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Üniversitesi İletişim Fakültesi Dergisi, 25, 109-122.

Menon, S., Kahn, B. (2002). Cross-Category Effects Of İnduced 
Arousal And Pleasure On The İnternet Shopping Experience. 
Journal Of Business Research, 78, 31-40.

Merle, A., Senecal, S. St-Onge, A. (2012). Whether And How Vir-
tual Try-On İnfluences Consumer Responses To An Apparel 
Web Site. International Journal Of Electronic Commerce, 3 
(16), 41-64.

Meuter, M., Bitner, M., Ostrom, A., Brown, S. (2005). Choosing 
Among Alternative Service Delivery Modes: An Investigati-
on of Customer Trial of Self-Service Technologies. Journal of 
Marketing, 69,61-83.

Morhipo. https://www.morhipo.com/kampanya/alisveris. Erişim 
Tar. 01.02.2018.

Mowen, J., C., Minor, M., S. (2001). Consumer Behavior: A Fra-
mework. New Jersey: Prentice Hall.

Moore, C. M., Fernie, J., Burt, S. (2000). Brands Without Bounda-
ries- The İnternationalisation of The Designer Retailer’s Brand. 
European Journal of Marketing, 8 (34), 919.
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