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ABSTRACT In today’s competitive environment, where market structure and customer

expectations are in a rapid change, the determination of the factors affecting the purchase
decisions and behaviors of consumers has a very significant role in the marketing value
Consumer Innovativeness system. The determinants of purchase decisions include consumer perceptions, and besides,
Percei ) the consumer innovativeness, which plays an important role in the spread and adoption of
erceived Risk § .
products. Purchase behaviors are shaped and realized under the effect of consumer
Personality Traits innovativeness components. As such, innovative consumers tend to follow innovations
closely and adopt them more conveniently and faster. However, a new transformation is
taking place in the current markets with the risk perception that may occur in each market
and consumer perception. In this process, therefore, personality characteristics can be
considered as an important factor in determining consumer innovativeness, perceived risk
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JEL Codes: and purchase behaviors. In this context, this study examines the relationships between the
M10 personality traits, consumer innovativeness, perceived risk and purchase behavior through
M19 survey method. The application of the questionnaire was performed on consumers residing
in Konya. Within the scope of the study, six basic hypotheses have been suggested. First of
M31 all, a correlation analysis was performed in order to determine the relationship between the
M39 variables. In line with the correlation analysis, it was concluded that there is a positive
relationship between each parameter. Besides, according to the results of simple linear
regression analysis conducted in order to test the accuracy of research hypotheses, it is found
that there is a positive effect of consumer innovation and personality traits on perceived risk;
of personality traits on consumer innovation; of consumer innovation, perceived risk and
personality traits on purchasing behavior.
1 Assist. Prof. Dr, Selcuk University, eboztas@selcuk.edu.tr, https:/ /orcid.org/0000-0001-7215-5018
2 Assist. Prof. Dr, Selcuk University, emelgelmez@selcuk.edu.tr, https:/ /orcid.org/0000-0002-8774-607X

Business & Management Studies: An International Journal Vol.:8 Issue:2 Year:2020, 2289-2311

Bu makale, arastirma ve yayn etigine uygun hazirlanmig ve | v™ | intihal taramasindan gegirilmistir.


http://dx.doi.org/10.15295/bmij.v8i2.1506
mailto:eboztas@selcuk.edu.tr
https://orcid.org/0000-0001-7215-5018
mailto:emelgelmez@selcuk.edu.tr
https://orcid.org/0000-0002-8774-607X

Esen SAHIN & Emel GELMEZ

TUKETICI YENILIKCILIGI, ALGILANAN RiSK VE KiSILIK OZELLIKLERININ
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Algilanan Risk
Kisilik Ozellikleri

Satin Alma Davranist

JEL Kodlarz:
M10
M19
M31
M39

SATIN ALMA DAVRANISI UZERINE ETKISI

Pazar yapis1 ve miigteri beklentilerinin hizli bir degisim icerisinde oldugu mevcut
rekabet ortaminda, tiiketicilerin satin alma kararlar: ve davramslarim etkileyen faktérlerin
belirlenmesi pazarlama deger sistemi igerisinde ¢ok onemli bir role sahiptir. Satin alma
kararlarimin belirleyicileri arasinda tiiketici algilar: ile birlikte tiriinlerin yayilmasinda ve
benimsenmesinde onemli bir rol oynayan tiiketici yenilik¢iligi yer almaktadir. Tiiketici
yenilikciligi  bilesenlerinin  etkisiyle satmn  alma  davramslart  sekillenmekte ve
gerceklesmektedir. Nitekim, yenilikci tiiketiciler yenilikleri yakindan takip etme ve daha
kolay wve hizli benimseme egilimindedirler. Bununla birlikte her bir pazarda ve tiiketici
algistnda meydana gelebilecek risk algist ile birlikte mevcut pazarlarda yeni bir doniisiim
yasanmaktadir. Dolayisiyla bu siirecte tiiketici yenilikciliginin, algilanan riskin ve satin
alma davramglarnmn  belirlenmesinde kisilik - 6zellikleri de dnemli bir faktor olarak
degerlendirilebilmektedir. Bu baglamda bu calismada kisilik 6zellikleri, tiiketici yenilik¢iligi,
algilanan risk ve satin alma iliskileri anket yontemi aracili§r ile incelenmistir. Uygulama
Konya Merkez'de ikamet eden tiiketiciler iizerinde gerceklestirilmistir. Calisma kapsaminda
alt1 temel hipotez kurulmus olup degiskenler arasindaki iliskinin belirlenebilmesi amac ile
oncelikle korelasyon analizi yiiriitiilmiistiir. Korelasyon analizi dogrultusunda her bir
parametre arasinda pozitif iliski oldugu sonucuna ulagimistir. Bununla birlikte arastirma
hipotezlerinin dogrulugunun test edilmesi amaci ile gerceklestirilen basit dogrusal regresyon
analizi sonuglarna gore tiiketici yenilik¢iligi ve kisilik 6zelliklerinin algilanan risk tizerinde;
kisilik 6zelliklerinin tiiketici yenilikcilidi tizerinde; tiiketici yenilikciliginin, algilanan riskin
ve kisilik ozelliklerinin ise satin alma davrams: iizerinde pozitif etkisi oldugu tespit
edilmigtir.
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1. INTRODUCTION

Within today’s global competitive environment where customer expectations
are rapidly increasing and diversifying, various transformations are taking place in
both the producer and customer aspects. It can be observed that the producers are
turning to private production according to the individual rather than understanding
what I produce what they produce today and diversifying the product range. Together
with this, there are transformations in general business strategies in order to meet the
increasing customer expectations. These transformations occur especially in
production and marketing strategies. In this process, consumers’ perceptions of
innovative products gain more importance and product strategies are developed
accordingly. At this point, consumer innovativeness has become a frequently debated
issue in the grounds that it allows for the adoption and dissemination of innovations

and directly influencing purchasing decisions.

Today, consumers are faced with new products and channels in their
purchasing decisions. Many of the current researches, both at macro and micro levels,
are shaped and based on consumers’ adaptation to innovation or respond to
innovation mechanisms (Cotte and Wood, 2004: 78). Consumer innovativeness is a
concept that has become a focus of interest by researchers in recent years (Cotte and
Wood, 2004: 78; Xie, 2008: 236). Consumer innovativeness holds a significant role in
the spread and adoption of new products (Im et al., 2003: 61). Today, as far as the
discussions on personality traits and consumer innovativeness and the effect of
perceived risk on purchase behavior are taken into consideration; it is significant to
consider all concepts together. In this context, it is considered that this study will
contribute to the literature in terms of addressing the main variables identified as

consumer innovativeness, personality traits, perceived risk and purchase behavior.

In the study, consumer innovation, perceived risk and personality
characteristics were examined in a theoretical framework. After the explanation of the
concepts, a literature review of the variables that make up the working model was
given. In the final part of the study, the research methodology is given. In this context,

information about the sample is given first. Finally, the accuracy of the hypotheses
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developed within the scope of the research model was tested and the results were

evaluated.

2. THEORETICAL FRAMEWORK

2.1. Consumer Innovativeness

Consumer innovativeness is a concept related to the adoption of innovations.
The success of innovation is only possible by determining who has the potential to
consume it and by identifying their needs accurately. The change in the studies related
to consumer innovativeness has begun with the spread of innovations from 1960
onward. Today, the studies are carried with reference to previous studies (pioneering
studies such as those of Rogers and Shoemaker; 1971, Midgey; Dowling, 1978,
Hirschman; 1980) (Akdogan and Karaarslan, 2013: 4) that were conducted in the 1970s.

Through the literature review, it can be observed that there is not a certain
consensus on consumer innovativeness (Zhang and Hou, 2017: 244; Kim et al., 2011:
716) and the concept is defined differently by various researchers (Park et al., 2010:
438). For instance, Midgley and Dowling (1978) define consumer innovativeness as the
degree of openness to new ideas (Leicht, 2018: 4). Besides, consumer innovativeness is
defined as preferring to buy new and different products instead of previous
preferences and buying habits (Steenkamp et al., 1999: 56); tendency to buy new
products more often and faster (Roehrich, 2004: 671); and consumers’ tendency to

adopt innovations (Tellis et al. 2009: 1).

Measuring the consumer innovativeness is important in terms of the benefits it
will bring to businesses and consumers. When it is evaluated from the point of view
of enterprises, it will be guiding in making marketing decisions. With this information,
many questions can be answered such as what should be contained by innovation,
how it will be positioned, how it will be distributed, how it will be priced, how media
planning will be executed, whether the customer needs to be trained in order to use
innovation (Akdogan and Karaarslan, 2013: 3). As a matter of fact, consumer
innovativeness helps marketers to make early and easy adoption of products by
consumers. Furthermore, the first adopters provide important information about the

new product and communicate with recent adopters. In general, consumer
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innovativeness facilitates the process and communication of the adoption of new
products by potential consumers. The tendency of consumers to adopt new products
plays an important role in brand loyalty, decision making and communication
analysis. Consumer innovativeness applies not only to manufactured goods markets,
but also to services. The dynamic nature of the market can be enhanced by consumer

innovativeness (Xie, 2008: 237).

When the literature of consumer innovativeness concept is examined, it is
observed that the concept is discussed within two dimensions. These dimensions are
personal innovation and product-based innovation. Personal innovation is a
personality trait which also expresses the innate attitudes of individuals towards
innovations. Product-based innovation is defined as the level of innovation an
individual possesses for a particular product category. Personal innovation and
product-based innovation are influenced by many factors. Personal innovation is
affected by the different personality traits of the individual, while product-based
innovation is influenced by a number of factors specific to the product category (Deniz
and Ercis, 2016: 463). Vandecasteele and Geuens (2010) developed the scale of
motivated consumer innovativeness against existing studies, arguing that existing
consumer innovativeness scales handle consumer innovativeness only in two aspects
specific to personality traits and interests and ignore most of the motivational aspects.
Consumer innovativeness is examined in four aspects, namely functional innovation,
hedonic innovation, social innovation and cognitive innovation. In this context, in this
study consumer innovativeness is examined in four dimensions as widely accepted;

namely, functional, hedonic, social and cognitive innovation.
2.2. Perceived Risk

There is a certain level of risk in any purchase decision (Lee and Huddleston,
2006: 8). Indeed, in several studies (e.g. Gordon et al., 1993; Jackson et al., 1995), one of
the problems faced by industrial buyers is identified as risk and uncertainty that play

a role in the evaluation of goods or services (Kumar and Grisaffe, 2004: 47).

Together with the concept of risk introduced by Bauer (1960) to attract the

attention of researchers (Perez-Cabanero, 2007: 186); perceived risk theory is applied
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to explain consumer behavior in decision making since 1960s (Chang and Chen, 2008:
823). Perceived risk is one of the basic concepts of consumer behavior and is frequently
preferred by consumers to explain risk perceptions and ways of reducing risk (Mitra

et al., 1999: 210).

Perceived risk can be defined as the perception of uncertainty and negative
consequences as consumers purchase goods or services (Zhang and Hou, 2017: 243).
At the same time, perceived risk, which is an expression of the selection situation that
includes potential negative and positive results (Stone and Gronhaug, 1993: 40), is
perceived as the nature and amount of risk by a consumer intending to make a specific
purchase decision, according to Cox and Rich (1964: 33). In this context, perceived risk
can be expressed as a consumer’s concern at the purchasing decision stage as to “What

if this product does not meet my expectations” (Ozbek, 2016: 66).

The perceived risk arises from the uncertainty that customers face when they
fail to anticipate the results of their purchase decisions (Alda’s-Manzano et al., 2009:
57). The type and level of this risk is influenced by several factors on different products.
These factors are expressed as product characteristics, consumer personality,
demographic characteristics, cultural and social characteristics (Perez-Cabanero, 2007:

186).

Where the risk is perceived as low according to the consumer, it is possible that
there will be no problems in purchasing a product and thus there may be a tendency
to purchase. By identifying the factors where the perceived risk is intense, businesses
develop various strategies in order to reduce the risk. As an example of this, some
businesses make the guarantee period longer, increase the return opportunities and
increase the price advantage. As another example, some enterprises maintain product
distribution, provide expert and reliable source opinion, and thus attempt to reduce

the uncertainty of the perceived risk factors (Odabas1 and Baris, 2003: 155).

The consumers’ perceived risks is defined by Hirunyawipada and Paswan
(2006) as social risk, time risk, financial risk, physical risk, performance risk,
psychological risk and communication risk. On the other hand, Stone and Mason

(1995) define perceived risk as performance risk, financial risk, social risk,
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psychological risk, time risk and physical risk. In this context, perceived risk

dimensions in this study were determined as stated in the related literature.
2.3. Personality Traits

Personality traits are important determinants of individuals’ behaviors.
Therefore, personality has become the subject of research for many years for
researchers who want to understand human behavior (Satici et al., 2019: 860).
Personality is structure which is fixed over time, and is emotional, behavioral and
cognitive forms come together to identify psychological characteristics (Mount et al.,
2005: 448-449). At the same time, personality is the consistent behavior of individuals
over time as more or less static internal factors. These behaviors clearly differ from one

person to another, even in slightly comparable cases (Child, 1968: 83).

In marketing, it is important to carry out marketing activities according to the
target consumer groups. Therefore, knowing the characteristics of a number of target
consumers facilitates the work of marketers. Personality is one of these characteristics.
A number of personality scales have been developed by scientists doing research in
this direction. The developed personality scales vary according to the purpose of use,
sector or research field. One of these scales is the five-factor personality scale
(Temeloglu, 2014: 18). The five-factor model of personality explains the basic
dimensions of personality. In general terms, there is a widespread acceptance of the
personality dimensions and content in these five dimensions. These factors are
openness to experience, emotional balance, extroversion, responsibility and
compatibility (Mount et al., 2005: 449). In this study, the dimensions of personality

traits are considered as widely accepted in the literature.

24. Consumer Innovativeness, Perceived Risk, Personality Traits and

Purchase Behavior

In this part of the study, the studies used in the creation of the research model
are reviewed. The relationship between the four main variables identified as consumer
innovativeness, perceived risk, personality traits and purchase behavior are discussed
in various ways in the respective literature. Some of the studies in the literature are
summed up and depicted in Table 1.

——T7T7TTmFm 77—« -— 7 —HNKm7+—— -
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Table 1. Literature Review on Variables Forming the Working Model

Author/Authors Research Findings

The perceived risk differences between the Internet and store formats in the
consumers’ purchase behavior were identified. It is found that consumers
perceive the more risk of buying in their Internet shopping. This study supports
the generalization that the relationship between risk and purchasing in catalog
and in-store retail is also related to Internet retailing.

In this study, structural assessments were made in the context of consumer
innovativeness and self-compliance in innovative (new) product purchases. In this
context, it is argued that the perceived risk has a negative effect on customer
satisfaction and purchase intention variables.

Chang and As aresult of the study, a negative relationship was identified between perceived
Chen, (2008) risk and intention to purchase.

Individuals with personality traits that are open to innovations, harmonious and

Kim
(2001)

Cowart et al.,
(2008).

Deniz responsible have a higher risk of performance and anxiety due to psychological
and factors in buying and driving cars. Individuals who have this personality
Ercis characteristics experience stress and anxiety as to whether the car they are going

(2008). to buy can maintain the desired performance and whether they can sell the car to

others afterwards.
According to the results of the study; it is argued that when young consumers
shop online, perceived risk factors have a negative impact on purchase intention.
However, the perceived value has a positive impact on the intention of buying
Xiao Ying when young consumers shop online. As a result, it is very important for online
(2011). businesses to take measures to reduce perceived risk factors and increase
perceived value factors for young consumers. In this regard, the thesis provides
recommendations to businesses and interested parties to increase the online
purchases of young consumers.
In the study; the characteristics of consumers such as economic status, age,
personality, lifestyle, occupation and health are found to be significant in the

Durmaz et al.

(2011). decision of purchasing the goods and services “how, from where, from whom?”
The findings of the study conducted in Mongolia depict that consumer
innovativeness; perceived benefits and perceived risk are important determinants

Hsu and of online shopping. Furthermore, consumer innovativeness is found to show that
Bayarsaikhan | perceived benefits had a positive effect on consumer shopping attitude and

(2012). perceived risk had a negative effect on consumer online shopping attitude.
However, consumer innovativeness also has an indirect impact on perceived
benefits, perceived risk, and online shopping intent.

The findings of the study revealed that, unlike the higher levels of consumer

Truong innovativeness, higher levels of design intelligence do not increase the intention

(2014) to purchase products with innovative product forms.

Although there is a negative relationship between perceived risk and consumer

Biilbiil innovativeness and purchase behavior, it is found that there is a positive

and relationship between consumer innovativeness and purchase behavior.

Ozoglu Innovation activities of enterprises positively affect the purchasing decisions of

(2014) consumers and increase sales while risk perception decreases the sales of
enterprises.

Within the scope of this study, a survey was conducted for 398 domestic tourists
Temeloglu staying in four- and five—sjcar resgrt 'h.otels operating .in Canalfkale ‘and Balikesir.
(2014) As a result of the analysis, a significant and positive relationship was found

between the personality traits and perceived risk; attitude and personality traits;
perceived risk and repurchase behavior and attitude and repurchase behavior.

]}
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=

In the study conducted in India, an evaluation was performed on the intention of

Thakur adopting online retail shopping. The results of this study indicate that the use of
and Srivastava | the Internet channel in both direct and physical procurement effectively reduces
(2015) consumer risk perception and that the consumer innovativeness plays a key role
in this process.
In the context of Victoria’s Secret case, a clothing brand targeting young women
Rose consumers, it was argued that the familiarity and habit levels of the consumers
(2015) should be increased in terms of marketing strategies in order to decrease the
perceived risk levels of consumers and to increase their intention to purchase.
Abed etal., Within the scope of the study .condlictec.l on Saiidi consumers; It is supported by
(2015) a conceptual model that perceived risk, innovation and quality of knowledge are
directly related to behavioral intent.
According to the results of the study, the increase in consumer innovativeness
does not directly increase the instinctive purchasing tendency. However, the
Ozoglu increase in consumer innovativeness increases the product interest of the
(2016) consumers and the product interest increases the instinctive purchasing tendency.
As a result, the fact that consumers are simply innovative does not directly affect
the instinctive buying tendency.
Results of the study indicate that the risk perceptions of the surveyed consumers
according to their income, frequency of transportation, and age differ on the basis
of physical risk, performance risk and financial risk. One of the findings of the
Kogcoglu study is that performance risk, psychological risk and financial risk that
(2016) consumers feel have negative effects on repurchase. Among these risk factors,

psychological risk has a negative effect on the intention to buy again.

Kawala-Bulas

The results of this research show that perceived risk and trust are important
determinants of the intention of users of mass-produced women’s clothing to buy

(2016) online. Marketing experts are advised to carry out activities to increase customer

confidence and reduce risk perception.

The functional and hedonic dimensions of consumer innovativeness were found

Kog to be effective on behavioral intentions. Confidence in the system and perceived

(2017) risk variables between behavioral intentions and hedonic innovation has a

regulatory effect.

Within the scope of the research, the effect of different aspects of perceived risk

on attitudes towards new services and adoption intentions is examined in the
Savas context of perceived risk and innovations by the consumer. It was concluded that
(2017) perceived risk has an impact on the implementation of service innovations. The

study identifies specific risks affecting the adoption of new services and makes

significant contributions to theory and practice.

The result of the study concluded that the perceived risk dimensions had a
Colak r?gulatory effeq on the puthase intention. Perceivgd financijdl and confidentiality
(2019) risks are effective in reducing customers’ purchasing intentions towards to their

banks.

The literature review maintains that the main variables are handled in various
ways. In this regard, a conceptual model has been formed and respective hypotheses
have been established and their validity has been investigated. In this study, it is
considered that each variable will be handled together and thus will contribute to the

literature in terms of the difference from the model established in this study.

——T7T7TTmFm 77—« -— 7 —HNKm7+—— -
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3. METHODOLOGY OF THE RESEARCH

In this part of the study, information about the sample, conceptual model and
hypothesis of the research will be provided and the accuracy of the hypotheses will be
tested through the result of the analysis.

3.1. Research Method and Sample

The main purpose of this study is to determine the relationship between
consumer innovativeness, perceived risk, personality traits and purchase behavior and
to determine the level of effect on each other. For this aim, an applied research was
conducted in Konya city center3. Online and face-to-face interviews were performed

to conduct the questionnaires.

Convenience sampling is also known as accidental or appropriate sampling. In
this sampling technique, it is tried to collect data from the most convenient and most
accessible subjects until reaching the sample size required by the researcher (Giirbtiz

and Sahin, 2018: 132). Therefore, convenience sampling method was used in the study.

In this study, due care was paid in determining the sample. In this regard, in
order to determine the sample size, a sample table of possible population figures by
Yazicioglu and Erdogan (2014: 89) that could represent a specific population was used.
From this table, we have + 0.05 sampling error at a = 0.05 significance level, and p =
0.5 (the observed ratio of x in the population), q = 0.2 (the ratio of x not observed in the
population) and the sample mass is 384. During the data collection process, 580
questionnaire forms were obtained. However, as a result of the evaluations, nine
questionnaires were excluded due to lack of answers or inconsistent expressions.
Accordingly, 571 questionnaires were evaluated; it can be stated that the number of

surveys has the power to represent the population.*

In determining the scales, due attention was paid to the reliability and validity
of the scales. In this context; for personality traits, the five-factor personality traits scale

developed by John and Srivastava (1999); consumer innovativeness scale developed

3 The surveys were conducted on 01.10.2019-21.11.2019 on the consumers residing in Konya city center. Therefore, Ethics
Committee Permission Certificate is not required.

4 As of the end of 2018, the number of consumers residing in the city center of Konya is 1.314.824. This data is obtained from: they
http:/ /konyailnufus.gov.tr/2015-yili-konya-ilimiz-ve-ilelerine-ait-nfus-istatis

]}
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by Vandecasteele and Geuens (2010, for perceived risk, the scale developed by Stone
and Mason (1995), and reliability and validity of which is tested by Ozoglu and Biilbiil
(2013) was utilized. The questions asked to measure purchase behavior were formed

by using the study carried out by Biilbiil and Ozoglu (2014).

Reliability of the scales is determined by Cronbach alpha (a) value. Consumer
innovativeness (0.945), perceived risk (0.890), personality traits (0.879) and purchase
behavior (0.891) variables’” Cronbach’s alpha values are above the acceptable lower
limit of 0.70 (Sekaran, 2003: 311; Altunisik et al., 2010; Giirbtiz and $Sahin, 2018: 333).

This can be considered as an indication that the scales used are reliable.
3.2. Hypothesis and Conceptual Model of Research

Six basic hypotheses, listed as follows, have been developed in line with the

main purpose of the study:

Hypothesis 1: Consumer innovativeness has a negative effect on perceived risk.

Hypothesis 2: Personality traits have a positive effect on perceived risk.

Hypothesis 3: Personality traits have a positive effect on consumer
innovativeness.

Hypothesis 4: Consumer innovativeness has a positive effect on purchase
behavior.

Hypothesis 5: Perceived risk has a negative effect on purchase behavior.

Hypothesis 6: Personality traits have a positive effect on purchase behavior.

The research model which was formed in line with the hypotheses formed in
order to determine the relationship between individuals’ consumer innovativeness,
risk perceptions, personality traits and purchase behavior was determined as in Figure
1. According to this model; personality traits have a positive effect on consumer
innovativeness and consumer innovativeness has a negative effect on perceived risk.
However, while personality traits and consumer innovativeness have a positive effect
on purchase behavior; the perceived risk is assumed to have a negative effect on

purchase behavior.

——T7T7TTmFm 77—« -— 7 —HNKm7+—— -
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Figure 1. Conceptual Model
4. EVALUATION OF RESEARCH FINDINGS
4.1. Characteristics of the Sample

Table 2 presents the values related to the questions asked to determine the

demographic characteristics of the participants.

Examining the Table 2, it can be seen that 58% of the participants were male and
42% were female. As far as the age ranges of the participants were examined, the vast
majority (44%) were aged between 18-25 and the others were 26-30 (13.8%), 45 and
over (13.1%), 36-40 (10.9%), 41-45 (10,2%) and 31-35 (8,1%) age groups. While a large
proportion of the participants had undergraduate education (61.6%), 129 participants
(22.6%) had graduate education. While the proportion of the participants with income
level of 5000 TL and above is 28.2%, it is seen that the participants with an income of
100-500 TL are in the scope of the research, holding the rate of 17.3%. It was observed
that a large proportion (80.7%) of the participants shopped as needed, spent more than
a few hours (68.1%) on the Internet and were also aware of new products via the

Internet (82.1%).

]}
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Table 2. Demographic Data of Participants

Characteristics Responses N %
Gender Female 240 42.0
Male 331 58.0

18-25 251 44
26-30 79 13.8

Age 31-35 46 8.1
36-40 62 10.9
41-45 58 10.2

45 and above 75 13.1

Primary education 11 1.9

Secondary school 7 1.2

. High school 34 6.0
Educational status Associate degree 38 6.7
Bachelor’s degree 352 61.6
Postgraduate degree 129 22.6
100-500 TL 99 17.3
501-1000 TL 93 16.3
Income status 1001-2000 TL 59 10.3
2001-3000 TL 65 114
3001-5000 TL 94 16.5
5000 TL and above 161 28.2
As needed 461 80.7
Frequency of shopping Weekly 58 10.2
Once every 15 days 28 49

Monthly 24 4.2

Several hours a week 24 4.2
Frequency of internet use |Several hours a day 158 27.7
More than a few hours per day 389 68.1
Via the internet 469 82.1

Awareness of new Through television 17 3.0
products Through the people around 42 74
Other 43 7.5

Total (N/%) 571 100

4.2. Findings Related to Research Hypothesis

In this part of the study, the hypotheses of the research were tested and they
were tested for validity. In order to determine the relationship between the variables
of the study, first, Pearson Correlation Analysis was performed. In this context, Table

3 depicts the correlation matrix.
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Table 3. Correlation Matrix

Variables Mean S.D. (1) (2) (3) 4)
Personality Traits (1) 3.37 3.37 1
Consumer Innovativeness (2) 3.03 3.03 .556 ** 1
Perceived Risk (3) 3.77 3.77 413 ** A14 ** 1
Purchase Behavior (4) 3.38 3.38 421 ** .640 ** .330 ** 1
Notes: *p <0.001, **p <0.05.

When Table 3 is examined in general terms, it is seen that there are positive
relationships between the variables. Before testing the hypotheses established in line
with the main purpose of the study, the relationships between these variables were
examined in order to determine the variables related to the hypotheses. In this respect,
it is found that the average level of personality traits and consumer innovativeness (r
= 0.556), the level of consumer innovativeness and perceived risk (r = 0.414), the level
of personality traits and purchasing (r = 0.421), consumer innovativeness and purchase
There was a moderate (r = 0.640) relationship between purchasing and a weak (r =
0.330) relationship between perceived risk and purchasing. Based on these
correlations, cause and effect relationships were tried to be determined by identifying

the relationships between the variables.

In order to test the first hypothesis of the study, simple linear regression
analysis was used to determine the cause and effect relationship between perceived
risk and consumer innovativeness. In this regard, in order to examine the causal
relationship between variables, regression model was suggested as follows and

regression analysis was conducted accordingly.
Perceived risk = b0 + b1 Consumer innovativeness + €

Hereby, simple regression assumptions apply to the error term, . Respective

regression analysis results are presented in Table 4.

Table 4. Regression Analysis: Perceived Risk

. Independent Standard
2
Dependent Variable AR Variable Beta Error t p
Constant Term 1.384 0.156 8.856
Perceived Risk 0.170 117.722* | 0.000
Consumer 0487 | 0045 | 10.850
Innovativeness

Notes: *p <0.001, **p <0.05.
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Table 4 depicts that the proposed model is not statistically significant (F =
117.722; p<0.001). In that regard, the cause-effect relationship between consumer
innovativeness and perceived risk variables, in other words, the fact that the consumer
innovativeness explains the perceived risk by 0.170, indicates that the respective
degree of the relationship is small. However, when evaluated with regard to the
hypothesis number 1 of the study, it is seen that the perceived risk can be measured
by consumer innovativeness when the variance value explained and the significance
of the model are taken into consideration. In this context, the results in Table 4 do not
support the Hypothesis 1 which implies that “Consumer innovativeness has a
negative effect on perceived risk”. Thus, Hypothesis 1 is rejected. In the literature
review, it was found that there is a negative relationship between consumer
innovativeness and perceived risk. In other words, increased consumer innovativeness
leads to a decrease in perceived risk (Biilbiil and Ozoglu, 2014). Another study found
a negative relationship between consumer innovativeness and perceived risk (Cai,
2017). In the literature, there is also a study supporting the conclusion that high levels
of innovation are associated with low perceived risk levels (Cowart, 2008). In this

context, it is found that the result of this study differs from the related literature.

In order to test the second hypothesis of the study, the effect between the personality
traits and perceived risk was determined by simple regression analysis. In this context,
in order to examine the causal relationship between personality traits and perceived
risk, a regression model was proposed as follows and a regression analysis was

conducted accordingly:
Perceived Risk = b0 + b1 Personality Traits + €

Hereby, simple regression assumptions apply to the error term, ¢. Regression analysis

results are presented in Table 5.

Table 5. Regression Analysis: Perceived Risk

Dependent , | Independent Standard
Variable AR Variable Beta Error t F P
Constant 0.093 0.291 -0.319
Perceived Risk 0.169 Term. 117.255* | 0.000
Personality | (928 0.086 10.828
Traits

Notes: *p <0.001, **p <0.05.
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It can be observed that the model proposed to determine the cause-effect
relationship between the variables was significant (p<0.001). It was seen that the effect
of personality traits explained the perceived risk levels of the participants at 0.169%
level. In this context, the results in Table 5 support the Hypothesis 2 which implies that
“Personality traits have a positive effect on perceived risk”. These results are similar
to the literature. The results of the studies in the literature are as follows; it is
determined that consumers who are compliant, aware of their responsibilities and
open to innovation perceive more performance risk and psychological risk in terms of
buying and driving cars. On the other hand, there are studies suggesting that there is
no statistically significant relationship between personality traits and financial, social,
physical and time risk (Ercis and Deniz, 2008). In another study, the results suggested
that there is a significant and positive relationship between personality traits and

perceived risk (Temeloglu, 2014; Temeloglu, 2015).

Another important hypothesis of the research is to determine the relationship
between consumer innovativeness and purchase behavior. Based on this relationship,
a simple regression analysis is performed in order to determine the cause-effect
relationship of the variables and their mutual explanatory power. In order to
determine the causal relationship between personality traits and consumer
innovativeness, a regression model is suggested as follows and a regression analysis

is performed accordingly:
Consumer Innovativeness = b0 + b1 Personality Traits + €

Hereby, simple regression assumptions apply to the error term, ¢ . Regression analysis

results are presented in Table 6.

Table 6. Regression Analysis: Consumer Innovativeness

Dependent ’ Independent Standard
Variable AR Variable Beta Error t F P
Constant Term -0.193 0.226 -0.854
Consumer | 0308 255.046 * | 0.000
Innovativeness Personality Traits 1.062 0.067 15.970

Notes: *p <0.001, **p <0.05.

Table 6 shows that the model is statistically significant (F = 255.046; p<0.001).

The personality traits variable accounts for approximately 31% of the total variance in
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the consumer innovativeness variable (A R? = 0.308). These results support Hypothesis
3 which implies that “Personality traits have a positive effect on consumer
innovativeness”. In the literature, it is found that personal characteristics such as
gender and income affect personal innovation, and that personal innovation has an
effect on fashion innovation, which is a sub-dimension of consumer innovativeness
(Ozgifci, 2015). In another study, it is suggested that consumer innovativeness is
strongly influenced by personality traits such as intelligence, rationality and self-
efficacy (Hussain and Rashidi, 2017). Therefore, it is observed that this result is in line
with the studies in the literature (Im et al., 2003; Ozcifci, 2015; Hussain and Rashidi,
2017).

Another hypothesis of the research is to determine the relationship between
consumer innovativeness and purchase behavior. Based on this relationship, a simple
regression analysis is formed about the relationship between consumer innovativeness
and consumer buying behaviour. In order to determine this causal relationship, a
regression model is suggested as follows and a regression analysis is performed

accordingly:
Purchase Behavior = b0 + b1 Consumer Innovativeness + €

Here in the equation, simple regression assumptions apply to the error term,

. Regression analysis results are depicted in Table 7.

Table 7. Regression Analysis: Purchase Behavior

3 Independent Standard
Z
Dependent Variable | AR Variable Beta Error t F p
Cottallt Term 1.277 0.109 11.673
Purchase Behavior | 0.408 393.825* | 0.000
Consumer 0.558 0.028 19.845
Innovativeness

Notes: *p <0.001, **p <0.05.

The model proposed to determine the cause-effect relationship between the
variables was found statistically significant (p<0.001). It was observed that the effect
of personality traits on the determination of consumer innovativenesss of participants
is explanatory at a rate of 0.408%. In this context, the results in Table 7 support the
Hypothesis 4 which implies that “Consumer innovativeness has a positive effect on

purchase behavior”. When the relevant literature is reviewed, it is seen that there are
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studies suggesting that innovations affect the purchase behavior, decision-making

process and preferences of the individual (Huang, 2003; Hirunyawipada and Paswan,

2006).

A simple regression analysis was utilized to determine the causal relationship
between perceived risk and purchase behavior. In this context, in order to examine the
causal relationship between perceived risk and purchasing behaviour, a regression

model was suggested as follows and a regression analysis was conducted accordingly:
Purchase Behavior = b0 + b1 Perceived Risk + €

Hereby, simple regression assumptions apply to the error term, ¢ Regression

analysis results are presented in Table 8.

Table 8. Regression Analysis: Purchase Behavior

Dependent ) Independent Standard
Variable AR Variable Reta Error t F P
Constant Term 1.752 0.158 11.090
Purchase 0.108 69.750 * | 0.000
Behavior Perceived Risk 0.339 0.041 8.352

Notes: *p <0.001, **p <0.05.

Table 8 shows that the model is statistically significant (F= 69.750; p<0.001). The
perceived risk variable accounts for approximately 11% of the total variance in the
buying behavior variable (AR? = 0.108). These results do not support the Hypothesis
5 which implies that “the perceived risk has a negative effect on purchase behavior.”
In a study conducted in this field, it was found that psychological risk, performance
risk and financial risks perceived by consumers had negative effects on repurchase
behavior, whereas psychological risk perception had a negative effect on repurchase
behavior (Kogoglu, 2016). In a master’s thesis about the brand experience, perceived
risk and intention to purchase, it was determined that the emotional experiences of
consumers with the brand had a positive effect on purchasing intention by way of
decreasing the perceived risks of consumers. Furthermore, it was found that perceived
risk dimensions play a regulatory role in the effect of brand experience on purchasing
intention (Colak, 2019). In another study, there was a significant and positive
relationship between perceived risk and purchase behavior. When the perceived risk

sub-dimensions were evaluated, a significant relationship was identified between
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financial risk and physical risk and repurchase behavior (Temeloglu, 2014). In this
regard, it can be suggested that the results of this study are in accordance with the

literature.

The last hypothesis of the study was conducted with simple regression analysis
in order to determine the causal relationship between personality traits and purchase
behavior. In this context, in order to examine the causal relationship between
personality traits and purchase behavior, a regression model was proposed as follows

and a regression analysis was conducted accordingly:
Purchase Behavior = b0 + b1 Personality Traits + €

Hereby, simple regression assumptions apply to the error term, ¢. Regression

analysis results are presented in Table 9.

Table 9. Regression Analysis: Purchase Behavior

Dependent ) Independent Standard
Variable AR Variable DR Error t F P
Constant Term 2.639 0.068 39.044
Purchase Behavior | 0.176 122.923 * | 0.000
Personality Traits | 0.193 0.017 11.087

Notes: *p <0.001, **p <0.05.

According to the information given in Table 9, the model established is
statistically significant (p<0.001). The personality traits variable accounted for
approximately 18% of the total variance in the buying behavior variable (AR? =0.176).
These results support Hypothesis 6 which implies that “Personality traits have a
positive effect on purchase behavior”. The results of a study in the related literature
are as follows; personality characteristics such as gender, income, education and
profession, especially perceived risks and innovativeness have been found to affect the
buying behavior of consumer groups (Beura, 2016). In another study, it was also found
that personality traits affect consumer buying behavior (Ercis and Deniz, 2008). In this

respect, the results obtained in this study are similar to the literature.
5. CONCLUSION

This study was conducted on a sample in Konya in order to determine the
relationships between the variables of consumer innovativeness, perceived risk,

personality traits and purchase behavior. In the study, survey method was utilized
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and convenience sampling method was applied. In order to determine the cause and
effect relationships between the four main variables, firstly, a correlation analysis was
performed. A statistically significant and positive relationship was found between

each variable. The validity of the research hypotheses has been tested in this direction.

As a result of the analyses, it was found that consumer innovativeness had a
positive effect on perceived risk. In other words, it can be suggested that the perceived
risk can be explained at a small percentage by consumer innovativeness. Thus, the
hypothesis established within the scope of the research was rejected. Within the scope
of the analysis, another hypothesis which implies that perceived risk has a negative
effect on purchase behavior was also rejected. Therefore, it was found that the
perceived risk levels of consumers did not cause any negative effects on purchase
behavior. The hypotheses numbered -2-, -3-, -4- and -6- established in the study were
accepted and the results were found to be in line with the literature. In this context, it
has been confirmed that personality traits have a positive effect on perceived risk;
personality traits on consumer innovativeness; consumer innovativeness on purchase

behavior, and personality traits on purchase behavior.

Considering both the consumers and the businesses, there are several factors
that affect purchasing behavior. Particularly considering the effects of individuals’
personality traits, consumer innovation and perceived risk levels on purchasing
behavior; it is recommended that the businesses develop their strategies in this
direction and place them in the business structures and act in accordance with the right
strategies. As a matter of fact, businesses should be able to analyze customers properly

and adapt to innovations in this process.

Due to the fact that the study is carried out only in Konya, the results obtained
within the scope of the study cannot be generalized. For this reason, it is recommended
that, for the possible future studies, the factors used in this study be conducted with
comparative analysis in larger samples. Furthermore, the model of the study can be
reconstructed by adding different variables or by making changes in one or more of
the variables through the examinations on the related literature, and the relationships

between each other can be tested accordingly.
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