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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 

  

 

 

The importance of electronic commerce (e-commerce), which has an important place 
loping 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 
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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