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Ozet

Tiiketiciler farkli amagclarla ve farkli ihtiyaglarimi karsilamak igin alis veris
yaparlar. Alis veris sonrasinda ise bazen dis faktorlerin etkisi bazen de duygusal
nedenlerden dolay1 pigsmanlik duyabilmektedirler. Bu aragtirmada tiiketicilerin alig
verigleri sonrasinda yasadiklar1 pismanliklart incelenmeye ¢alisilmistir. Hem
pismanligin nedenleri hem de tiiketicilerin pismanligin giderilmesine iliskin tepkileri
incelenmistir. Bu amacla hazirlanan anket formu Adiyaman’da cevaplamaya goniillii
olan kisilere uygulanmigtir. Caligmanin evrenini Adiyaman merkez ilgesi
olusturmaktadir. Kolayda orneklem yontemi ve betimsel tarama modeliyle veriler
toplanmistir. Uygulama sonucunda gegerli 314 anket formu elde edilmistir. Veriler
istatistiki analizlere tabi tutulmustur ve sonugcta tiiketicilerin alig veris sonrasinda fiyat
indirimi oldugunu gordiiklerinde pisman olduklar1 goriilmiistiir. Pismanlik sonucunda
en c¢ok gosterdikleri tepkiler o magazadan alis veris yapmaktan vazge¢me ve
cevreleriyle bu durumu paylagsma seklinde olmustur. Tiiketicilerin yaslari, cinsiyetleri,
medeni halleri ve egitimleri pismanlik duyulan konularda ve pigsmanhiga iliskin
tepkilerinde anlamli farliliklar oldugu da goriilmiistir. Bu ¢alisma sonucundan
perakende satis yapan isletmelerin faydalanmasi beklenmektedir.
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Abstract

Consumers engage in purchasing activities for meeting their needs or for various
other purposes. They might sometimes experience regret after a purchase either due to
external factors or emotional reasons. This study attempts to analyze post-purchase
consumer regret and investigates the reasons for regret as well consumers’ coping
responses in the face of regret. A questionnaire prepared to that end was administered
to volunteers in Adiyaman. The universe of the study was the central district of
Adiyaman. Data were gathered by means of convenience sampling method and
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descriptive survey model. As a result, 314 valid questionnaire forms were returned.
Statistical analyses were performed on the data and it was revealed that consumers
experience regret if prices go down after their purchases. Most of the time, they either
give up purchasing from that certain store or share this experience with friends and
family in response to such regret. Furthermore, it was found out that the reasons and
relevant responses to regret vary considerably depending on age, gender, marital status
and level of education. Retailers are expected to utilize the results of the current study.
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