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Oz

COVID-19 pandemisi, fiziksel magazalara erisimin kisitlanmasiyla ¢evrimici aligverisi zorunlu hale
getirerek tiiketici davramislarinda kayda deger degisimlere yol agmistir. Bu ¢alisma, pandemi 6ncesi ve
siirecinde cevrimigi aligveris davramslarini; alisveris sikligi, iiriin kategorileri, motivasyonlar ve
memnuniyet diizeyleri agisindan karsilastirmali olarak incelemektedir. 384 katilimciyla gerceklestirilen
cevrimici anketin verileri R programi ile analiz edilmis; Ki-kare testi, bagimsiz 6rneklem t-testi,
Spearman korelasyon ve Mann-Whitney U testi uygulanmistir. Bulgular, pandemi siirecinde aligveris
sikliginda anlamli bir artis oldugunu ve 6zellikle temel ihtiyag kategorilerine yonelimin belirginlestigini
gostermektedir. Ayrica, aligveris motivasyonlarinda fiyat ve kolayliktan saglik kaygist ve zorunluluga
dogru bir degisim gozlenmistir. Kadin katilimcilarin memnuniyet diizeylerinin erkeklere kiyasla daha
yiiksek oldugu bulunmustur. Elde edilen sonuglar, pandeminin tiiketici davramislari iizerindeki
etkilerini ortaya koyarak e-ticaret stratejilerine yonelik 6nemli ¢iktilar sunmaktadar.
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Abstract

The COVID-19 pandemic has significantly altered consumer behavior by making online shopping a
necessity due to restricted access to physical stores. This study comparatively examines online shopping
behaviors before and during the pandemic, focusing on shopping frequency, product categories,
motivations, and satisfaction levels. Data were collected through an online survey of 384 participants
and analyzed using the R programming language. Statistical methods including Chi-square test,
independent samples t-test, Spearman correlation, and Mann-Whitney U test were employed. The
findings indicate a significant increase in shopping frequency during the pandemic and a notable shift
toward essential product categories. Moreover, shopping motivations shifted from price and
convenience to health concerns and necessity. Female participants were found to have statistically
higher satisfaction levels than males. The results provide valuable insights into the impact of the
pandemic on consumer behavior and offer strategic implications for the e-commerce sector.
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