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Abstract 

With  hedonic consuming style, individuals start getting pleasure and enjoying while shopping 
and they would rather symbolic meaning of products, emotional way, showing themselves and 
getting pleasure than functional benefits of products. Nowadays a lot of supplier start taking the 
marketing efforts progresively towars women. In this study, a questionnaire was conducted  for 

Turkey. 408 housewives were selected by convenience sample method. The survey is to 
habits and tendency of hedonic consumption. Demographic features 

were given in the form of frequency and percentage distributions. Data obtained was evaluated in 
SPSS 18 package programming. For statistical analysis, Independent sample T-test and ANOVA 
were used to test the differences towards attidudes of hedonic shopping of respondents. Among 

hedonic shopping as a method of struggling with stress and feeling like they are free.  

Key words:  

 

 

                                                 
  

1  amze2491@hotmail.com  
2 ,  , msselvi@nku.edu.tr.  



 
 

-
 

 
(Ceylan, 2007: 1). 

ksel 

 

 

 

 

 

 

 



 
 

 
-

Kurt, 2015)  

 

-
2005; 12). 

emen olmaya 

akit 

ka
 

 

-

ter

91). 

58; Akca, 2009: 41).  

duy

-103). 



 
 

, sesler ve dokunma 

Holbrook, 1982: 92-  

 
1982: 95-

 

 

ler. 

-48). 
utluluk nedeni olarak 

 

 

H
ka
2009: 53-54). 

 
 

(Arnold ve Reynolds, 2003: 80-81; 
-147; Akca, 2009: 48-49; 

Ceylan, 2007: 39-40): 

3. Y  

 ve 

Elde edilen veriler SPSS (Statistic Program for Social Secience) 15.00 paket pro

mler 
 

-  



 
 

 

 

olay, 

-79). 

 

 

2007: 79). 

 
hedonik 

 -

14). 

modelde 

kurulan hipotezlerle test edilmektedir. Hipotezler Marmara E

 

-

 

 

H1  
 

H2 medeni duruma 
 

H3:  g
 



 
 

H4: 
gelirine  

H5:  
  

H6: 
ortalama zamana  

H7:  
 

H8: 
 rmektedir. 

H9: ikamet edilen evin 
  

H10: 
durumuna  

 
 
 
 
       
             

                             
               H1   H2   H3   H4  H5 H6  H7  H8  H9  H10 

 
 
 
 

 
 

incelenmektedir. 

 

evreni temsil edebilecek ye

-64; Aziz, 2008: 49-56 ). 

 

Ev 

Hedonik 

 

 
 



 
 

 

Arnold ve Reynolds (2003), a (2009), Papatya 
 (2012), 

 
 

 

 

             
Anket 

 
Soru ya da  
ifade numara  

 

 

1, 4 ve 5. sorular  
2  
3  
6, 7, 8, 9, ve 10  

 

1. 3, 6, 7, 13, 15,  
22, 28. ve 29. 

Arnold ve Reynolds (2003)  
Hedonik  

9, 20, 24 ve 25.  
18 ve 21 Akca (2009) 
2  
5, 10. ve 11. Ebrahimi (2013) 
8, 12, 19 ve 27  
4, 14. ve 26.  Aytekin ve Ay (2015) 
16, 17, 23.   

 
6  
1, 2, 3. ve 4.  Ebrahimi (2013) 
5, 7, 8, 9, ve 10  

 

-109). 
konu ile 

-



 
 

(Bayram, 2009: 14). 
- -test, 

e anketin eksiklikle
-testlerinde sadece bireysel olarak 

rakteri ve fontu, vurgular, vb.) 
 Pre-

Altu -9; TOBB, 
2013: 57).  

 

-

 

3.1.5. Verilerin Analizi 

pr -

-
e -

T testi i
-

-

 

 

89). 



 
 

2014: 246; Karasar, 2007: 151). 

 

 

 

 

0,  

 

 

         
Reliability Statistics 

 Cronbach's Alpha  
0,768 29 

 

 

 
-80 ). 

  Bu durum gerekli verilerin 
 

Tablo 3: KMO  
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,899 

 Approx. Chi-Square 2763,669 
Df 171 

Sig. ,000 

 

 ve p 
 

setine 
sonucunda 

 

 



 
 

           

Comp
onent 
  

Initial Eigenvalues 
Extraction Sums of 
Squared Loadings 

Rotation Sums of Squared 
Loadings 

Total 
%of 
Variance 

Cumula
tive % 

Total 
% of  
Variance 

Cumu 
lative % 

Total 
% of  
Variance 

Cumu 
lative 
% 

1 6,405 32,026 32,026 6,405 32,026 32,026 3,604 18,020 18,020 
2 2,095 10,475 42,500 2,095 10,475 42,500 2,751 13,756 31,775 
3 1,232 6,159 48,659 1,232 6,159 48,659 2,603 13,016 44,791 
4 1,157 5,785 54,444 1,157 5,785 54,444 1,931 9,653 54,444 
5 ,983 4,917 59,361             
6 ,849 4,244 63,604             
7 ,778 3,890 67,494             
8 ,756 3,782 71,276             
9 ,681 3,405 74,681             
10 ,661 3,307 77,988             
11 ,570 2,851 80,839             
12 ,544 2,721 83,560             
13 ,527 2,635 86,195             
14 ,504 2,518 88,713             
15 ,477 2,383 91,096             
16 ,448 2,241 93,337             
17 ,388 1,942 95,279             
18 ,328 1,640 96,920             
19 ,314 1,569 98,489             
20 ,302 1,511 100,00             

      Extraction Method: Principal Component Analysis. 
                      
          
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization.  
a  Rotation converged in 6 iterations. 
 

 Component 
  1 2 3 4 
L6 ,770    
L2 ,722    
L3 ,700    
L9 ,599    
L4 ,584    
L28 ,497    
L8 ,466    
L5 ,431    
L20  ,672   
L26  ,625   
L21  ,618   
L22  ,586   
L12  ,536   
L29   ,729  
L13   ,717  
L19   ,647  
L10   ,510  
L25    ,778 
L24    ,760 
L23    ,704 
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Descriptives 
 Statistic Std. Error 

genort Mean 2,9750 ,01503 
95% Confidence Interval 
for Mean 

Lower Bound 2,9454  
Upper Bound 3,0045  

5% Trimmed Mean 2,9780  
Median 2,9655  
Variance ,092  
Std. Deviation ,30360  
Minimum 2,14  
Maximum 3,83  
Range 1,69  
Interquartile Range ,41  
Skewness -,098 ,121 
Kurtosis -,320 ,241 

 
Tests of Normality 

 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 
genort ,050 408 ,016 ,995 408 ,191 
a. Lilliefors Significance Correction 



 
 

 

3.2. Bulgular 

 

             
verilmektedir.  
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Planlamadan,  
ani karar  

 
  

f % 
a

durumu  

f % 

Her zaman 46 11,3 Her zaman 10 2,5 

 97 23,8  29 7,1 

Nadiren 123 30,1 Nadiren 86 21,1 

 103 25,2  203 49,8 

 39 9,6  80 19,6 

 f %  f % 

 16 3,9  104 25,5 

Haftada 2-3 kez       50 12,3 Ebeveynler       23 5,6 

Haftada 1 kez     144 35,3  37 9,1 

Ayda 2-3 kez      152 37,3  131 32,1 

Ayda 1 kez     41 10,0  89 21,8 

 5 1,2  24 5,9 

 f %  f % 

 118 28,9  71 17,4 

Hafta sonu 240 58,8 TV 60 14,7 

 50 12,3 Radyo 1 0,2 

 Gazete 25 6,1 

tipi f % Dergi 19 4,7 

 
 

129 31,6 Bilboardlar 4 1,0 

 55 13,5   65 15,9 

 
  

37 9,1  49 12,0 

 35 8,6 Mobil mesajlar 5 1,2 

 
38 9,3 Sosyal medya 93 22,8 

 
96 23,5  7 1,7 

 18 4,4  9 2,2 

Kredi  f %  

Evet 323 79,2 

 84 20,6 



 
 

haftada 2-
 

 

bir marka tercih ed
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Tablo 9: -
(n= 408) 

    
f % f % f % 

 292 75,1 46 11,8 51 13,1 
 21 7,0 122 29,9 156 52,2 

 56 27,3 70 34,1 79 38,5 
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le
 

  

  

K
es

in
lik

le
  

 
Ort s.s. 

1  % 55,9 27,7 6,9 6,4 3,2 1,73 1,04 

2  % 6,4 27,5 14,2 30,6 21,3 3,33 1,25 

3  % 5,4 14,0 14,0 38,2 28,4 3,70 1,17 

4  % 13,0 28,7 15,4 28,7 14,2 3,02 1,29 

5  % 13,0 40,4 11,5 25,7 9,3 2,77 1,22 

6  % 3,9 15,0 17,2 37,7 26,2 3,67 1,13 

7  % 15,7 34,6 21,6 20,6 7,6 2,69 1,18 

8 
 

mutlu eder. 
% 7,8 16,9 15,0 43,6 16,7 3,44 1,18 

9  % 14,7 28,4 20,3 22,3 14,2 2,92 1,28 

10 
 

  
% 11,8 28,9 13,7 23,3 22,3 3,15 1,36 

11  % 8,8 27,0 16,7 29,2 18,4 3,21 1,26 

12  % 11,5 27,7 14,5 33,3 13,3 3,08 1,25 

13  % 18,1 38,0 17,2 20,6 6,1 2,58 1,17 

14  % 13,5 39,0 17,9 24,0 5,6 2,69 1,14 

15  % 2,7 16,2 13,2 29,4 38,5 3,84 1,17 

16  % 31,1 32,6 10,0 15,2 11,0 2,42 1,35 

17 
 

 
% 13,5 42,9 18,4 17,6 7,6 2,62 1,14 

18 
 

 
% 4,7 15,2 10,0 31,1 39,0 3,84 1,22 

19  % 25,5 37,5 15,4 13,7 7,8 2,40 1,22 

20 
 

 
% 10,0 15,2 24,0 35,0 15,7 3,13 1,19 

21  % 10,5 22,8 14,5 30,6 21,6 3,29 1,31 

22 
 

 
% 8,8 14,0 10,5 43,4 23,3 3,58 1,23 

23 
 

tercihimi etkilemez. 
% 27,2 35,5 8,3 21,1 7,8 2,46 1,29 

24  % 37,7 33,3 11,3 13,7 3,9 2,12 1,17 

25  % 39,7 37,0 9,3 11,5 2,5 2,00 1,08 

26   % 6,6 13,0 8,8 47,3 24,3 3,69 1,16 

27  % 11,0 31,4 23,8 27,5 6,4 2,86 1,12 

28  % 3,7 17,4 9,6 35,0 34,3 3,78 1,19 

29 dikkate almam % 49,0 28,4 8,3 9,3 4,9 1,92 1,17 
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Tablo 10  
 

 
Gruplar f % 

 

Gruplar f % 

 

 14 3,4 

 
O

rt
. Z

am
an

 

1 saatten az           16 3,9 
21-30 92 22,5 1 saat             30 7,4 
31-40 94 23,0 2 saat             79 19,4 
41-50 143 35,0 3 saat             145 35,5 
51-60 

51 12,5 
4 saat ve +            138 33,8 

 
14 3,4 

 
 

Yok 99 24,3 

 
M

ed
en

i 
ha

l 

Evli 300 73,5  98 24,0 
 43 10,5  140 34,3 

Dul 32 7,8  58 14,2 
\  33 8,0  13 3,2 

 
 

Okur-  13 3,2 

A
il

ed
ek

i 
  8 2,0 

 71 17,4  14 3,4 
Ortaokul 96 23,5  93 22,8 
Lise 137 33,6  133 32,6 

 58 14,2  160 39,2 
Lisans 28 6,9 

E
vi

n 

et
i 

Kira 66 16,2 
 5 1,2 Ev sahibi 310 76,0 

A
il

en
in

  O
rt

.  2000 TL ve daha az 67 16,4 Ortak 19 4,7 
2001-2500 TL 144 35,3  13 3,2 
2501-3000 TL 96 23,5  

sahipli
 

Var 193 47,3 
3001-3500 TL 60 14,7 Yok 215 52,7 



 
 

3501-4000 TL 24 5,9  
 17 4,2 

 
O

rt
. H

ar
. M

ik
. 1000 TL ve daha az 62 15,2 

1001  1500 TL        97 23,8 
1501-2000 TL         122 29,9 
2001  2500 TL         73 17,9 
2501  3000 TL        36 8,8 
3001 TL ve + 18 4,4 

 

 
3.3. Analizler 

 

 
Tablo 11: 

-  
 Gruplar N  s.s. Fark 

 

 106 3,08 0,27 

F=15,145 
p=0,000** 

31-40 94 3,05 0,29 

41-50 143 2,89 0,29 

 65 2,86 0,29 

 
Medeni hal 

Evli 300 2,96 0,29 t= -,898 
p= 0,370  107 2,99 0,31 

 
 

 
84 2,80 

0,32 

F=19,701 
p=0,000** 

 96 2,91 0,28 

 137 3,02 0,27 

-lisans-y.lisans) 
 

91 3,11 
0,26 

Ailenin  
Ortalama  

 
Geliri 

2000 TL ve daha az 67 2,77 0,33 

F=13,746 
p=0,000** 

2001-2500 TL 144 2,97 0,26 

2501-3000 TL 96 2,98 0,25 

3001-3500 TL 60 3,14 0,25 

 41 3,03 0,34 

Ailenin  
 

Ortalama Harcama 
 

1000 TL ve daha az 62 2,78 0,32 

F=13,746 
p=0,000** 

1001 TL  1500 TL        97 2,88 0,27 

1501 TL -2000 TL         122 3,00 0,27 

2001 TL  2500 TL         73 3,06 0,26 

 54 3,16 0,26 

Ortalama  
Zaman 

1 saat ve daha az            46 2,78 0,31 

F=21,823 
p=0,000** 

2 saat             79 2,87 0,33 
3 saat             145 2,96 0,28 
4 saat ve daha fazla            138 3,11 0,23 

 
 

Yok 99 3,09 0,26 

F=12,122 
p=0,000** 

 98 3,02 0,28 

 140 2,92 0,31 

 71 2,85 0,29 



 
 

Ailede  
 

 

 22 2,94 0,31 

F=2,387 
p=0,069 

 93 3,02 0,29 

 133 2,99 0,30 

 160 2,93 0,29 

Oturulan evin 
 

Kira 66 2,88 0,31 
F=3,575 
p=0,029* 

Ev sahibi 310 2,99 0,30 

 32 2,95 0,28 

 
Var 193 3,03 0,28 t=3,931 

p=0,000** Yok 215 2,92 0,31 
                                                                * p< 0,05          **  p< 0,001                               

 

 

-Hoc, 2014; Karta
Astar, 2014: 217).  

-

 

 

 
(I) yd1 Mean 

Difference (I-J) 
Std. 
Error 

Sig. 95% Confidence 
Interval 

Lower  
Bound 

Upper  
Boun

d 

 

2,00 3,00 ,02902 ,04093 ,894 -,0766 ,1346 
4,00 ,19512* ,03703 ,000 ,0996 ,2906 
5,00 ,22487* ,04551 ,000 ,1075 ,3423 

3,00 2,00 -,02902 ,04093 ,894 -,1346 ,0766 
4,00 ,16610* ,03836 ,000 ,0671 ,2651 
5,00 ,19585* ,04661 ,000 ,0756 ,3161 

4,00 2,00 -,19512* ,03703 ,000 -,2906 -,0996 
3,00 -,16610* ,03836 ,000 -,2651 -,0671 
5,00 ,02976 ,04322 ,901 -,0817 ,1412 

5,00 2,00 -,22487* ,04551 ,000 -,3423 -,1075 
3,00 -,19585* ,04661 ,000 -,3161 -,0756 
4,00 -,02976 ,04322 ,901 -,1412 ,0817 

 
 



 
 

edebilmektedirler. 

  
 

Multiple Comparisons 
genort 
Tukey HSD 
(I) yd3 (J) yd3 Mean Difference (I-J) Std. Error Sig. 95% Confidence 

Interval 

Lower 
Bound 

Upper 
Bound 

 

2,00 3,00 -,11366* ,04252 ,039 -,2234 -,0040 
4,00 -,21818* ,03944 ,000 -,3199 -,1164 
5,00 -,30820* ,04306 ,000 -,4193 -,1971 

3,00 2,00 ,11366* ,04252 ,039 ,0040 ,2234 
4,00 -,10452* ,03788 ,031 -,2022 -,0068 
5,00 -,19454* ,04164 ,000 -,3020 -,0871 

4,00 2,00 ,21818* ,03944 ,000 ,1164 ,3199 
3,00 ,10452* ,03788 ,031 ,0068 ,2022 
5,00 -,09002 ,03849 ,091 -,1893 ,0093 

5,00 2,00 ,30820* ,04306 ,000 ,1971 ,4193 
3,00 ,19454* ,04164 ,000 ,0871 ,3020 
4,00 ,09002 ,03849 ,091 -,0093 ,1893 

*. The mean difference is significant at the 0.05 level. 

 
 

 

 

Tablo 14: Ail  
 

(I) yd4 

Mean Difference 
(I-J) 

Std. 
Error Sig. 

95% Confidence 
Interval 

Lower 
Bound 

Upper 
Bound 

 

1,00 2,00 -,19566* ,04232 ,000 -,3116 -,0797 
3,00 -,21362* ,04556 ,000 -,3385 -,0888 
4,00 -,36577* ,05087 ,000 -,5052 -,2264 
5,00 -,26140* ,05675 ,000 -,4169 -,1059 

2,00 1,00 ,19566* ,04232 ,000 ,0797 ,3116 
3,00 -,01796 ,03771 ,989 -,1213 ,0854 
4,00 -,17011* ,04398 ,001 -,2906 -,0496 
5,00 -,06574 ,05066 ,693 -,2046 ,0731 

3,00 1,00 ,21362* ,04556 ,000 ,0888 ,3385 



 
 

2,00 ,01796 ,03771 ,989 -,0854 ,1213 
4,00 -,15216* ,04710 ,012 -,2812 -,0231 
5,00 -,04778 ,05340 ,899 -,1941 ,0985 

4,00 1,00 ,36577* ,05087 ,000 ,2264 ,5052 
2,00 ,17011* ,04398 ,001 ,0496 ,2906 
3,00 ,15216* ,04710 ,012 ,0231 ,2812 
5,00 ,10437 ,05799 ,375 -,0545 ,2633 

5,00 1,00 ,26140* ,05675 ,000 ,1059 ,4169 
2,00 ,06574 ,05066 ,693 -,0731 ,2046 
3,00 ,04778 ,05340 ,899 -,0985 ,1941 
4,00 -,10437 ,05799 ,375 -,2633 ,0545 

 

 

 

istatist

 

 
Tablo 15:  

(I) yd5  
Mean  
Difference (I-J) 

Std. 
 Error Sig. 

95% Confidence Interval 
Lower  
Bound 

Upper 
 Bound 

 

1,00 2,00 -,10197 ,04562 ,169 -,2270 ,0230 
3,00 -,22762* ,04376 ,000 -,3475 -,1077 
4,00 -,28329* ,04846 ,000 -,4161 -,1505 
5,00 -,38205* ,05223 ,000 -,5252 -,2389 

2,00 1,00 ,10197 ,04562 ,169 -,0230 ,2270 
3,00 -,12565* ,03817 ,010 -,2302 -,0211 
4,00 -,18132* ,04348 ,000 -,3004 -,0622 
5,00 -,28008* ,04764 ,000 -,4106 -,1495 

3,00 1,00 ,22762* ,04376 ,000 ,1077 ,3475 
2,00 ,12565* ,03817 ,010 ,0211 ,2302 
4,00 -,05567 ,04152 ,666 -,1694 ,0581 
5,00 -,15443* ,04586 ,007 -,2801 -,0288 

4,00 1,00 ,28329* ,04846 ,000 ,1505 ,4161 
2,00 ,18132* ,04348 ,000 ,0622 ,3004 
3,00 ,05567 ,04152 ,666 -,0581 ,1694 
5,00 -,09876 ,05036 ,287 -,2368 ,0392 

5,00 1,00 ,38205* ,05223 ,000 ,2389 ,5252 
2,00 ,28008* ,04764 ,000 ,1495 ,4106 



 
 

3,00 ,15443* ,04586 ,007 ,0288 ,2801 
4,00 ,09876 ,05036 ,287 -,0392 ,2368 

 
 

 p< 0,001). Tablo 

emez hala 

 

 

Tablo 16: 
 

(I) yd6 
Mean  
Difference (I-J) Std. Error Sig. 

95% Confidence Interval 
Lower  
Bound 

Upper  
Bound 

 

2,00 3,00 -,09013 ,05243 ,315 -,2254 ,0451 
4,00 -,18060* ,04784 ,001 -,3040 -,0572 
5,00 -,33183* ,04813 ,000 -,4560 -,2077 

3,00 2,00 ,09013 ,05243 ,315 -,0451 ,2254 
4,00 -,09048 ,03953 ,102 -,1925 ,0115 
5,00 -,24171* ,03988 ,000 -,3446 -,1388 

4,00 2,00 ,18060* ,04784 ,001 ,0572 ,3040 
3,00 ,09048 ,03953 ,102 -,0115 ,1925 
5,00 -,15123* ,03362 ,000 -,2380 -,0645 

5,00 2,00 ,33183* ,04813 ,000 ,2077 ,4560 
3,00 ,24171* ,03988 ,000 ,1388 ,3446 
4,00 ,15123* ,03362 ,000 ,0645 ,2380 

 

bir 

 
 
 
 
Tablo 17:  

 (I) yd7 
Mean  
Difference  
(I-J) Std. Error Sig. 

95% Confidence 
Interval 
Lower 
Bound 

Upper 
Bound 

 
 

1,00 
2,00 ,07364 ,04159 ,289 -,0337 ,1809 
3,00 ,17188* ,03833 ,000 ,0730 ,2708 



 
 

 4,00 ,24363* ,04539 ,000 ,1265 ,3607 

2,00 
1,00 -,07364 ,04159 ,289 -,1809 ,0337 
3,00 ,09824 ,03844 ,053 -,0009 ,1974 
4,00 ,17000* ,04549 ,001 ,0526 ,2873 

3,00 
1,00 -,17188* ,03833 ,000 -,2708 -,0730 
2,00 -,09824 ,03844 ,053 -,1974 ,0009 
4,00 ,07175 ,04252 ,332 -,0379 ,1815 

4,00 
1,00 -,24363* ,04539 ,000 -,3607 -,1265 
2,00 -,17000* ,04549 ,001 -,2873 -,0526 
3,00 -,07175 ,04252 ,332 -,1815 ,0379 

 

 

 

 
           Tablo 18:  

Multiple Comparisons 
genort 
Tukey HSD 
(I) yd9 (J) yd9 

Mean Difference (I-
J) Std. Error Sig. 

95% Confidence Interval 
Lower  
Bound 

Upper  
Bound 

 

1,00 
 

2,00 -,10840* ,04090 ,023 -,2046 -,0122 
3,00 -,06975 ,06499 ,531 -,2226 ,0831 

2,00 
 

1,00 ,10840* ,04090 ,023 ,0122 ,2046 
3,00 ,03865 ,05602 ,769 -,0931 ,1704 

3,00 
 

1,00 ,06975 ,06499 ,531 -,0831 ,2226 
2,00 -,03865 ,05602 ,769 -,1704 ,0931 

*. The mean difference is significant at the 0.05 level. 
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