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KISA OZET

TUKETICI ALGISI VE TERCIH NEDENLERI: TEKNOLOJI KABUL
MODELININ GENISLETILMESI VE CEVRIM iCi PAZAR YERLERI
ILE PERAKENDECI CEVRIM iCi ALISVERIS SITELERININ
KARSILASTIRILMASI

Elif Demir Ugur

Gelisen teknoloji ile sekillenen giiniimiiz ticaretinde Snemli bir yer teskil eden
elektronik ticaretin (e-ticaret) Onemi her gecen gilin artmaktadir. Satin alma
davraniglari, gelisen teknoloji ve internet kullaniminin artmasi dolayisi ile degisim
gostermektedir. Son yillarda ¢evrim i¢i pazar yerleri ile perakendeci c¢evrim igi
aligveris siteleri arasindaki dinamik dikkat ¢ekmektedir. Tiiketicilerin ¢evrim igi
aligveris davraniglarini incelemek i¢in kullanilan en 6nemli modellerden bir tanesi
Teknoloji Kabul Modeli (TKM) olup; bu model bilgi teknolojisinin kullanimini
aciklamak ve kullanicilarin bilgi teknolojilerini benimsemesini, kabuliinii 6lgmek
amacit ile kullanilmaktadir. Arastirmada kesfedici sirali desen kullanilmig olup,
oncelikle teorik inceleme yapilmis, sonrasinda nitel ¢alisma kapsaminda odak grup
calismast yapilarak degiskenler kontrol edilmis ve modele konu olan o&lgekler
belirlenmis, model genisletilerek Yorum-Puan ile Ozellestirilmis Uriin ve Hizmet
Olcekleri eklenerek TKM genisletilmistir. Anket uygulamasi 6ncelikle 400 katilimci
ile pilot anket calismasi ile test edilmis giivenirlik ve gecerlik analizleri yapilmus,
yapilan kontroller ile sorularin net anlasildigi tespit edilmis ve pilot veriler de dahil
edilerek toplam 1100 kisilik anket sonuglarina gore model test edilmis, dogrulanmistir.
Elde edilen verilerin analiz sonuglarina gére, ¢cevrim ici pazar yerleri ile perakendeci
cevrim ici aligveris siteleri, tiiketici algisi ve tercih nedenleri bakimindan
karsilastirilmis ve anlaml bir fark olmadigi sonucuna varilmistir. Bu tez literatiire, e-
ticaret ve perakende sektoriine katkida bulunmaktadir.

Anahtar Sozciikler : Teknoloji Kabul Modeli, E-Ticaret, Cevrim I¢i
Pazarlama, Elektronik Pazar Yerleri, Cevrim I¢i Aligveris, Algilanan Risk, Faydaci ve
Hazc1 Aligveris Motivasyonlari
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ABSTRACT

CONSUMER PERCEPTION AND REASONS FOR PREFERENCE :

EXTANDING THE TECHNOLOGY ACCEPTANCE MODEL AND

COMPARISON OF ONLINE MARKETPLACES AND RETAILER
ONLINE SHOPPING SITES

Elif Demir Ugur

The importance of electronic commerce (e-commerce), which has an important place
in today’s trade shaped by developing technology is increasing day by day. Purchasing
behaviors are changing due to the developing technology and the increase in internet
usage. The dynamic between online marketplaces and retail online shopping sites has
attracted attention in recent years. One of the most impartant models used to examine
the shopping behavior of consumers is the Technology Acceptance Model (TAM); this
model is used to explain the use of information technology and to measure users’
adoption and acceptance of information technologies. The exploratory sequential
design was used in this research, first of all, theoretical analysis was made, then the
variables were controlled by conducting a focus group study within the scope of the
qualitative study, and the scales that were the subject of the model were determined.
The survey study was first tested with a pilot survey study with 400 participants,
reliability and validity analyzes were made, it was determined that the questions were
clearly understood with the controls made, and the model was tested and verified
according to the results of the survey of 1100 people, including the pilot data.
According to the results of the analysis of the data obtained, online marketplaces and
retailer online shopping sites were compared in terms of consumer perception and
reasons for preference, and it was concluded that there was no significant difference.
This dissertation contributes to the literature, e-commerce and retail industry.
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