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tinlikl rl  birlikd  rind - h miyy ti daha 
sirl nm k ist m y ri il , ist rs  d  onlayn 

- tirdiyi m hdudiyy tl rin t siri il  evd  nilm sinin n 
nb yin  -   h m sosial, h m d  iqtisadi 

m hdudiyy tl rin g tinlikl rl  birlikd   ssis l  di.  
tl  l rd  lik 

h  n tic d  r q msal mediadan istifad  
k s viyy y  -ticar t, eyni zamanda fizi laq ni minimuma endir

rd   e-ticar t v  
-  etm y  y   
r: r q msal iqtisadiyyat, e-ticar - .  

 
Narmin Gadimova Aladdin  

 
ANALYSIS OF CHARACTERISTICS OF CONSUMER BEHAVIOR IN 

THE DIGITAL ECONOMY 
 

Abstract 
Despite the difficulties caused by the pandemic period, the importance of online shopping has 

become more understood. The fact that people who do not want to be affected by the epidemic do not 
leave their homes, either on their own initiative or under the influence of restrictions imposed by online 
shopping, has become the most important source of meeting their needs. Online shopping has become 
the first choice of consumers and businesses, especially during the pandemic, with the challenges posed 
by both social and economic constraints.  

Despite the rapid spread of the virus, online surveys have begun to be conducted in Azerbaijan, as in 
many other countries, to maintain daily life, and as a result, the use of digital media has reached a high 
level. E-commerce is also a way to minimize physical interaction. As the virus spreads faster in crowded 
environments, people are increasingly opting for e-commerce and online shopping. 
Key words: digital economy, e-commerce, consumer, social media marketing, consumer channel. 

 
 hlili n tic sind  bizl r  ri v  

d miyy t  
xas olan ideyalara sadiqlik d  kifay t q d  des

rh l sin  
rait  tabe edir. N tic d  olaraq 

f rqin  sin   xsiyy yy n 
ed n d y rl r  m l edir [Zemskova E.S. 2019, s.56] .  

Son otuz ild   d biyyatlarda tez-tez 
q n lm sin  s b n 

model biznes v  qab
 z r  alsaq, model qlobal miqyasda 
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diqq t tl   lirl rinin bir il 
rzind  t xmin n iki d f   

R q y tl rinin t hlili. R q msal 
tl dikl ri m hsullar v  xidm tl

m k ed  bil c k qiym  dig r onlayn imkanlar  
ri v   

laq sil  r qab ti t y  borcludur [World 
Bank 2016]. 

, r q msal texnologiyalardan istifad nin fi xsl r tl r  
v  t sektoruna verdiyi rcl likl , 
m rcl tli v  daha rahat f aliyy tl r 

v  xidm tl r vasit sil  s m r vv ll r tl
  

Birl tl r T t v  qdim etdiyi perspektiv  , 
r qab tin t nziml nm si v   lahiyy tl

si istiqam tind  real ir lil  g tir  bil
m  h tta bazarda f aliyy r n subyektl qab
S lahiyy b tl ri 

 edirl rtl ri oxuyurlar, m ri m lumat ld  edirl r v  
h ziyy td  istifad  ed  bil c kl ri v killik v  b rpa mexanizml rin  ld  edirl r 
[Lascu, D-N. and Clow. K.E. 2004, p.64]. Bundan lav , R qab t v  

rdiyi kimi, r q  
etm  ya brendl r v  m

likdirl vv l olan diskret q rar 
verm  prosesl rin tli q rar q bul etm  prosesl rin  t rir (OCCP, 

kild  -istifad l rinin v  ya s hv 
r qab rk
2009 p.24].  

H d fl kild  cavablar almaq v  
ri tl k m qs dil  t edil  

bil   v zin  ril r v  ril rl  bir-bir laq  qurulur. 
 bil n v  h r yerd  tl r  mal l ri 

-N. and Clow. K.E. 2004.] , [Sohn, 
D. 2005].  

  
 E-  
 Telemarketinq 
  marketinq 
  marketinq 
 -   
  

21-ci srd  n v  veb 
al tl rind  etm sin  s b b olur. Bu vasit l rd n 
media istifad rini ifad  etdikl ri v  dig r istifad rl  laq  
m  d  sil  bir-birl rin  t sir etm kl  c  
d  tl qs di il  amlardan t sirl nirl z rd n, sosial 
media marketinqd   

tl rind ki m  sosial media marketinqini 
-  t t r find zmun 

sir edir. Bel likl , sosial mediada bir m hsulun v  ya xidm tin n  q d r v  nec  
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h miyy tli olur. Dem sirini 
 

sind  -birl ri il  laq d  lif 
m mlar ed  v  bir-birl rin  t sir ed  bilirl r . Facebook, Twitter, Instagram, YouTube, 

b k l  is  
sir ed lif s b bl olaraq onu qeyd etm

istehlak prosesi m hsulun ld  edilm si il  s is  t xs v  ya 
yy n bir qrup t r find ziyy

alternativ m hsull tl ri v  s. kimi xarici amill r t sir edir. M hz bu s b bd n, , 
iqtisadi v ziyy t , sosial qrupa, m t  v  t hsil s viyy sin   rqli 

t layiq m s l l rd n biri hesab edilir [Kurtz, D. 2008, p.114].  
r m rh l l rd  st yin 

rilm  r t
rind n biznesl  laq  saxlayaraq problemin tez v  ucuz h llini t l b ed  bil r. Bundan lav , 

llind  qeyri- , daha vv l qeyd etdiyimiz 
internetin sosial media aspekti vasit sil   ed  bil r 
[Rakhmanov, F.P. Suleymanov, E.B. Gojayeva, E.M., 2020, p.68].  

tic sind  tl ri v  -
rind   etdikl -   

verdikl ri, m hsullarla ilk d f  -
lumatlar ld    

 yy n etm  15-
30 yanvar 2022-ci il tarixl rind  t  

klind  f n cavablardan 3- -effektiv 
z r  a  

tic si olaraq, t dqiqat obyektini t n qrupun demoqrafik 
tl dv ld   

C dv l 1. 
stehlak lar n (sor uda i tirak ed n) demoqrafik x susiyy tl ri. 

Cins N % 

 41 40,59% 
 60 59,41% 

 N % 
18-25 58 57,4% 
25-35 27 26,7% 
35-50 8 7,9% 

  8 7,9% 
lir N % 

300-500 azn 52 51,48 
500-1000 azn 26 25,74 
1000 azn v   20 19,8 

 3 2,97 
 
C dv ld n d  ks riyy ti, y ni 57,4% -i 18-

xsl n l rin 51,48%- liri 300-500 azn t
g liri 1000 azn v  n 3 n f r qeyd 

 
ti c dv ld  is  - y  si t hlil 

 edil n n tic l r   nl rin -i h m internet 
rind n, h m d  n n kild  - y   



 Beyn lxalq online elmi jurnal. t Faktor: 0.543. 2022/ Cild: 2  
SCIENTIFIC  RESEARCH  International online scientific journal. Impact Factor: 0.543. 2022 / Volume: 2 Issue: 4          e-ISSN: 2789-6919 
 

29 

C dv l 2. 
stehlak kanal na g r  s naq qrupunun t snifat  

 Say Faiz 
 33 32,7% 

rind n 23 22,8% 
H r ikisi 45 44,6% 
C mi 101 100,0% 

 
C dv ld ki m lumatlara n z r yetirdikd  d

nl rin 32,7%-i h l  d  -
etm y   

n istifad  istifad r sosial mediada daha aktiv v  
etm y  si il  l saf l  m kan 
m hdudiyy  ikit r f sind n x b rdar 

hsild n ticar t , yl nc d d r 
lif sah l rd   istifad r  xidm , internet v  ti 

rqli sah d    
 rind ld  etm y  

yy n etm dv l 3 -d ki m lumatlara n z r yetir k. 
C dv l 3. 

rind  t  

 
hsullar Say Faiz 

Elektronika 22 21,8% 
Geyim  73 72,3% 
Aksesuar 38 37,6% 
Kosmetik vasit l r 30 29,7% 
Qida m  6 5,9% 
S yah t (bilet) 13 12,9% 
Dig r (konsert bileti, kinoteatr bileti, 
m t  s.) 

29 28,7% 

C mi 101 100,0% 
 

 risind  rind - nl rin 72,3%-i geyim 
m -  n 
m hsul is  qida m  n 101 n f rd -
m rind n ld  edir.  

s l   -  lm sin  t sir ed n 
amill r sah d  -  d  informasiya m nb l ri 

mlidir. Bu v ziyy lumat ld  etm  
 etm l tl r v  imkanlardan faydalanmaq ist yirl

 vizual media il  edia v  internet kimi ist nil n vaxt istifad  oluna bil n 
h miyy t k sb edir.  

z r  -  t hrik ed ricil r bir araya 
 edil n n tic l r c dv l 4-d   
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C dv l 4. 
-  lm sin  t sir ed n s b bl r 

rind - b bl ri Say Faiz 

-    30 29,7% 
M hsulun endirimli v  
(qiym t amili) 

41 40,59% 

M  8 7,92% 
-

t  
3 2,97% 

Dig ti, 
t v  s.) 

10 9,9% 

 ya ticar t m rk zl rind xs
m 

9 8,91% 

C mi 101 100% 
 

ld  edil n statistik n tic l r   -i istehlak 
etdikl ri m - tl  t klif edildiyin  , 
29,75%-i is  asud  b bind r. 

-i is  t ed  bilm  
r s b bl rl  laq rind -   

 ks riyy tl nir v  
s m r li istifad  etm k ist yirl  bir d f  istehlak edildikd , onu t krar 
emal etm k v  istifad  etm b bl hsul v  xidm tl r  n asan 
v  kild  c kl ri yerl r  y  vadar edir. Getdikc  artan r qab  

  biznesl r bu r qab raitind  tl r
davam etdirirl l rind n biri olan sosial media say sind  tl r 

t qura, m hsul v  xidm tl rini ucuz v  kild  qdim 
ed t v  m nfi r yl ld  ed  bilir.  

N tic .  h miyy ti v  zaman m
n z r   - h miyy ti getdikc  

l  d  n n sas s b bi 
rind vasit l rin  etibar etm m si v  ya 

bu bar d  daha az m d n, m hsulun keyfiyy k 
ist m si kimi amill  bil r.  

tirdiyi sosial izolyasiya v  karantin t dbirl
n n n  -  t hrik 

ssis l ks ssis l r tamamil  
zil qq rin  fasil  verdi, ks riyy ti is  t  r k 

biznesl rind n davam etdirm y  tl  n pandemiya prosesi 
biznesl r  rind  
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