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ABSTRACT

Purpose- It is important to examine customer satisfaction, which is the antecedent of customer loyalty, which is considered one of the
most critical tools to achieve long-term profit success, especially for e-commerce companies where it is difficult to create loyal customers.
In this study, it is aimed to examine the effects of perceived service quality dimensions such as ease of use, responsiveness, personalization
and assurance on customer satisfaction.

Methodology- The universe of the study consists of consumers who have shopped from e-commerce companies at least once. The study
data were obtained by the survey method, and the data found suitable for the analysis were analyzed with the Jamovi 2.3.9 program.
Regression analysis was used to test the research model developed based on the literature.

Findings- As a result of the study, it was determined that the dimensions of personalization and assurance, which are the dimensions of
perceived service quality in e-commerce environments, have a statistically significant and positive effect on customer satisfaction, but the
dimensions of ease of use and responsiveness do not have a statistically significant effect on customer satisfaction.

Conclusion- Based on the results of the study, it can be said that the perceived service quality affects customer satisfaction in e-commerce
sites. Considering the effect of personalization on customer satisfaction, it is thought that it would be correct for e-commerce sites to
provide personalized campaigns and suggestions in line with the needs and interests of the person. Based on the effect of the assurance
dimension on customer satisfaction, it is suggested that they work on creating payment systems and privacy policies that will make
customers feel safe to visit the site again and make a purchase.
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E-TICARET ORTAMLARINDA HiZMET KALITESININ MUSTERI MEMNUNIYETINE ETKISi

OZET

Amag- Uzun vadeli kar basarisi elde etmenin en kritik araglarindan biri olarak kabul edilen misteri sadakatinin 6nclli olan misteri
memnuniyetini 6zellikle sadik musteri olusturmanin gii¢ oldugu e-ticaret sirketleri agisindan incelemek énemlidir. Bu galisma ile e-ticaret
ortamlarinda algilanan hizmet kalitesi boyutlari olan kullanim kolayligi, cevap verebilirlik, kisisellestirme ve glvencenin mdusteri
memnuniyeti Gzerindeki etkisinin incelenmesi amaglanmistir.

Metodoloji- Galismanin evrenini, en az bir kez e-ticaret sirketlerinden aligveris yapmis olan tiketiciler olusturmaktadir. Calisma verileri
anket yontemiyle elde edilmis olup, analize uygun bulunan veriler Jamovi 2.3.9 programi ile analiz edilmistir. Literatlirden hareketle
olusturulan arastirma modelinin test edilmesinde regresyon analizinden yararlaniimistir.

Bulgular- Calisma sonucunda e-ticaret ortamlarinda algilanan hizmet kalitesi boyutlarindan kisisellestirme ve giivence boyutlarinin musteri
memnuniyeti Gzerinde istatistiksel olarak anlamh ve pozitif bir etkisi oldugu ancak kullanim kolayligi ve cevap verebilirlik boyutlarinin
misteri memnuniyeti tizerinde istatistiksel olarak anlamli bir etkisinin olmadigi tespit edilmistir.

Sonu¢- Calisma sonuglarindan yola cikarak, algilanan hizmet kalitesinin e-ticaret sitelerinde misteri memnuniyetine etki ettigi
soylenebilmektedir. Kisisellestirme boyutunun misteri memnuniyetine etkisi dikkate alindiginda e-ticaret sitelerinin kisiye Ozel
kampanyalar ile kisinin ihtiya¢ ve ilgisi dogrultusunda yapilan yénlendirmelerde bulunmasinin dogru olacagi dustinilmektedir. Glvence
boyutunun misteri memnuniyetine olan etkisinden hareketle ise musterilerin siteyi tekrar ziyaret etmesi, satin alma yapmasi igin kendini
glivende hissetmesini saglayacak o6deme sistemlerinin ve gizlilik politikalarinin olusturulmasi konusunda ¢alismalar yapmalari
onerilmektedir.
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