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Otomobil Seciminde Etkili Olan
Hedonik ve Rasyonel Yararlar
Demografik Faktorlere Gore Degisiklik
Gosteriyor Mu? Van lli Uygulamasi

Ozet

Bu calismanin amaci, sagladigi bir ¢cok fayda ile birlikte bir yatirrm araci olarak
da dusunilen ve dinyada ev disinda parasal olarak en genis hacimli satin alma
miktarini olusturan otomobilin segiminde tiketicileri harekete geciren rasyonel ve
hedonik yararlarin neler oldugu ve gudeleyici unsurlar olarak kabul edilen bu ya-
rarlara atfedilen 6nem diizeyinin tiketicilerin demografik 6zelliklerine gére farklilik
gOsterip gostermedigini belirlemektir. Bu dogrultuda ¢alismanin birinci béliminde
modern tiketim olgusunun degdisimi Gzerinde durulmus ayrica hedonik ve hazci
tiketim davranislari literatiir kapsaminda incelenmistir. Calismanin ikinci bélimun-
de tiketicileri glidileyen hedonik ve rasyonel yararlarin satin alma davraniglarina
etkisi demografik faktorler agisindan ele alinmistir. Arastirma Van'’ da yuritilen ve
236 kisilik bir drneklemden olugan saha galismasini igermektedir. Orneklem iize-
rinden elde edilen veriler one-way ANOVA ve t -testi ile incelenmigtir. Elde edilen
bulgulara gore, tiketicileri harekete gegiren rasyonel ve hedonik yararlar demogra-
fik faktorlere gore istatistiki agidan anlamli farkliliklar gdstermektedir.
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Do the Hedonic and Utilitarian Benefits that
Motivate the Consumers in Automobile Choices
Show Differences Related to Demographic

Factors? The Case of Van

Abstract

The purpose of this study is to determine what the utilitarian and hedonic benefits
that motivated the consumers in the selection of automobile that is considered
as an investment and that financially constitutes the largest volume-purchasing
amount after the dwelling purchase in the world. And whether the importance level
attributed to such benefits that are accepted as incentive factors differs in accor-
dance with the demographic factors? Accordingly, the focus has been placed on
the change of modern consumption phenomenon, and hedonic consumption be-
haviors have been studied within the scope of literature in this study. In the second
part of the study, the effect of hedonic and utilitarian benefits that motivated the
consumers on the purchasing behaviors in terms of demographic characteristics
has been examined. An empirical study was conducted in Van with 236 people.
Data was examined through t- test and ANOVA analysis. It was found that the effect
of hedonic and utilitarian benefits that motivated the consumers on the purchasing
behaviors showed significant differences in term of demographic characteristics
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