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Ozet

Bazi tuketiciler icin aligveris merkezlerinde temel birtakim ihtiyaglarin gideriimesinden ibaret
olan aligveris eylemi, pek cok tiketici i¢in aligveristen haz alinmasina gerek duyulan, eglence
temelli aligverise diger bir ifadeyle rekreatif aligverise donusmdstir. Rekreatif Alisveris,
bireylerin bog zamanlarini degerlendirme amacli yaptidi aligveris surecini, i¢csel tatmin ve haz
duymak, eglenceli deneyimler yasamak icin gecirdigi, ekonomik aligveristen farkh bir aligveris
bicimidir. Bu calismada; (1) aligsveris merkezi tlketicilerinin rekreatif aligveris egilimlerinin
boyutlarini ortaya ¢gikarmak ve (2) rekreatif aligverisin boyutlarini dogru olarak élgen bir élgegin
gelistiriimesi amagclanmigtir. Aragtirmanin evrenini, istanbul ili sinirlari igerisindeki aligverig
merkezlerindeki aligveris tliketicilerinden olugsmaktadir. Veri derlemede karsilagilan zaman ve
maliyet kisitlar nedeniyle, arastirmanin bir 6rneklem Uzerinde yuritilmesi tasarlanmistir.
Aragtirmada hem nitel hem de nicel arastirma ydéntemleri kullaniimigtir. Arastirmanin nitel
kisminda odak grup gorusmeleri ve derinlemesine gérusmeler yer almaktadir. Arastirmanin
nicel kisminda ise tanimlayici istatistikler ve Acimlayici Faktér Analizinden yararlaniimistir.
Elde edilen veriler SPSS 16.0 paket programinda analiz edilmistir. Gelistirilen 6lgegin faktor
boyutlari “Duygusal Deneyimler”, “Hedonik Alisveris®, “Kesfetme/Macera Algverisi”, “Sosyal
Amach Aligveris” ve “Firsat Aligverisi”dir. Arastirma bulgularina gore rekreatif aligverisi en iyi
temsil eden iki degiskenin “Duygusal Deneyimler” ve “Hedonik Aligveris” oldugu ortaya
cikmigtir.

Anahtar Kelimeler: Alsveris Merkezleri (AVM), Rekreatif Aligveris, Rekreatif Alisverig
Boyutlari.

Abstract

For most customers, shopping in a shopping mall which is just made up of the act of
purchasing basic needs for some customers has become an activity for many that is
entertainment-based and must be enjoying which is in other words; recreational. Recreational
shopping is different to the process of shopping that people do to spend their free time, to have
intrinstic satisfaction, to feel pleasure and experience enjoyful time. In this study, the overall
goal is firstly to reveal customers’ tendency to recreational shopping and secondly to develop a
scale that measures the dimensions of recreational shopping activity. Population of study
consists of consumers in shopping centers in istanbul. Because of the time and cost
deficiencies, encountered in data collection, study has been designed to be performed not on
the entire population but on sample. The research makes use of both qualitative and
guantitative research techniques. The focus group interview and an in-depth interview will take
place in qualitative part of the research. Descriptive statistics and exploratory factor analysis
was used in the quantitative part of the study. Datas are analyzed in SPSS 16.0 pack.
Dimensions of factor of the developed scale are “Emotional experiences”, “Hedonic shopping”,
“Exploring/Adventure Shopping” and “Social Shopping” and “Value Shopping”. As findings of
research, “Emotional Experiences” and “Hedonic Shopping” are the two best representatives of
the dimensions of recreational shopping.
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*Bu calisma Kaya (2013)nin Anadolu Universitesi Bilimsel Aragtirma Projesi (BAP) kapsaminda
desteklenen “Cekim Unsurlari ile Rekreatif Aligveris, Tatmin ve Yeniden Satin Aima Niyeti Arasindaki lligki”
adl doktora tezinden tiretilmistir.
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