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ABSTRACT oz
It is observed that the acceptance of online Cevrimigi aligveris platformlarinin  titketiciler

shopping platforms by consumers has been a
topic of great interest for marketing
professionals and academic circles. In this
context, the present study aims to reveal the
national and international studies that examine
the online shopping phenomenon within the
framework of the technology acceptance
model (TAM) using the systematic literature
review method and to identify research gaps
that can be the subject of future research.
According to the research findings, which
examine a total of 130 studies identified
between 2000 and 2023, the most significant
increase in the number of studies that
investigate online shopping practices within the
scope of TAM occurred between 2019 and
2021. Turkey and the United States are
respectively the countries with the highest
number of studies conducted in the relevant
research area, and according to the type of
research, articles are ranked first among the 130
studies. In terms of the themes that frame the
studies, determining factors, model development, and
validating TAM categories are respectively
ranked in the top three. Furthermore, it has
been determined that the vast majority of the
130 studies were carried out using quantitative
methods.

tarafindan kabuliintin pazarlama profesyonelleri ve
akademik ¢evrelerin giindemini fazlasiyla mesgul
ettigi gorilmektedir. Bu dogrultuda, mevcut
arastirmada, cevrimici aligveris olgusunu teknoloji
kabul modeli (TKM) ¢ercevesinde ele alan ulusal
ve uluslararast caligmalarin  sistematik literatiir
taramast yontemi kullanilarak ortaya koyulmast ve
bu baglamda ileride yapilacak aragtirmalara konu
olabilecek aragtirma bosluklarinin  belirlenmesi
amaclanmaktadir.  2000-2023 déneminde nihai
olarak belitlenen 130 calismanin  incelendigi
arastirma bulgularna gére TKM kapsaminda
cevrimici  aligveris  pratiklerinin  incelendigi
arastirma sayisindaki en 6nemli artig 2019-2021
yillart arasinda gerceklesmistir. Ayrica Tirkiye ve
Amerika Birlesik Devletleri’nin ilgili arastirma
alaninda sirastyla en fazla calisma yapilan ilkeler
oldugu, aragtirma tiriine goére ise 130 calisma
arasinda makalelerin actk ara ilk sirada yer aldig
gorilmektedir. Calismalarin cercevelendigi temalar
acisindan  faktor  belirleme, model - gelistirme veya
TKM nin gecerligini saglama kategorilerinin sirastyla
ilk G strada yer aldig1 gorillmektedir. Ote yandan,
130 calismanin ¢ok biyik cogunlugunun nicel
yontemlerden  yararlanilarak  gergeklestirildigi
belirlenmistir.
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Introduction

Experiencing an era in which technology does exist amid daily life practices of human beings as well as having
an increasing impact on the professional environment, technology acceptance and usage practices attract
attention as an issue that occupies the minds. Accordingly, it can be noticed that the importance of issues related
to information system (IS) forms and the rejection or acceptance of such systems by users has been put forward
and many academic studies have been catried out in this direction since the 1980s. For example, Davis (1989,
p- 319) and Davis et al. (1989, p. 982-983) evaluated the studies conducted in the relevant period. However,
those attempts were far from predicting the acceptance and use of IS forms and computer technologies with
valid measurement tools. Hence, Technology Acceptance Model (TAM) had been developed. Besides, IT forms
have gained importance, and issues such as their acceptance or use by individuals have begun to be discussed
(Venkatesh, 2000, p. 342). Similarly, the rapid development of ICT's has brought the acceptance and rejection
of these technologies to the agenda, causing them to be discussed in academic circles (Marangunic¢ and Granid,
2015, p. 81). Therefore, it can be said that these developments have contributed to the increase in the importance
of the TAM. In fact, it can be said that there has been a significant increase in the number of studies in which
technology acceptance (Mathieson, 1991, p. 173; Riemenschneider and Hardgrave, 2001, p. 1), acceptance of
information technologies (Lim and Ting, 2012, p. 49), information system areas (Chen et al., 2011, p. 126) or
internet technologies has been addressed within the scope of TAM (Lederer et al., 2000, p. 269).

Especially as a result of the developments in information technologies, different sectors have come together.
Accordingly, an era began in which many sectors such as production, health, banking, agriculture, and many
other sectors, especially internet technologies, provide services to meet the daily needs of individuals. So much
so that a process in which almost all segments of societies use internet technologies intensively has manifested
itself. In this context, it was noted that commercial life was also affected by the relevant developments
(Rachmawati et al., 2020, p. 115). More specifically, advances in information and communication technologies
or the telecommunications sector, as well as advances in communication tools such as smartphones, tablets or
computers, have accelerated online shopping activities as well (Ofori and Appiah-Nimo, 2019, p. 1-2). In
particular, it is seen that internet technologies play an extremely active role in this context. So that internet
technologies have caused traditional retailing activities to evolve into electronic forms and environments, and
have encouraged businesses to market their products and services through electronic channels. Thus, the retail
industry and shopping practices have entered into a major transformation process (Enginkaya, 20006, p. 10). In
other words, internet technologies have brought revolutionary changes in the shopping activities of consumers.
In this sense, especially the communication forms of consumers with businesses and the act of getting
information about products or services and purchasing them have changed to a great extent. Consumers have
the opportunity to communicate directly with businesses and have direct access to the products and services
they purchase (McCloskey, 2004, p. 49). In summary, considering the technology-based nature and functioning
of the online shopping phenomenon, the rationale for the use of the technology acceptance model within the
scope of online shopping can be seen more clearly (Pavlou, 2003, p. 101).

Considering all these reasons and the potential of online shopping forms progressing rapidly, the importance of
businesses' desire to predict consumers' online purchasing behavior and determine their marketing and sales
strategies in this direction emerges (Curkan, 2019, p. 4). The aim of reaching a position that is preferred by wider
masses by developing the products and services they offer plays an important role in the desire of businesses to
place the online shopping behavior of consumers on a predictable basis. In other words, the rapid development
process experienced in online shopping practices has led to the questioning of the marketing understanding of
businesses, paving the way for the development of different perspectives and strategies (Ttrker and Ttrker,
2013, p. 282-285). Thus, studies questioning the acceptance and reasons for online shopping activities have
gained momentum (Liao and Cheung, 2001, p. 299).

In short, in a period when online retail sales are gaining importance for businesses and businesses are increasing
their presence in virtual environments by establishing their own websites, it has become even more important
for businesses to be able to understand consumers' wishes and preferences correctly (Yilmaz and Tumitlrk,
2015, p. 358). This makes it understandable that consumers' online shopping acceptance practices are questioned
by both market actors and academic circles. For this reason, it is seen that there are many studies in the literature
that question consumers' online shopping acceptance. Accordingly, it is seen that many types of research based
on TAM and themed as electronic or online shopping (Jain et al., 2014, p. 65; Lim and Ting, 2012, p. 49; Yilmaz,
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2018, p. 331; Siker and Ulger, 2019, p. 1246; Yadav and Mahara, 2019, p. 479; Valencia et al., 2019, p. 174; Wu
and Song, 2021, p. 938; Zeba and Ganguli, 2016, p. 17), mobile shopping (Shukla and Sharma, 2018, p. 185;
Seyhun and Kurtuldu, 2020, p. 599; Vahdat et al., 2020, p. 1; Toraman and Yiksel, 2022, p. 17) have been
conducted in the literature. In this direction, it is aimed to present a panorama of the studies that deal with
online shopping practices within the scope of TAM in the current research.

Literature Review

Issues such as the acceptance and use of new technologies by users are becoming increasingly critical issues for
market actors and researchers (Venkatesh, 2000, p. 343). Especially, the increasing use of information and
communication technologies by personal or corporate circles has brought with it the examination and further
questioning of the reasons for the acceptance or rejection of related technologies. Accordingly, Technology
Acceptance Model (TAM), specifically focusing on information technologies, provides validity, reliability, and
wide application along with the accumulated research tradition it has (Sharp, 2007, p. 3). In other words, TAM
can be regarded as one of the prominent and well-accepted theories in the explanation of adopting new
technologies (Al-Qaysi et al., 2020, p. 2; Chen et al., 2011, p. 124; Grani¢ and Maranguni¢, 2019, p. 2572; King
and He, 2000, p. 740; Maranguni¢ and Granic¢, 2015, p. 81; Mortenson and Vidgen, 2016, p. 1251; Rahimi et al.,
2018, p. 605).

It can be said that there is a close relationship between the adoption of new technologies and the acceptance of
online shopping activities. In fact, consumers basically need information technology products such as computers
and the internet in order to carry out their online shopping activities (Saleem et al., 2022, p. 3). In this sense, it
is seen that one of the important areas that internet-based technologies used in many areas such as mailing,
receiving information and news or messaging is online shopping process. Therefore, issues such as the
acceptance and use of online shopping activity by consumers attract attention as a subject that always occupies
the agenda of researchers (Li and Zhang, 2002, p. 508). In this sense, the TAM, which is used extensively in
studies examining consumer behavior (Guritno and Siringoringo, 2013, p. 213), is also accepted as a strong
theoretical infrastructure in terms of making predictions for the acceptance of online shopping technologies
(Lim and Ting, 2012).

Online Shopping

It can be said that the phenomenon of electronic commerce is one of the most important business formations
that has been accepted in the business world recently. The concept covers all internet-mediated market and
business processes (Fayad and Paper, 2015, p. 1000-1001). Besides, commercial activities realized through
electronic connections are also included in the borders of electronic commerce. It is seen that the first
introduction of the phenomenon of electronic commerce into the business literature took place with the 1970s.
On the other hand, it can be said that its concrete emergence took place in the 2000s when internet technologies
began to be used extensively in commercial activities (Wigand, 1997, p. 1-2).

E-commerce can manifest itself in different types and formations so that business-to-consumer (B2C), business-
to-business (B2B) and government-to-constituent genres can be considered within this context (Van-slyke et
al., 2004, p. 32). It is noteworthy that commercial enterprises are turning to business-to-customer (B2C) e-
commerce initiatives in line with their targets and market conditions (Chiu et al., 2009, p. 347). In this process,
where a very important part of the shopping styles are transformed (Chen and Tan, 2004, p. 74), modern
business environments have been dominated by B2C forms so that consumers have been served along with
richer and diversified options (Javadi et al., 2012, p. 81). Businesses, which have rapidly increased their presence
in electronic environments, have had the opportunity to deliver many different products, from electronic
products to food, stationery products, cars or automobiles, by providing 24/7 setvice to consumers through
virtual stores. As a result, investments in B2C e-commerce forms, which seem more advantageous to businesses
than trading through physical stores, are increasing day by day (Yilmaz and Tumtiirk, 2015, p. 357).

It can be said that the reflections of the diversity of the opportunities offered by internet technologies have
brought about important changes in many sectors, from educational practices to advertising and marketing. In
this context, the phenomenon of online shopping draws attention as an area that is progressing based on the
opportunities offered by internet technologies (Alagdéz and Hekimoglu, 2012, p. 1138). Online shopping, also
being considered in the category of B2C (Turan, 2008, p. 725) has reshaped the definition and practices of
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shopping through internet technologies (Amirtha and Sivakumar, 2018, p. 267). For this reason, shopping
phenomenon is considered as a necessity and even as a form of entertainment in the recent times. Whereas
online shopping is defined as an activity in which consumers carry out business transactions such as purchasing
and logistics through online stores (Monsuwe et al., 2004, p. 104). According to another definition, it is expressed
as a kind of sales channel or type of marketing where consumers can get ideas about products and services in a
fun way, share experiences, and make their purchasing processes easier by comparing products and services
without making any physical effort (Kircova, 2008, p. 144). In the literature, the following concepts such as
internet shopping (Turan, 2008, p. 723), electronic shopping or e-shopping (Lim and Ting, 2012, p. 49; Ingham
et al., 2015), e-commerce (Verma et al., 2016, p. 206), mobile commerce or m-commerce (Barry and Jan, 2018,
p. 158), multi-channel e-commerce (Rapp and Islam, 2003, p. 8), omni-channel commerce (Juaneda-Ayensa et
al., 2016, p. 1), mobile shopping (Shukla and Sharma, 2018, p. 186; Seyhun and Kurtuldu, 2020, p. 599), as well
as e-retailing (Cakir and Kazancoglu, 2020, p. 305), online retailing (Sevim et al., 2017, p. 46) and home delivery
shopping (Shukla and Sharma, 2018, p. 185) have been considered and used within the scope of online shopping
as well.

The rapid spread of internet technologies around the world has resulted in the diversification of online activities
and their frequent use in daily life (Jensen and Wagner, 2018, p. 1). Accordingly, the intense preference of
internet technologies by consumers in their commercial activities draws attention as an important turning point
in the acceleration of online shopping activities (Delafrooz et al., 2011, p. 2837). It can be said that internet
technologies contribute to online shopping activities in several important ways. Accordingly, it is seen that
businesses contribute to the points such as getting information about the products or services they provide,
interacting with businesses and other customers, online sales or conducting commercial transactions between
businesses and their customers (Thaichon, 2017, p. 39). Thus, the number of consumers heading towards online
shopping has increased rapidly (Ashraf et al., 2014, p. 68). Online shopping practices enabled buyers to access
products and services on the internet, and sellers to reach buyers in the same way. Also, it allowed buyers to
access a wider variety of products and services than they can reach in traditional shopping processes offering
significant conveniences in comparing products and services or their prices (Alagéz and Hekimoglu, 2012, p.
1138). On the other hand, the fact that consumers reached the chance to be aware of the experiences of people
who have experienced the same products and services before which makes online shopping even more popular
(Curkan, 2019, p. iv).

Especially in the 1990s, the advances in web technologies brought along the use of internet technologies in
commercial activities with an increasing momentum (Turan, 2008, p. 723; Tturker and Tirker, 2013, p. 282). As
of 2000s and the following years marked the beginning of a process in which online shopping activities became
widespread. In this direction, social, commercial, and economic life practices have been transformed to a great
extent (Vijayasarathy, 2004, p. 747). In recent times, it has been seen that internet technologies, websites, social
media environments, personal computers, tablets, mobile devices, and applications are used in online shopping
activities (Viswanathan et al., 2017, p. 36). So much so that the consumer group, which has become more
sophisticated than ever, seeks information about products and services, as well as price, payment, delivery, or
return details, before making a purchase. In addition, consumers who attach great importance to user
experiences for products and services proceed by taking into account the opinions and suggestions of other
consumers. In this sense, it is seen that consumers try to obtain the product and service details they need by
following images, videos, and other various content related to products and services (Verma et al., 2016, p. 200).
In this direction, it is emphasized that the consumer group, which is also accepted as 3.0, experiences online
shopping practices by making use of multiple or multi-media tools such as mobile technologies, tablets,
computers, websites, and the like (Juaneda-Ayensa et al., 2016, p. 1).

Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) was first proposed by Davis (1985; 1989) and Davis et al. (1989) as
part of the adoption of new technologies such as computers, computer systems, and related information
technologies. More specifically, it can be said that the original TAM was created to reveal the information
technology adoption practices of white-collar employees of businesses and to provide future insights to
company executives. It is aimed to contribute to the elimination of problems such as resistance of managers or
employee reluctance related to the increase in the acceptance and use of new technologies. The idea behind this
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is that information technologies are important tools for the future and success of businesses and such
technologies should be adopted and used by people in these organizations.

Itis seen that intention-based theoretical models from the field of social psychology have started to be suggested
as of the 1980s, at the point of examining user behaviors towards IS forms and related systems. In this sense, it
can be said that the Theory of Reasoned Action (TRA) model put forward by Fishbein and Ajzen (1975) came
to the fore when it was accepted as successful in predicting and explaining behaviors in various fields. As a result
of the use and adaptation of TRA as a theoretical basis, TAM has emerged. However, TAM differs from TRA,
which examines human behavior in general, in the sense that it focuses more specifically on computer usage
behaviors. In addition, one of the most important points where TAM differs is that it questions the relationship
between basic beliefs such as perceived usefulness and perceived ease of use, and examines the relationship
between users' attitudes, intentions, and behaviors (Davis et al., 1989, p. 983).

TAM is established as simply based on the hypothesis positing that internal beliefs, attitudes, and intentions of
the user may have the ability to explain both acceptance and usage of the information technologies. More
specifically, TAM aims to measure the effect that four internal variables have on the technology’s actual usage.
Herein, perceived usefulness (PU), perceived ease of use (PEU), attitude (A) and behavioral intention (BI)
represent those internal variables (Turner et al., 2010, p. 464). Accordingly, it can be said that the main purpose
of the model is to monitor the effects of external factors on internal beliefs (perceived usefulness and perceived
ease of use), attitudes, and intentions (Davis et al., 1989, p. 985).

However, Davis et al. (1989, p. 995-9906) excluded the attitude variable from the latest model developed
proposing that there is a weak direct relationship between perceived usefulness and attitude. Thus, it is believed
that the impact of perceived ease of use and perceived usefulness on intention would be understood better
(Venkatesh, 2000, p. 343). In other words, the so-called parsimonious TAM has emerged as another version of
the technology acceptance model proposed by Davis et al. (1989). In parsimonious TAM, it is suggested that
attitude is not mediating completely between perceived usefulness and perceived ease of use. For this reason,
the attitude construct has been cleared away from the model (Sharp, 2007, p. 4).

Accordingly, in the model, it is proposed that the impact of external variables on intention has been mediated
by internal beliefs such as perceived usefulness and perceived ease of use (Venkatesh, 2000, p. 343). In this
sense, in TAM, perceived usefulness and perceived ease of use are regarded as two basic determinants regarding
the usage of information technologies. Accordingly, it is believed that people would be more inclined to use any
technology on the condition that they believe taking advantage of that technology will enable them to perform
their job better. This belief is called perceived usefulness. Besides, there is another belief in which people may
believe that any information technology is quite difficult to use and the advantages of the usage of the related
technology are overshadowed by the effort given towards usage. This belief is named as perceived ease of use.
In this sense, #he degree to which a person believes that using a particular system would enhance bis or ber job performance is
accepted as perceived usefulness. On the other side, perceived ease of use is defined as #he degree to which a person
believes that using a particular system would be free of effort (Davis, 1989, p. 320).

Perceived
/ Usefulness \

)
Exgernal Attitude Behavioral Actual
Variables Toward Intention >
. > > System
Using
‘ /' \ to Use (BI) Use
Perceived A)
Ease of Use
®)

Figure 1. Technology Acceptance Model-TAM (Davis et al., 1989, p. 985).
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As seen in Figure 1, the Technology Acceptance Model has two components, Perceived usefulness and
Perceived ease of use. These components can be exposed to the effects of external variables. In addition, it can
be said that the related components affect the attitudes towards use, and attitudes are effective on the intention
towards use behavior. The intention has an effect on the final system usage.

Extended-Technology Acceptance Model (E-TAM)

It is seen that the revised version of the Technology Acceptance Model may take place in the literature under
such names as extended-TAM and TAM2 (Venkatesh and Davis, 2000, p. 186) or as enhanced and augmented
TAM (Vijayasarathy, 2004, p. 747-748). Considering that the original TAM is in an effort to provide explanations
for the acceptance of new technologies, it is emphasized that it may be insufficient in examining online shopping
behavior in its current form (Vijayasarathy, 2004, p. 748; Ha and Stoel, 2009, p. 566). So much so, that the online
shopping decision is based on one's own consent, the use of online shopping can be chosen among many
different options, which differ from the acceptance and use of technology in organizations; because
organizations do not give their employees much choice in terms of the use of technologies or the diversity of
technologies used. Therefore, it was emphasized that an extended technology acceptance model (e-TAM) should
be put forward, considering that the original TAM may be insufficient to explain online shopping behavior
(Fayad and Paper, 2015, p. 1001).

In addition to perceived usefulness (PU) and perceived ease of use (PEOU), enjoyment was added by Davis et
al. (1992, p. 1111) to the TAM, within the scope of the revision of the model, regarding technology usage and
supported by Childers et al. (2001, p. 523-525); Koufaris (2002, p. 217) and Ha and Stoel (2009, p. 565) in their
studies regarding online shopping activities. Besides, trust was added by Dahlberg et al. (2003, p. 1) as a
predictive variable of intention and used by Gefen et al. (2003b, p. 53); Ha and Stoel (2009, p. 566-567) and
Pavlou (2003, p. 102) in their researches regarding online shopping activities. In addition, Pavlou also included
the risk factor in the TAM as Yilmaz (2018, p. 336) benefited from the risk factor in the research conducted.
Furthermore, privacy, security, compatibility, normative beliefs, and self-efficacy are integrated as well to the
TAM by Vijayasarathy (2004, p. 747). Similarly, Fedorko et al. (2018, p. 1252) contributed to the expansion of
TAM in online shopping by adding factors such as information quality, service quality, modern technologies
and system quality. Besides, McCloskey (2004, p. 49) added hours spent using the internet to the TAM as an
extension factor affecting online shopping acceptance. On the other hand, Yadav and Mahara included factors
such as product perception, service perception, and website quality in the model (2019, p. 482) while Seyhun
and Kurtuldu (2020, p. 600) added the factors of innovativeness and satisfaction in TAM, different from the
factors mentioned. As for Zeba and Ganguli (2016, p. 20), their contribution to the model was by adding the
word-of-mouth factor as Vahdat et al. (2020, p. 4) extended the model by integrating social influence and peer
influence factors.

Method

In this research, it is aimed to reveal the studies in which online shopping practices are handled within the
framework of the Technology Acceptance Model, through a systematic literature review. A literature review
represents an important step for all research processes. So much so that, in a sense, the academic field related
to the literature review is mapped and the resulting image is evaluated and the scope and objectives of the new
studies are shaped accordingly (Tranfield et al., 2003, p. 208). Besides, it is mentioned that literature reviews
have different purposes. Accordingly, one of its most important purposes is to follow the historical traces of
certain subjects or ideas and to interpret the contribution made to the field. In this regard, they are generally
performed in chronological order (Baumeister and Leary, 1997, p. 312). More importantly, the literature review
is characterized as a research method that contributes greatly to the methodological, conceptual, or thematic
development of different academic fields. Accordingly, it can be said that the studies based on the literature
review method make a comprehensive examination of the existing literature on certain themes, methods, or
theories and synthesize the studies in the relevant field (Paul and Criado, 2020, p. 1).

A systematic literature review represents one of the main types of literature reviews (Paul and Criado, 2020, p.
1). Simply put, in a systematic review, basic scientific contributions related to any academic field are revealed
(Tranfield et al., 2003, p. 209). It is already emphasized that systematic review methodology has been widely
accepted in various fields for investigation-based research since the 20th century (Callahan, 2014, p. 272).
Moreover, its popularity is increasing and its use as a review method is becoming more widespread every day
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(Kraus et al,, 2020, p. 1023). It is noteworthy that systematic literature reviews stand out from other
investigation-based methods with their scientific and informative characteristics. Many studies demonstrate the
successful stance of systematic literature review as a method and the intensive acceptance based on this stance

(Paul et al., 2021, p. 1).

In the systematic literature review, the identification, selection, and synthesis of main themes related to specific
academic topics are carried out. In this regard, inclusion or exclusion criteria play an important role in deciding
which studies will be included and examined in line with the research objectives (Marabelli and Newell, 2014,
p. 480). In concrete terms, the advantages of preventing repetitive studies in any academic field, enabling and
facilitating the planning of new studies that contribute to the relevant academic field, and allowing differentiation
between old and new knowledge in the field can be mentioned (Paul et al., 2021, p. 4). For these reasons, it has
been decided to utilize the method of systematic literature review in the current study.

Population and Sampling

The data of the study was collected from empirical studies that associate TAM with online shopping. In this
context, 6 keywords: Technology Acceptance Model, Extended-Technology Acceptance Model, and online shopping, along
with their Turkish versions, were used to find relevant resources. In this study, several databases in the Cukurova
University library and Google Scholar platforms, including Library EBSCOhost, JSTOR Journals, DergiPark,
Scopus, ScienceDirect, Academic Search Ultimate, SAGE Journals Online, Springer Link, Taylor & Francis,
and TR Index, were used to scan the literature for the research purpose. The survey is limited to studies
conducted in the 23-year period between 2000 and 2023 (April).

Inclusion and Exclusion Criteria

Approximately 1000 studies were found in the searches made in the Cukurova University library and google
scholar. After the duplicate conclusions were drawn, 298 sources were examined according to the initial
inclusion criteria by reading their titles and abstracts.

e It should be empirical research
Language should be written in Turkish and English
Must have been carried out under TAM
Must be related to online shopping

Should be a journal article or dissertation
The following were determined as exclusion criteria in the study and studies that did not meet these criteria
were excluded from the scope of the study.
e The study was written in a language other than Turkish and English (10 studies)
e Not empirical (54 studies)
Using different theoretical bases other than TAM (42 studies)
Keeping the subject out of online shopping (39 studies)

Presenting and publishing as a paper (23 studies)

As a result, 130 studies out of nearly 1000 sources were included in the systematic literature review. An Excel
table was prepared under the titles of the year, number of authors, source type, country, theme, method, sample,
tool, and analysis that represent the data set of these 130 studies. Descriptive analyzes were carried out for each
column and the results were examined through tables and visuals.

Findings
Descriptive analyses are included in this section of the study in order to reveal details such as the sample size
used in the studies examined, the number of authors involved in the research, the distribution of studies by year,
the type of research to which they belong, the country in which they were conducted, the theme they represent

according to their purpose, the methods used in the research, the data collection technique used, and the analysis
techniques used.
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Table 1. Findings Regarding the Sample Size Used in the Study
N Minimum Maximum Mean Std. Deviation
Sample 130 34 5500 498,78 552,497

As seen in Table 1, a total of 130 studies were analyzed in the study. It was found that the lowest sample number
among 130 studies was 34 and the highest was 5500. It can be said that the sample numbers of other studies
vary between 34 and 5500.

Table 2. Findings Regarding the Number of Authors in the Study

Number of Authors Frequency Percent
1 48 36,9

2 34 26,2

3 25 19,2

4 17 13,1

5 4 3,1

6 2 1,5
Total 130 100,0

As can be seen in Table 2, the number of authors included in the studies varies between 1 and 6. Accordingly,
it was found that the highest share among 130 studies belonged to those with a single author. After that, it was
determined that the studies with 2, 3, and 4 authors, respectively, had the highest rates. The number of studies
with 5 and 6 authors remained relatively low.

Table 3. Findings on the Distribution of Studies by Years

Year Frequency Percent
2000 3 2,3
2001 2 1,5
2002 5 3,8
2003 10 7,7
2004 8 6,2
2005 3 2,3
2007 2 1,5
2008 2 1,5
2009 9 6,9
2010 3 2,3
2011 3 2,3
2012 2 1,5
2013 1 .8
2014 1 8
2015 7 54
2016 3 2,3
2017 3 2,3
2018 4 3,1
2019 18 13,8
2020 7 5,4
2021 27 20,8
2022 4 3,1
2023 (April) 3 2,3
Total 130 100,0

When Table 3 is examined, it can be seen that data for 23 years ranging from 2000 to 2023 (April) is provided.
Accordingly, it can be said that there have been significant increases in the number of studies conducted within
the scope of TAM since the 2000s. It was determined that the first jump in the number of studies occurred
especially in 2003. As of that year, the number of studies reached 10. Although significant decreases were
experienced in the number of studies in the period until 2019, it is noteworthy that studies have continued to
be conducted every year. Especially as of 2019, there have been significant increases in the number of relevant
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studies. The number of studies reached 18 in 2019. Although there was again a significant decrease in the
number of studies in 2020 immediately after the increase, the number of studies conducted in 2021 has reached
an all-time high of 27. The record increase in the number of studies seen between 2019 and 2021 is thought to
be closely related to the global COVID-19 pandemic that erupted during that period. There has been a rapid
increase in online shopping practices during the period. Moreover, it has been found that there have been
significant decreases in the number of studies conducted in the past few years.

Table 4. Findings Regarding the Type of Study Performed

Source Type Frequency Percent
Journal 94 72,3
Master's Thesis 28 21,5
PhD Dissertation 8 6,2
Total 130 100,0

Table 4 reveals the type of the 130 studies discussed as a source. According to this, the largest share among the
reviewed studies belongs to the articles. Master's theses represent the second highest type of research. Doctoral
dissertations are in the last place.

Table 5. Findings Regarding the Country the Study Conducted

Country Frequency Percent
Australia 2 1,5
Bangkok 1 8
Colombia 1 8
Djibouti 1 8
Ecuador 1 8
Finland 1 8
Ghana 1 8
Hong Kong 2 1,5
India 6 4,6
Indonesia 3 2,3
Iran 1 8
Italy 1 ,8
Jordan 1 ,8
Malaysia 3 2,3
New Zealand 2 1,5
Pakistan 1 8
Pakistan & Canada 1 8
Portugal 1 8
Romania 2 1,5
Serbia 1 8
Slovakia 1 8
South Africa 2 1,5
South Korea 3 2,3
South Korea & USA 1 8
Spain 2 1,5
Taiwan 6 4,6
Turkey 50 38,5
Turkey & Iran 1 ,8
UAE 1 8
USA 28 21,5
USA and Canada 1 8
Vietnam 1 8
Total 130 100,0

Table 5 presents the country where the studies were conducted. Accordingly, it is seen that the studies on online
shopping practices within the scope of TAM have been carried out in more than 30 countries over a 23-years
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period. The countries with the highest number of studies conducted among the relevant countries were Turkey,
America, Taiwan, India, Indonesia, Malaysia, South Korea, Spain, South Africa, Romania, New Zealand, Hong
Kong, Australia, and other countries, respectively. Turkey and the United States, which are far ahead of other
countries in terms of the high number of studies on structures, show remarkable performance.

Table 6. The Theme Represented by the Purpose of the Study

Theme Frequency Percent
Extension of TAM 10 7,7
Factor determination 31 23,8
Factor determination & Relationship identification 6 4,6
Model development 26 20,0
Model development & Factor determination 2 1,5
Model development & Model testing 11 8,5
Model development & Relationship identification 3 23
Model testing 11 8,5
Modification of TAM & Extension of TAM 1 8
Relationship identification 4 3,1
Scale development 1 8
Validation of TAM 23 17,7
Validation of TAM & Extension of TAM 1 8
Total 130 100,0

Table 6 shows the themes that the studies were framed in line with their aims. In this context, it was found that
the studies were grouped under 13 themes in total. It has been determined that the researches are mostly
gathered under the themes such as factor determination, model development, validation of TAM, model testing, model
development and model testing. Again, it is seen that more than one research was conducted within the scope of
themes such as extension of T AM, factor determination and relationship identification and relationship identification.

Table 7. Findings Related to the Method Used in the Study

Method Frequency Percent
Mixed method 3 23
Qualitative method 2 1,5
Quantitative method 125 96,2
Total 130 100,0

Table 7 presents the methods used in the studies. In this context, it has been determined that qualitative,
quantitative, and mixed methods are used in the studies. The most preferred method among 130 studies was
the quantitative design, which was used 125 times. It has been found that the use of qualitative or mixed methods
is relatively low.

Table 8. Findings Regarding the Data Collection Tool Used in the Study

Tool Frequency Percent
Both online & Face-to-face questionnaire 3 2,3
Face-to-face questionnaire 78 60,0
Online questionnaire 42 32,3
Telephone questionnaire 1 ,8
Face-to-face questionnaire & Focus group 2 1,5
Face-to-face questionnaire & Interview 1 ,8
Interview 1 8
Semi-structured interview 1 8
Observation 1 8
Total 130 100,0

Table 8 shows the data collection tools used in the studies. Accordingly, it was determined that the survey
method was mostly used in the studies. So much so that in 78 of 130 studies, the face-to-face survey method
was preferred and in 42 of them online survey method was preferred. However, it has been found that the
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techniques in which both online and face-to-face questionnaires or a combination of questionnaires and focus
group interviews are used more than once.

Table 9. Findings Related to the Analyzes Used in the Study

Analysis Frequency Percent
Cluster analysis & Structural equation model 1 ,8
Content analysis 1 ,8
Correlation analysis 1 ,8
Descriptive analysis 2 1,5
Descriptive analysis, Factor analysis, Regression analysis & Variance analysis 1 ,8
Descriptive analysis, Regression analysis & Correlation analysis 1 ,8
Descriptive analysis, Regression analysis, Correlation analysis & Variance analysis 1 8
Descriptive analysis, Regression analysis & Variance analysis 1 ,8
Factor analysis 20 15,4
Factor analysis, Correlation analysis & Regression analysis 6 4,6
Factor analysis, Correlation analysis, Regression analysis & Variance analysis 1 ,8
Factor analysis, Regression analysis 7 5,4
Factor analysis, Regression analysis & Variance analysis 3 2,3
Factor analysis & Variance analysis 1 ,8
Frequency analysis & Correlation analysis 1 8
Frequency analysis, Factor analysis, Regression analysis & Correlation analysis 1 ,8
Frequency analysis, Factor analysis, Regression analysis & Correlation analysis Variance 1 8
analysis ’
Structural equation modeling 75 57,7
Variance analysis 2 1,5
Variance analysis & Regression analysis 2 1,5
Variance analysis, Regression analysis & Factor analysis 1 ,8
Total 130 100,0

Table 9 presents the analyses used in the studies. According to this, the most commonly used analysis was
structural equation modeling. This is followed by factor analysis. It was also observed that combinations of
regression and factor or correlation, regression and factor analyses were preferred more than once. In this sense,
it can be said that structural equation modeling and factor analysis techniques are by far the most used ones. In
light of these data, it can be said that quantitative analyses were used in almost all of the studies. Among the
related analyses, it is noteworthy that factor analysis is used quite intensively. Accordingly, it can be evaluated
that revealing the factor structures is considered important for the purposes of the studies.

Discussion, Conclusion and Recommendations

It can be said that shopping practices have been going through a period in which they got rid of their traditional
dimensions and took on more technological forms. In this sense, a shopping culture has been emerging in which
internet-based infrastructures and mobile applications are used extensively (Miandari et al., 2021, p. 248). It is
revealed that the first indicators for the acceptance of online shopping practices point to the period in the late
1990s and early 2000s when the developments in internet technologies were booming. In this period, it can be
said that Amazon.com, which serves as an online book site, attracted attention as a pioneering organization. In
the 2000s and later, it was seen that different product categories were rapidly included in online shopping
environments (Zeba and Ganguli, 2016, p. 17).

As a result of the developments in online shopping activities over time, the online shopping behavior of
consumers has become more important. Thus, the idea of having foresight about the relevant behaviors
outweighed in the markets. So much so that businesses have taken a more enthusiastic attitude to have more
data on consumers' online behavior. In this sense, it can be said that the Technology Acceptance Model, which
allows the inclusion of different components and structures in the analysis of online shopping behaviors, comes
to the fore (Yilmaz, 2018, p. 331). As it is well known, the Technology Acceptance Model has been used in the
prediction of user acceptance and usage practices regarding information and computer-based technologies
extensively (Venkatesh and Davis, 1996, p. 451). However, it is seen that TAM is widely accepted as a theoretical
basis in the research regarding online shopping acceptance as well (Monsuwe et al., 2004, p. 104).
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In this regard, this study aims to reveal a general overview of online shopping practices that have shown a
significant increase, especially after the 2000s, examining both national and international studies within the scope
of TAM and using a systematic literature review. Ultimately, 130 studies were selected out of approximately
1000 studies obtained by searching different academic databases on certain keywords. According to the research
tindings, it was determined that the number of samples used in the studies varied greatly. So much so that the
existence of studies conducted with different sample numbers between 34 and 5500 people in the literature has
been found. It can be said that this finding gives an idea about the sample selection in the process of designing
similar future studies and reveals that it is possible to be extremely flexible at this point. It is seen that 48 of the
studies were carried out with a single author. However, it is noteworthy that a large part of the remainder is the
research carried out by 2 or more authors. So much so that the existence of studies in which even 6 authors
came together has been identified. In this sense, the idea is obtained that studies in which online shopping
practices are handled within the scope of TAM can be carried out following either individual or collective
working styles. Considering the findings obtained according to the year the research was carried out, it is seen
that 130 studies conducted between 2000 and 2023 followed an increasing and decreasing course over the years.
In this sense, the number of studies, which was below 5 percent in the early 2000s, increased to 7 percent
between 2003 and 2009. A real increase in the number of studies was experienced between the years 2019-2021.
In the relevant years, it is noteworthy that the research increased up to 10 and 20 percent. The outbreak of the
Covid-19 pandemic can be shown as the most important reason for the significant increase in the number of
studies, especially in these two years. As technology usage rates increased in the relevant years, which represented
a period in which daily life practices were largely carried on remotely, there was a significant increase in the
number of academic studies conducted using TAM in this context. Furthermore, when we look at the findings
related to research types, it is seen that the article type takes the lead among 130 studies. Relatively few master's
and doctoral theses were carried out. In this sense, it can be said that online shopping practices within the scope
of TAM are mostly preferred in short-term research such as articles. On the other hand, it can be said that the
subject of online shopping is handled as a research topic in many different countries of the world within the
scope of TAM. However, it can be said that countries such as Turkey, America, and India are more interested
in the subject. Moreover, it may be necessaty to open a special parenthesis for Turkey and the United States at
this point. When the research numbers of the two countries are examined, it is seen that they are far ahead of
the other countries. This situation can be interpreted as online shopping practices in Turkey and the United
States showing a greater and faster development or having a greater potential compared to other countries. The
increase in the online shopping preferences of the societies in the relevant countries can be considered as an
incentive for the academic circles to deal with the related issue within the scope of TAM. Moreover, according
to the findings, it can be said that objectives such as factor identification, model development, and validation of
TAM represent the most used themes in research. In this sense, it is seen that the purposes for making sense of
and understanding the reasons for using and preferring online shopping practices within the scope of TAM
come to the fore. In addition to these, although it was found that qualitative and mixed methods were also used
in terms of the research methods used, it was determined that the quantitative method was used the most by
far. In this sense, the quantitative pattern can be considered more suitable for combinations of TAM and online
shopping. Thus, it can be said that based on this idea, an important idea was obtained in terms of the method
to be preferred in future studies. Besides, findings regarding the data collection tool display that survey has been
by far the most preferred technique in researching online shopping processes within the scope of TAM. Whether
face-to-face or online, one of the most important reasons why the questionnaire is preferred over other data
collection techniques may be that it is preferred in quantitative research. Moreover, we have previously revealed
in the findings of the study that TAM and online shopping practices are mostly designed with quantitative
research methods. In addition, it can be considered that the survey is appropriate in terms of the nature of the
harmony between the questions and the answers in examining online shopping as a data collection technique
within the scope of TAM. Finally, according to the findings related to the analyzes used, it is seen that the
structural equation modeling is the most used analysis. However, factor analysis was also determined as the
second most used analysis method. It can be considered that the relevant analysis methods are appropriate in
terms of revealing the reasons and motivations of users for shopping online within the scope of TAM. Again,
it is noteworthy that some studies also tend towards regression and correlation analyzes in order to determine
the relationships between the reasons for using online shopping.
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Finally, in line with the data obtained from the current study, some suggestions have been developed for other
studies in which online shopping practices will be discussed with the method of systematic literature review
within the framework of the Technology Acceptance Model. Accordingly, qualitative or mixed methods can be
used more in future studies. Thus, the contributions of both quantitative and qualitative methods can be
benefited more proportionally, and the qualities of the qualitative method that allow for more in-depth
questioning can be evaluated as an advantage. However, to have an idea on a global scale, emphasis can be
placed on studies in which Turkey can be evaluated comparatively in terms of different countries. On the other
hand, it is suggested that the related subject can be studied with different scopes and limitations at the doctoral
level.

References
Abdillahi, F. A. (2021). Cevrimigi satin alma niyetinin teknoloji kabul modeli baglammda incelenmesi: Cibuti drnekleminde
bir degerlendirme [Yayimlanmamus yiiksek lisans tezi]. Cankir1 Karatekin Universitesi.

Ahn, T., Ryu, S. & Han, I. (2004). The impact of the online and offline features on the user acceptance of
Internet  shopping malls.  Electronic  Commerce  Research — and — Applications,  3(4), 405-420.
https://doi.org/10.1016/j.elerap.2004.05.001

Akram, U., Fulép, M. T., Tiron-Tudor, A., Topor, D. I. & Cipusneanu, S. (2021). Impact of digitalization on
customers’ well-being in the pandemic period: Challenges and opportunities for the retail industry.
International — Journal — of  Environmental — Research — and — Public  Health, — 18(14),  1-21.
https://doi.org/10.3390/ijerph18147533

Alag6z, S. M. & Hekimoglu, H. (2012). A study on tam: Analysis of customer attitudes in online food ordering
system. Procedia-Social and Behavioral Sciences, 62, 1138-1143.
https://doi.org/10.1016/j.sbspro.2012.09.195

Al-Qaysi, N., Mohamad-Nordin, N. & Al-Emran, M. (2020). Employing the technology acceptance model in
social media: A systematic review. Education and Information Technologies, 25(6), 4961-5002.
https://doi.org/10.1007/s10639-020-10197-1

Amirtha, R. & Sivakumar, V. J. (2018). Does family life cycle stage influence e-shopping acceptance by Indian
women? An examination using the technology acceptance model. Bebavionr and Information
Technology, 37(3), 267-294. https://doi.org/10.1080/0144929X.2018.1434560

An, S., Eck, T. & Yim, H. (2023). Understanding consumers’ acceptance intention to use mobile food delivery
applications through an extended technology acceptance model. Sustainability, 15(1), 1-14.
https://doi.org/10.3390/su15010832

Ari, E. & Yilmaz, V. (2015). Universite o6grencilerinin online yemek siparisi davranslarinin teknoloji kabul
modeliyle arastiridmast. Uluslararas: Alanya Lsletme Fakiiltesi Dergisi, 7(2). 65-84

Arik, A. (2019). Sosyal medya pazarlamasimm tiiketici satin alma niyetine etisinin teknoloji kabul modeli aracilgryla
incelenmesi [Yayimlanmamis yiiksek lisans tezi]. Cukurova Universitesi.

Ashraf, A. R., Thongpapanl, N. & Auh, S. (2014). The application of the technology acceptance model under
different cultural contexts: The case of online shopping adoption. Journal of International Marketing, 22(3),
68-93. https://doi.org/10.1509/jim.14.0065

Atesgdz, K. (2019). Comparing attitudes of Y and Z generations towards online shopping using extended-technology acceptance
model [Unpublished Master’s Thesis]. Anadolu Universitesi.

Atesgdz, K. & Ulukan, C. (2023). Attitudes of Y and Z generations towards online shopping. Anadolu Universitesi
Iktisadi ve 1dari Bilimler Fakiiltesi Dergisi, 24(1), 20-49. https:/ /doi.org/10.53443 /anadoluibfd. 1183785

Balakrishnan, J. & Dwivedi, Y. K. (2021). Conversational commerce: entering the next stage of Al-powered
digital assistants. Annals of Operations Research, 1-35. https:/ /doi.org/10.1007 /s10479-021-04049-5

1745



Barkhi, R., Belanger, F. & Hicks, J. (2008). A model of the determinants of purchasing from virtual stores.
Journal  of  Onganizational — Computing  and — Electronic — Commerce, 18(3), 177-196.
https://doi.org/10.1080/10919390802198840

Barry, M. & Jan, M. T. (2018). Factors influencing the use of m-commerce: An extended technology acceptance
model perspective. International Journal of Economics, Management and Accounting, 26(1), 157-183.

Baumeister, R. F. & Leary, M. R. (1997). Writing narrative literature reviews. Review of General Psychology, 1(3),
311-320. https://doi.org/10.1037/1089-2680.1.3.311

Bhattacherjee, A. (2001). An empirical analysis of the antecedents of electronic commerce setvice continuance.
Decision Support Systems, 32(2), 201-214. https://doi.org/10.1016/50167-9236(01)00111-7

Bigne-Alcaniz, E., Ruiz-Mafe, C., Aldas-Manzano, J. & Sanz-Blas, S. (2008). Influence of online shopping
information dependency and innovativeness on internet shopping adoption. Online Information Review,
32(5), 648-667. https://doi.org/10.1108/14684520810914025

Bruner, G. C. & Kumar, A. (2005). Explaining consumer acceptance of handheld internet devices. Journal of
Business Research, 58(5), 553-558. https://doi.org/10.1016/j.jbustes.2003.08.002

Callahan, J. L. (2014). Writing literature reviews: A reprise and update. Human Resonrce Development Review, 13(3),
271-275. https:/ /doi.org/10.1177/1534484314536705

Chau, P. Y. K., Au, G. & Tam, K. Y. (2000). Impact of information presentation modes on online shopping.
Journal Of  Organizational Computing and  Electronic Commerce, 10(1), 1-20.
http://dx.doi.org/10.1207/815327744J OCE100101

Chen, L. D., Gillenson, M. L. & Sherrell, D. L. (2002). Enticing online consumers: An extended technology
acceptance perspective. lnformation and Management, 39(8), 705-719. https://doi.org/10.1016/S0378-
7206(01)00127-6

Chen, L. D., Gillenson, M. L. & Sherrell, D. L. (2004). Consumer acceptance of virtual stores: A theoretical
model and critical success factors for virtual stores. ACM SIGMIS Database: The DATABASE for
Adpances in Information Systems, 35(2), 8-31. https://doi.org/10.1145/1007965.1007968

Chen, J. S., Le, T. T. Y. & Florence, D. (2021). Usability and responsiveness of artificial intelligence chatbot on
online customer expetience in e-retailing. International Journal of Retail and Distribution Management, 49(11),
1512-1531. https://doi.org/10.1108 /IJRDM-08-2020-0312

Chen, S. C,, Li, S. H. & Li, C. Y. (2011). Recent related research in technology acceptance model: A literature
review. Australian — Journal — of  Business and — Management  Research, 1(9), 124-127.
https://doi.org/10.2196 /humanfactors.3424

Chen, L. D. & Tan, J. (2004). Technology adaptation in e-commerce: key determinants of virtual stores
acceptance. European Management Journal, 22(1), 74-86. https:/ /doi.org/10.1016/j.emj.2003.11.014

Childers, T. L. Carr, C. L., Peck, J. & Carson, S. (2001). Hedonic and utilitarian motivations for online retail
shopping behaviot. Journal of Retailing, 77(4), 511-535. https://doi.org/10.1016/S0022-4359(01)00056-
2

Chimborazo, L. E., Frasquet, M. & Moll4, A. (2021). Explaining mobile commerce usage intention based on
technology acceptance models in a developing market context. Market-Tr$iste, 33(1), 25-40.
https://doi.org/10.22598 /mt/2021.33.1.25

Chiu, C. M., Chang, C. C., Cheng, H. L. & Fang, Y. H. (2009). Determinants of customer repurchase intention
in online shopping. Online Information Review, 33(4), 761-784.
https://doi.org/10.1108/1468452091098571

1746



Chiu, C. M., Lin, H. Y., Sun, S. Y. & Hsu, M. H. (2009). Understanding customers’ loyalty intentions towards
online shopping: An integration of technology acceptance model and fairness theory. Bebavionr and
Information Technology, 28(4), 347-360. https:/ /doi.org/10.1080/01449290801892492

Cloete, E., Courtney, S. & Fintz, J. (2002). Small Businesses’ Acceptance and Adoption of e-Commerce in the
Western-Cape Province of South-Africa. The Electronic Journal of Information Systems in Developing Countries,
10(1), 1-13. https:/ /doi.org/10.1002/.1681-4835.2002.tb00062.x

Corbitt, B. J., Thanasankit, T. & Yi, H. (2003). Trust and e-commerce: A study of consumer perceptions.
Electronic  Commerce  Research —and — Applications, 2(3), 203-215. https://doi.org/10.1016/S1567-
4223(03)00024-3

Curkan, S. C. (2019). Genisletilmis online alisveris kabul modeli (GOAKM) ile yerli turistlerin internet iigerinden tati/
satmalma davranislarinmn belirlenmesi ve kiiltiiriin etkisi [Yayimlanmamis doktora tezi]. Balikesir Universitesi.

Cakir, C. B. (2009). Internet iizerinden satin alma davranssinimn incelenmesi ve bir mygulama [Y ayimlanmamis yiiksek lisans
tezi]. Istanbul Teknik Universitesi.

Cakir, M. (2012). Development and V alidation of B2C E-Commerce Adoption Model: An Empirical Investigation Using
Structural - Equation  Modeling  and  Interpretative  Phenomenological  Analyses [Unpublished Doctoral
Dissertation|. Middle East Technical University.

Calkar, T. & Kazancoglu, 1. (2020). Sanal Market Alisverisi Yapma Niyetinde Genisletilmis Teknoloji Kabul
Modeli Bilesenleri ile Risk Algilarinin Etkisi. Manisa Celal Bayar Universitesi Sosyal Bilimler Dergisi, 18(2),
305-326. https://doi.org/10.18026/ cbayarsos.685067

Celik, H. E. (2009). Yapsal esitlik modellemesi ve bir wygulama: Genisletilmis online alisveris kabul modeli [Yayimlanmamis
Doktora Tezi]. Eskisehir Osmangazi Universitesi.

Celik, H. E. & Yilmaz, V. (2011). Extending the technology acceptance model for adoption of e-shopping by
consumers in Turkey. Journal of Electronic Commerce Research, 12(2), 152-164.

Celik, H. E., Yimaz, V. & Pazarlioglu, M. V. (2010). Teknoloji kabul modeli ve bir uygulama. Finans Politik ve
Ekonomik Yorumlar, 47(540), 35-44.

Cetins6z, B. (2015). Yerli turistlerin e-satin alma egilimlerinin teknoloji kabul modelinde analizi (TKM).
Elektronik Sosyal Bilimler Dergisi, 14(53), 242-258. https://doi.org/10.17755/esosder.09008

Cidam, E. (2017). 55 yag jistii kadinlarin sosyal medya kullammiarimm satmalma davranssiar: jizerindeki sosyal medya
etkisinin teknoloji kabul modeli kapsammda incelenmesi |Yayimlanmamis yiksek lisans tezi]. Baskent
Universitesi.

Dahlberg, T., Mallat, N. & O6rni, A. (2003). Trust enhanced technology acceptance model consumer acceptance
of mobile payment solutions: Tentative evidence. Stockholm Mobility Roundtable, 22(1), 1-10.

Davis, F. D. (1985). A technology acceptance model for empirically testing new end-user information systems: Theory and results
[Unpublished doctoral dissertation]. Massachusetts Institute of Technology.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.

MIS Quartery, 13(3), 319-340. https://doi.org/10.2307 /249008

Davis, . D., Bagozzi, R. P. & Warshaw, P. R. (1989). User acceptance of computer technology: A comparison
of two theoretical models. Management Science, 35(8), 982-1003. https://doi.org/10.1287/mnsc.35.8.982

Davis, F. D., Bagozzi, R. P. & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to use computers in
the wortkplace. Journal of Applied Social Psychology, 22(14), 1111-1132. https://doi.org/10.1111/§.1559-
1816.1992.tb00945.x

Delafrooz, N., Paim, L. H. & Khatibi, A. (2011). Understanding consumer's internet purchase intention in
Malaysia. African Journal of Business Management, 5(7), 2837-2846. https:/ /doi.org/10.5897/AJBM10.1266

1747


https://doi.org/10.5897/AJBM10.1266

Demirelli, C. (2019). Tiiketicilerin gevrimici dederlendirme ve regervasyon sitelerine iliskin tutumiarmn teknoloji kabul modeli
perspektifinde degerlendirilmesi [Yayimlanmamus yitksek lisans tezi]. Bandirma Onyedi Eyliil Universitesi.

Demir-Ugur, E. D. (2021). Tiiketici algis: ve tercib nedenleri: Teknoloji kabul modelinin genisletilmesi ve cevrim igi pazar
yerleri ile perakendeci cevrim ici aliveris sitelerinin Rarsilagtirimas: [Yayimlanmamis doktora tezi]. Kdultir

Universitesi.
Devaraj, S., Fan, M. & Kohli, R. (2002). Antecedents of B2C channel satisfaction and preference: Validating e-
commerce metrics. Information Systems Research, 13(3), 316-333.

https://doi.org/10.1287 /iste.13.3.316.77

Dilek, O. & Oztiirk, A. (2021). COVID-19 Siirecinde Online Yemek Siparislerinde Teknolojinin Kabulii. Third
Sector  Social  Economic  Review, 56(3),  1313-1332.  https://doi.org/10.15659/3.sektor-sosyal-
ekonomi.21.08.1616

Dirsehan, T. & Cankat, E. (2021). Role of mobile food-ordering applications in developing restaurants’ brand
satisfaction and loyalty in the pandemic petiod. Journal of Retailing and Consumer Services, 62, 1-8.
https://doi.org/10.1016/j.jretconser.2021.102608

Enginkaya, E. (2006). Elektronik Perakendecilik Elektronik Alisveris. Ege Academic Review, 6(1), 10-16.

Eskiyenentiitk, G. (2019). What motivates consumers to do online luxnry shopping? Technology acceptance model approach
[Unpublished Master’s Thesis]. Marmara Universitesi.

Fayad, R. & Paper, D. (2015). The technology acceptance model e-commerce extension: A conceptual
framework. Procedia  Economics  and ~ Finance, 26, 1000-1006. https://doi.org/10.1016/S2212-
5671(15)00922-3

Fedorko, I., Bacik, R. & Gavurova, B. (2018). Technology acceptance model in e-commerce segment.
Management — and ~— Marketing.  Challenges — for — the  Knowledge — Society, — 13(4),  1242-1256.
https://doi.org/10.2478 /mmcks-2018-0034

Fernandes, S., Venkatesh, V. G., Panda, R. & Shi, Y. (2021). Measurement of factors influencing online shopper
buying decisions: A scale development and validation. Journal of Retailing and Consumer Services, 59, 1--11.
https://doi.org/10.1016/j.jretconser.2020.102394

Gatrity, E. ]., O’Donnell, J. B., Kim, Y. J. & Sanders, G. L. (2007). An extrinsic and intrinsic motivation-based
model for measuring consumer shopping-oriented Web site success. Journal of Electronic Commerce in
Organizations, 5(4), 18-38. https://doi.org/10.4018 /jeco.2007100102

Gefen, D. (2003). TAM or just plain habit: A look at experienced online shoppers. Journal of Organizational and
End User Computing, 15(3), 1-13. https:/ /doi.org/10.4018/joeuc.2003070101

Gefen, D. & Straub, D. W. (2000). The relative importance of perceived ease of use in IS adoption: A study of
e-commerce adoption.  Journal of the  Association  for  Information  Systems, 1(1), 1-30.
https://doi.org/10.17705/ 1jais.00008

Gefen, D. & Straub, D. (2003). Managing user trust in B2C e-services. e-Service Journal, 2(2), 7-24.
https://doi.org/10.2979/esj.2003.2.2.7

Gefen, D., Karahanna, E. & Straub, D. W. (2003a). Inexperience and experience with online stores: The
importance of TAM and trust. IEEE Transactions on Engineering Management, 50(3), 307-321.
https://doi.org/10.1109/TEM.2003.817277

Gefen, D., Karahanna, E. & Straub, D. W. (2003b). Trust and TAM in online shopping: An integrated
model. MIS Quarterly, 27(1), 51-90. https://doi.org/10.2307 /30036519

Gentry, L. & Calantone, R. (2002). A comparison of three models to explain shop-bot use on the web. Psychology
and Marketing, 19(11), 945-956. https://doi.org/10.1002/mar.10045

1748



Grani¢, A. & Marangunié¢, N. (2019). Technology acceptance model in educational context: A systematic
literature review. British Journal of Educational Technology, 50(5), 2572-2593.
https://doi.org/10.1111/bjet.12864

Guritno, S. & Siringoringo, H. (2013). Perceived usefulness, ease of use, and attitude towards online shopping
usefulness towards online airlines ticket purchase. Procedia-Social and Behavioral Sciences, 81, 212-216.
https://doi.org/10.1016/j.sbspro.2013.06.415

Giiltas, M. (2020). Teknoloji kabul nodeli ercevesinde internet iizerinden alssveris davranisinim incelenmesi [Yayimlanmamis
yiiksek lisans tezi]. Inénii Universitesi.

Ha, N. T, Nguyen, T. L. H., Pham, T. V. & Nguyen, T. H. T. (2021). Factors influencing online shopping
intention: An empirical study in Vietnam. The Journal of Asian Finance, Economics and Business, 8(3), 1257-
1266. https://doi.org/10.13106/JAFEB.2021.VOL8.NO3.1257

Ha, S. & Stoel, L. (2009). Consumer e-shopping acceptance: Antecedents in a technology acceptance
model. Journal of Business Research, 62(5), 565-571. https://doi.org/10.1016/].jbustes.2008.06.016

Hammouri, Q., Al-Gasawneh, J. A., Nusairat, N. M., Hanandeh, A. & Barakat, S. (2021). The determinants of
trust and its influence on online buying intention: An empirical study on social commerce in Jordan.
Annals of the Romanian Society for Cell Biology, 25(5) 4522-4539.

Hassan, M., Kazmi, S. S. A. S. & Padlee, S. F. (2019). Technology acceptance model (TAM) and dynamics of
online purchase adaptability. International Jonrnal of Recent Technology and Engineering, 8(1), 390-402.

Hausman, A. V. & Siekpe, J. S. (2009). The effect of Web interface features on consumer online purchase
intentions. Journal of Business Research, 62(1), 5-13. https://doi.org/10.1016/j.jbustres.2008.01.018

Henderson, R. & Divett, M. J. (2003). Perceived usefulness, ease of use and electronic supermarket use.
International  Journal of Human-Computer Studies, 59(3), 383-395. https://doi.org/10.1016/S1071-
5819(03)00079-X

Hernandez, B., Jimenez, J. & Martin, M. J. (2009). Adoption vs acceptance of e-commerce: Two different
decisions. European Journal of Marketing, 43(9/10), 1232-1245.
https://doi.org/10.1108/03090560910976465

Ho, S. Y. & Kwok, S. H. (2003). The attraction of personalized service for users in mobile commerce: An
empirical study. ACM SIGecom Exchanges, 3(4), 10-18. https://doi.org/10.1145/844351.844354

Hong, C., Choi, H. H., Choi, E. K. C. & Joung, H. W. D. (2021). Factors affecting customer intention to use
online food delivery services before and during the COVID-19 pandemic. Journal of Hospitality and
Tourism Management, 48, 509-518. https://doi.org/10.1016/j.jhtm.2021.08.012

Ingham, J., Cadieux, J. & Berrada, A. M. (2015). e-Shopping acceptance: A qualitative and meta-analytic review.
Information and Management, 52(1), 44-60. https://doi.otg/10.1016/7.im.2014.10.002

Islam, H., Jebarajakirthy, C. & Shankar, A. (2021). An experimental based investigation into the effects of
website interactivity on customer behavior in on-line purchase context. Journal of Strategic Marketing,

29(2), 117-140. https://doi.org/10.1080/0965254X.2019.1637923

Isik, P. (2019). Online alsveris yapan sipermarket tiketicilerinin tiiketim terciblerinin teknoloji kabul modeliyle agiklanmas:
[Yayimlanmamis Yiiksek Lisans Tezi]. Karamanoglu Mehmetbey Universitesi.

Isik, P. & Oz, M. (2019). Online Alisveris Yapan Siipermarket Tiiketicilerinin Tiiketim Tercihlerinin Teknoloji
Kabul Modeliyle Aciklanmasi. OPUS  International Journal of Society Researches, 18(Yo6netim ve
Organizasyon Ozel Sayist), 1538-1572. https:/ /doi.org/10.26466/opus.837561

Jain, D., Goswami, S. & Bhutani, S. (2014). Consumer behavior towards online shopping: An empirical study
from Delhi. IOSR Journal of Business and Management, 16(9), 65-72.

1749



Jarveldinen, J. (2007). Online purchase intentions: An empirical testing of a multiple-theory model. Journal of
Organizational Computing and Electronic Commerce, 17(1), 53-74.
https://doi.org/10.1080/10919390701291000

Javadi, M. H. M., Dolatabadi, H. R., Nourbakhsh, M., Poursaeedi, A. & Asadollahi, A. R. (2012). An analysis of
factors affecting on online shopping behavior of consumers. International Journal of Marketing Studies, 4(5),
81. https://doi.org/10.5539/ijms.v4n5p81

Jensen, J.M. & Wagner, C. (2018). A cross-national comparison of Millennial consumers’ initial trust towards
an e-travel website. Marketing Intelligence and Planning, 36(3), 318-333. https://doi.org/10.1108/MIP-12-
2017-0327

Jiang, J. J., Hsu, M. K, Klein, G. & Lin, B. (2000). E-commerce user behavior model: An empirical study. Human
Systems Management, 19(4), 265-276. https://doi.org/10.3233 /HSM-2000-19406

Johar, M. G. M. & Awalluddin, J. A. A. (2011). The role of technology acceptance model in explaining effect
on e-commerce application system. International Journal of Managing Information Technology, 3(3).
https://doi.org/10.5121/ijmit.2011.3301

Jun, K., Yoon, B, Lee, S. & Lee, D. S. (2022). Factors influencing customer decisions to use online food delivery
service during the COVID-19 pandemic. Foods, 11(1), 1-15. https://doi.org/10.3390/foods11010064

Juaneda-Ayensa, E., Mosquera, A. & Sierra Murillo, Y. (2016). Omnichannel customer behavior: key drivers of
technology acceptance and use and their effects on purchase intention. Frontiers in Psychology, 7, 1117.
https://doi.org/10.3389/fpsyg.2016.01117

Kalini¢, Z., Marinkovié, V., Kalini¢, L. & Liébana-Cabanillas, F. (2021). Neural network modeling of consumer
satisfaction in mobile commerce: An empirical analysis. Expert Systems with Applications, 175, 1-16.
https://doi.org/10.1016/j.eswa.2021.114803

Kas, E. (2015). Ofel regervasyon siteleri iizerinden yapilan online alysverisin  teknoloji  kabul modeliyle incelenmesi
[Yayimlanmamis Yiiksek Lisans Tezi]. Balikesir Universitesi.

Kilicalp, M. & Ozdogan, O. N. (2019). Paket yemek siparislerinde ¢evrimici aract kullanan tiiketici
davraniglarinin genisletilmis teknoloji kabul modeliyle arastirilmast. International Journal of Contemporary
Tourism Research, 3(2), 148-163. https://doi.org/10.30625/ijctr.618952

Kur, S. (2018). Duyusal etkinlestirme teknoloji kabul modeli baglammnda online alisveris yapma egilimini etkileyen faktirlerin
incelenmesi [Yayimlanmamis doktora tezi]. Selcuk Universitesi.

Kircova 1. (2008). Internette pazarlama. Beta Yayinlari.

Kimya, M. N. (2021). Duygusal zekd destekli teknoloji kabul modelinin satn alma kararma etkisi [Yayimlanmamis
yiiksek lisans tezi]. Nuh Naci Yazgan Universitesi.

King, W. R. & He, J. (2006). A meta-analysis of the technology acceptance model. Information and
Management, 43(6), 740-755. https:/ /doi.org/10.1016/§.im.2006.05.003

Klopping, I. M. & McKinney, E. (2004). Extending the technology acceptance model and the task-technology
fit model to consumer e-commerce. Information Technology, 1 earning and Performance Journal, 22(1), 35-48.

Korkmaz, K. D. (2022). Tiiketicilerin online yeniden satin alma davranssine etkileyen faktorlerin teknoloji kabul modeli
baglammda incelenmesi: Kadm tiiketiciler iizerine bir arastima [Yaymmlanmamis yitksek lisans tezi]. Canakkale
Onsekiz Mart Universitesi.

Koufaris, M. (2002). Applying the technology acceptance model and flow theory to online consumer
behavior. Information Systems Research, 13(2), 205-223. https:/ /doi.org/10.1287 /isre.13.2.205.83

Kraus, S., Breier, M. & Das{-Rodriguez, S. (2020). The art of crafting a systematic literature review in
entrepreneurship research. International Entrepreneurship and Management Journal, 16, 1023-1042.
https://doi.org/10.1007/s11365-020-00635-4

1750



Kubas, A., Yilmaz, R., Giit, A. & Baloglu, S. (2016). Tekirdag Ilinde Bulunan Tiiketicilerin Internet Uzerinden
Satinalma Yaklasimlarinin Analizi. Sosyal Bilimler Aragtirma Dergisi, 5(4), 12-29.

Kulualp, M. K. (2019). Teknoloji kabul modeli kapsaninda tiketicilerin elektronik ticaret faaliyetine yonelik tutumiar:
[Yayimlanmamis yiiksek lisans tezi]. Zonguldak Biilent Ecevit Universitesi.

Kartim, A. A. (2021). Pandemi doneminde mobil uygnlamalar iizerinden yapilan alisverisin teknoloji kabul modeli ile
incelenmesi [Yayimlanmamis yiiksek lisans tezi]. Bahcesehir Universitesi.

Lederer, A. L., Maupin, D. J., Sena, M. P. & Zhuang, Y. (2000). The technology acceptance model and the
Wotld Wide Web. Decision Support  Systems, 29(3), 269-282. https://doi.org/10.1016/S0167-
9236(00)00076-2

Li, N. & Zhang, P. (2002). Consumer online shopping attitudes and bebavior: An assessment of research |Bildiri Sunumul.
8. Americas Conference on Information Systems (AMCIS), Louisiana.

Liao, Z. & Cheung, M. T. (2001). Internet-based e-shopping and consumer attitudes: An empirical study.
Information and Management, 38(5), 299-306. https://doi.org/10.1016,/S0378-7206(00)00072-0

Lim, W. M. & Ting, D. H. (2012). E-shopping: An Analysis of the Technology Acceptance Model. Modern
Applied Science, 6(4), 48-63. https://doi.org/10.5539/mas.v6n4p49

Liu, X. & Wei, K. K. (2003). An empirical study of product differences in consumers’ E-commerce adoption
behaviot. Electronic Commerce Research and Applications, 2(3), 229-239. https://doi.org/10.1016/S1567-
4223(03)00027-9

Mammadli, N. (2020). The impact of augmented reality on online purchase intentions of consumers based on perceived risk and
technology acceptance model [Unpublished Master’s Thesis]. Marmara Universitesi.

Marabelli, M. & Newell, S. (2014). Knowing, power and materiality: A critical review and reconceptualization
of absorptive capacity. Infernational  Journal  of  Management  Reviews, 16(4),  479-499.
https://doi.org/10.1111/ijmr.12031

Maranguni¢, N. & Granié, A. (2015). Technology acceptance model: A literature review from 1986 to
2013. Universal Access in the Information Society, 14(1), 81-95. https://doi.org/10.1007/s10209-014-0348-
1

Mathieson, K. (1991). Predicting user intentions: comparing the technology acceptance model with the theory
of planned behavior. Information Systems Research, 2(3), 173-191. https://doi.org/10.1287 /isre.2.3.173

McCloskey, D. (2004). Evaluating electronic commerce acceptance with the technology acceptance model.
Journal of Computer Information Systems, 44(2), 49-57. https:/ /doi.org/10.1080/08874417.2004.11647566

Miandati, G. A. K. D. D, Yasa, N. N. K., Wardana, M., Giantari, I. G. A. K. & Setini, M. (2021). Application
of technology acceptance model to explain repurchase intention in online shopping consumers.
Webology, 18(1), 247-262. https://doi.org/10.14704/WEB/V1811/WEB18087

Monsuwe, T.P.Y., Dellaert, B.G.C. & Ruyter, K.D (2004). What derives consumers to shop online? A literature
review. International ~ Jowrnal — of  Service Industry — Management, 15(1), 102-21.
https://doi.org/10.1108/09564230410523358

Mortenson, M. J. & Vidgen, R. (2016). A computational literature review of the technology acceptance
model. International Journal of Information Management, 36(6), 1248-1259.
https://doi.org/10.1016/}.ijinfomgt.2016.07.007

Mouakket, S. (2009). The effect of exogenous factors on the technology acceptance model for online shopping
in the UAE. International ~ Journal — of  Electronic  Business, 7(5), 491-511.
https://doi.org/10.1504/1JEB.2009.028153

Naserinia, M. (2019). Farklz kiiltiirlerdefi jiniversite ogrencilerinin internet jizerinden diriin alislarmm teknoloji kabul modeli
ile incelenmesi [Yayimlanmamis yiiksek lisans tezi]. Atatiirk Universitesi.

1751



Nassif, M. A. (2019). Mobile shopping adoption by foundation nniversity students in Turkey: An application of the technology
acceptance model (AM) [Unpublished Master’s Thesis|. Istanbul Aydin Universitesi.

Ngubelanga, A. & Duffett, R. (2021). Modeling mobile commerce applications’ antecedents of customer
satisfaction among millennials: An extended tam perspective. Sustainability, 13(11), 1-29.
https://doi.org/10.3390/su13115973

Nunkoo, R., Juwaheer, T. D. & Rambhunjun, T. (2013, 10-11 June). Applying the extended technology acceptance model
to understand online purchase behavior of travelers [Bildiri Sunumu]. 21st International Business Research
Conference, Toronto.

O’cass, A. & Fenech, T. (2003). Web retailing adoption: Exploring the nature of internet users web retailing
behaviout. Journal of Retailing and Consumer services, 10(2), 81-94. https://doi.org/10.1016/S0969-
6989(02)00004-8

Ofori, D. & Appiah-Nimo, C. (2019). Determinants of online shopping among tertiary students in Ghana: An
extended technology acceptance model. Cogent Business and Management, 6(1), 1644715.
https://doi.org/10.1080/23311975.2019.1644715

Oksar, G. (2021). Sirdiiriilebilir tiiketim davranis: ve teknoloji kabul modeli: Letgo ve Dolap mygnlamalar: ornedi
[Yayimlanmamus yiiksek lisans tezi]. Kocaeli Universitesi.

Ozkocagil, E. (2016). Havayolu tagimaciligs sektiriinde elektronik ortamda bilet aliminn birlesik tefenoloji kabul ve knllanim
models ile incelenmesi [Yayimlanmamis yiiksek lisans tezi]. Akdeniz Universitesi.

Palvia, P. (2009). The role of trust in e-commerce relational exchange: A unified model. Information and
Management, 46(4), 213-220. https://doi.org/10.1016/§.im.2009.02.003

Park, J., Lee, D. & Ahn, J. (2004). Risk-focused e-commerce adoption model: A cross-country study. Journal of
Global Information Technology Management, 7(2), 6-30. https://doi.org/10.1080/1097198X.2004.10856370

Paul, J. & Criado, A. R. (2020). The art of writing literature review: What do we know and what do we need to
know? International Business Review, 29(4), 101717. https:/ /doi.org/10.1016/j.ibustev.2020.101717

Paul, J., Lim, W. M., O’Cass, A., Hao, A. W. & Bresciani, S. (2021). Scientific procedures and rationales for
systematic literature reviews (SPAR-4-SLR). International Journal of Consumer Studies, 45(4), 1-10.
https://doi.org/10.1111/ijcs. 12695

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with the
technology  acceptance  model. International ~ Journal — of  Electronic ~ Commerce, 7(3), 101-134.
https://doi.org/10.1080/10864415.2003.11044275

Pipitwanichakarn, T. & Wongtada, N. (2021). Leveraging the technology acceptance model for mobile
commerce adoption under distinct stages of adoption: A case of micro businesses. Asia Pacific Journal of
Marketing and Logistics, 33(6), 1415-14306. https://doi.org/10.1108/ APJML-10-2018-0448

Qiu, L. & Li, D. (2008). Applying TAM in B2C E-commerce research: An extended model. Tsinghua Science and
Technology, 13(3), 265-272. https:/ /doi.org/10.1016/S1007-0214(08)70043-9

Rachmawnati, I. K., Bukhori, M., Nuryanti, F. & Hidayatullah, S. (2020). Collaboration Technology Acceptance
Model, subjective norms and personal innovations on buying interest online. International Journal of
Innovative Science and Research Technology, 5(11), 115-122.

Rafdinal, W. & Senalasari, W. (2021). Predicting the adoption of mobile payment applications during the
COVID-19  pandemic.  International  Jowrnal — of  Bank  Marketing — 39(6),  984-1002.
https://doi.org/10.1108 /IJBM-10-2020-0532

Rahimi, B., Nadri, H., Afshar, H. L. & Timpka, T. (2018). A systematic review of the technology acceptance
model in health informatics. Applied Clinical Informatics, 9(03), 604-634. https://doi.org/10.1055/s-
0038-1668091

1752



Rapp, W. V. & Islam, M. U. (2003). Putting e-commerce to work: The Japanese convenience store case. Center on Japanese
Economy and Business Working Papers. https://doi.org/10.7916/D81GOTTV

Riemenschneider, C. K. & Hardgrave, B. C. (2001). Explaining software development tool use with the
technology  acceptance model.  Jowrnal  of  Computer — Information — Systems,  41(4), 1-8.
https://doi.org/10.1080/08874417.2001.11647015

Saleem, A., Aslam, J., Kim, Y. B., Nauman, S. & Khan, N. T. (2022). Motives towards e-Shopping Adoption
among Pakistani Consumers: An Application of the Technology Acceptance Model and Theory of
Reasoned Action. Sustainability, 14(7), 1-16. https://doi.org/10.3390/su14074180

Salimon, M. G., Kareem, O., Mokhtar, S. S. M., Aliyu, O. A., Bamgbade, J. A. & Adeleke, A. Q. (2023). Malaysian
SMEs m-commerce adoption: TAM 3, UTAUT 2 and TOE approach. Journal of Science and Technology
Policy Management, 14(1), 98-126. https://doi.org/10.1108/JSTPM-06-2019-0060

Sevim, N., Yinci, D. & Hall, E. E. (2017). Analysis of the extended technology acceptance model in online
travel  products.  Journal  of  Internet  Applications  and  Management,  8(2),  45-61.
https://doi.org/10.5505/iuyd.2017.03522

Seyhun, S. (2019). Mobil alisveris uygnlamalarmmn benimsenmesini etkileyen faktirlerin genisletilmis teknoloji kabul modeli
baglaminda incelenmesi [Yayimlanmamis yiiksek lisans tezi]. Kirklareli Universitesi.

Seyhun, S. & Kurtuldu, G. (2020). Genisletilmis Teknoloji Kabul Modeli Baglaminda Mobil Aligveris
Uygulamalarinin Benimsenmesini Etkileyen Faktérler. Trakya Universitesi Sosyal Bilimler Dergisi, 22(1),
599-627. https://doi.org/10.26468/ trakyasobed.617630

Shang, R. A., Chen, Y. C. & Shen, L. (2005). Extrinsic versus intrinsic motivations for consumers to shop on-
line. Information and Management, 42(3), 401-413. https://doi.org/10.1016/}.im.2004.01.009

Sharp, J. H. (2007). Development, Extension, and Application: A Review of the Technology Acceptance Model.
Information Systems Edncation Jonrnal, 5(9), 1-11.

Shen, C. C. & Chiou, J. S. (2010). The impact of perceived ease of use on Internet service adoption: The
moderating effects of temporal distance and perceived risk. Computers in Human Behavior, 26(1), 42-50.
https://doi.org/10.1016/j.chb.2009.07.003

Shih, H. P. (2004). An empirical study on predicting user acceptance of e-shopping on the web. Information and
Management, 41(3), 351-368. https://doi.org/10.1016/S0378-7206(03)00079-X

Shruthi, V., Venkatachari, K., Hule, M. K. A., Lonare, M. M., Sathe, M. A. P. & Sonawane, M. P. R. (2023).
Predicting the behavior of online buying insurance intention with the association of technological
acceptance  model.  Jowrnal  of  Data  Acquisition  and  Processing, ~ 38(1),  107-125.
https://doi.org/10.5281/zenodo.7602726

Shukla, A. & Sharma, S. K. (2018). Evaluating consumers’ adoption of mobile technology for grocery shopping:
An  application  of  technology  acceptance  model. Vision, — 22(2), 185-198.
https://doi.org/10.1177/0972262918766136

Song, H., Ruan, W. J. & Jeon, Y. J. J. (2021). An integrated approach to the purchase decision making process
of food-delivery apps: Focusing on the TAM and AIDA models. International Journal of Hospitality
Management, 95, 1-8. https:/ /doi.org/10.1016/.ijhm.2021.102943

Sun, T., Tai, Z. & Tsai, K. C. (2010). Perceived ease of use in prior e-commerce experiences: A hierarchical
model for its motivational antecedents. Psychology and  Marketing,  27(9), 874-880.
https://doi.org/10.1002/mar.20362

Sen, O. (2017). Online alisverisde satin alma davrantsinn planls davranis teorisi, teknoloji kabul modeli, yenilik yayilm kuramm,
tiiketici aliskanliklar: ve giiven faktirleriyle incelenmesi [Y aytmlanmamus doktora tezi]. Hali¢ Universitesi.

1753



Stker, P. & Ulger, H. T. (2019). Online aligveris niyetini etkileyen faktérlerin planlt davranislar teorisi ve teknoloji
kabul modelinin entegrasyonu ile incelenmesi. Afjon Kocatepe Universitesi Sosyal Bilimler Dergisi, 21(4),
1246-1260. https://doi.org/10.32709 /akusosbil.525419

Thaichon, P. (2017). Consumer socialization process: The role of age in children's online shopping behavior.
Journal of Retailing and Consumer Services, 34, 38-47. https:/ /doi.org/10.1016/j.jretconser.2016.09.007

Toraman, Y. (2021). Tiiketicilerin salgn hastasiik (Covid-19) donemlerinde yeni teknolojileri benimsemelerinin teknoloji kabnl
modeli  gercevesinde - incelenmesi: Hizly  tiiketim  mallar: - G3elinde, mobil - wygnlamalar iizerine  bir  aragtirma
[Yayimlanmamus yiiksek lisans tezi]. Istanbul Universitesi.

Toraman, Y. & Yiksel, C. (2022). Covid-19 salgin1 siirecinde tiiketicilerin yeni teknolojileri benimsemelerinin
teknoloji kabul modeli (TKM) ¢ercevesinde temassiz teslimat 6zelinde incelenmesi: Mobil uygulamalar
lizerine  bir arastrma.  Dogus  Universitesi  Dergisi, 23, Covid-19  Ozel —Sayisi, 17-34.
https://doi.org/10.31671/doujournal. 928518

Tranfield, D., Denyer, D. & Smart, P. (2003). Towards a methodology for developing evidence-informed
management knowledge by means of systematic review. British Journal of Management, 14(3), 207-222.
https://doi.org/10.1111/1467-8551.0037

Troise, C., O'Driscoll, A., Tani, M. & Prisco, A. (2021). Online food delivery setvices and behavioural intention—
a test of an integrated TAM and TPB framework. British Food Journal, 123(2), 664-683.
https://doi.org/10.1108/BFJ-05-2020-041

Turan, A. H. (2008). Internet aligverisi tiiketici davranisini belirleyen etmenler: Gelistirilmis Teknoloji Kabul
Modeli (E-TAM) ile bir model 6netisi. .Akademik Bilisim, 8, 106-121.

Turner, M., Kitchenham, B., Brereton, P., Charters, S. & Budgen, D. (2010). Does the technology acceptance
model predict actual use? A systematic literature review. Information and Software Technology, 52(5), 463-
479. https://doi.org/10.1016/j.infsof.2009.11.005

Tiamtiirk, A. (2015). Internet iizerinden aligveris niyetini belirleyen faktirlerin incelenmesi: Tiirkiye'de aligveris deneyim
diizeylerinin farkligina iliskin bir model inerisi [Y aytmlanmamis doktora tezi]. Celal Bayar Universitesi.

Tirker, C. (2019). Tiiketicilerin yeni tekenolojilers benimsemelerinin teknoloji kabul nmodeli boyutlar: itibarzyla incelenmesi: Mobil
ddeme sistemleri izerine bir arastirma [Yayimlanmamis yiiksek lisans tezi]. Istanbul Universitesi.

Tiirker, A. & Tiirker, O. G. (2013). Turistik {iriin satin alma davranisinin teknoloji kabul modeli ile incelenmesi.
Dokuz, Eyliil Universitesi Sosyal Bilimler Enstitiisii Dergisi, 15(2), 281-312.

Ustiinkardesler, D. (2022). Tiiketicilerin online market alisverisi egilimlerinin  teknoloji fabul modeli ile incelenmesi
[Yayimlanmamus yiiksek lisans tezi]. Atatiirk Universitesi.

Vahdat, A., Alizadeh, A., Quach, S. & Hamelin, N. (2020). Would you like to shop via mobile app technology?
The technology acceptance model, social factors and purchase intention. Awustralasian Marketing Journal,
29(2), 187-197. https:/ /doi.org/10.1016/j.ausm;.2020.01.002

Valencia, D. C., Valencia-Arias, A., Bran, L., Benjumea, M. & Valencia, J. (2019). Analysis of e-commerce
acceptance using the technology acceptance model. Scientific papers of the University of Pardubice. Series D,
Faculty of Economics and Administration. https:/ /hdLhandle.net/10195/72226

Van der Heijden, H., Verhagen, T. & Creemers, M. (2001, January). Predicting online purchase behavior: Replications
and tests of competing models [Bildiri Sunumu]. 34th annual Hawaii international conference on system
sciences, Maui.

Van Slyke, C., Belanger, FF. & Comunale, C. L. (2004). Factors influencing the adoption of web-based shopping:
The impact of trust. ACM SIGMIS Database: The DATABASE for Adyances in Information Systems, 35(2),
32-49. https://doi.org/10.1145/1007965.1007969

1754



Virzaru, A. A., Bocean, C. G., Rotea, C. C. & Budicid-lacob, A. F. (2021). Assessing antecedents of behavioral
intention to use mobile technologies in e-commerce. Electronics,  10(18), 1-16.
https://doi.org/10.3390/ electronics10182231

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating control, intrinsic motivation, and
emotion into the technology acceptance model. Information Systems Research, 11(4), 342-365.
https://doi.org/10.1287 /isre.11.4.342.11872

Venkatesh, V. & Davis, F. D. (1996). A model of the antecedents of perceived ease of use: Development and
test. Decision Sciences, 27(3), 451-481. https://doi.org/10.1111/1.1540-5915.1996.tb00860.x

Venkatesh, V. & Davis, F. D. (2000). A Theoretical Extension of the Technology Acceptance Model: Four
Longitudinal Field Studies. Management Stcience, 46(2), 186-204.
http://dx.doi.org/10.1287 /mnsc.46.2.186.11926

Verma, V., Sharma, D. & Sheth, J. (2016). Does relationship marketing matter in online retailing? A meta-
analytic  approach.  Jouwrnal — of  the  Academy  of  Marketing  Science, 44,  206-217.
https://doi.org/10.1007 /s11747-015-0429-6

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use on-line shopping: The case for an augmented
technology acceptance model. Information and Management, 41(6), T47-762.
https://doi.org/10.1016/.im.2003.08.011

Viswanathan, V., Hollebeek, L. D., Malthouse, E. C., Maslowska, E., Jung Kim, S. & Xie, W. (2017). The
dynamics of consumer engagement with mobile technologies. Service Science, 9(1), 36-49.
https://doi.org/10.1287 /serv.2016.0161

Wen, C., Prybutok, V. R. & Xu, C. (2011). An integrated model for customer online repurchase intention. Journal
of Computer Information Systems, 52(1), 14-23. https://doi.org/10.1080/08874417.2011.11645518

Wigand, R. T. (1997). Electronic commerce: Definition, theory, and context. The Information Society, 13(1), 1-16.
https://doi.org/10.1080/019722497129241

Wu, J. & Song, S. (2021). Older adults’ online shopping continuance intentions: Applying the technology
acceptance model and the theory of planned behavior. International Journal of Human—Computer Interaction,
37(10), 938-948. https://doi.org/10.1080/10447318.2020.1861419

Yadav, R. & Mahara, T. (2019). An empirical study of consumers intention to purchase wooden handicraft items
online: Using extended technology acceptance model. Global Business Review, 20(2), 479-497.
https://doi.org/10.1177/0972150917713899

Yaprak, U., Kilig, F. & Okumus, A. (2021). Is the Covid-19 pandemic strong enough to change the online order
delivery methods? Changes in the relationship between attitude and behavior towards order delivery by
drone. Technological Forecasting and Social Change, 169, 1-16.
https://doi.org/10.1016/j.techfore.2021.120829

Yildiz, S. Y. (2019). Hedonik alssveris motivasyonlar: ve teknoloji kabul modeli bilesenlerinin cevrimici satin alma niyetine etkisi:
Sosyal medya kullancilars iigerine bir arastirma [Yayimlanmamis doktora tezi]. Cukurova Universitesi.

Yilmaz, O. (2018). Tiiketicilerin online aligveris niyetlerinin Teknoloji Kabul Modeli baglaminda incelenmesi.
Afyon Kocatepe Universitesi Sosyal Bilimler Derygisi, 20(3), 331-346.
https://doi.org/10.32709/akusosbil. 478718

Yilmaz, H. (2022). E-ticaret aliverislerinde odeme yintemi olarak karekod ile ideme yénteminin kullanim ediliminin tekenoloji
kabul modeli kullanilarak incelenmesi [Y ayimlanmamus yiksek lisans tezi]. Istanbul Teknik Universitesi.

Yilmaz, C. & Tiimtiirk, A. (2015). Internet iizerinden aligveris niyetini etkileyen faktérlerin genisletilmis teknoloji
kabul modeli kullanarak incelenmesi ve bir model &nerisi. Yonetim ve Ekonomi, 22 (2), 355-384.
https://doi.org/10.18657/yecbu.76242

1755


http://dx.doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.32709/akusosbil.478718

Yigitoglu, M. (2021). Swnzr otesi e-ticaret sitelerinden alisveris yapan tiiketicilerin satin alma davranislarin: etkileyen unsurlarm
teknoloji kabul modeli cercevesinde incelenmesi [Y aytmlanmamus yiitksek lisans tezi]. Erciyes Universitesi.

Yu, J., Ha, I, Choi, M. & Rho, J. (2005). Extending the TAM for a t-commerce. Information and Management, 42
(7), 965-976. https:/ /doi.org/10.1016/j.im.2004.11.001

Zeba, F. & Ganguli, S. (2016). Word-of-mouth, trust, and perceived risk in online shopping: An extension of
the technology acceptance model. International Journal of Information Systems in the Service Sector, 8(4), 17-32.
https://doi.org/10.4018/1JISSS.2016100102

1756



GENISLETILMIS OZET

Teknolojik gelismelerin bireylerin gindelik yasam pratiklerini ¢ok genis bir Olcekte etkiledigi glinimiiz
kosullarinda, teknolojinin kabulii ya da kullanimi gibi meselelerin arastirmacilarin ve farklt akademik cevrelerin
giindemini fazlastyla mesgul ettigi soylenebilir. Ozellikle 1980’1 yillar ve sonrasinda bilgi sistemi (information
system) teknolojilerinin 6nemi ve ilgili teknolojilerin kullanicilar tarafindan kabuldl ya da reddi gibi konularin
dikkat cekmeye basladigr gériilmektedir. Bu kapsamda yapilan ilk arastirma 6rneklerinin bilgi sistemi ya da ilgili
teknolojilerin kabuliine ya da kullanmimina iliskin 6ngorii saglayabilecek sonuglar ortaya koyamadig: tespit
edilmistir. Bu noktada, 6nemli bir ihtiyac dogmasi nedeniyle Teknoloji Kabul Modeli’'nin (TKM) gelistirildigi
soylenebilir (Venkatesh, 2000). Ozellikle bilgi ve iletisim teknolojilerindeki gelismeler TKM’nin 6nem
kazanmasina ve daha da yayginlasmasina neden olmustur (Mathieson, 1991; Riemenschneider ve Hardgrave,
2001; Lim ve Ting, 2012; Chen et al., 2011; Lederer et al., 2000, s. 269).

Bilgi ve iletisim teknolojilerindeki gelismelerin bir diger 6nemli etkisi ise kiiresel ticari faaliyetlerin déntisimii
noktasinda yasanmis (Rachmawati, 2020), c¢evrimici aligveris olgusu neredeyse tim diinyada yayginlasmaya
baslamistir (Ofori ve Appiah-Nimo, 2019). Hizla ilerleyen cevrimici alisveris faaliyetleri ve sahip oldugu buytik
potansiyel, isletmelerin ve pazarlama profesyonellerinin tiiketicilerin ¢evrimigi satin alma davraniglarini tahmin
etme yoéniindeki istegini de artirmistir (Curkan, 2019). Bu anlamda, ¢evrimici aligveris faaliyetlerinde, internet
teknolojilerine dayali altyapist geregi, teorik temel olarak TKM’den yararlandmast anlasiabilir olarak
degerlendirilmektedir (Pavlou, 2003). Bu dogrultuda mevcut arastirmada online aligveris uygulamalarinin
Teknoloji Kabul Modeli cercevesinde ele alindigt calismalarin sistematik bir literatiir taramast yoluyla ortaya
konulmast amaclanmaktadir.

Literatiir taramast, tiim arastirma siirecleri igin &nemli bir adimi1 temsil eder. Oyle ki bir anlamda literatiir taramast
ile ilgili akademik alan haritalandirilmakta ve ortaya ¢tkan gorintii degerlendirilerek yeni ¢alismalarin kapsam ve
hedefleri buna gére sekillenmektedir (Tranfield et al.,, 2003). Arastrmanin verileri, TAM ile online aligverisi
iliskilendiren ampirik ¢alismalardan toplanmistir. Bu baglamda, ilgili kaynaklari bulmak icin 6 anahtar kelime:
Teknoloji Kabul Modeli, Genisletilmis Teknoloji Kabul Modeli ve online alisveris Ttrkce versiyonlart ile birlikte
kullanilmistir. Bu ¢alismada Cukurova Universitesi kiitiiphanesinde ve Google Scholar platformlarinda yer alan
Library EBSCOhost, J[STOR Journals, DergiPark, Scopus, ScienceDirect, Academic Search Ultimate, SAGE
Journals Online, Springer Link, Taylor & Francis ve TR Index gibi cesitli veri tabanlarindan yararlanidmustir.
aragtirma amaciyla literatiirdi taramak. Arastirma, 2000-2023 (Nisan) arasindaki 23 yillik siirecte yapilan
calismalarla sinirhdir.

Sonugta belirli anahtar kelimeler tzerinden farkhi akademik veritabanlart taranarak elde edilen yaklasik 1000
calisma arasindan 130 ¢alisma segilmistir. Arastirma bulgularina gére, ¢alismalarda kullanilan 6rneklem sayisinin
biiytik farkliliklar gésterdigi belirlenmistir. Oyle ki literatiirde 34 ile 5500 kisi arasinda farkli 6rneklem sayilart ile
yapilan calismalarin varligt tespit edilmistir. Bu bulgunun gelecekte benzer ¢alismalarin tasarlanmast siirecinde
Orneklem secimi konusunda fikir verdigi ve bu noktada son derece esnek olunabilecegini ortaya koydugu
soylenebilir. Calismalarin 48'inin tek yazatla yiritildigh gorilmektedir. Ancak geri kalanin buyik bir
béliimiiniin 2 veya daha fazla yazar tarafindan yiiriitiilen arastirmalar olmast dikkat cekicidir. Oyle ki 6 yazarin
dahi bir araya geldigi calismalarin varligr tespit edilmistir. Bu anlamda online aligveris uygulamalarinin TAM
kapsaminda ele alindig ¢alismalarin bireysel ya da toplu calisma bicimleri izlenerek yiriitiilebilecegi fikri elde
edilmistir. Arastirmanin yapildigi yillara gére elde edilen bulgulara bakildiginda 2000-2023 yillart arasinda yapilan
130 galismanin yillar itibariyle artan ve azalan bir seyir izledigi goriilmektedir. Bu anlamda 2000'li yillarin baginda
yuzde 5'in altinda olan ¢alisma sayist 2003-2009 yillart arasinda yizde 7'ye ¢kt 2019-2021 yillari arasinda ise
calisma sayisinda gergek bir artis yasandr. Ilgili yillarda arastirmalarin yizde 10 ve yiizde 20'lere kadar ciktigt
dikkat cekiyor. Ozellikle bu iki yilda yapilan calisma sayisindaki 6nemli artisin en énemli nedeni olarak Covid-19
pandemisinin patlak vermesi gosterilebilir. Giinlik yasam pratiklerinin biiyiik 6l¢tide uzaktan yiritildigl bir
dénemi temsil eden ilgili yillarda teknoloji kullanim oranlart arttikga, bu kapsamda TAM kullanilarak yapilan
akademik c¢alismalarin sayisinda da 6nemli bir artis oldu. Ayrica arastirma tiirlerine iliskin bulgulara bakildiginda
makale tiiriintin 130 ¢alisma arasinda bast ¢cektigi goriilmektedir. Nispeten az sayida yitksek lisans ve doktora tezi
yapimistir. Bu anlamda TAM kapsamindaki online alisveris uygulamalarinin daha ¢ok makale gibi kisa siireli
arastirmalarda tercih edildigi séylenebilir. Ote yandan TAM kapsaminda diinyanin bircok farkli iilkesinde online
aligveris konusunun arastirma konusu olarak ele alindigi s6ylenebilir. Ancak Tirkiye, Amerika ve Hindistan gibi
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tlkelerin konuya daha cok ilgi gosterdigi s6ylenebilir. Ayrica bu noktada Ttrkiye ve ABD icin 6zel bir parantez
acmak gerekebilir. Tki ilkenin arastirma sayilart incelendiginde diger iilkelerin ¢ok o6niinde olduklari
gorilmektedir. Bu durum, Tirkiye ve Amerika Birlesik Devletleri'ndeki online aligveris uygulamalarinin diger
tlkelere goére daha biyik ve hizli bir gelisme gosterdigi veya daha fazla potansiyele sahip oldugu seklinde
yorumlanabilir. Ilgili tlkelerdeki toplumlarin online alisveris tercihlerindeki artis, akademik cevrelerin ilgili
konuyu TAM kapsaminda ele almast igin bir tesvik olarak degerlendirilebilir. Ayrica elde edilen bulgulara gére
faktor belirleme, model gelistirme ve TAM'tn gegerliligi gibi amaclatin arastirmalarda en ¢ok kullamilan temalart
temsil ettigi sOylenebilir. Bu anlamda TAM kapsaminda online aligveris uygulamalarini kullanma ve tercih etme
nedenlerini anlamlandirma ve anlama amaglarinin 6n plana ¢iktigr gériilmektedir. Bunlarin yani sira kullanilan
arastirma yontemleri acisindan nitel ve karma yontemlerin de kullanildigt tespit edilse de bugiine kadar en ¢ok
nicel yontemin kullanddigi tespit edilmistir. Bu anlamda TAM ve online alisveris kombinasyonlart icin nicel
orintinin daha uygun oldugu distintilebilir. Béylece bu disiinceden hareketle ileriki ¢alismalarda tercih edilecek
yontem agisindan 6nemli bir fikir edinildigi sGylenebilir. Ayrica veri toplama aracina iliskin bulgular, TAM
kapsaminda online aligveris siireclerinin arastirilmasinda acik ara en ¢ok tercih edilen teknigin anket oldugunu
gostermektedir. Ister yiiz yiize ister gevrimici olsun anketin diger veri toplama tekniklerine gore tercih
edilmesinin en 6nemli nedenlerinden biri nicel arastirmalarda tercih edilmesi olabilir. Ayrica TAM ve online
alisveris uygulamalarinin ¢ogunlukla nicel aragtirma yéntemleriyle tasarlandigini calismanin bulgularinda daha
6nce ortaya koymustuk. Ayrica TAM kapsamunda bir veri toplama teknigi olarak online aligverisin
incelenmesinde anketin sorular ve cevaplar arasindaki uyumun dogast geregi uygun oldugu dustintlebilir. Son
olarak kullanilan analizlere iliskin bulgulara gbre yapisal esitlik modelinin en ¢ok kullanilan analiz oldugu
gorilmektedir.
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