND CONCLUSION

The research investigated how logo design and
typography elements affected consumer buying behavior through
experimental testing methods. The research results demonstrate
that visual design elements create aesthetic appeal which
establishes product quality and brand recognition for customers
to use when making buying decisions. The research found that
modern design elements led to higher aesthetic perception among
experimental groups which demonstrates how design choices
impact consumer preferences.

The results demonstrate the significance of visual brand
elements for consumer behavior, which supports existing
research. Previous studies have shown that brand logos and
typography influence perceived quality and brand image, thereby
shaping consumer preferences (Labrecque & Milne, 2013). The
study results validate existing research by showing that
experimental testing directly demonstrates these effects. The
aesthetic perception mediates design impact because it creates
direct purchase intention effects which continue through
perceived quality and brand image. This research establishes a
complete framework for understanding how visual perception
affects consumer behavior models.
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The research results provide essential insights which
brand managers and designers need to understand from their
managerial perspective. The brand design process requires
designers to choose logos and typography because these elements
directly influence how consumers perceive the brand. The finding
that modern and minimalist design elements improve aesthetic
perception which leads to better brand image and higher purchase
intention should be considered by new brands during their market
entry and brand identity development. The design strategies
ensure dependable results because consumers were able to
identify the design elements according to the results of the
manipulation check.

The research presents multiple directions for upcoming
studies. The first step of this research requires researchers to
conduct identical experiments across various cultural settings and
different age demographics to determine whether design
perception exists as a global human capacity or a specific cultural
ability. The research requires additional assessment through
studies that investigate visual elements and content elements
which include color and symbols and brand storytelling. The
research uses longitudinal studies that track real-world consumer
buying habits to investigate how aesthetic perception and brand
image shape the decision-making process for customers.

The researchers conducted their study through controlled
experiments which investigated how different logo designs and
typography elements affected consumer perceptions and their
likelihood to make purchases. The results show that companies
can use visual brand design as a marketing resource which helps
them control how consumers respond to their products.

Survey Form

Consumer Perception and Brand Design Study
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Section 1: Research Consent and Introduction
Dear Participant,

This study is being conducted to examine the effects of visual
design elements (logos and typography) on consumers’ brand
perception. The survey will take approximately 3—4 minutes to
complete. Your responses will be kept strictly confidential and
will be analyzed only in aggregate for scientific research
purposes. Thank you for your participation.

| agree to participate in this study voluntarily. *[] Yes [] No
(Survey ends)

Section 2: Visual Stimulus

Please carefully examine the brand design (logo and font) below
and answer the gquestions on the next page based on this image.

The system automatically displays the image for Group 1, Group
2, Group 3 here.

Section 3: Design Evaluation

(1: Strongly Disagree - 2: Disagree - 3: Undecided - 4: Agree - 5:
Strongly Agree)

Logo [1]-[2]--[3]-—[4]~—[5]
The logo looks modern
The logo is aesthetically pleasing

The logo looks Professional
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Typography

The font is readable

The font looks modern
Typography fits the brand
Aesthetic Perception
The design is aesthetic
The design is attractive
The design is satisfying
Perceived Quality

This brand is high quality
High standards

| trust this brand

Brand Image
Prestigious brand
Reliable brand

Positive image

Purchase Intenion

I would buy

I would prefer

I would recommend
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DIJITALLESEN DUNYADA iSLETMELERIN
TUTUNDURMA POLITiKALARI

Doumtene Adam HASSAN!
Ahmet GURBUZ?

1. GIRIS

Pazarlama, miisterilerle etkilesim kurma ve karli miisteri
iligkilerini  yonetme  siireci  olarak  tanimlanmaktadir.
Pazarlamanin temel amaci, iistin deger sunarak yeni miisteriler
kazanmak ve mevcut misterileri deger ile memnuniyet
saglayarak elde tutmaktir (Kotler ve Armstrong, 2021, s.25).
Tutundurma ise pazarlama karmasinin temel unsurlarindan biri
olup, isletmenin firettigi mal veya hizmetleri tiiketicilere
duyurmasini, benimsetmesini ve satig siirecini destekleyen
stratejik bir pazarlama aracidir (Oztiirk, 2020, s.132). Bu nedenle
tutundurma, yalnizca {riiniin tanitilmasi acisindan degil, ayni
zamanda igletme ile tiiketici arasinda stirekli bir iletisim
kurulmast bakimindan da ©6nem tasimaktadir.  Isletmeler,
tutundurma faaliyetleri araciligiyla hedef kitlelerinin dikkatini
cekmekte, olumlu tutum gelistirmelerini desteklemekte ve
rekabet ortaminda daha goriiniir hale gelmektedir. Bu baglamda
tutundurma; tiiketicilere bilgi verme, onlari ikna etme ve iiriin ya
da isletmeyi hatirlatma islevleriyle pazarlama faaliyetleri i¢inde
onemli bir yere sahiptir (Oztiirk, 2020, s.134).

Gunidmuzde pazarlama anlayisi, teknolojik gelismeler ve
dijitallesmenin etkisiyle 6nemli bir donilisim gecirmektedir.

1 Doktora Ogrenci, Karabiik Universitesi, ORCID: 0009-0008-5677-4079.
2 Profesdr Doktor, Karabiik Universitesi, ORCID: 0000-0003-2287-9709.
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Ozellikle internetin, sosyal medya platformlarmin ve mobil
iletisim araglarinin yayginlagmasi, isletmelerin hedef kitleleriyle
daha hizli, daha dogrudan ve daha etkilesimli bi¢imde iletisim
kurmasma olanak saglamistir. Bu degisim, pazarlama faaliyetleri
icerisinde onemli bir yere sahip olan tutundurma politikalarinin
da yeniden sekillenmesine neden olmustur. Isletmeler artik
yalnizca geleneksel iletisim araglariyla degil, dijital kanallar
araciligiyla da tiiketicilere ulagmakta, marka bilinirligi
olusturmakta ve satin alma davranislarin1  etkilemeye
calismaktadir. Bu nedenle dijitallesen diinyada isletmelerin
tutundurma  politikalarinin  incelenmesi, hem pazarlama
anlayisinda meydana gelen degisimlerin ortaya konulmasi hem de
giincel uygulamalarin degerlendirilmesi agisindan  6nem
tagimaktadir.

2. ARASTIRMA YONTEMI

Bu calisma, dijitallesen diinyada isletmelerin tutundurma
politikalarinda meydana gelen doniisiimii incelemeyi amaclayan
nitel bir derleme calismasidir. Arastirmada ikincil verilerden
yararlanilmis ve konuya iliskin ulusal ve uluslararas1 akademik
caligmalar literatlir taramasi yontemiyle degerlendirilmistir. Bu
kapsamda dijital pazarlama, sosyal medya pazarlamasi, e-posta
pazarlamasi, icerik pazarlamasi, dijital doniisiim ve isletmelerin
dijital tutundurma stratejileriyle ilgili kavramsal, ampirik ve
bibliyometrik ¢alismalar incelemeye dahil edilmistir (Alan vd.,
2018; Gedik, 2020; Acan, 2024; Kutlu, 2024; Topal vd., 2025).

Aragtirma kapsaminda secilen ¢alismalar, dijitallesmenin
isletmelerin tutundurma faaliyetleri tizerindeki etkisini agiklayan
ve aragtirma problemiyle dogrudan iligkili kaynaklar arasindan
belirlenmistir. Literatiir incelemesi siirecinde c¢alismalar; ele
aldiklar1 konu, kullanilan yontem, ulastiklar1 temel bulgular ve
calismaya sunduklan katkilar bakimindan karsilagtirmali olarak
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degerlendirilmistir. Bu cercevede dijitallesmenin tutundurma
politikalarina etkisi; sosyal medya kullanimi, hedef kitleye
erisim, misteri etkilesimi, icerik {iretimi, e-posta iletisimi,
oOlgiilebilirlik ve stratejik esneklik gibi boyutlar {izerinden analiz
edilmistir (Yaman ve Soziier, 2023; Gedik, 2020; Hasiloglu ve
Stier, 2010; Sestino vd., 2020).

Bu dogrultuda ¢aligma, ampirik veri toplamaya
dayanmayan, ancak mevcut literatiirde yer alan bulgular
sistematik bigimde bir araya getirerek yorumlayan kavramsal bir
inceleme niteligi tagimaktadir. Aragtirma sonucunda, dijitallesen
diinyada isletmelerin tutundurma politikalarinin nasil degistigi,
hangi dijital araglarin 6ne ¢iktig1 ve bu doniisiimiin igletmelere
sagladig: firsatlar ile ortaya c¢ikardigi smirhiliklar biitiinciil bir
bakis acisiyla degerlendirilmistir (Tiirkyilmaz, 2024; Beglaryan
vd., 2025; Parkhomenko, 2024).

3. LITERATUR TARAMASI

Literatiirde yer alan ¢aligmalar genel olarak
degerlendirildiginde, dijjitallesmenin isletmelerin tutundurma
politikalarin1  6nemli olglide donistiirdiigi  goriilmektedir.
Ozellikle sosyal medya, e-posta pazarlamasi, igerik iiretimi ve
diger dijital araclar sayesinde isletmelerin hedef kitleleriyle daha
hizli, etkilesimli ve Olciilebilir bir iletisim kurabildigi
anlagilmaktadir. Bununla birlikte, dijitallesmenin igletmelere
cesitli firsatlar sundugu kadar, stratejik uyum, dijital beceri,
yogun rekabet ve siirekli giincellenme ihtiyact gibi bazi zorluklar
da beraberinde getirdigi goriilmektedir.
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Tablo 1. Dijitallesme ve Tutundurma Politikalarina Yonelik
Literatiir Degerlendirmesi

Yazar(lar) ve Y1l / Ulke

Aktas ve Giirbiiz (2022)
Tiirkiye

Sosyal Medya
Etkileyicilerinin Geng
Tiiketicilerinin Kiyafet

Satin Alma Niyetleri
Uzerindeki Etkisi

Parkhomenko (2024)
Ukrayna
Digitalization of business
marketing activities
(Isletmelerin Pazarlama
Faaliyetlerinde Dijitallesme)

Tiirkyilmaz (2024)
Tiirkiye

Dijital doniistimiin
igletmeler lizerindeki etkisi

Degiskenler/
Uygulanan Analizler/
Temel Bulgular
Sosyal medya etkileyicileri, reklam verenler,
arkadag/akranlar, kanaat 6nderleri, tinliiler, satin
alma niyeti

Anket yontemi / istatistiksel analiz

Calismada, Instagram araciligiyla sosyal medya
etkileyicilerinin geng tiiketicilerin kiyafet satin alma
niyetleri tizerindeki etkisi incelenmistir. Bulgular,
etki  biyiikliigi agisindan sirasiyla inliiler,
arkadag/akranlar ve reklam verenlerin satin alma
niyeti iizerinde etkili oldugunu; kanaat 6nderlerinin
etkisinin ise daha diisiik diizeyde kaldigim
gostermektedir. Bu sonug, dijitallesen diinyada
sosyal medya temelli tutundurma faaliyetlerinin
ozellikle geng tiiketicilerin satin alma niyetleri
tizerinde belirleyici olabildigini ortaya koymaktadir.

Pazarlama faaliyetlerinin dijitallesmesi, iiriin
politikasi, fiyat politikasi, dagitim politikasi,
iletisim politikasi, marka konumlandirma, pazar-
rakip analizi, miisteri analizi

Anket, kiimeleme analizi, regresyon analizi,
modelleme ve genelleme

Caligma, dijitallesmenin pazarlama faaliyetleri
iizerindeki etkilerinin isletmelere gore farklilagtigini
gostermektedir. Bulgular, dijital doniisimiin iiriin,
iletisim, marka konumlandirma, miisteri analizi,
dagitim ve fiyatlandirma alanlarinda degisen
dizeylerde etkili oldugunu ortaya koymaktadir.
Sonug olarak, pazarlamada dijitallesmenin basarili
olabilmesi i¢in sektdr ve isletme yapisina uygun
stratejik uyarlamalar gereklidir.

isletmeler

Dijital doniigiimiin siireci,

uzerindeki etkileri

tanimai,

Sistematik literatiir taramasi

Caligmada dijital donlisiimiin yalnizca teknolojik bir
yenilik degil, aynm1 zamanda isletmelerin is
modellerini, organizasyon yapisini, slireclerini ve
miisteri iligkilerini yeniden sekillendiren stratejik
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Sestino, Prete, Piper ve
Guido (2020)

Italya

Internet of Things and Big
Data as enablers for
business digitalization
strategies
(Isletmelerin dijitallesme
stratejilerini miimkiin kilan
unsurlar olarak Nesnelerin
Interneti ve Biiyiik Veri)

Tlcus (2018)

Avrupa (Fransa, Almanya ve
Romanya)

Impact of Digitalization in
Business World (Is
Diinyasinda Dijitallesmenin
Etkisi)

bir doniisim oldugu vurgulanmistir.  Dijital
doniisiimiin isletmelere verimlilik artisi, inovasyon,
rekabet glicii ve pazar ihtiyaclarina daha hizli yanit
verebilme gibi Onemli avantajlar sagladigi
belirtilmistir. Bununla birlikte, dijital beceri
eksikligi, smirli sermaye, degisim yonetimi
sorunlart ve siber giivenlik gibi unsurlarin doniigim
sirecinde Onemli engeller olusturdugu ifade
edilmistir. Ayrica calismada dijital doniistimiin
yalnizca teknik degil, aym1 zamanda yonetsel,
kiltiirel ve organizasyonel bir degisim siireci oldugu
sonucuna ulagilmigtir.

IoT(nesnelerin interneti), Big Data (Biiyilik Veri),
isletmelerin dijitallesme stratejileri, is siiregleri,
yOnetim inovasyonu, pazarlama stratejileri

Sistematik literatiir taramasi

Calismada, IoT (nesnelerin interneti) ve Biiyik
Veri’nin isletmelerin dijitallesme stratejilerini
gliglendiren temel teknolojiler oldugu
vurgulanmistir. Bulgular, bu teknolojilerin gergek
zamanli veri saglayarak karar alma, siireg
optimizasyonu, maliyet azaltma ve miisteri
davraniglarint anlama siireglerini destekledigini
gostermektedir. Pazarlama acisindan ise
kisisellestirilmis promosyonlar, e-posta
pazarlamasi, geo-marketing(kanal) ve omnichannel
stratejiler igin 6nemli firsatlar sundugu belirtilmistir.

Dijitallesme, dijital doniisiim, dijital pazarlar,
isletme siiregleri, miisteri memnuniyeti, rekabet
avantaji

Kavramsal inceleme / ikincil verilerle
degerlendirme

Calismada, dijitallesmenin isletmelerde siiregleri
hizlandirma,  maliyetleri  diisiirme,  miisteri
memnuniyetini artirma ve rekabet avantaji saglama
gibi yararlar sundugu belirtilmistir. Bulgular, dijital
stratejilerin miisteri etkilesimi, bilgi paylagimi, is
surekliligi ve gelir artig1 lizerinde olumlu etkiler
yaratabilecegini gdstermektedir. Ancak ¢aligma,
tutundurma politikalarindan ¢ok dijitalleymenin
genel isletme ve yonetim etkilerine
odaklanmaktadir.
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Kaya ve Undil (2022)
Tiirkiye
Bilgi teknolojilerinin
gelisimiyle dijital
pazarlamanin
dogusu

Yaman ve Sozier (2023)
Tiirkiye

Dijital Pazarlamada
Tutundurma ve Covid-19
Salgininda Kitabevlerinin

Sosyal Medya Paylagimlari

Alan, Kabaday1 ve Eriske
(2018)

Tiirkiye
Tletisimin yeni yiizii: dijital

pazarlama ve sosyal medya
pazarlamasi

Bilgi teknolojilerinin gelisimi, dijital pazarlamanin
ortaya ¢ikisi, geleneksel ve dijital pazarlama
farklar

Kavramsal inceleme

Calismada, bilgi teknolojileri ve dijital araglarin
gelismesiyle pazarlama iletisiminin  daha hizl,
etkilesimli ve Olgiilebilir  hale geldigi
vurgulanmigtir.  Dijital pazarlamanin  miisteri
davraniglarint izleme, hedef pazarlara ulagsma ve
rekabet giiciinii artirma agisindan avantaj sagladigi;
ancak  geleneksel pazarlama ile  birlikte
degerlendirilmesi gerektigi sonucuna ulagilmistir.

Dijital pazarlamada tutundurma, sosyal medya
kullanimu, kriz déneminde etkilesim

Karsilagtirmali igerik incelemesi ve korelasyon
analizi

Calismada, Covid-19 salgininin baslangicinda
kitabevlerinin Instagram ve Twitter paylagimlarinin,
salgin Oncesi doneme kiyasla arttigi tespit
edilmistir. Sosyal medya paylagimlarindaki artigin
takipci begeni ve yorumlarina da yansidigi,
dolayisiyla  etkilesim  diizeyinin  yiikseldigi
belirlenmistir. Ayrica paylasim  sayilarindaki
degisim ile etkilesim miktarlarindaki degisim
arasinda pozitif yonli ve anlamhi bir iligki
bulunmustur.  Bulgular, kriz =~ donemlerinde
igsletmelerin sosyal medya mecralarini tutundurma
islevi bakimindan daha yogun kullandigini ve
diizenli igerik tiretiminin goriiniirliik ile etkilesimi
destekledigini gostermektedir. Calisma 0Ozellikle
dijital pazarlamada sosyal medyanin kriz iletigimi
ve tutundurma stratejileri agisindan 6nemli bir arag
oldugunu ortaya koymaktadir.

Dijital pazarlama araglari, sosyal medya
pazarlamasi, miigteri iliskileri ve satin alma siireci

Literatur derlemesi / kavramsal inceleme
Caligmada teknolojik gelismeler ve internet
kullanimmin yaygmlagmasiyla birlikte  dijital
pazarlamanin igletmeler i¢in stratejik dnem tasityan
bir ara¢ haline geldigi belirtilmigtir. Dijital
pazarlamanin isletmelere misterilere her yerde ve
her zamanda ulagma, genis kitlelere diisiik maliyetle
erisme, miisteri iliskilerini gelistirme ve satin alma
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Ince ve Giirbiiz
Tiirkiye

KOBI’lerde tutundurma
faaliyetlerinin 6nemi ve
isletme
performansina etkisi

Acan (2024)
Tarkiye
Sosyal Medya Pazarlamasi
ve Sosyal Medya Turleri

stirecini etkileme gibi 6dnemli avantajlar sundugu
vurgulanmgtir. Ayrica sosyal medya
pazarlamasinin  marka  bilinirligi  olusturma,
miisteriyle etkilesim kurma, tiiketici davranislarini
anlama ve miisteri baghligi gelistirme agisindan
onemli bir rol istlendigi ifade edilmistir. Caligma,
dijital pazarlama faaliyetlerinin  geleneksel
pazarlama ile entegre bicimde yurutilmesi
gerektigini ve bu alanin hem akademik hem
yonetsel acidan oOnemli sonuglar dogurdugunu
ortaya koymaktadir.

Tutundurma faaliyetleri, isletme performansi,
finansal ve finansal olmayan performans 6lgiitleri

Yz yuze anket / frekans, varyans ve t-testi

Calismada, KOBI’lerde tutundurma faaliyetlerinin
isletme performansi tizerindeki etkisi incelenmistir.
Bulgular, 6zellikle kisisel satig ve satig gelistirme
faaliyetlerinin KOBI’lerin finansal performanslart
izerinde daha etkili oldugunu gdstermektedir.
Ayrica pazarlama departmant  bulunan ve
bulunmayan isletmeler arasinda performans
bakimindan anlamli farkliliklar tespit edilmistir. Bu
sonug, tutundurma faaliyetlerinin  igletmeler
acisindan yalnizca iletisimsel degil, ayn1 zamanda
performans izerinde etkili stratejik bir unsur
oldugunu ortaya koymaktadir.

Sosyal medya pazarlamast, sosyal medya tiirleri,
sosyal medya platformlarinin islevleri

Literatiir taramasi / derleme
Calismada, sosyal medya pazarlamasmin yalnizca
Facebook ve YouTube gibi sosyal aglar ve igerik
topluluklariyla sinirh olmadigs; bloglar, forumlar, is
birligine dayali projeler, sanal sosyal diinyalar ve
sanal oyun diinyalart gibi farkli sosyal medya
tirlerini de kapsadig1 vurgulanmustir. Farkli sosyal
medya tiirlerinin islevlerinin, kullanim bigimlerinin
ve igerik yapilarinin birbirinden farkli oldugu; bu
nedenle isletmelerin {irlin ve marka stratejileri
acisindan en uygun sosyal medya tiiriinii ve
platformunu secmesi gerektigi belirtilmistir. Ayrica
sosyal medya pazarlamasinin, tiiketicilerle etkilesim
kurma, ihtiya¢ ve beklentileri anlama, marka
tercihlerine ve satin alma davraniglarina etki etme
acisindan 6nemli firsatlar sundugu ifade edilmistir.
Calisma,  dijitallesen  diinyada  isletmelerin
tutundurma politikalarinin sosyal medya tiirlerine
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Gedik (2020)
Tiirkiye

E-Posta Pazarlama: Teorik
Bir Bakig

Hasiloglu ve Siier (2010)
Tiirkiye

Elektronik posta ile
pazarlama {izerine bir
aragtirma

Eyice Basgev (2023)
Tiirkiye

Yeni Diinya Diizeninde
Geleneksel Pazarlama ve
Online (Dijital)
Pazarlamanin
Karsilagtirmasi: Z Kusagi
Etkisi

gore farklilastirilmasi gerektigini ortaya
koymaktadir.

E-posta pazarlamasi, izin pazarlamasi, e-posta
pazarlama metrikleri, avantajlar ve dezavantajlar

Kuramsal inceleme / literatiir temelli
degerlendirme

Calismada, e-posta pazarlamasinin diisiik maliyetli,
hizli, 6lgiilebilir ve dogrudan iletisim saglayan
onemli bir dijital tutundurma aract oldugu
vurgulanmigtir. E-posta pazarlamasinin  miisteri
iligkilerini gelistirme, satiglar1 artirma ve marka
baglilig1 olusturma agisindan etkili oldugu; ancak
spam, yanlis hedefleme ve abonelikten ¢ikma gibi
smirliliklara sahip oldugu belirtilmistir.

Elektronik postanin igerik tiiriine gore
okunma/kullanilma siklig1, konu satir1 ve génderen
bilgisinin etkisi, ilgi alanlara gore mesaj icerigi,
izinli ve reklam igerikli e-postalara ydnelik
tutumlar, AIDA modeli
Anket yontemi; frekans dagilimlari, ki-kare,
ANOVA ve Pearson korelasyon analizi
Caligmada, e-posta iceriklerinin okunma diizeyinin
icerik tiirline gore farklilagtigi belirlenmistir.
Bulgular, reklam icerikli e-postalarin daha az; bilgi
icerikli e-postalarin ise daha fazla okundugunu
gostermektedir. Ayrica konu satir1 ve gonderen
bilgisinin  e-postanin  okunmasinda belirleyici
oldugu, bu nedenle isletmelerin bilgi odakli ve
dikkat gekici e-posta igerikleri hazirlamasi gerektigi
vurgulanmgtir.

Geleneksel pazarlama, online/dijital pazarlama, Z
kusagimin medya ve reklam tercihleri, satin alma
davranist
Durum ¢aligmasi; yari yapilandirilmig goriisme
formu, betimsel analiz (MAXQDA 2018)
Calismada, Z kusaginin dijital mecralar1 geleneksel
mecralara  gore daha  yogun  kullandig
belirlenmistir. Bulgular, reklam igerikli e-postalarin
¢ogunlukla okunmadan silindigini; gazete, dergi,
radyo ve televizyon reklamlarmin ise smirlt ilgi
gordiigiinii gostermektedir. Bu nedenle isletmelerin
tutundurma politikalarinda dijital, etkilesimli ve Z
kusagmin ilgi alanlarina uygun igeriklere agirlik

vermesi gerektigi vurgulanmigtir.
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Kutlu (2024)
Tiirkiye
Icerik Pazarlamas1: Scopus

Veritabaninin Bibliyometrik
Analizi

Gedik (2020)
Tiirkiye

Pazarlamada yeni bir
pencere: dijital pazarlama

Gedik (2020)
Tiirkiye

Pazarlamada Yeni Bir
Cergeve: Sosyal Medya ve
Web 2.0

Beglaryan, Drampyan ve
Sargsyan (2025)

Ermenistan

The impact of digitalization
on promoting business
during crisis: evidence from
Armenian SMEs (Kriz
Donemlerinde
Dijitallesmenin Isletmelerin

Icerik pazarlamast literatiiriiniin gelisimi, yayin
egilimleri, dergiler, yazarlar, tilkeler, anahtar
kelimeler
Bibliyometrik analiz

Calismada, igerik pazarlamasi literatliriiniin son
yillarda diizenli bigimde gelistigi ve 2023’te en
yiksek yayin sayisina ulastigt belirlenmistir.
Bulgular, ABD’nin alanda en dretken lke
oldugunu, Tiirkiye’nin ise sinirhi temsil edildigini
gostermektedir. Sonug olarak igerik pazarlamast,
dijital ¢agda marka bilinirligi, giiven, sadakat ve
miisteri etkilesimi olugturmada 6nemli bir stratejik
arag olarak degerlendirilmektedir.

Dijital pazarlama, dijital pazarlama stratejileri,
dijital pazarlama kanallari, avantajlar ve
dezavantajlar
Kavramsal inceleme / literatiir derlemesi
Caligsmada, dijital pazarlamanin miisteri edinme,
marka tanitimi, miigteri elde tutma ve satig artirma
amaciyla kullanilan genis kapsamli bir siire¢ oldugu
vurgulanmistir. Bulgular, dijital pazarlamanin
distik maliyet, kiiresel erisim, Olgiilebilirlik ve iki
yonli iletisim gibi avantajlar sundugunu; ancak
giiven eksikligi, teknolojiye bagimlilik ve ¢evrimigi

riskler gibi sinirliliklar tagidigini gostermektedir.

Sosyal medya, Web 2.0, sosyal medya pazarlamasi,
sosyal medya platformlari, sosyal medya stratejileri
Kavramsal inceleme / literatlr derlemesi
Calismada, sosyal medyanin igletmeler i¢in marka
farkindaligi olusturma, satis artirma, miisteriyle
etkilesim kurma ve tiiketici davraniglarini etkileme
acisindan stratejik bir pazarlama aract oldugu
vurgulanmigtir. Bulgular, sosyal medya
pazarlamasinin hedef belirleme, kanal segimi, rakip
analizi, igerik planlama, élgme ve optimizasyon

stireglerinden olustugunu gostermektedir.

Dijitallesme, kriz doneminde isletme performanst,
ceviklik, yenilik, e-is modeli doniistimii
Ampirik arastirma; anket, 6l¢ek olusturma; binom
lojistik regresyon analizi
Caligmada, dijitallesmenin  kriz donemlerinde
KOBI’ler icin is siirekliligi, ceviklik ve is modeli
doniisimii agisindan stratejik bir unsur oldugu
belirtilmistir. Bulgular, dijitallesmenin etkisinin
sirket  bliyiikliginden ¢ok  sektor, dijital
okuryazarlik, e-ticaret talebi ve igletmenin stratejik
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Tutundurma Faaliyetleri uyum kapasitesine gore farklilagtigini
Uzerindeki Etkisi: gostermektedir.
Ermenistan KOBI’lerinden
Kanitlar)
Topal, Oztiirk, Giiven ve Dijital pazarlama tezlerinin yillara, iniversitelere,
Eren (2025) liniversite tiirlerine, enstitiilere, ana bilim dallarina,
konulara, ydntemlere ve anahtar kelimelere gore
Tiirkiye dagilim
Bibliyometrik analiz
Dijital pazarlama konulu Calismada, dijital pazarlama alanindaki lisansiistii
lisansiistii tezlerin tezlerin ¢ogunlukla yiiksek lisans diizeyinde, vakif
bibliyometrik analizi iniversitelerinde ve isletme ana bilim dalinda

yogunlastig1 belirlenmistir. Bulgular, tez sayisinin
2012’den itibaren arttigini1 ve en yiiksek yogunlugun
2022°de gorildiginti  gostermektedir.  Ayrica
alanda nicel ve anket temelli ¢aligmalarin baskin
oldugu; nitel, disiplinler aras1 ve farkli sektorlere
yonelik  arastirmalarmm  ise  smirli  kaldig
vurgulanmigtir.

Tabloda 6zetlenen ¢alismalar, dijitallesmenin isletmelerin
tutundurma  politikalarint ~ 6nemli  dlglide  doniistiirdiigii
goriilmektedir. Ozellikle sosyal medya, e-posta pazarlamasi,
icerik pazarlamasi ve veri temelli dijital uygulamalar; igletmelerin
hedef kitleye ulasma, miisteriyle etkilesim kurma, marka
farkindalig1 olusturma ve tutundurma faaliyetlerini Slgiilebilir
hale getirme siireclerinde 6ne c¢ikmaktadir. Bununla birlikte,
dijitallesmenin etkisinin sektor, hedef kitle yapisi, icerik tiirli ve
isletmenin  dijital uyum kapasitesine gore farklilastig:
anlagilmaktadir. Bu gercevede, bir sonraki boliimde literatiirde
one ¢ikan ortak bulgular ve degerlendirmeler ele alinacaktir.

4. BULGULAR VE DEGERLENDIRME

Literatirde yer alan c¢aligmalar genel olarak
degerlendirildiginde, dijitallesmenin isletmelerin tutundurma
politikalarinda 6nemli bir doniisiim yarattigi goriilmektedir.
Geleneksel tutundurma araglarinin yerini giderek daha fazla
sosyal medya, e-posta pazarlamasi, icerik pazarlamasi, gevrimigi
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reklamcilik  ve veri temelli dijital iletisim uygulamalar
almaktadir. Bu doniisiim, isletmelerin hedef kitlelerine daha hizli,
daha diisiik maliyetle, daha esnek ve daha etkilesimli bigimde
ulagmasini miimkiin kilmaktadir. Ozellikle dijital kanallarin
Olciilebilir yapisi, isletmelere kampanya sonuglarini izleme, hedef
kitle davraniglarini analiz etme ve tutundurma stratejilerini
giincelleme avantaj1 saglamaktadir.

Incelenen ¢alismalar, sosyal medyanin dijital tutundurma
politikalarinin en goriiniir ve en etkili araglarindan biri haline
geldigini gostermektedir. Sosyal medya platformlar1 sayesinde
isletmeler yalnizca {iriin ve hizmetlerini tanitmakla kalmamakta;
ayni zamanda tiiketicilerle dogrudan etkilesim kurabilmekte, geri
bildirim toplayabilmekte, marka farkindaligini artirabilmekte ve
miisteri iliskilerini  giiclendirebilmektedir. Ozellikle kriz
donemlerinde sosyal medya kullanimmin arttii, diizenli ve
stratejik paylagimlarin goriiniirliik ile etkilesimi destekledigi
goriilmektedir. Bu durum, dijitallesen diinyada tutundurma
faaliyetlerinin tek yonlii mesaj iletiminden c¢ikarak karsilikli
iletisim ve iliski yOnetimi boyutu kazandigini gostermektedir.
Bunun yaninda bazi ampirik c¢alismalar, dijital ve geleneksel
tutundurma faaliyetlerinin yalnizca tiiketici davraniglari lizerinde
degil, ayn1 zamanda isletme performansi iizerinde de etkili
oldugunu ortaya koymaktadir.

Literatiirde one ¢ikan bir diger bulgu, dijital tutundurma
politikalarinin basarisinda igerik yapisinin ve hedef kitle
uyumunun belirleyici oldugudur. Ozellikle e-posta pazarlamast
ve icerik pazarlamasi iizerine yapilan calismalar, bilgi odakl,
kisa, dikkat cekici, kullaniciya deger sunan ve kisisellestirilmis
iceriklerin daha etkili oldugunu ortaya koymaktadir. Reklam
icerikli mesajlarin cogu zaman daha az ilgi gordiigii; buna karsilik
bilgi veren, fayda sunan ve kullanici beklentilerine uygun
iceriklerin daha yiiksek okunma ve etkilesim diizeyi yarattigi
anlagilmaktadir. Bu sonug, dijitallesen tutundurma politikalarinda
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yalnizca kanal seciminin degil, iletilen mesajin niteliginin de
stratejik onem tasidigini gostermektedir.

Calismalar ayrica, hedef kitlenin 6zelliklerine gore farkl
tutundurma araglarinin ve igerik bigimlerinin 6ne ¢iktigini
gostermektedir. Ozellikle Z kusagi gibi dijital mecralar1 daha
yogun kullanan tiiketici gruplarinda geleneksel reklam araclarinin
etkisinin zayifladigi; buna karsilik dijital, hizh, gorsel ve
etkilesimli iceriklerin daha fazla dikkat ¢ektigi belirlenmistir. Bu
durum, isletmelerin tutundurma politikalarini standart ve tek tip
bicimde degil; hedef kitlenin yas, dijital alisgkanlik, medya
kullanim1 ve beklenti yapisina gore farklilastirmasi gerektigini
ortaya koymaktadir. Bagka bir ifadeyle, dijitallesen diinyada
basarili bir tutundurma politikasi, ancak dogru hedef kitleye
dogru igerik ve dogru kanal ile ulasilmasi halinde etkili
olabilmektedir.

Bunun yaninda, dijitallesmenin isletmelere yalnizca
firsatlar sunmadig1, ayni zamanda bazi sinirliliklar ve zorluklar da
getirdigi gorilmektedir. Literatiirde dijital beceri eksikligi, siber
giivenlik riskleri, yanlis hedefleme, yogun rekabet, igerik iiretim
baskisi, dijital yorgunluk ve tiiketici dikkatinin dagimik yapisi
onemli sinirliliklar arasinda yer almaktadir. Ozellikle kiigiik ve
orta Olcekli isletmeler agisindan dijital doniisiimiin etkili bi¢imde
yiriitiilebilmesi i¢in yalnmzca dijital araglara erisim yeterli
olmamakta; bunun yaninda yonetsel farkindalik, stratejik
planlama, hedef kitle analizi ve dijital okuryazarlik da
gerekmektedir. Bu nedenle dijitallesme, sadece teknik bir yenilik
degil; ayn1 zamanda yonetsel, kiiltiirel ve stratejik bir doniisiim
stireci olarak degerlendirilmelidir.

Genel olarak degerlendirildiginde, dijitallesen diinyada
isletmelerin tutundurma politikalarinin daha Olgiilebilir, daha
etkilesimli, daha hedef odakli ve daha stratejik bir yapiya
kavustugu sdylenebilir. Sosyal medya, e-posta pazarlamasi, igerik
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pazarlamas1 ve diger dijital araglar sayesinde isletmeler hedef
kitleleriyle daha giiclii baglar kurabilmekte, marka bilinirligini
artirabilmekte, miisteri sadakatini destekleyebilmekte ve rekabet
avantaji elde edebilmektedir. Ancak bu avantajlardan etkili
bicimde yararlanabilmek i¢in isletmelerin dijital araglar1 bilingli
secmesi, hedef kitlesini dogru analiz etmesi, igeriklerini stratejik
bicimde tasarlamasi ve dijital doniisiimii biitlinciil bir pazarlama
anlayisi icerisinde ele almasi gerekmektedir.

5. SONUC

Bu c¢alismada, dijitallesen diinyada isletmelerin
tutundurma politikalarmin nasil doniistiigli literatiir taramasi
temelinde incelenmistir. Elde edilen bulgular, dijitallesmenin
isletmelerin hedef kitleleriyle iletisim kurma bigimlerini 6nemli
olgiide degistirdigini gdstermektedir. Ozellikle sosyal medya, e-
posta pazarlamasi, igerik pazarlamasit ve veri temelli dijital
uygulamalar, geleneksel tutundurma araclarina kiyasla daha hizli,
daha 6lciilebilir, daha diisiik maliyetli ve daha etkilesimli firsatlar
sunmaktadir. Bu durum, dijitallesmenin tutundurma politikalarini
yalnizca aragsal diizeyde degil, ayn1 zamanda stratejik diizeyde
de yeniden sekillendirdigini ortaya koymaktadir.

Literatiirde one ¢ikan c¢alismalar, dijital tutundurma
politikalarinin bagarisinda yalnizca dijital araglarin varliginin
yeterli olmadigini, bu araglarin dogru hedef kitleye, dogru
icerikle ve wuygun platformlar {izerinden ulastirilmasinin
belirleyici oldugunu gostermektedir. Sosyal medya kullaniminin
etkilesim, goriniirliik ve marka farkindalig iizerindeki olumlu
etkileri; e-posta pazarlamasinda icerik tiirii, konu satir1 ve
kisisellestirmenin Onemi; icerik pazarlamasinda ise giliven,
sadakat ve miisteri etkilesimi olusturma kapasitesi bu doniisiimiin
temel goOstergeleri arasinda yer almaktadir. Bu c¢ergevede
dijitallesme, isletmelere yalnizca tanitim yapma imkani
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sunmamakta; ayn1 zamanda miisteriyle siirekli temas kurma, geri
bildirim toplama, beklentileri analiz etme ve buna gore strateji
gelistirme firsat1 da vermektedir.

Bununla birlikte, dijitallesmenin isletmeler i¢in yalnizca
firsatlardan ibaret olmadigi da goriilmektedir. Dijital beceri
eksikligi, siber gilivenlik sorunlari, yogun rekabet, bilgi kirliligi,
yanlis hedefleme ve tiiketici dikkatinin pargalanmis yapis1 gibi
unsurlar,  dijital  tutundurma  politikalarinin  etkisini
smirlayabilmektedir. Ozellikle kiigiik ve orta 6lgekli isletmeler
acisindan dijital araglarin etkili bigcimde kullanilabilmesi;
teknolojik altyapi, yonetsel farkindalik, stratejik uyum ve hedef
kitle analizi gibi unsurlara baglhdir. Bu nedenle dijitallesmenin
basarili bir bi¢cimde yonetilebilmesi icin isletmelerin dijital
doniistimii yalnizca teknik bir yenilik olarak degil, biitiinciil bir
pazarlama ve yOnetim siireci olarak ele almas1 gerekmektedir.

Sonu¢ olarak, dijjitallesen diinyada isletmelerin
tutundurma politikalar1 daha esnek, daha hedef odakli, daha
etkilesimli ve daha Ol¢iilebilir bir yapiya kavusmustur.
Isletmelerin rekabet avantaji elde edebilmesi, marka bilinirligini
artirabilmesi ve miisteriyle giliclii iliskiler kurabilmesi icin dijital
mecralar stratejik bicimde kullanmasi gerekmektedir. Gelecekte
yapilacak caligsmalarda ise dijital tutundurma politikalarinin farkl
sektorler, farkli tiiketici gruplar1 ve farkli dijital platformlar
tizerindeki etkilerinin ampirik aragtirmalarla daha ayrintilh
bicimde incelenmesi literatiire 6nemli katkilar saglayacaktir.
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TUKETICI SATIN ALMA NiYETININ
ACIKLANMASINDA INSANSI YAPAY ZEKA
SOHBET BOTLARININ ROLU: PLANLI
DAVRANIS TEORISi KAPSAMINDA BiR
INCELEME

Tugba YEGIN'?

1. GIRIS

Dijital ¢agmn  gelisimiyle birlikte yapay zeka
teknolojilerinin, 6zellikle sohbet robotlarinin, c¢esitli is
siireclerinde insan emeginin yerini alabilecegi belirtilmektedir
(Letheren vd., 2020). Son yillarda yapay zekanin insan dilini
anlama ve kendi kendine Ogrenme yetene8i gelistikce,
dijitallesme siireci de ¢ok hizlanmisti. Bu durum, hem
isletmelerin miisteri iligkileri yonetiminde hem de tiiketicilerin
bilgiye erisim ve karar alma siireglerinde énemli degisimlere yol
agmustir. Ozellikle ChatGPT, Gemini ve Claude gibi iiretken
yapay zekd sistemlerinin yayginlagmasi, sohbet botlarinin
yalnizca bilgi saglayan araglar olmaktan ¢ikip, ayni zamanda
etkilesim kurabilen, 6neride bulunabilen ve kullanici deneyimini
kisisellestirebilen sistemlere doniismesini saglamustir. Yapay zeka
sohbet botlar1 markalar ile tiiketiciler arasindaki iletisimi daha
hizli, siirekli ve etkilesimli hale getirmektedir. Bu sistemlerin
tiketicilerin iiriin ve hizmetler hakkinda bilgi edinmesini
kolaylastirdig1, ayni zamanda satin alma siirecinde rehberlik
ederek karar vermelerini etkiledikleri dngdriilmektedir. Ozellikle

1 Dr. Ogr. Uyesi Tugba Yegin, Isletme Boliimii, Isletme Fakiiltesi, Karabiik

Universitesi, Karabiik, Tiirkiye. ORCID: 0009-0005-2482-8173.
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kisisellestirilmis Oneriler ve anlik geri bildirimler, tiiketicilerin
marka ile kurdugu iligkiyi daha gii¢lii ve giiven temelli bir yapiya
doniistiirmektedir.  Literatiirde  giivenin, Ozellikle dijital
ortamlarda tiiketici kararlarim1  sekillendiren en Onemli
degiskenlerden biri oldugu vurgulanmaktadir. Insan ve sohbet
robotlar1 arasindaki etkilesimlerde, sistemin dogru ve giivenilir
bilgi sunmasi kullanici giivenini dogrudan etkileyen 6nemli bir
unsurdur (Yagoda ve Gillan, 2012). Yapay zeka chatbotlarinin
tilketici giliveni ve satin alma niyetini etkisinin incelenmesi
gerekli arastirma alan1 olarak 6ne ¢ikmaktadir.

Son zamanlarda giincelligini ve popilerligini tiim
alanlarda koruyan bir aragtirma konusu olan yapay zeka sohbet
botlarinin tiiketici davranis1 literatiiriinde genellikle teknoloji
kabulii, kullanim kolayligi ve hizmet kalitesi degiskenleriyle
birlikte ele alinmaktadir. Oysaki, tiiketicilerin degerlendirmeleri
ve davraniglariyla baglantili olan yapay zeka sohbet botlarinin
bilissel ve davranigsal sonuglarini inceleyen ¢alismalarin
smirliligt devam etmektedir. Biligsel ve davranigsal siireg
calismalarinda yogun olarak kullanilan Planli Davranis Teorisi
(PDT) ile chatbotlarin tiiketici satin alma niyetinin incelenmesine
yonelik  kavramsal  O6neri ve  model  simirliliklar
gozlemlenmektedir. Dahasi, antropomorfizm algisi, gliven ve
PDT degiskenlerini birlikte ele alan modeller gelismemistir. Gibi
yeni nesil Uretken yapay zeka sistemlerinin (ChatGPT, Gemini ve
Claude) tiiketici davraniglar1 iizerindeki roliinii inceleyen
calismalar heniiz gelisim asamasindadir. Literatiirde sohbet
botlarinin satin alma niyetine etkisi incelenmis, inceleniyor olsa
da, s6z konusu iligkilerin hangi psikolojik mekanizmalar
aracilifiyla ortaya ¢iktig1 konusunda teorik katkilar yetersizdir.

Calisma, s6z konusu sinirliliklart gidermek iizere insansi
yapay zekd sohbet botlarinin tiiketicilerin satin alma niyetleri
tizerindeki etkisini PDT cercevesinde antropomorfizm algisi,
guven ve PDT degiskenlerini birlikte ele alan kavramsal bir
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model 6nerisinde bulunarak literatiir bosluklarina katki saglamay1
amaclamaktadir. Bu kapsamda, yapay zeka sohbet botlarinin
algilanan insansilik diizeyinin tiiketici giiveni ve satin alma niyeti
tizerindeki etkisi teorik olarak ele alinmakta ve bu iliskilerin
PDT’nin temel bilesenleri ile birlikte degerlendirilmesi
amaglanmaktadir. Bu calismanin amaci, insansit 6zelliklere sahip
yapay zekd sohbet botlarmin tiiketicilerin satin alma niyeti
tizerindeki etkisini PDT c¢ercevesinde incelemektir. Calismada,
tiiketicilerin yapay zeka sohbet botlarini ne 6l¢iide insan benzeri
algiladiklarinin ~ tutum, giiven, 6znel norm ve algilanan
davranigsal kontrol gibi degiskenler {izerindeki etkileri ele
alinmakta; bu degiskenlerin satin alma niyetini nasil
sekillendirdigi aciklanmaya ¢aligilmaktadir.

2. KAVRAMSAL CERCEVE

Bu bolim  gozlemlenen literatiir  bosluklarinin
giderilmesine  yonelik  gegmis  arastirmalarin  biitiinciil
incelenmesini igcermektedir.

2.1. Yapay Zekéa ve Sohbet Botlar:

Yapay zeka, insan benzeri problem ¢dzme yeteneklerini
bilgisayar sistemlerine kazandirmak amaciyla algoritmalardan
yararlanarak akilli sistemler gelistiren bir ¢alisma alani olarak
degerlendirilmektedir (Bag vd., 2021; McCarthy, 2022, s. 2).
Yapay zeka bir¢ok alanda ¢esitli gérevleri yerine getiren insanlari
duygusal ve mantik yoniinde etkileyebilen bir ara¢ haline
gelmektedir. Yapay zeka, insanin problem ¢6zme ve karar verme
yeteneklerini algoritmalar yoluyla makinelere kazandirmayi
amaclayan bir bilim dahdir ve bu sayede bilgisayarlarin akill
davraniglar sergilemesi hedeflenmektedir (Minsky 1995°ten akt.
Keles, Keles, & Akgetin, 2017). ChatGPT, insans1 yanitlar
verebilmesi nedeniyle kisa siirede dikkati lizerine ¢ekebilmistir.
Gilinlimiizde bir¢cok insanin telefonunda bulunan uygulama her
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alanda  caligabilmesi ve  duygusal olarak insanlar
destekleyebilmesi nedeniyle en ¢ok duyulan uygulamalardan biri
haline gelmektedir.

2.2. insansi yapay zeka sohbet botlar

Insans1 yapay zeka sohbet botlari, insanlarla dogal ve akici
bir iletisim kurabilen, insan benzeri 6zellikler tasiyan yapay zeka
sistemleridir. Sohbet robotlar1 ayni zamanda diisiik maliyetli
¢Oziimler sunmalari, kullanicilarla uzun  siireli  iliski
kurabilmeleri, miisteri etkilesimini giiglendirmeleri ve ¢ok dilli
hizmet verebilmeleri nedeniyle dikkat ¢eken teknolojiler arasinda
yer almaktadir (Trappey vd., 2018; Hong vd., 2019). Bu botlar,
dogal dil isleme ve makine 6grenmesi teknolojileri sayesinde
kullanicilarin ~ sorularin1  anlayabilmekte, uygun yanitlar
tiretebilmekte ve kisisellestirilmis etkilesimler sunabilmektedir.
Insan benzeri dil kullanimi, empati ifadeleri ve sohbet akismi
siirdlirebilme yetenekleri, kullanicilarin bu sistemleri daha
samimi ve giivenilir algilamasina katki saglamaktadir. Ozellikle
misteri hizmetleri, e-ticaret ve dijital pazarlama alanlarinda
yaygin olarak kullanilan insans1 sohbet botlari, tiiketicilerin bilgi
edinme, {riin degerlendirme ve satin alma karar siireglerinde
stratejik rol Ustlenmektedir.

2.3. Planh Davrams Teorisi

Planli Davranis Teorisi (PDT), bireylerin belirli bir
davranig1 gerceklestirme niyetlerini ve bu niyetlerin davranisa
nasil dontistiiglinii agiklamak amaciyla Ajzen (1991) tarafindan
gelistirilmistir. PDT, 6zellikle tiiketici davranislarini agiklamada
yaygin olarak kullanilmaktadir. Tiiketicilerin bir {irtinii satin alma
niyetleri, iirline yonelik tutumlari, g¢evrelerinden algiladiklar
sosyal baski ve satin alma davranisini gergeklestirebileceklerine
yonelik algilar1 dogrultusunda sekillenmektedir. Bu nedenle teori,
satin alma niyetinin agiklanmasinda gii¢lii bir kuramsal temel
sunmaktadir (Kocagdz ve Dursun, 2010). Sonug¢ olarak, Planl
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Davranig Teorisi, bireylerin davraniglarini yalnizca istek ve
tutumlariyla degil, ayn1 zamanda sosyal ¢evreleri ve davranig
tizerindeki kontrol algilartyla birlikte ele alan kapsamli bir
yaklagim olarak goriilmektedir. Bu 06zelligi sayesinde tiiketici
davraniglar1 ve satin alma niyeti arastirmalarinda en sik kullanilan
teorilerden biri olarak kabul edilmektedir. Arastirmalar, algilanan
davranigsal kontrol ile bireylerin davranigsal niyetleri arasinda
anlamli bir iliski oldugunu ortaya koymaktadir (Ajzen ve
Madden, 1986). Ozellikle teknoloji kullanimi ve cevrimigi
aligveris gibi teknik bilgi ve beceri gerektiren davraniglarda
algilanan davranigsal kontroliin etkisi daha belirgin hale
gelmektedir (Kokkinaki, 1999). Bu nedenle teori, bireylerin
yalnizca ne diisiindiiklerini degil, ayni zamanda davranisi
gerceklestirebilecek yeterlilige sahip olup olmadiklarina iligkin
algilarin1 da dikkate almaktadir.

2.4. Tiiketici Satin Alma Niyeti

Satin alma niyeti, tiiketici davranislarii anlamada ve
gelecekteki satin alma davramiglarini 6ngormede literatiirde
merkezi bir konuma sahiptir. Genel olarak satin alma niyeti, bir
tilkketicinin belirli bir tirlinii veya markay1 satin alma yoniindeki
egilimini, istekliligini ve planin ifade etmektedir. Bu kavram,
tilketicilerin ~ gelecekte  gerceklestirecekleri  satin  alma
davraniglarinin 6nemli bir gostergesidir. Nitekim Zeithaml vd.
(1996) satin alma niyetinin tiiketici davraniglarinin tahmin
edilmesinde ©6nemli bir degisken oldugunu belirtmektedir.
Literatiirde satin alma niyeti, tliketicinin belirli bir zaman
diliminde belirli bir markaya ait iirlinii satin alma olasilig1 ve plani
olarak da tanimlanmaktadir. Aragtirmalar, satin alma niyetinin
bircok  psikolojik ve g¢evresel faktdrden etkilendigini
gostermektedir. Tiiketicilerin iiriin veya markaya yonelik olumlu
tutumlari, marka baglilig1 ve giiven diizeyleri satin alma niyetini
artiran temel unsurlar arasinda yer almaktadir. PDT ¢ergevesinde
gerceklestirilen calismalar, tutum, 6znel norm ve algilanan
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davranigsal kontroliin satin alma niyetini anlamli sekilde
etkiledigini ortaya koymaktadir. Bunun yaninda marka
farkindaligi, reklam degeri, web sitesi kalitesi, tiiketici gliveni ve
algilanan risk gibi faktorlerin de satin alma niyeti tizerinde etkili
oldugu goriilmektedir. Ozellikle ¢evrimici alisveris ortamlarinda
giivenin artirillmasi, algilanan riskin  azaltilmasina katki
saglayarak tiiketicilerin satin alma niyetlerini gliglendirmektedir.

3. INSANSI YAPAY ZEKA SOHBET BOTLARI VE
SATIN ALMA NIiYETI ILISKiSi

3.1. Insansihk (Antropomorfizm) Algist

Antropomorfizm, insanlara 6zgii 6zelliklerin, duygularin
ve davranig bigimlerinin insan disindaki nesnelere, teknolojilere
veya sistemlere atfedilmesi olarak tanimlanmaktadir (Epley vd.,
2007; Cheng vd., 2022). Tiiketici davranislar1 baglaminda
antropomorfizm, bireylerin irilinler, markalar ve dijjital
teknolojilerle daha gii¢lii baglar kurmasina katki saglayan 6nemli
bir psikolojik mekanizma olarak degerlendirilmektedir. Aggarwal
& McGill (2012)’e gore tiiketiciler, insan benzeri ozellikler
tastyan nesnelere karsi daha fazla yakinlik hissedebilmekte ve bu
durum karar verme siireglerini etkileyebilmektedir. Yapay zeka
destekli  sohbet robotlarmin  yayginlasmasiyla  birlikte
antropomorfizm kavrami dijital hizmetler alaninda daha fazla
onem kazanmistir. Antropomorfik sohbet robotlari, insan benzeri
sOzlii veya sozsiiz 6zelliklerle donatilan ve kullanicilar tarafindan
sosyal bir aktor olarak algilanabilen dijital ajanlar olarak
tanimlanmaktadir (Ventura & Karabasak, 2024). Bu sistemlerde
kullanilan isimler, konusma bigimi, ses tonu ve kisilik 6zellikleri
gibi unsurlar, kullanicilarin teknolojiyle daha dogal ve samimi bir
iliski kurmasma yardimeci olmaktadir (Moussawi vd., 2021).
Literatiirde antropomorfizmin bireylerin sosyal bag kurma
ihtiyacini destekleyen bir siire¢ oldugu belirtilmektedir. Epley vd.
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(2008), antropomorfizmi insanlarin sosyal baglanti kurma
gereksinimlerini karsilayan temel psikolojik mekanizmalardan
biri olarak degerlendirmektedir. Benzer sekilde Wang (2017),
antropomorfik 6zelliklerin bireylerin sosyal beklentilerini tatmin
etmelerine katki sagladigini ifade etmektedir. Bu nedenle sohbet
robotlarinda yer alan insansi 6zellikler, kullanicilarin sistemi
yalnizca teknik bir ara¢ olarak degil, ayn1 zamanda etkilesim
kurulabilen sosyal bir varlik olarak algilamasina olanak
tanimaktadir. Arastirmalar, sohbet robotlarinda kullanilan insan
benzeri tasarim unsurlarinin tiiketici deneyimini olumlu yonde
etkiledigini gostermektedir. Araujo’ya (2018) gore antropomorfik
ipuglari, hizmet karsilasmalarinda kullanicilarin daha giiglii
duygusal baglar gelistirmesine olanak saglamaktadir. Ayrica
chatbotlarda kullanilan insan benzeri dil, kisisel isimler ve
davranis kaliplar1 etkilesimleri daha dogal hale getirerek tiiketici
algilarin1 olumlu yonde etkileyebilmektedir (Sun vd., 2024). Bu
durum kullanicilarin teknolojiye yonelik benimseme egilimlerini
de artirmaktadir. Antropomorfik 6zelliklerin bir diger 6nemli
sonucu ise kullanmim kolayligi algisidir. Insan davranislarini taklit
eden sohbet robotlari, kullanicilar tarafindan daha anlasilir ve
erigilebilir olarak degerlendirilmektedir. Bu dogrultuda Sheehan
(2020), sohbet robotlarmin sahip oldugu insans1 6zelliklerin
artmasmin kullanicilarin  bu teknolojileri benimseme hizini
yiikselttigini belirtmektedir. Benzer sekilde Lin vd. (2022),
antropomorfik 6zelliklerin miisteri deneyimini daha keyifli hale
getirdigini ve bu durumun sohbet robotlarinin kabuliinii
destekledigini vurgulamaktadir. Bununla birlikte antropomorfik
tasarimin basaril1 olabilmesi i¢in giiven ve seffaflik unsurlarinin
da dikkate alinmas1 gerekmektedir.

3.2.Insans1 Yapay Zeka Sohbet Botlar1 ve Planh
Davrams Teorisi Bilesenleri

Literatiirde  sohbet robotlarina  y6nelik  tutumun
olusumunda 6zellikle algilanan fayda, giiven, hizmet kalitesi ve
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kullanict deneyiminin 6nemli belirleyiciler oldugu goriilmektedir.
Arastirma  bulgular, kullanicilarin ~ sohbet  robotlartyla
gergeklestirdikleri etkilesim sonucunda genel olarak olumlu bir
tutum gelistirdiklerini ve aldiklar1 hizmetten memnun kaldiklarin
ortaya koymaktadir. Teknoloji Kabul Modeli kapsaminda
gerceklestirilen analizlerde algilanan faydanin sohbet robotlarini
kullanmaya yonelik tutumu anlamli ve pozitif yonde etkiledigi
belirlenmistir. Buna karsilik, algilanan kullanim kolayligi ve
algilanan risk degiskenlerinin tutum iizerindeki etkilerinin
istatistiksel olarak anlamli olmadig1 goriilmiistiir. Ayrica hizmet
kalitesinin tutumu olumlu yonde etkiledigi tespit edilmistir. Bu
bulgular, kullanicilarin sohbet  robotlarna  yonelik
degerlendirmelerinde islevsellik ve saglanan faydayi 6n planda
tuttuklarini gostermektedir (Bozkurt, 2020).

PDT kapsaminda 6znel norm, bireyin ¢evresindeki dnemli
kisi ve gruplarin beklentilerine iligkin algisini ifade etmektedir.
Incelenen calismalar, 6znel normun davranissal niyet iizerinde
etkili oldugunu gostermektedir. Ozellikle yol analizi sonuclarinda
Oznel normun tekrar ziyaret etme niyetini anlamli bigimde
etkiledigi belirlenmistir. Bu durum, bireylerin sohbet robotlarini
kullanma veya yeniden kullanma kararlarinda sosyal
cevrelerinden ve toplumdaki genel teknoloji kullanim
egilimlerinden etkilendiklerini gostermektedir. Bununla birlikte
sohbet robotlarmin yayginlasmasiyla birlikte sosyal kabul
diizeyinin artmasmim kullanicilarin  davranigsal egilimlerini
giiclendirdigi degerlendirilmektedir (Ajzen, 1991).

Algilanan davranigsal kontrol, bireyin belirli bir davranisi
gerceklestirebilme kapasitesine yonelik degerlendirmesini ifade
etmektedir. Literatiirde bu boyutun teknoloji  kullanim
davraniglariyla iligkili oldugu belirtilmesine ragmen, incelenen
calismalarda farkli sonuglara ulasilmistir. Bazi arastirmalarda
algilanan davranigsal kontroliin tekrar ziyaret etme niyeti
tizerinde anlamli bir etkisinin bulunmadig1 ve kontrol inanglarinin
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algilanan  davramigsal kontrolii yeterince acgiklayamadig:
goriilmiistiir. Buna karsin, sohbet robotlarinin kullanim sikliginin
miisteri memnuniyetini artirdigit  ve yogun kullanicilarin
etkilesim, giiven ve memnuniyet diizeylerinin daha yliksek
oldugu belirlenmistir. Bu durum, kullanom deneyiminin
artmasinin bireylerin davranis iizerindeki kontrol algisint dolayli
olarak giiclendirebilecegini gostermektedir (William vd., 2019).

Insans1  ozellikler veya antropomorfizm, sohbet
robotlarmin insan benzeri 6zellikler tasimasi ve kullanicilar
tarafindan sosyal bir aktor olarak algilanmasini ifade etmektedir
(Lukasik & Gut, 2025; Blut vd., 2021; Chaves & Gerosa, 2021;
Seeger vd., 2021; Pfeuffer vd., 2019; Araujo, 2018). Arastirma
sonuglar1 antropomorfizmin miisteri memnuniyetini pozitif
yonde etkiledigini gostermektedir (Zheng vd., 2023; Blut vd.,
2021; Toader vd., 2019; Araujo, 2018). Bununla birlikte,
kullanicilarin sohbet robotlarin1 gergek bir kisi gibi algilama ya
da onlarla sosyal bag kurma konusunda sinirli bir egilim
gosterdikleri goriilmektedir (Folk vd., 2024; Xygkou vd., 2024;
Guingrich & Graziano, 2023; Zheng vd., 2023; Brandtzaeg vd.,
2022; De Cicco vd., 2020). Antropomorfizm algisinin diisiik
diizeyde kalmasinin nedenleri arasinda empati eksikligi,
performans belirsizligi, gizlilik endiseleri ve gergek insanlarin
daha kaliteli hizmet sunduguna yonelik algilar yer almaktadir
(Pizzi vd., 2023; Blut vd., 2021; Ha vd., 2021; Troshani vd.,
2021).

Satin alma niyeti, tiiketicilerin bir {iriin veya hizmeti satin
almaya yonelik egilimlerini ifade eden 6nemli bir davranigsal
gostergedir. Literatiirde glivenin, ¢evrimici satin alma niyetinin
temel Dbelirleyicilerinden biri  oldugu  vurgulanmaktadir.
Tiiketicilerin bir isletmeye veya teknolojiye duyduklar1 giiven
arttikga satin alma davranigina yonelik olumlu tutumlarinin ve
davranigsal niyetlerinin de giiclendigi belirtilmektedir (Hong &
Cha, 2013; Bashir vd., 2018). Ayrica giivenin, ¢gevrimici aligveris
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sireclerinde  ortaya ¢ikabilecek belirsizlikleri azaltarak
tilketicilerin karar verme siireglerini  kolaylastirdig1 ifade
edilmektedir. Cevrimici ortamlarda tiiketicilerin satin alma
niyetlerini etkileyen bir diger unsur ise algilanan risk diizeyidir.
Aragtirmalar, giivenin tiiketicilerin risk algilarimi azaltici bir rol
iistlendigini ve bu sayede satin alma niyetini dolayli olarak
etkileyebildigini gostermektedir (McKnight vd., 2002). Ozellikle
cevrimi¢i aligverislerde yasanan giiven eksikligi, tiiketicilerin
satin alma kararlarmi1 olumsuz etkileyebilmekte; buna karsilik
gliven duygusunun gii¢lenmesi satin alma niyetinin artmasina
katk1 saglayabilmektedir. Bu nedenle giiven ve algilanan risk
kavramlar1 satin alma davranisinin agiklanmasinda birbiriyle
iligkili iki 6nemli degisken olarak degerlendirilmektedir. Sohbet
robotlar1 baglaminda ele alindiginda ise tiiketicilere sunulan
kisisellestirilmis hizmetler, hizl1 geri doniisler ve etkili problem
¢Ozme becerileri miisteri deneyimini iyilestirmekte, memnuniyet
diizeyini artirmakta ve satin alma niyetini olumlu yonde
etkileyebilmektedir. Yapilan c¢alismalar, sohbet robotlariyla
kurulan basarili etkilesimlerin tiiketicilerin markaya yonelik
tutumlarini gelistirdigini ve satin alma egilimlerini artirdigin
gostermektedir (Holzwarth vd., 2006). Bununla birlikte dogru,
giincel ve giivenilir bilgi sunan sohbet robotlarinin kullanici
giivenini artirdigi, bu durumun da miisteri memnuniyeti ve satin
alma niyeti Tlizerinde olumlu sonuglar dogurdugu ifade
edilmektedir (Prakash vd., 2023).

4. SONUC

Bu calismada, insansi yapay zeka sohbet botlarinin
tilketici satin alma niyeti iizerindeki rolii PDT c¢ergevesinde
degerlendirilmistir. Literatiirde  yer  alan  g¢alismalar
incelendiginde, sohbet robotlarnin yalnizca miisteri hizmetleri
siireclerini  kolaylastiran teknolojik araglar olmadigi, aym
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zamanda tliketicilerin tutumlarmi, giiven algilarini, etkilesim
deneyimlerini ve satin alma niyetlerini etkileyen 6nemli dijital
aktorler haline geldigi goriilmektedir. incelenen ¢alismalarin
ortak noktasi, yapay zeka destekli sohbet robotlarinin tiiketicilere
sagladig algilanan faydanin satin alma niyeti izerinde 6nemli bir
etkisinin bulunmasidir. Tiiketiciler, ihtiya¢ duyduklar1 bilgiye
hizli ulasabildiklerinde, sorunlarina ¢oziim alabildiklerinde ve
kisisellestirilmis Onerilerle karsilastiklarinda sohbet robotlarina
yonelik daha olumlu degerlendirmelerde bulunmaktadir. Bu
durum, Planli Davranis Teorisi'nin temel bilesenlerinden biri olan
tutum degiskeninin olusumuna katki saglamaktadir. Literatiirde
yer alan bulgular, sohbet robotlarindan algilanan faydanin
tlketicilerin teknolojiye yoOnelik olumlu tutum gelistirmelerini
destekledigini gostermektedir. Calismalardan elde edilen bir diger
onemli sonug, gliven unsurunun tiiketici davraniglar {izerindeki
belirleyici roliidiir. Sohbet robotlarmin dogru bilgi sunmasi,
kisisel verileri koruyacagma yonelik inan¢ olusturmasi ve tutarl
hizmet vermesi tiiketicilerin giiven diizeylerini artirmaktadir.
Giiven diizeyindeki artig ise hem miisteri memnuniyetini hem de
satin alma niyetini olumlu yonde etkilemektedir. Bu bulgu, yapay
zeka destekli sistemlerin basarisinda yalnizca teknik yeterliligin
degil, ayn1 zamanda psikolojik faktdrlerin de onemli oldugunu
gostermektedir. Arastirmalarda one c¢ikan bir diger degisken
antropomorfizmdir. Insan benzeri 6zellikler tasiyan sohbet
robotlar, tiiketiciler tarafindan daha sicak, samimi ve sosyal
olarak algilanabilmektedir. Her ne kadar mevcut calismalar
sohbet robotlarinin gercek insan etkilesimi diizeyine heniiz tam
olarak ulasamadigini ortaya koysa da, antropomorfik 6zelliklerin
tilketicilerin memnuniyetini, gliven algismi ve teknolojiye
yonelik olumlu tutumlarini artirdigi goriilmektedir. Ozellikle
dogal dil kullanimi, kisisellestirilmis iletisim, empati kurabilme
ve insansi iletisim bigimleri tiiketicilerin sohbet robotlarimni
benimsemelerinde  etkili  olmaktaduir. PDT  agisindan
degerlendirildiginde, sohbet robotlarinin tiiketicilerin satin alma
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niyetlerini etkileyen {i¢ temel unsur iizerinde etkili oldugu
soylenebilir. ilk olarak, tiiketicilerin sohbet robotlarma yonelik
olumlu deneyimleri davranisa  yonelik tutumlarini
giiclendirmektedir.  Ikinci  olarak, dijital  teknolojilerin
yayginlagsmas1 ve cevrimig¢i aligveris kiiltiiriinlin gelismesiyle
birlikte  tliketicilerin ~ sosyal  c¢evrelerinden  aldiklar
yonlendirmeler ~ ve  Oneriler satin  alma  niyetini
etkileyebilmektedir. Son olarak ise sohbet robotlarinin kullanim
kolaylig1 saglamasi, tiiketicilere zaman kazandirmasi ve aligveris
siirecini ~ kolaylastirmas1  algilanan  davranissal  kontrolii
destekleyerek satin alma niyetini artirabilmektedir. Literatiirdeki
bulgular genel olarak degerlendirildiginde, tiiketicilerin satin
alma niyetlerinin olusmasinda sohbet robotlarinin sundugu fayda,
giiven, etkilesim kalitesi ve antropomorfik 6zelliklerin 6nemli rol
oynadig1 goriilmektedir. Bununla birlikte, bazi c¢aligmalarda
kullanim kolaylig1 ve algilanan risk gibi degiskenlerin satin alma
niyeti iizerindeki etkisinin sinirl1 kaldig1 da tespit edilmistir. Bu
durum, tiiketicilerin yapay zeka teknolojilerini degerlendirirken
yalnizca teknik oOzelliklere degil, aynm1 zamanda deneyimsel ve
duygusal faktorlere de onem verdigini gostermektedir.

Sonu¢ olarak, insansi yapay zekda sohbet botlari,
tiiketicilerin satin alma niyetlerini agiklamada 6nemli bir unsur
olarak ortaya ¢ikmaktadir. Insan benzeri &zelliklerle desteklenen,
giiven veren, etkilesim diizeyi yiiksek ve tiiketicilere fayda
saglayan sohbet robotlarinin satin alma niyetini olumlu yonde
etkiledigi sOylenebilir. Bu nedenle isletmelerin yalnizca islevsel
ozelliklere sahip sohbet robotlar1 gelistirmek yerine, tiiketicilerle
sosyal bag kurabilen ve giiven olusturabilen insansi yapay zeka
uygulamalarma yonelmeleri rekabet avantaji saglayabilecektir.
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5. GELECEK ARASTIRMALAR iCIN ONERILER

Bu calisma, insansi1 yapay zeka sohbet botlarmin tiiketici
satin alma niyeti lizerindeki etkisini PDT g¢ercevesinde kavramsal
olarak degerlendirmistir. Elde edilen bulgular dogrultusunda
gelecekte gergeklestirilecek arastirmalar icin c¢esitli Oneriler
sunulabilir. Oncelikle bu calisma teorik ve literatiir temelli bir
inceleme niteligi tasidigindan, gelecekte yapilacak arastirmalarda
oOnerilen iliskilerin nicel yontemlerle test edilmesi 6nerilmektedir.
Ozellikle antropomorfizm algisi, giiven, tutum, 6znel norm,
algilanan davranigsal kontrol ve satin alma niyeti arasindaki
iliskiler yapisal esitlik modeli gibi ileri analiz ydntemleri
kullanilarak incelenebilir. Ikinci olarak, mevcut literatiiriin
onemli bir kismi geleneksel miisteri hizmetleri sohbet botlarina
odaklanmaktadir. ChatGPT, Gemini ve Claude gibi liretken yapay
zekd sistemlerinin tliketici davraniglar1 {izerindeki etkilerini
inceleyen arastirmalari artirilmasi literatiire onemli katkilar
saglayacaktir. Uciincii olarak, gelecekteki calismalarda giiven
degiskeninin yani sira algilanan dogruluk, algilanan seffaflik,
algilanan Ozgiinlilk, mahremiyet endisesi ve yapay zeka
farkindaligi gibi degiskenlerin de modele dahil edilmesi
onerilmektedir. Bu degiskenlerin satin alma niyeti iizerindeki
dogrudan ve dolayl etkileri daha kapsamli sonuglar ortaya
koyabilir. Dordiincii olarak, farkli yas gruplari, egitim diizeyleri
ve dijital teknoloji kullanim deneyimlerine sahip tiiketiciler
arasinda karsilagtirmali arastirmalar gerceklestirilebilir. Boylece
insanst sohbet botlarinin farkli tiiketici segmentleri iizerindeki
etkileri daha ayrintili bicimde ortaya koyulabilir. Uygulayicilar
acisindan degerlendirildiginde ise isletmelerin yalnizca bilgi
saglayan sohbet botlar1 gelistirmek yerine, tiiketicilerle dogal
iletisim kurabilen, giiven olusturan, seffaf ¢alisan ve insan benzeri
etkilesim sunan yapay zeka sistemlerine yatirim yapmalari
onerilmektedir. Ayrica tiiketicilerin  gizlilik ve gilivenlik
konusundaki endigelerini azaltacak uygulamalarm gelistirilmesi,
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yapay zeka destekli sistemlerin kabuliinli ve satin alma niyetini
artirabilecektir. Sonug olarak, tiretken yapay zeka teknolojilerinin
hizla gelistigi glinlimiizde insans1 sohbet botlariin tiiketici
davraniglar1 tizerindeki etkileri halen gelismekte olan bir
arastirma alanidir. Bu nedenle, konuya iliskin farkli teorik
yaklagimlarin ve ampirik calismalarin artirilmast literatiiriin
gelisimine 6nemli katkilar saglayacaktir.
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