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Ozet

Kiiresellesen diinyada, firmalarin E-ticaret alaninda basarili olabilmeleri tutarli
stratejiler, yapilar ve sistemler gelistirebilmeleri, i¢ ve dis paydaslarinin ¢evresindeki
degisiklikleri takip edebilmelerine baghdir. Mevcut ve potansiyel miisterilerin,
firmalarin dis paydaslar olarak izlenmesi ve arastirilmasi 6nem arz eder hale gelmistir.
Bu arastirmada, E-ticaret yapan firma miisterilerinin satin alma karar siirecine yonelik
bilimsel temelli yaklasim ortaya c¢ikarmak, Avusturya’daki E-ticaret uygulamalarini
Tiirkiye’ye tasimak, Tiirkiye’deki E-ticaret uygulamalarini Avusturya’ya aktarmak ve
E-ticaretin gelisimine katki saglanmasi amaclanmaktadir. Bu amaca yonelik olarak E-
ticarette farkli {ilke vatandaslarinin satin alma karar siireci arasinda benzerlikler ve
farkliliklarin ortaya ¢ikarilmasi i¢in Ankara/Tiirkiye ve Salzburg/Avusturya bulunan 16
kadin E-ticaret kullanicistyla derinlikli miilakat yonetimi kapsaminda goriisiilmiistiir.
Fiyat uygunlugu, kullanmighlik, erisilebilirlik, hiz, rahatlik, kolaylik ve maliyet
boyutlarinda tiiketicilerin satin alma karar siireclerindeki benzerlikler ve farkliklar tespit
edilerek, E-ticaretin Tiirkiye’deki gelisimine yonelik dneriler sunulmustur.
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Abstract

In a globalized world, companies need to track the changes occur in their internal
and external stakeholders in order to develop consistent strategies, structures and
systems for success in e-commerce. Tracking and researching the existing and potential
customers and companies as external stakeholders has become very important. This
study aims to reveal a scientific approach about the purchasing decisions of e-commerce
companies’ customers, to carry the e-commerce applications in Austria to Turkey, to
transfer the e-commerce applications in Turkey to Austria and to contribute for the
development of e-commerce. To achieve this, in-depth interviews were conducted with
16 female e-commerce users in Ankara/Turkey and in Salzburg/Austria to reveal the
similarities and differences between the purchasing decision processes of different
countries’ citizens. Similarities and differences in the purchasing decision processes of
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customers were determined for the dimensions of price compatibility, practicality,
accessibility, speed, comfort, convenience and cost and suggestions are offered for the
development of e-commerce in Turkey.
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