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Abstract

This study aims to analyze the effect of product reviews shared by consumers in text-, image- and video-based
formats on e-commerce websites on online purchasing intention. To this end, selected scale items were adapted
and three different online surveys were designed for text- (Study-1), image- (Study-2), and video (Study-3)-based
product review presentation formats. The research data (Study-1:207, Study-2:209, and Study-3:211) are
collected from different participants through these three online surveys. The results of the regression analysis
indicate that text-, image- and video-based product review presentation formats; and perceived review
helpfulness, perceived review credibility, and positive perceived product understanding caused by these three
product review presentation formats positively affect the online purchase intention. However, video-based
product review presentation and positive perceived product understanding, perceived review credibility, and
perceived review helpfulness caused by this format affect the online purchase intention more positively. The study

provided implications and future research directions.
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Metin, Resim ve Video-Tabanli Uriin inceleme Sunum
Formatlarinin Online Satin Alma Niyetine Etkisi
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0z

Bu ¢alisma, tiiketiciler tarafindan e-ticaret sitelerinde metin, resim ve video tabanli formatlarda paylasilan iiriin
incelemelerinin online satin alma niyetine etkisini incelemeyi amaglamaktadir. Bu amagla segilen 0Olgek
maddeleri uyarlanmis ve metin- (Calisma-1), resim- (Calisma-2) ve video (Calisma-3) tabanli iiriin inceleme
sunum formatlari i¢in ii¢ farkl online anket tasarlanmistir. Arastirma verileri (Calisma-1:207, Calisma-2:209
ve Calisma-3:211) bu ii¢ online anket araciligiyla farkly katilimcilardan toplanmistir. Regresyon analizinin
sonuclari, metin, resim ve video tabanl iiriin inceleme sunum formatlarmin; ve bu ii¢ iirtin inceleme sunum
formatinin neden oldugu algilanan inceleme yardimseverligi, algilanan inceleme giivenilirligi ve olumlu
algilanan tiriin anlayisinin, online satin alma niyetini olumlu yonde etkiledigini gostermektedir. Bununla
birlikte, video tabanli iiriin inceleme sunumu ve bu formatin neden oldugu olumlu algilanan iiriin anlayss,
algilanan inceleme giivenilirligi ve algilanan inceleme yardimseverligi, online satin alma niyetini daha olumlu

etkilemektedir. Calisma, ¢ikarimlar ve gelecekteki arastirma yonergeleri saglamistir.
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Introduction

Until recently, consumers could share their product reviews on e-commerce websites only in text format.
However, some e-commerce websites have recently started allowing consumers to share these reviews in text,
image and video formats. For example, Amazon’s e-commerce website, which started the first e-commerce

shopping, allows its consumers to share their product reviews in text, image and video formats.

Online product reviews are indispensable to e-commerce websites (Yoo and Kim, 2014), since online product
reviews may appear as pivotal for perceived ease of use and perceived usefulness of reviews, positive attitude
towards reviews (Chau, Au and Tam, 2000), consumer engagement (Park, Lee and Han, 2007), mood (Park,
Lennon and Stoel, 2005; Park, Stoel and Lennon, 2008), website familiarity (Jiang and Benbasat, 2007),
perceived website quality (Flavidn, Gurrea and Orus, 2009), perceived website usefulness (Jiang and Benbasat,
2007), positive attitudes towards website design and use (Hong, Thong and Tam, 2004), perceived website risk
(Park et al., 2005), information search time (Hong et al., 2004), information acquisition (Fang, Brzezinski,
Watson, Xu and Chan, 2004), the amount of information about the product (Jiang and Benbasat, 2007; Park
et al., 2008), product recall (Hong et al., 2004), positive attitudes towards the product (Kim and Lennon, 2008;
Park et al., 2008), perceived product quality (Blanco, Sarasa and Sanclemente, 2010; Wang and Dai, 2013),
seller reputation (Wang and Dai, 2013), purchasing intention (Kim and Lennon, 2008; Park et al., 2005; Park
etal., 2007; Park et al., 2008; Wang and Dai, 2013; Xu, Chen and Santhanam, 2015; Yoo and Kim, 2014), online
shopping (Chau et al., 2000), consumer shopping performance (Li, Wei, Tayi and Tan, 2016) and consumers’

intentions to revisit (Jiang and Benbasat, 2007).

Prior research has investigated the presentation formats of online product reviews. Nevertheless, few studies
have examined the relationship between online product reviews in text, image and video formats and online
purchasing intention (Xu et al., 2015). This current study examines the impact of consumers' shared reviews
of product experiences on e-commerce websites, in text, image, and video formats, on online purchase
intention. At the same time, this study examines the effects of positive perceived product understanding,
perceived review helpfulness, and perceived review credibility as a result of these formats on online purchase
intention. The findings of this study are expected to explain the relationship between online product review
presentation formats and online purchase intention. In addition, the findings of this study are expected to
explain whether perceived review helpfulness, perceived review credibility, and positive perceived product
understanding in the context of online review presentation formats are associated with online purchase
intention. Moreover, the findings identify the online product review presentation format among text-, image-
and video-based online product review presentation formats, that is most related to online purchasing
intention. Based on these findings, this study, considering its limitations, concludes with suggestions for

scientific research.

Literature Review

The information technology makes it possible to make beneficial information presentations (Celik and Kabak,
2020; Fang et al., 2004). The Media/Information Richness Theory (Daft and Lengel, 1986) proposes that the
amount of verbal and non-verbal cues or stimulus processing, instant feedback, natural communication, and
the ability to infuse the message through personal feelings are greater in rich media rather than plain media.

The Dual Coding Theory (Paivio, 1986) argues that visual imagery helps learning more compared to verbal
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associations as it is encoded in memory both visually and verbally. Based on these theories, several research
investigated the relationship between the presentation formats of online product reviews such as static image,
video-without-narration, video-with-narration, virtual-product-experience (Jiang and Benbasat, 2007), visual-
verbal (Kim and Lennon, 2008), image-text, text-only (Hong et al., 2004) and text-voice/visual-auditory (Fang
et al., 2004) - and consumer perception and/or behaviors. However, based on information technology, the
effect of useful online information presentations shared in text, image and video formats on consumer
perceptions (perceived review helpfulness, perceived review credibility and perceived product understanding)

and purchasing behavior is tested in this study.

Review Presentation Formats

In this current study, text-based, image-based, and video-based product information presentation formats are
defined as information dissemination and acquisition tools used to promote product features. Text-based and
image-based product information are particularly important pieces of information regarding online product
review presentations (Kim, Lee, Choi and Kim, 2021; Li et al., 2016). Also, video-based product information
appears to be increasingly used among the major types of information related to online product review
presentations (Celik and Kabak, 2020; Jiang and Benbasat, 2007; Xu et al., 2015). These review presentation
formats are used by consumers not only to share their product experiences but also to gather information about
the product (Li et al., 2016; Xu et al., 2015). According to media theories, these rich information presentations
have an impact on consumers' perceptions and purchasing behaviors (Xu et al., 2015). Therefore, online
product review presentation formats are reported to influence online purchase intention (Kala and Chaubey,
2018; Xu et al., 2015; Obiedat, 2013; Kim and Lennon, 2008; Park et al., 2005). As a result, based on previous
studies, it was predicted that text-based, image-based, and video-based product presentation formats would

affect purchase intention, and H,,, Hy,, and H,c hypotheses were developed.
H,.: Text-based product review presentation format will positively influence online purchase intention.

Hy: Image-based product review presentation format will positively influence online purchase

intention.

Hi: Video-based product review presentation format will positively influence online purchase

intention.

Digital content is defined as information and experiences that provide value for users (Kim et al., 2010). As a
type of digital content, online product reviews can have a significant impact on consumer perceptions in the
purchasing decision process (Mudambi and Schuft, 2010; Xu et al., 2015). More specifically, the quantity and
quality of reviews (Park et al., 2007) and the review presentation format (Park et al., 2005) are important to
consumers. Thus, it is reported that online product review presentation formats have a positive and significant
impact on perceived review helpfulness (Liu and Du, 2019; Mudambi and Schuff, 2010). As a result,
audio/video and text/picture testimonial ads on retail websites can have a significant impact on consumer
behavior (Appiah, 2006). Therefore, Ha,, Hap, H,e were developed.

Ha.: Text-based product review presentation format will positively influence the perceived of

helpfulness review.

Ha: Image-based product review presentation format will positively influence the perceived of
helpfulness review.
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H..: Video-based product review presentation format will positively influence perceived review

helpfulness.

The term experiential learning is expressed as a particular form of learning from life experience (Kolb, 2014).
In experiential learning, it is stated that the number of product-related experiences (familiarity), learning
motivation, and uncertainty of the information environment shape trust/conviction (Hoch and Deighton,
1989). Consumers are likely to rely on experiential content in text-based, image-based, and video-based online
product presentation formats (Xu et al., 2015). Different product presentation formats have a significant
impact on consumer perception of information quality (or content quality) in online information reviews
(Flavian et al., 2009). It is reported that perceived review credibility is affected by online product review
presentation formats (Xu et al.,, 2015). As a result, product presentation modes can have an impact on
consumers' perceptions of information quality (Flavidn et al., 2009). Accordingly, Hs,, Hsy, and Hsc have were

developed.

Hs.: Text-based product review presentation format will positively influence perceived review

credibility.

Hip: Image-based product review presentation format will positively influence perceived review

credibility.

H;: Video-based product review presentation format will positively influence perceived review

credibility.

Mental imagery refers to the cognitive process in which multi-sensory information (or experience) is
represented in an individual's working memory in terms of ideas, feelings, and memories (MacInnis and Price,
1987; Yoo and Kim, 2014). Mental imagery and mental imagery quality resulting from product presentation
have a positive and significant correlation with positive emotion (Yoo and Kim, 2014). Thus, it is argued that
online product review presentation formats have a positive and significant impact on perceived product
understanding (Liu and Du, 2019; Overmars and Poels, 2015; Blanco et al., 2010; Jiang and Benbasat, 2007). It
is known that the presentation of perceived product information affects consumers' perceptions of product

quality (Wang and Dai, 2013). Based on this, Hs,, Ha,, and Hy were developed.

Hu.: Text-based product review presentation format will positively influence perceived product

understanding.

Hy: Image-based product review presentation format will positively influence perceived product

understanding.

Hi: Video-based product review presentation format will positively influence perceived product

understanding.

Perceived Review Helpfulness
In this study, perceived review helpfulness is defined as the perceived usefulness of shopping experiences that

some consumers share with other consumers using text-based, image-based, and/or video-based product
presentation formats. Perceived review helpfulness review is consumers' subjective evaluations (Mudambi and
Schuff, 2010). It is possible to identify whether the product review presented in the relevant format is useful by

looking at the positive (yes) or negative (no) ratings of consumers about this review (Chua and Banerjee, 2016).
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Sharinged useful shopping experiences can help other consumers compare shopping alternatives and make

better shopping decisions (Flavidn et al., 2009).

Review helpfulness means perceived diagnosticity of review in the context of informed purchasing decision
making (Liu and Du, 2019; Mudambi and Schuff, 2010; Overmars and Poels, 2015). Review helpfulness refers
to the extent to which reviews help the consumer to make an informed purchase decision (Chua and Banerjee,
2014). Online review helpfulness is defined in relation to content, product, and reviewer signals (Siering,
Muntermann and Rajagopalan, 2018). The perceived review helpfulness resulting from online product review
presentation formats reportedly influences online purchase intention (Xu et al., 2015). Based on this, Hs,, Hss,

and Hs. were developed.

Hsa: Perceived review helpfulness resulting from the text-based product review presentation format will

positively influence online purchase intention.

Hsy: Perceived review helpfulness resulting from the image-based product review presentation format

will positively influence online purchase intention.

Hs.: Perceived review helpfulness resulting from the video-based product review presentation format

will positively influence online purchase intention.

Perceived Review Credibility

Perceived review credibility in this study is defined as the acceptance of shopping experiences shared by some
consumers using text, image, and/or video formats as reliable by other consumers. Review credibility refers to
consumer perceptions of both the credibility of the reviewer and the credibility of the message delivered
through the online product review presentation format (Mumuni et al., 2020). Product information provided
by consumers differs from product information provided by sellers in terms of source credibility, being more
subjective and more consumer-oriented (Park et al., 2007). Indeed, reviewer trustworthiness will affect the
perception of the review as credible (Mumuni, O’Reilly, MacMillan, Cowley and Kelley, 2020). Therefore,
credible information about shopping experiences plays an important role in online purchasing decisions
(Overmars and Poels, 2015). Perceived review credibility is affected by reviewer credibility (Mumuni et al.,
2020), product type, and online product review presentation format (Xu et al., 2015). Accordingly, He, Heb,

and He have were developed.

Hea: Perceived review credibility resulting from the text-based product review presentation format will

positively influence online purchase intention.

Hgp: Perceived review credibility resulting from the image-based product review presentation format

will positively influence online purchase intention.

Hee: Perceived review credibility resulting from the video-based product review presentation format will

positively influence online purchase intention.

Perceived Product Understanding

In this study, perceived product understanding is defined as other consumers' perceptions of the product based
on their experiences with a product that some consumers share using text, image, and/or video formats.
Perceived product understanding is the consumer's perception of the product based on the product type in
online product reviews, the characteristics attributed to the product by the reviewer, and the reviewer's
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knowledge and experience of the product (Liu and Du, 2019; Overmars and Poels, 2015). Positive emotion can
be defined as pleasant emotional content in reviews (Guo et al., 2020). Depending on online product review
presentation formats, perceived product understanding of consumers may differ (Liu and Du, 2019). There is
a positive and significant correlation between positive emotion caused by online product presentation formats
and behavioral intention (Yoo and Kim, 2014). Therefore, it has been reported that positive perceived product
understanding resulting from online product review presentation formats influences online purchase intention
(Jiang and Benbasat, 2007). Therefore, H7,, Hx, Hy. were developed.

Hy7.: Positive perceived product understanding resulting from the text-based product review

presentation format will positively influence online purchase intention.

H7: Positive perceived product understanding resulting from the image-based product review

presentation format will positively influence online purchase intention.

Hy.: Positive perceived product understanding resulting from the video-based product review

presentation format will positively influence online purchase intention.

Research Method

Research Scales

First of all, it is worth noting that. A 5-point Likert-type scale (1. Strongly Disagree....5. Strongly Agree) was
used when developing this current study questionnaire. As a result, responses were obtained from the
participants according to their level of participation in the scale items. The scale items adapted for this study

are as follows.

Product review presentation format scale was adapted from the study of Kala and Chaubey (2019): (1)
Text/image/video based online product presentation demonstrate all benefits of product to me in a convenient
and attractive form. (2) Text/image/video based online product presentation saves my time by providing
images, pricing information, technical characteristics and many more relevant information. (3)
Text/image/video based online product presentation enhances the personalization of the product (associating
someone else's experience with oneself). (4) Appealing text/image/video based online product presentation
such as quality, size product image, motion & use of model accelerates me to purchase products online. (5)
Text/image/video based online product presentation gives me a feeling of complete satisfaction, happiness and

fulfillment.

The perceived helpfulness scale of review was adapted from the study of Liu and Du (2019): (1)
Text/image/video based online product presentation is helpful. (2) Text/image/video based online product

presentation is useful. (3) Text/image/video based online product presentation is informative.”

Perceived product understanding scale were adapted from the study of Liu and Du (2019): (1)
Text/image/video based online product presentation is helpful for me to evaluate the product. (2)
Text/image/video based online product presentation is helpful in familiarizing me with the product. (3)
Text/image/video based online product presentation is helpful for me to understand the performance of the

product.
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The perceived credibility scale of review was adapted from the study of Xu et al. (2015): (1) Text/image/video
based online product presentation is truthful. (2) Text/image/video based online product presentation is
believable. (3) Text/image/video based online product presentation is trustworthy. (4) Text/image/video based

online product presentation is objective. (5) Text/image/video based online product presentation is reliable.

Online purchasing intention scale was adapted from the study of Xu et al. (2015): (1) Based on
text/image/video-based online product presentation description, I would recommend my friend to buy this
product. (2) Based on text/image/video-based online product presentation, I will purchase this product the
next time I need a product like this. (3) Based on text/image/video-based online product presentation, it is
likely that I will buy this product. (4) Based on text/image/video-based online product presentation, I will
definitely try this product.

Research Scope and Data Collection Tool

Consumers share their experiences with the products they purchase with others in text, image, and video
formats on some e-commerce websites. Some consumers exhibit shopping behavior by reviewing these
experiences shared by other consumers. The target group of consumers for this study consist of consumers
who examine the product reviews of other consumers on e-commerce websites. In other words, data were
collected from some consumers who examined the consumer experiences shared in text format, image format,
and/or video format related to products/brands on e-commerce websites. Ethics committee approval certificate
dated 23/11/2021 and numbered 2021/18-09 was obtained from The Van Yiiziincii Y1l University Social and

Human Sciences Publications Ethics Committee.

Target consumers were reached via social media (WhatsApp and Instagram), each survey link was shared with
different consumers and data was obtained from consumers who voluntarily participated in the survey.
Questionnaires concerning text-based, image-based, and video-based product reviews are not shared with the

same consumer is to avoid common variance bias.

The scale items related to 5 variables in the research model (online purchasing intention, perceived product
understanding, product review presentation format, perceived review helpfulness, and perceived review
credibility) were adapted by the authors to three different product review presentation formats. Accordingly,
three online surveys for text-based (Study-1), image-based (Study-2) and video-based (Study-3) product
review presentation formats were designed. The research data were collected from participants through these

three online surveys.

This study gathered points 207 respondents (Study-1) for text-based product review presentation format
through online survey, 209 respondents (Study-2) for image-based product review presentation format
through online survey and 211 respondents (Study-3) for video-based product review presentation format
again through online survey. Since there are 5 variables in the research model, the sample size of the study-1
(N=207), study-2 (N=209) and the study-3 (N=2011) meet the minimum size criteria of Stevens (1996, p. 72)
15 subjects per independent variable, and Tabachnick and Fidell (2007, p. 123) N> 50 + 8M (M = number of

independent variables).
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Data Analysis
To analyze the data, the frequency, factor, reliability and simple linear regression analyses were performed

using SPSS 25 package software. The effect of a non-categorical independent variable on the dependent variable
was tested by linear regression analysis. However, to perform regression analysis, the obtained data must be
normally distributed. In the following pages, normality tests were performed and it was concluded that the
data obtained showed a normal distribution. In addition, partial correlation analysis method can be used to
evaluate whether there is a common method variance bias for the data obtained (Podsakoff et al., 2003: 889-
894). It was concluded that there was no common method variance bias for the data obtained by performing

correlation analyzes.

Research Model
The research model (Figure 1) was designed to include the variables of product review presentation format,

online purchasing intention, perceived product understanding, perceived review credibility, and perceived

review helpfulness).

Hla
Text-Based Product Review H Perceived Review H,, H,,
Presentation Format 2 Helpfulness Y
H H
H 2b 5h 1c
23 H5C
Image-Based Product H,, Hy Hy | Perceived Review [Hg, Hg Ho g  Online Purchasing
Review Presentation Format Credibility Intention
H4a H
H 7c
Video-Based Product *y _ Ha
Review Presentation Format 4 Perceived Product H.,

Understanding

Figure 1. Research Model

Results

Results of Study-1
Table 1 shows the results of the frequency analysis regarding the demographic characteristics of Study-1

participants.
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Table 1
Demographic Characteristics of Participants for Study-1
Demographic Characteristic Group Frequency Percent

Gender Male 71 34.3

Female 136 65.7
Total 207 100.0

18-25 123 59.4

Age 26-30 42 20.3

31-35 25 12.1

Over 35 ages 17 8.2
Total 207 100.0

High school 62 30.0

Education Status (Graduated) Associate degree %0 17.4
Undergraduate 83 40.1

Postgraduate 26 12.6
Total 207 100.0

0-2500 TL 124 59.9

Monthly Income 2501-5000 TL 37 17.9
5001-7500 TL 29 14.0

Over 7501 TL 17 8.2
Total 207 100.0

Among the participants of Study-1 (100%; n=207), most of them are women (65.7%; n=136), aged between 18-
25 (59.4%; n=123), undergraduate degree holders (40.1%; n=83) and have income varying between 0-2500 TL
(59.9%; n=124).

Table 2

Types of Goods Reviewed by Participants on Commercial Websites for Study-1
Types of Products Reviewed on Commercial Websites Frequency Percent
Food-nutrition 14 6.8
Personal care 25 12.1
Durable household goods 12 5.8
Cell phone 9 4.3
Computer 6 2.9
Electronics 39 18.8
Clothing-textile 85 41.1
Vacation-travel - -
Motor vehicle 6 2.9
Other 11 5.3

Total 207 100.0

Most of the participants in Study-1 made reviews mostly about clothing and textile on commercial websites

(41.1%; n=85). Also, it is striking that no participant made any review in the category of vacation and travel.
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Table 3
Factor and Reliability Analysis Results for Study-1
Bartlett's Test of
Sphericity % Factor  Cronbac
Factor KMO . Items .
Approx. ) Variance Loading  h Alpha
. df  Sig.
Chi-Square
Text-Based Textl .790
Product Text2 .768
Review 812 283.899 10 .000 55.439 Text3 735 .798
Presentation Text4 719
Format Text5 707
Credibility1 .877
Perceived Credibility2 .840
Review .869 526.213 10 .000 68.229 Credibility3 .840 .882
Credibility Credibility4 805
Credibility5 764
Perceived Helpfulness1 .897
Review 735 293.246 3 .000 78.745 Helpfulness2 891 .865
Helpfulness Helpfulness3 .874
Perceived Understandingl .900
Product i .
roduct ) 268241 3 000 76992 ~ Understanding2 867 850
Understandi . .865
Understanding3
ng
Onli Intentionl 831
mne Intention2 764
Purchasing .686 222.390 6 .000 58.983 . .766
. Intention3 741
Intention
Intention4 732

The KMO values were above .50 and the p values were below .0005 in the Bartlett’s Test in Study-1, which is
acceptable for factorability (Field, 2000). Following the factor analysis, each factor item had a factor loading
over .50, which is recommended for social sciences (Hair et al., 2009). The reliability analysis performed after
the factor analysis showed that the Cronbach's Alpha value of each factor (sub-dimension) was above .70,

which implied that each factor is reliable (Nunnally, 1978).

Table 4
Normality Test Results for Study-1
Text-Based Product . ) Perceived Perceived Online
) ) Perceived Review i .
Results Review Presentation o Review Product Purchasing
Credibility . .
Format Helpfulness ~ Understanding Intention
Skewness -.307 .028 -414 -.433 -.105
Kurtosis 116 -.035 385 -.125 -.049

Since the kurtosis and skewness coefficients of the variables are between -2 and +2, the data obtained for Study-
1 showed a normal distribution (George and Mallery, 2010). Pearson correlation analysis was performed

because the data showed normal distribution.
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Table 5
Pearson Correlation Analysis Results for Study-1
Text-Based
Pex J iS; . Perceived  Perceived Perceived Online
roduct Review
Variables p ati Review Review Product Purchasing
resentation
E . Credibility Helpfulness Understanding Intention
orma
Text-Based
Pex . iseR . Coefficient 1 645%* 665** 684%* 636**
roduct Review
Presentation Si .000 .000 .000 .000
ig.
Format &
Perceived Coefficient .645%* 1 595%* 597%* .698%*
Review si 000 000 000 000
Credibility &
Perceived Coefficient .665%* 595%% 1 .826%* 611%*
Review si 000 000 000 000
Helpfulness &
Perceived Coefficient .684** 597+ .826™* 1 619
Product si 000 000 000 000
Understanding &
Online Coefficient 636* 698** 6114 619% 1
Purchasing si 000 000 000 000
Intention &

There is a significant positive relationship between both variables. Since the correlation coefficient between
two separate variables is less than .90, it should be accepted that there is no common variance bias for the data

obtained through the Study-1 questionnaire (Bagozzi et al., 1991, p. 437).

Table 6
Simple Linear Regression Analysis and Hypothesis Results for Study-1

Hypothesis R? F B t p Result
Hia: Text-based product review presentation format will

s . . . . 405 139473 636 11.810 .000 Supported
positively influence online purchase intention.

Haa: Text-based product review presentation format will
e , , 442 162547 665 12749 000 Supported
positively influence the perceived of helpfulness review.

Hsa: Text-based product review presentation format will
. . . . e Al6 145955  .645 12.081 .000 Supported
positively influence perceived review credibility.

H4a:. '.Fext—.based product .review presentation forI.nat will 467 179804 684 13409 000 Supported
positively influence perceived product understanding.

Hs.: Perceived review helpfulness resulting from the text-
based product review presentation format will positively .373  121.937 611 11.043 .000 Supported
influence online purchase intention.

Hea: Perceived review credibility resulting from the text-
based product review presentation format will positively .487 194.789  .698 13.957 .000 Supported
influence online purchase intention.

Hz.: Positive perceived product understanding resulting
from the text-based product review presentation format .383 127.447 619 11.289 .000 Supported
will positively influence online purchase intention.
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The simple regression analysis conducted for Study-1 revealed that text-based product presentation format has
a positive and significant effect on online purchasing intention (p=.636; p=.000), perceived review helpfulness
(B=.665; p=.000), perceived review credibility (B=.645; p=.000) and perceived product understanding (p=.684;
p=.000). Also, perceived review helpfulness (f=.611; p=.000), perceived review credibility ($=.698; p=.000) and
positive perceived product understanding (f=.619; p=.000) caused by text-based product presentation format

have a positive and significant effect on online purchasing intention.

Results of Study-2
The results of the frequency analysis for the demographic characteristics of Study-2 participants are shown in
Table 7.

Table 7
Demographic Characteristics of Participants for Study-2
Demographic Characteristic Group Frequency Percent
Gender Male 140 67.0
Female 69 33.0
Total 209 100.00
18-25 73 34.9
Age 26-30 64 30.6
31-35 46 22.0
Over 35 ages 26 12.4
Total 209 100.0
High school 76 36.4
Education Status (Graduated) Assoclate degree 32 1.3
Undergraduate 62 29.7
Postgraduate 39 18.7
Total 209 100.0
0-2500 TL 75 35.9
Monthly Income 2501-5000 TL 45 21.5
5001-7500 TL 41 19.6
Over 7501 TL 48 23.0
Total 209 100.0

Among the participants of Study-2 (100%; n=209), most of them are men (67.0%; n=140), aged between 18-25
(34.9%; n=73), high school graduates (36.4%; n=76) and have income varying between 0-2500 TL (35.9%;
n=75).
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Table 8

Types of Goods Reviewed by Participants on Commercial Websites for Study-2
Types of Products Reviewed on Commercial Websites Frequency Percent
Food-nutrition 16 7.7
Personal care 18 8.6
Durable household goods 12 5.7
Cell phone 15 7.2
Computer 4 1.9
Electronics 58 27.8
Clothing-textile 62 29.7
Vacation-travel 6 2.9
Motor vehicle 6 2.9
Other 12 5.7

Total 209 100.0

Most of the participants in Study-2 made reviews mostly about clothing and textile on commercial websites
(29.7%; n=62). On the other hand, the fewest number of the participants made reviews about computers on

commercial websites (1.9%; n=4).

Table 9
Factor and Reliability Analysis Results for Study-2
Bartlett's Test of
Factor Sphericity % ) Cronbac
KMO ) Items Loading
Name Approx. Si Variance h Alpha
ig.
Chi-Square 5
Image-Based Imagel .802
Product Image2 784
Review 726 380.766 10 .000 58.476 Image3 .755 822
Presentation Image4 752
Format Image5 729
Credibilityl 921
Perceived Credibility2 .895
Review .882 786.875 10 .000 76.557 Credibility3 .887 921
Credibility Credibility4 .863
Credibility5 .803
Perceived Helpfulness1 .909
Review .740 329.275 3 .000 80.570 Helpfulness2 900 879
Helpfulness Helpfulness3 .884
Perceived Understandingl .890
Product i .
roduct 665 220041 3 000 71558 ~ Understanding2 880 783
Understandi . 761
Understanding3
ng
Onli Intention1 .802
fne . Intention2 792
Purchasing 771 223.101 6 .000 60.691 . 778
. Intention3 770
Intention
Intention4 750
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The KMO values were above .50 and the p values were below .0005 in the Bartlett’s Test in Study-2, which is
acceptable for factorability (Field, 2000). Following the factor analysis, each factor item had a factor loading
over .50, which is recommended for social sciences (Hair et al., 2009). The reliability analysis performed after
the factor analysis showed that the Cronbach's Alpha value of each factor (sub-dimension) was above .70,

which implied that each factor is reliable (Nunnally, 1978).

Table 10
Normality Test Results for Study-2
Image-Based Product ) ) Perceived Perceived Online
i ) Perceived Review ] .
Results Review Presentation e Review Product Purchasing
Credibility . .
Format Helpfulness ~ Understanding Intention
Skewness -.680 -.141 -.977 -.695 -.186
Kurtosis 273 -.634 1.231 332 -.363

Since the kurtosis and skewness coefticients of the variables are between -2 and +2, the data obtained for Study-
2 showed a normal distribution (George and Mallery, 2010). Pearson correlation analysis was performed

because the data showed normal distribution.

Table 11

Pearson Correlation Analysis Results for Study-2

Image-Based

Product Revi Perceived  Perceived Perceived Online
roduc eview
Variables P ati Review Review Product Purchasing
resentation
. ) Credibility Helpfulness Understanding Intention
orma

Image-Based Coefficient 1 5774 633%* 629%* 5974
Product Review
Presentation Sig. .000 .000 .000 .000
Format
Perceived Coefficient 5774 1 609%* 5514 640%*
Review )
Credibility Sig. .000 .000 .000 .000
Perceived Coefficient 6334 609+ 1 730 599**
Review ‘
Helpfulness Sig. .000 .000 .000 .000
Perceived Coefficient 629%% 5510 730%* 1 .683**
Product '
Understanding Sig. .000 .000 .000 .000
Online Coefficient 5974 .640** 599 .683** 1
Purchasing
Intention Sig. .000 .000 .000 .000

There is a significant positive relationship between both variables. Since the correlation coefficient between
two separate variables is less than .90, it should be accepted that there is no common variance bias for the data

obtained through the Study-2 questionnaire (Bagozzi et al., 1991, p. 437).
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Table 12
Simple Linear Regression Analysis and Hypothesis Results for Study-2

Hypothesis R? F B t p Result
Hiy: Image-based product review presentation format

. - . . . ) 357 114764 597 10.713 .000 Supported
will positively influence online purchase intention.

Ha: Image-based product review presentation format
will positively influence the perceived of helpfulness .401 138729 .633 11.778 .000 Supported
review.

Hs: Image-based product review presentation format
. . . . ) e 333103200 577  10.159 .000 Supported
will positively influence perceived review credibility.

Hu: Image-based product review presentation format
will  positively  influence  perceived  product .395 135359 .629 11.634 .000 Supported
understanding.

Hsy: Perceived review helpfulness resulting from the
image-based product review presentation format will .359 115781 .599 10.760 .000 Supported
positively influence online purchase intention.

He,: Perceived review credibility resulting from the
image-based product review presentation format will 410 143.835 .640 11.993 .000 Supported
positively influence online purchase intention.

Hy: Positive perceived product understanding resulting
from the .image-l.)z?sed p.roduct review. presentation 466 180.863 683 13449 000 Supported
format will positively influence online purchase

intention.

The simple regression analysis conducted for Study-2 revealed that image-based product presentation format
has a positive and significant effect on online purchasing intention (f=.597; p=.000), perceived review
helpfulness (B=.633; p=.000), perceived review credibility (p=.577; p=.000) and perceived product
understanding (B=.629; p=.000). Also, perceived review helpfulness (B=.599; p=.000), perceived review
credibility ($=.640; p=.000) and positive perceived product understanding (p=.683; p=.000) caused by image-

based product presentation format have a positive and significant effect on online purchasing intention.

Results of Study-3
The demographic characteristics of Study-3 participants are shown in Table 13 as a result of the frequency

analysis.
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Table 13

Demographic Characteristics of Participants for Study-3

Demographic Characteristic Group Frequency Percent
Male 137 64.9
Gend

ender Female 74 35.1
Total 211 100.0

18-25 84 39.8

26-30 60 284

Age

31-35 49 23.2

Over 35 ages 18 8.5
Total 211 100.0

High school 47 22.3

A iate d 24 11.4

Education Status (Graduated) ssoctate degree

Undergraduate 105 49.8

Postgraduate 35 16.6
Total 211 100.0

0-2500 TL 74 35.1

2501-5000 TL 51 24.2

Monthly Income

5001-7500 TL 60 284

Over 7501 TL 26 12.3
Total 211 100.0

Among the participants of Study-3 (100%; n=211), most of them are men (64.9%; n=137), aged between 18-25
(39.8%; n=84), undergraduate degree holders (49.8%; n=105) and have income varying between 0-2500 TL

(35.1%; n=74).

Table 14

Types of Goods Reviewed by Participants on Commercial Websites for Study-3

Types of Products Reviewed on Commercial Websites Frequency Percent
Food-nutrition 17 8.1
Personal care 25 11.8
Durable household goods 20 9.5
Cell phone 7 33
Computer 4.3
Electronics 55 26.1
Clothing-textile 60 28.4
Vacation-travel 3 1.4
Motor vehicle 10 47
Other 5 2.4
Total 211 100.0

Most of the participants in Study-3 made reviews mostly about clothing and textile on commercial websites

(28.4%; n=60). On the other hand, the fewest number of the participants made reviews about vacation and

travel on commercial websites (1.4%; n=3).
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Table 15
Factor and Reliability Analysis Results for Study-3
Bartlett's Test of
Factor Sphericity % ) Cronbac
KMO ) Items Loading
Name Approx. ) Variance h Alpha
. df  Sig.
Chi-Square
Video-Based Videol .873
Product Video2 .811
Review .834 468.213 10  .000 64.226 Video3 783 .860
Presentation Video4 771
Format Video5 765
Credibility1 .906
Perceived Credibility2 .896
Review .858 745.583 10 .000 74.974 Credibility3 .857 915
Credibility Credibility4 855
Credibility5 812
Perceived Helpfulnessl 931
Review 759 446.911 3 .000 85.709 Helpfulness2 .930 916
Helpfulness Helpfulness3 917
Perceived Understandingl 936
Product i .
roduct o3 436064 3 000 85192 Understanding 919 913
Understandi . 914
Understanding3
ng
Onli Intention1 .884
mne Intention2 861
Purchasing .800 401.239 6 .000 71.195 . 861
. Intention3 .829
Intention
Intention4 799

The KMO values were above .50 and the p values were below .0005 in the Bartlett’s Test in Study-3, which is
acceptable for factorability (Field, 2000). Following the factor analysis, each factor item had a factor loading
over .50, which is recommended for social sciences (Hair, Black, Babin and Anderson, 2009). The reliability
analysis performed after the factor analysis showed that the Cronbach's Alpha value of each factor (sub-

dimension) was above .70, which implied that each factor is reliable (Nunnally, 1978).

Table 16
Normality Test Results for Study-3
Video-Based

] . . Perceived Perceived Online
Product Review Perceived Review . .
Results . _ Review Product Purchasing
Presentation Credibility . .
Helpfulness Understanding Intention
Format

Skewness -.680 -.239 -1.111 -.995 -.279
Kurtosis 331 -.018 1.699 1.224 -.314
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Since the skewness and kurtosis coefficients of the variables are between -2 and +2, the data obtained for Study-

3 showed a normal distribution (George and Mallery, 2010). Pearson correlation analysis was performed

because the data showed normal distribution.

Table 17

Pearson Correlation Analysis Results for Study-3

Video-Based

Product Revi Perceived Perceived Perceived Online
roduct Review
Variables Presentation Review Review Product Purchasing
1
. ; Credibility =~ Helpfulness Understanding Intention
orma
Video-Based Coefficient 1 691%* 7242+ 683%+ 673+
Product Review
iresen:ahon Sig. 000 000 000 000
orma

Perceived Coefficient 691 1 .655** .638** 762*%*
Review )
Credibility Sig. .000 .000 .000 .000
Perceived Coefficient 724 .655** 1 850 670
Review .
Helpfulness Sig. .000 .000 .000 .000
Perceived Coefficient 683%* 638%* 850%* 1 696**
Product .
Understanding S 000 000 000 000
Online Coefficient 6734 762 6707 696+ 1
Purchasing
Intention Sig. .000 000 000 000

There is a significant positive relationship between both variables. Since the correlation coefficient between

two separate variables is less than .90, it should be accepted that there is no common variance bias for the data

obtained through the Study-3 questionnaire (Bagozzi et al., 1991, p. 437).
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Table 18
Simple Linear Regression Analysis and Hypothesis Results for Study-3

Hypothesis R? F B t p Result
H,: Video-based product review presentation format

. - . . . . 453 173341 673 13.166 .000 Supported
will positively influence online purchase intention.

Hoe: Video-based product review presentation format
will positively influence the perceived of helpfulness .524 230.431 .724 15.180 .000 Supported
review.

H;c: Video-based product review presentation format
. . . . . . 478 191.389 691 13.834 .000 Supported
will positively influence perceived review credibility.

Hue Video-based product review presentation format
will  positively  influence  perceived  product .466 182.634 .683 13.514 .000 Supported
understanding.

Hse: Perceived review helpfulness resulting from the
video-based product review presentation format will 449 170.623 .670 13.062 .000 Supported
positively influence online purchase intention.

He:: Perceived review credibility resulting from the
video-based product review presentation format will .580 288.761 .762 16.993 .000 Supported
positively influence online purchase intention.

Hy.: Positive perceived product understanding resulting
from the video-based product review presentation
. . . . 484 195910 .696 13.997 .000 Supported
format will positively influence online purchase

intention.

The simple regression analysis conducted for Study-3 showed that video-based product presentation format
has a positive and significant effect on online purchasing intention (B=.673; p=.000), perceived review
helpfulness (B=.724; p=.000), perceived review credibility (f=.691; p=.000) and perceived product
understanding (B=.683; p=.000). Further, perceived review helpfulness (f=.670; p=.000), perceived review
credibility (B=.762; p=.000) and positive perceived product understanding (f=.696; p=.000) caused by image-

based product presentation format have a positive and significant effect on online purchasing intention.

Discussion and Conclusion

The results show that online purchase intention is positively affected by text-based, image-based, and video-
based product reviews (Hi,, Hip, and H,. are supported). These results are parallell to the findings of Kala and
Chaubey (2018), Xu et al. (2015), Obiedat (2013), Kim and Lennon (2008), and Park et al. (2005). Furthermore,
considering the P coefficient, the impact of video-based product review presentation format (f=.673) on online
purchase intention is greater, compared to that of text-based product review presentation format (f=.636) and

image-based product review presentation format (f=.597).

According to the results of the study, perceived review helpfulness is positively affected from the presentation
formats of text, image and video-based product review (Hi, Ha and H,. are supported). These results,
according to Liu and Du (2019), and Mudambi and Schuff (2010) are in line with the results of the studies.
However, considering the B coefficient, the effect of video-based product review presentation format (f=.724)
on perceived review helpfulness s is greater, compared to that of text-based product review presentation format
(P=.665) and image-based product review presentation format (f=.633).
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This study further revealed that perceived review credibility is affected positively from the presentation formats
of text, image and video-based product review (Hi,, H3, and Hs. are supported). These results, according to Xu
et al. (2015) is in line with the results of the study. However, considering the  coefficient, the effect of video-
based product review presentation format (3=.691) on perceived review credibility is greater, compared to that
of text-based product review presentation format ($=.645) and image-based product review presentation
format (p=.577).

Another important finding is that perceived product understanding is affected positively from the presentation
formats of text, image and video-based product review (Hi, Hy and Hy are supported). These results,
according to Liu and Du (2019), Overmars and Poels (2015), Blanco et al. (2010), and Jiang and Benbasat
(2007) are in line with the results of the studies. However, considering the B coefficient, the effect of text-based
product review presentation format ($=.683) on perceived product understanding is greater, compared to that
of video-based product review presentation format (f=.683) and image-based product review presentation
format ($=.629).

In conclusion, video-based product review presentation format has a more significant effect on perceived
review credibility, perceived review helpfulness, and online purchasing intention. However, text-based product
review presentation format has a more significant effect on perceived product understanding. These results

imply that reviews shared in video-based format on e-commerce websites are more noteworthy.

This study further concludes that perceived review helpfulness caused by text-based, image-based and video-
based product review presentation formats positively influences online purchase intention (Hs,, Hs, and Hs.
are supported). These results, according to Xu et al. (2015) is in line with the results of the study. However,
considering the B coefficient, the effect of perceived review helpfulness caused by video-based product review
presentation format (f=.670) on online purchasing intention is greater, compared to text-based product review

presentation format (B=.611) and image-based product review presentation format ($=.599).

Also, perceived review credibility caused by text, image and video-based product review presentation formats
appears to positively influences online purchase intention (He, He, and Hge are supported). These results,
according to Xu et al. (2015) is in line with the results of the study. However, considering the [ coefficient, the
effect of perceived review credibility caused by video-based product review presentation format (p=.762) on
online purchasing intention is greater, compared to text-based product review presentation format (p=.698)

and image-based product review presentation format (p=.640).

Lastly, this study ascertains that positive perceived product understanding caused by text, image and video-
based product review presentation formats appears to positively influences online purchase intention (Hz,, Hz,
and Hy. are supported). These results, according to Jiang and Benbasat (2007) is in line with the results of the
study. However, considering the p coefficient, the effect of positive perceived product understanding caused
by video-based product review presentation format (f=.696) on online purchasing intention is greater,
compared to text-based product review presentation format (B=.619) and image-based product review

presentation format (3=.683).

To sum up, this study highlights that perceived review helpfulness, perceived review credibility, and positive
perceived product understanding caused by video-based product review presentation format have a more

significant effect on online purchasing intention.
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Implications
This current study is one of the important attempts that examines and successfully explains the effects of

product reviews shared by consumers in text, image and video-based formats on e-commerce sites on
perceived review helpfulness, perceived review credibility, perceived product understanding, and online
purchase intention. It is noteworthy that the video-based product review presentation format that consumers
share on e-commerce sites and the effects of perceived review helpfulness, perceived review reliability and
positive perceived product understanding on online purchase intention caused by this presentation format are
more important. However, it should be noted that text and image-based product review presentation formats
and perceived review helpfulness, perceived review credibility and positive perceived product understanding
have a significant impact on online purchase intention. In conclusion, Thanks to this study, it has been seen
that it is possible to explain the relationships between online product presentation formats and online
purchasing behaviors of consumers by using the theoretical framework of The Media/Information Richness
Theory and The Dual Coding Theory.

According to the results obtained with this study, the e-commerce site must allow its customers to share their
experiences with the products or brands they purchase on the e-commerce site with other potential customers
through these three different formats. Because if the e-commerce site allows its customers to share their
experiences in these three different formats through the e-commerce site, it is thought that the e-commerce
site will lead to more customers. Thus, the e-commerce site will make it possible for customers who sell on the

commerece site to increase their sales.

Limitations and Future Research

This study has certain limitations. Considering these limitations, this study offers some directions for future
research. Study-1, Study-2 and Study-3 are limited to a specific sample size. Therefore, it is not reasonable to
generalize the results of these three studies. An investigation of the effect of online product review presentation
formats on online purchase intention based on new data will be useful for generalizing the results of the study.
The research subject of this study is limited to text-based, image-based and video-based product review
presentation formats in consumer research. The scope of further studies may involve two video formats such
as video-without-narration and video-with-narration. This study examines only the effect of the variables of
perceived review helpfulness, perceived review credibility and perceived product understanding on online
purchasing intention. Future studies may also focus on additional variables such as product type (experience

and search) and review sentiment (positive and negative).
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Genisletilmis Ozet

Amag

Bu ¢aligma, tiiketiciler tarafindan e-ticaret sitelerinde metin, resim ve video tabanli formatlarda paylagilan iriin
incelemelerinin ve bu iiriin inceleme sunum formatlarinin her birine dayali olarak olumlu algilanan {riin
anlayisi, algilanan inceleme yardimseverligi ve algilanan inceleme giivenilirliginin online satin alma niyeti

tizerindeki etkisini incelemeyi amaglamaktadir.

Tasarim ve Yontem

Tiketiciler satin aldiklari iriinlerle ilgili deneyimlerini bazi e-ticaret sitelerinde metin, resim ve video
formatinda bagkalariyla paylagsmaktadir. Baz: tiiketiciler, diger tiiketiciler tarafindan paylagilan bu deneyimleri
gozden gegirerek aligveris davranislar: sergilemektedir. Bu ¢aligmanin hedef kitlesi, e-ticaret sitelerinde diger
titketicilerin dirtin incelemelerini inceleyen bu tiiketicilerdir. Kala ve Chaubey (2019) calismasindan {iriin
inceleme sunum formati olgek sorular;, Liu ve Du (2019) calisgmasindan hem algilanan inceleme
yardimseverligi hem de algilanan {iriin anlayis1 6lcek sorular1 ve Xu vd. (2015) ¢alismasindan hem algilanan
inceleme giivenilirligi hem de online satin alma niyeti 6lgek sorular1 bu mevcut ¢aligmaya uyarlanmistir.
Aragtirma modelindeki bu bes degiskenle ilgili 6lcek maddeleri yazarlar tarafindan {i¢ farkli iiriin inceleme
sunum formatina uyarlanmigtir. Buna gére metin- (Caligma-1), resim- (Caligma-2) ve video tabanli (Calisma-
3) iiriin inceleme sunum formatlari i¢in {i¢ online anket tasarlanmistir. Arastirma verileri, bu ti¢ online anket
araciligiyla farkli katihmecilardan toplanmigtir. Van Yiiziinci Yil Universitesi Sosyal ve Beseri Bilimler
Yayinlar1 Etik Kurulu'ndan 23/11/2021 tarih ve 2021/18-09 sayil etik kurul onay belgesi alinmistir. Sosyal
medya (WhatsApp ve Instagram) araciligiyla ulagilan hedef kitle icerisinde her bir anket baglantis: (ii¢ farkl:
anket icin) farkl tiiketicilerle paylagilmis ve ankete goniillii olarak katilan tiiketicilerden veriler elde edilmisgtir.
Metin, resim ve video iiriin sunumundaki 6l¢cek sorular: i¢in farkli anket baglantilarinin ayni tiiketiciyle
paylasilmamasinin nedeni, ortak varyans yanlihigindan kaginmaktir. Online anketler araciligryla metin tabanh
tiriin inceleme sunum formati i¢in 207 veri (Caligma-1), gériintii tabanl {iriin inceleme sunum format: icin
209 veri (Calisma-2) ve video tabanli iiriin inceleme igin 211 veri (Caligma-3) toplanmigtir. Ug farkli ¢alisma
i¢in tasarlanan online anketler araciligiyla toplanan veriler SPSS'e girilmistir. Verileri analiz etmek igin SPSS

25 paket programi kullanilarak frekans, faktor, giivenirlik ve basit dogrusal regresyon analizleri yapilmigtir.

Bulgular
Yapilan analizler sonucunda, ¢alismanin sonuglarinin ilgili literatiirdeki diger ¢alismalarin sonuglar: ile
benzerlik gosterdigi goriilmiistiir. Bu baslik altinda ¢aligmanin sonuglar1 agiklanirken diger ¢aligmalara da
atifta bulunulmugtur. Calisma-1, Calisma-2 ve Caligma-3lin sonuglarini 6zetlemek miimkiindiir. Bu g
caligmadan elde edilen sonuglara gore online satin alma niyetinin metin, resim ve video tabanl {iriin inceleme
sunum formatlarindan olumlu yonde etkilenmektedir (Kala ve Chaubey, 2018; Xu vd., 2015; Obiedat, 2013;
Kim ve Lennon, 2008; Park vd., 2005). Bu ¢alismanin sonuglarina gore, algilanan inceleme yardimseverliginin
(Liu ve Du, 2019; Mudambi ve Schuff,2010), algilanan inceleme giivenilirliginin (Xu vd., 2015) ve algilanan
tirtin anlayisinin (Liu ve Du, 2019; Overmars ve Poels, 2015; Blanco vd., 2010; Jiang ve Benbasat, 2007) metin,
resim ve video tabanli {iriin inceleme sunum formatlarindan olumlu yonde etkilenmektedir. Diger taraftan bu
calisma sonuglarina gore, bu {i¢ {iriin inceleme sunum formatlarindan (metin, resim ve video) kaynaklanan
algilanan inceleme yardimseverligi, algilanan inceleme giivenilirligi (Xu vd., 2015) ve olumlu algilanan iiriin
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anlayis1 (Jiang ve Benbasat, 2007) online satin alma niyetini olumlu etkilemektedir. Son olarak, ¢aligma
sonuglarina gore, video tabanli iiriin inceleme sunum formati, online satin alma niyetinin yani sira hem
algilanan inceleme yardimseverligi hem de algilanan inceleme giivenilirligi izerinde daha énemli bir etkiye
sahiptir. Ancak metin tabanli iiriin inceleme sunum formati, algilanan iiriin anlayis1 izerinde daha énemli bir
etkiye sahiptir. Bu sonuglar, e-ticaret sitelerinde video tabanli formatta paylagilan incelemelerin 6ne ¢iktigin
gostermektedir. Sonug olarak, bu ¢alisma, online satin alma niyeti {izerinde hem video tabanli {iriin inceleme
sunum formatinin hem de video tabanli tiriin inceleme sunumu formatinin bir sonucu olarak olumlu algilanan
tiriin anlayisinin, algilanan inceleme yardimseverliginin ve algilanan inceleme giivenilirliginin daha 6nemli bir

etkiye sahip oldugunu vurgulamaktadir.

Sinirhliklar

Bu ¢alismanin belirli sinirlamalari vardir. Calisma-1, Caligma-2 ve Caligma-3 belirli bir 6rneklem biiyiikliigi
ile sinirhdir. Bu ¢aligmanin aragtirma konusu, tiiketici arastirmalarinda metin, resim ve video tabanl iiriin
inceleme sunum formatlari ile sinirhidir. Bu ¢alisma, bu sunum formatlarindan kaynakli olarak yalnizca
algilanan inceleme yardimseverligi, algilanan inceleme giivenilirligi ve algilanan tiriin anlayis1 degiskenlerinin

online satin alma niyeti tizerindeki etkisini incelemektedir.

Oneriler

Tiketicilerin e-ticaret sitelerinde paylastigi video tabanli {iriin inceleme sunum formatinin ve bu sunum
formatinin neden oldugu olumlu algilanan {iriin anlayiginin, algillanan inceleme yardimseverliginin ve
algilanan inceleme giivenilirliginin online satin alma niyeti iizerindeki etkilerinin daha fazla 6nemli goriilmesi
dikkat cekicidir. Ancak, online satin alma niyeti {izerinde metin ve resim tabanli {irlin inceleme sunum
formatlarinin ve bu formatlardan kaynakli olarak olumlu algilanan driin anlayisinin, algilanan inceleme
yardimseverliginin ve algilanan inceleme giivenilirliginin 6nemli bir etkisi oldugu belirtilmelidir. Bu ¢alisma
ile elde edilen sonuglara gore e-ticaret sitesi, miisterilerinin e-ticaret sitesinde satin aldiklar1 iiriin veya
markalarla ilgili deneyimlerini bu ii¢ farkli format araciigiyla diger potansiyel miisterilerle paylasmalarina
olanak saglamalidir. Ciinkii e-ticaret sitesi, miisterilerinin bu ii¢ farkli formattaki deneyimlerini e-ticaret sitesi
tizerinden paylagsmalarina olanak saglarsa, e-ticaret sitesinin daha fazla miisteriye yol agacag: diistiniilmektedir.

Boylece e-ticaret sitesi, ticaret sitesinde satis yapan miisterilerin satiglarini artirmasini miimkiin kilacaktir.

Ozgiin Deger

Bu mevcut ¢alisma, tiiketiciler tarafindan e-ticaret sitelerinde metin, resim ve video tabanli formatlarda
paylagilan {iriin incelemelerinin, algilanan inceleme yardimseverligi, algilanan incelme giivenilirligi, algilanan
tiriin anlayig1 ve online satin alma niyeti iizerindeki etkilerini inceleyen ve bu etkilerini basarili bir sekilde

aciklayan 6nemli girisimlerdendir.

Aragtirmaci Katkisi: Ziibeyir CELIK (%40), Aykut KABAK (%30), Aypar USLU (%30)
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