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Génderim Tarihi:13.06.2015 Elde edilebilirlik ve diisiik fiyat1 nedeniyle tiiketicilerin satin alma Kkarar siirecinde kara
kutularim ¢ok fazla kullanmadan satin aldiklar1 tiriinler kolayda mallar olarak kabul
edilmektedir. Bu aragtirmada tiiketicilerinin kolayda gida iiriinlerine yonelik satin alma
davraniginin belirlenmesi amaglanmaktadir. Bu amag¢ dogrultusunda bardak misir satin

Kabul Tarihi:21.08.2015

Anahtar Kelimeler alan 413 niversite Ogrencisine anket uygulanmistir. Arastirmada {iniversite
ogrencilerinin bardak misirin yarar1 hakkindaki bilgileri, hangi durumlarda bardak misir
Kolayda mallar satin aldiklari, bardak musirin hijyen durumu konusundaki diisiinceleri ve bardak misir
Gada iiriinleri satin alma giidiileri incelenmistir. Arastirma sonucunda tiiketicilerin kolayda gida iiriinii
Satin alma karari satin alirken kara kutularina ¢ok fazla basvurmadiklari, diger kolayda mallarda oldugu
Bardak musir kolayda gida iirlinlerini diigiinmeden satin aldiklar1 belirlenmistir.
Keywords Abstract
Convenience goods Convenience goods are the goods that the people purchase without using their black boxes
Food products due to the accessibility and low prices of these goods. This research aims to determine the
Purchasing decision purchasing behaviors of the consumers regarding convenience food products. For this aim,
Cup of sweet corn a survey was conducted on 500 university students who purchased cup of sweet corn. The

research analyzed the participants’ opinion regarding the benefits and hygiene of cup of
sweet corn, timing of purchasing the good, and their motivations about buying cup of
sweet corn. The findings suggest that the consumers do not use their black boxes when
purchasing cup of sweet corn and that they purchase these products without thinking like
the rest of the convenience food products.
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