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Amag - Internet erisgiminin artmasi, internet kullaniminin yayginlasmasi ve insanlarin zamaninin
6nemli kismini internet {izerinde gegirmesi, internet tizerinde sorunlu veya bagimlilik diizeyinde
titketici davramiglarinin ortaya ¢ikmasina neden olmaktadir. Davranigsal bagimlilik tiirlerinin
giinlim{iiziin dnemli ve yonetilmesi zor sorunlarindan biri oldugundan hareketle gerceklestirilen bu
arastirmada, online aligveris bagimliligi ve bunu etkilemesi olasi faktorleri ortaya koymak
amaclanmaktadir.

Yontem — Kirikkale ilinde kolayda 6rnekleme yontemiyle gerceklestirilen anket calismasiyla birincil
veriler toplanmis ve elde edilen veriler analiz edilmistir. Verilerin analizinde degiskenlerin yapisal
gegerliligine yonelik dogrulayici faktor analizi ve arastirma hipotezlerinin test edilmesine yonelik
yapisal esitlik modelinden yararlanilmustir.

Bulgular — Arastirma sonuglarina gore online reklama yonelik olumlu tutumun, online gosteris
titketimini ve online aligveris bagimliligini pozitif yonde etkiledigi fikri desteklenmistir. Ayrica
online prestij titketiminin, online reklama yonelik tutumun online bagimlilik iizerindeki etkisinde
kismi aracilik rolii tistlendigi tespit edilmistir.

Tartigma - Tiiketicinin online ortamdaki reklamlara yonelik tutumlarimmn, online ortamdaki
alisveris bagimliligin1 ve online gosteris tiiketimini etkiledigi seklinde varilan sonug, geleneksel
alisveriglere yonelik gerceklestirilen arastirmalarla benzerdir. Dolayisiyla online reklamlara yonelik
tutumun, arastirmada incelenen degiskenler basta olmak {izere, online ortamda tiiketici
davramglarini etkileyen bir degisken oldugu anlagilmaktadir.
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Purpose — Increased internet access, widespread use of internet, and people spending most of their
time on the internet cause the emergence of problematic or addictive consumer behavior on the
internet. As behavioral addiction types are one of the important and difficult to manage problems
of today, in this research, it is aimed to reveal the online shopping addiction and the possible factors
that may affect it.

Design/methodology/approach — In the Kirikkale province, the primary data was collected and the
data obtained were analyzed by a survey conducted with convenience sampling method. In the
analysis of the data, a structural equation model was used for testing hypotheses and confirmatory
factor analysis was used for the structural validity of the variables.

Findings — According to the research results, the idea that positive attitude towards online
advertising affects online conspicuous consumption and online shopping addiction positively. In
addition, it has been determined that online conspicuous consumption plays a partial mediating role
in the effect of attitude towards online advertising on online addiction.

Discussion — The conclusion reached is that the attitudes of the consumers towards the
advertisements in the online environment affect the shopping addiction in the online environment
and the online conspicuous consumption similar to the researches conducted for the traditional
shopping. Therefore, it is understood that the attitude towards online advertising is a variable that
affects consumer behavior in the online environment, especially the variables examined in the
research.
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