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ABSTRACT

The Effect Of Gamification In Teaching The Basic Concepts Of E-Commerce And An
Application

Gamification is the employment of game-related features in non-game circumstances.
Many businesses today use gamified marketing strategies. Companies include gamified
activities into their marketing strategy to increase productivity and success in the highly
competitive global marketplace. At this phase, we try to imagine how consumers and other
individuals may react to gamified marketing initiatives. Purpose of this study is to investigate
how gamification affects the instruction of fundamental e-commerce concepts. For that
purpose, a game application named “E-Commerce Game” was developed to teach the basics
of e-commerce and the effect of the game application was measured with related scales.
Descriptive statistics are presented with frequency, percentage, mean and standard deviation
values. In the study, KR21 reliability coefficient was calculated for the scale used to
determine the level of knowledge of pre-test and post-test levels. Chi-square test was applied
to determine the demographic characteristics of the groups. Independent sample t-test was
used to examine the differences in the knowledge levels of the groups according to the
characteristics of the participants in the study. Paired t-test was used to examine the
difference between the pre- and post-measurements of knowledge levels in the groups. In
the study, Independent sample t-test was used to examine the differences in the knowledge
levels of the groups according to gender, e-commerce and mobile gaming background.
Correlation analysis was performed to examine the relationship between age and test
success. In the study, p values less than 0.05 were considered statistically significant
(0=0.05). Analyzes were made with SPSS 25.0 package program. The results of the research
has been discussed in the light of the findings.

Keywords: E-commerce, game, gamification



OZET

E-Ticaret Temel Kavramlarimin Ogretiminde Oyunlastirmanin Etkisi Ve Bir

Uygulama

Oyunlastirma, oyunla ilgili 06gelerin oyun dis1 baglamlarda kullaniimasidir.
Oyunlastirilmis pazarlama faaliyetleri giiniimiizde bir¢ok sirket tarafindan kullanilmaktadir.
Kiiresel rekabet ortaminda sirketler basarili ve verimli olabilmek i¢in pazarlama
stratejilerine oyunlastirilmis faaliyetleri de eklemektedir. Bu noktada oyunlastiriimis
pazarlama faaliyetlerinin tiiketiciler ve diger insanlar tarafindan ne OSlclide algilandiginm
anlamaya c¢alistyoruz. Bu c¢alismada e-ticaretin temel kavramlarinin 6gretiminde
oyunlastirmanin etkisinin incelenmesi amaglanmaktadir. Bu amagla e-ticaretin temel
kavramlarinin 6gretilmesi i¢in “E-Commerce Game” ad1 verilen bir Uygulama gelistirilip,
uygulamanin etkisi ilgili 6lgeklerle 6l¢iilmiistiir. Tanimlayict istatistikler frekans, yiizde,
ortalama ve standart sapma degerleri ile sunulmaktadir. Arastirmada 6n test ve son test
diizeylerinin bilgi diizeyini belirlemek i¢in kullanilan 6lgek i¢in KR21 giivenirlik katsayisi
hesaplanmistir. Arastirmaya katilanlarin 6zelliklerine gore gruplarin bilgi diizeylerindeki
farkliliklar1 incelemek igin bagimsiz orneklem t-testi kullanilmistir. Gruplarin bilgi
diizeylerinin 6n ve son dl¢limleri arasindaki farki incelemek igin paired t-testi kullanilmistir.
Arastirmada cinsiyet, e-ticaret ve mobil oyun ge¢misine gore gruplarin bilgi diizeylerindeki
farkliliklar1 incelemek i¢in bagimsiz drneklem t-testi kullanilmistir. Yas ile test basarisi
arasindaki iligkiyi incelemek i¢in korelasyon analizi yapilmistir. Calismada 0,05'ten kiiciik
p degerleri istatistiksel olarak anlaml1 kabul edilmistir. (a=0,05). Analizler SPSS 25.0 paket

programi ile yapilmistir. Arastirma sonuglar1 bulgular 1s181nda tartisilmistir.

Anahtar Kelimeler: E-ticaret, oyun, oyunlastirma
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1. INTRODUCTION

The progress of today's society has influenced the corporate world, as well as
businesses and organizations. Due to this, it is evident that organizations, businesses, and
their managers and staff members all need to undergo certain adjustments. The growth and
excessive usage of the internet have led to several important changes. This communication
tool has enabled us to connect, bringing customers and businesses closer together and

increasing our vulnerability as a result.

A lot has changed in the marketing industry recently, particularly with the introduction
of the internet and online social networks. Events have on a new dimension for both
consumers and companies with the rise of internet social networks, which has affected
marketing strategies. The conventional marketing paradigm is strongly impacted by all of
these new shifts, which call for reevaluating marketing principles and strategies. Later, a
more individualized marketing strategy that suggests customized and exclusive offerings
was implemented, building on the mass marketing strategy using standardized items.
Consumer behavior has altered and is currently taking on a new shape. Consumers nowadays

are more demanding and unpredictable.

Product management is the main emphasis of marketing 1.0, while communitarianism
is the foundation of marketing 2.0. With the appearance of tools with the name Web 2.0,
participation has been increased. It's time to move on to Web 3.0 as collaborative and
interactive Web 2.0 grows. The participants' collaboration represents this new era. As a
result, Marketing 3.0, a new marketing strategy, was created and put into practice. This
innovative strategy adds to the picture of intercultural and interspiritual interaction defined

by the network's pervasiveness and intelligence (Erragcha & Romdhane, 2014).

It is not surprising that marketers must now take into account this new development
when defining their marketing strategies in order to remain competitive and creative.
Likewise, it is not surprising that the knowledge and skills needed to deal with changing
consumer behavior, significant shifts in markets and consumers, sensitive corporate
boundaries, and the resulting need for developing new projects are also changing. However,
it is noted that repositioning oneself in the socio-technical context results in a marketing
strategy that manages the value created by users and that businesses leave the consumer as
the center of attention and focus on people, as they should be at the level reported by the



company's profitability and its social component. According to Erragcha and Romdhane

(2014), these two require marketing based on both cultural and spiritual collaboration.

Although play is typically thought of as something children do, it is a process that
occurs all throughout a person’s life. In addition to serving as a natural learning environment
for children, games also serve as delightful pastimes for adults (Sandberg & Samuelsson,
2003). According to Salen and Zimmerman (2004), a game is a system in which participants
engage in artificial competition within the confines of predetermined rules, producing
quantifiable results. The fundamental principles of the games, which have been played in
various ways throughout history, have not changed, although they have undergone changes
throughout time as a result of advancements in internet technology. From physical activities

to education, games are employed in a wide range of contexts (Yim and Graham, 2007).

Gamification is a notion that has lately gained attention due to the popularity of video
games. In order to improve or enhance the customer experience, it is frequently favored in a
variety of industries, including banking, advertising, commerce, and marketing.
Gamification, in contrast to games, refers to surroundings and procedures created to let
people feel the same emotions they have when playing a game without removing them from
the context of the actual world (Arkiin-Kocadere & Samur, 2016). This environment and

process design include game components (Werbach & Hunter, 2012).

The term "gamification” has been defined in various ways throughout the literature,
including the use of game mechanics and thought processes to answer questions and draw
users' attention (Zichermann & Cunningham, 2011), the use of mechanics, dynamics, and its
components to encourage desired behavior (Lee & Hammer, 2011), and the use of game

design elements in areas that are not games (Deterding et al., 2011).

Early in the 20th century, businesses started using game themes by giving away free
items in exchange for frequent sales of their goods. In 2009 and 2010, the notion of
"gamification," which is defined as the use of game design principles in settings other than
games, began to gain attention. According to McCormick (2013), gamification is becoming

more prevalent in today's business and commerce environment.



1.1. Purpose and Importance of Research

Gamification has recently grown significantly in relevance in education and is still
quite popular in many sectors. The impact of gamification on learners' attitudes, motivation,
and learning process has been the subject of several research. It has been discovered that
these ideas have a close connection to one another based on research done in the sectors of
gamification and e-commerce. Gamification is being used by a number of well-known e-
commerce businesses to increase their market worth. It is crucial that people who have a lot
of information and awareness develop into better performers in various fields. Therefore, the
study was used to increase students' awareness and knowledge of gamification and e-
commerce. When gamification and e-commerce are taken into account, we can observe that
there isn't a lot of study devoted to using a recently built application to teach e-commerce
notions via gamification. It is believed that this will make our work a valuable resource for
further research. As part of this study, we developed a game application to teach the
fundamentals of e-commerce, particularly to individuals who are unfamiliar with it. We did
this to see how well a game application teaches new e-commerce ideas. The goal of this
study is to determine whether or not understanding the fundamentals of e-commerce is

significantly impacted by our gaming application.

1.2. Limitations of the Research

This study only included 80 students from the experimental group and 80 students from the
control group who agreed to take part in the study after being contacted by the researcher
using a basic random sampling approach.

The target population for the study was chosen to be AYBU undergraduate MIS students
enrolled in 2021-2022.

Only the qualifications assessed by the Personal Information Form and the E-Commerce
Basic Concepts Knowledge Level Scale were examined in the research.

The study is restricted to evaluating how well the experimental group understand the e-

commerce principles taught by an application.



1.3. Main Problem of Research

The main problem of this study is to determine whether using a gaming application to teach

students about the fundamentals of e-commerce is a useful way to raise their level of

understanding.

Sub-Problems of Research

Do the knowledge level scores of the basic concepts of e-commerce differ according to

the gender of the participants before and after the game application?

Is there a statistically significant relationship between the effect of game application
used in teaching basic concepts of e-commerce and ages of participants?

Do the knowledge level scores of the basic concepts of e-commerce differ according to
the e-commerce background of the participants before and after the game application?

Do the knowledge level scores of the basic concepts of e-commerce differ according to
mobile game background of the participants before and after the game application?

Do the test scores before and after the game application used in teaching basic e-

commerce concepts show a significant difference?



2. LITERATURE REVIEW

2.1. E-Commerce Within Conceptual Framework

It is the needs of people that change the course of trade in the world. In the early stages
of humanity, it has been seen that survival and nutrition are the most basic needs of people
living in nature and they struggle for these needs. With the settled life of people, production
started and as a result, trade started with the exchange of surplus products. Trade has changed
and developed as a result of the developments in the economic systems in the world and

different concepts have emerged as a result of these developments.

E-Commerce is not a concept independent of commerce, but is a form of commerce
that emerges as a result of the introduction of new tools in trade, and the use of new methods
by those who are dealing with trade. E-commerce development is increasing and becoming
widespread as a result of technological developments. For this reason, e-commerce is

important for states and parties who are stakeholders.

While e-commerce provides a serious market opportunity, it also draws it into a serious
competitive environment. For this reason, businesses engaged in traditional trade are making
serious investments in order to benefit from modern trade opportunities. This situation
increases the entrance to the e-commerce market, as well as increases the level of
competition, thus increasing the service quality of the companies towards their interlocutors.
In this section, e-commerce will be evaluated with a comprehensive and detailed holistic

approach.

2.1.1. Definition, Scope, Features and Development of E-Commerce

With the rapid spread of information technologies in the world, the fact that people
can easily access unlimited information has brought serious changes in the way of doing
business in the economy and business life. Technological developments in the world,
especially the rapid development of information technologies, have been instrumental in the

spread of 'E-commerce’ made by virtual means.

In the last periods of the 20th century, with the internet, which has transformed the

production and consumption of products into a faster, dynamic, non-physical and global



situation and has a great impact on the formation of the new global economy, the world states

have gained the feature of unlimited, timeless and intangible marketplaces (Yalti, 2003).

The Internet has provided a wide range of commercial activities to its e-commerce
counterparts; examining, choosing, ordering and paying for all kinds of goods or services
over the Internet, and then receiving the desired product in traditional ways, on the other
hand, physical activities such as newspapers, magazines, photographic software, etc. It has
become possible to reach non-intermediary digital products without an intermediary and to
receive the product by downloading it via computer, as well as to access a wide range of
services such as information, accounting, law, security, health services through data centers,

and to invest on the internet, gamble and open accounts in banks. Yalti, 2003).

2.1.2. E-Commerce Definition

Information and communication technologies over electronic media have been used
since the 1980s. However, e-commerce over the internet network was started in 1997. Most
of the experts attribute the main reason for the growth of the internet to the fact that the

transactions made due to e-commerce can be made over the internet (Karadag, 2006).

Electronic commerce has eliminated the need for the concepts of time and space, which
are the most important stages in commercial activities. In this respect, it has become a tool
that makes life easier for customers. Before electronic commerce, many companies’
advertising understanding were using common communication tools to their potential
customers; newspaper, television and radio, but today, new advertising techniques are used
through the internet. From this point of view, electronic commerce appeals to a more

widespread customer base than traditional commerce (Zerenler, 2013).

It has been very difficult to define the scope of e-commerce since its borders are not
fully defined and it is in a constant state of development. E-commerce was not defined until

the Law on the Regulation of Electronic Commerce was enacted.

Many different definitions have been made by both national and international

organizations regarding electronic commerce. These definitions are included;



According to ETDHK, e-commerce is defined as all kinds of online economic and
commercial activities carried out over the electronic environment without confrontation of
the parties (ETDHK, 2014).

According to ETKK, e-commerce is a set of commercial transactions that aim to add
value by transmitting, processing and storing digital information in the form of images,

sounds and texts over the networks of individuals and institutions (Alkan, 2003).

Electronic commerce according to the WTO; “The production, advertising, sales and
distribution of goods and services over telecommunication networks.” (Tasliyan, 2006). The
World Trade Organization divides the electronic commerce process into three stages. These
are (Canbaz, 2013);

1- The stage of researching the buyer and seller,
2- The stage of distribution of the products to the buyer,
3- The stage of making the payment transaction by agreement of the buyer and the

seller.

According to UN-CEFACT, e-commerce is the transfer of all business-related
information used during the execution of management and consumption transactions in the
electronic environment between producers, consumers, government institutions, private

institutions and other organizations through electronic means. (Cetin & Citli, 2012).

According to the Organization for Economic Co-operation and Development (OECD),
e-commerce is defined as making all transactions related to commercial activities involving
institutions and individuals over internet networks (Erbaslar & Dokur, 2016). OECD
definition is the most widely accepted one in the international arena. According to this
definition, it is seen that electronic commerce is a process and consists of the following
transactions (Ozbay & Akyazi, 2004):

Conducting research by informing companies on electronic media before trading,
Meeting of companies on electronic environment,

Making the payment process of the transactions,

Fulfillment of commitments, delivery of goods or services to customers,

After-sales maintenance, support, etc. services.



Electronic commerce according to UNCITRAL, within the scope of commercial
transactions, it is defined as the exchange of all kinds of data messages on electronic media
by using less complex data transmission methods such as fax and telephone, together with

methods such as electronic internet, data exchange, mail (Tastekin, 2018).

According to the European Commission, electronic commerce is defined as the fact
that the activities in the enterprises are based on the electronic processing and transmission
of written, visual and audio (Dundar, 2018).

As aresult of the definitions made by experts, national and international organizations,
there are several common features related to the definition of e-commerce. Their common
features are listed below (Erbaslar & Dokur, 2016);

Electronic commerce activities can be carried out over closed or open networks.
Buyers, sellers, private/public institutions and organizations and other
organizations are parties to electronic commerce.

Among the tools of electronic commerce; telephone, fax, internet, TV, EDI, radio,
ATM, EFT etc. take place.

It is important to define electronic commerce according to the status of transactions
made between individuals and institutions via the internet in the electronic environment or
at the global level. For this reason, there are different views on the definition of E-
Commerce. According to these views, “electronic commerce is a concept that covers the
sale and purchase of all kinds of goods and services using computer technology, electronic
communication channels and related technologies (such as smart card-smart card,
electronic fund transfer-EFT-, POS terminals, fax).” (Ersoy, 1999).

Recently, the concepts of indirect e-commerce and direct e-commerce have begun to
be used. Direct e-commerce is defined as the online ordering, delivery and payment of
intangible products and services such as music listening and downloading programs,
software programs and databases. The concept of e-commerce, which is used for
products and services made physically with traditional methods, if the order and

payment is delivered online, is defined as indirect e-commerce (Yamamoto, 2013).

In the definitions made above, it is not a correct approach to define electronic

commerce as different from traditional commerce. For example, finding the cart wheel is



like finding a car tire. They are different from each other but not independent. While defining
e-commerce, it should not be a concept independent of trade, but should be defined as a
model of doing business that emerges as a result of the use of new methods by those dealing

with trade with the introduction of new tools in trade.

In the definitions related to electronic commerce, a definite determination has not been
made about which deliveries will be considered as electronic commerce. For this reason, it
IS necessary to determine which services will be evaluated within the scope of electronic

commerce.

2.1.3. Scope of E-Commerce

Due to the developments in the field of information and communication technology,
the increase in competition in the world has caused a serious transformation in businesses.
With the change in the information management logic of the companies in question, it has
led the companies to be more innovative, dynamic, efficient, flexible and competitive. Along
with these developments and innovations, e-commerce has become important because it
allows the transfer of documents, information, data and records to be used in commercial
activities to electronic environment and to carry out these transactions in electronic

environment (Y1lmaz, 2011).

In addition to traditional commercial transactions, e-commerce also allows the
exchange of digital products such as movies, programs and music. In this respect, e-
commerce has included the ability to exchange new products and services as well as physical
products and services into our lives. For example, in the past, it was necessary to either go
to the cinema or buy the CD of that movie to watch a movie, but now it is possible to buy

the movie by downloading it online through e-commerce (Kilingkaya, 2017).

Scope of e-commerce is the whole of the production of commercial products and
services over information and communication networks, and the management and marketing

of commercial transactions through these networks (Alkan, 2003).

E-Commerce does not only consist of the purchase and sale of goods and services on
electronic media, but also it covers wider activities. Therefore, it is not easy to determine the
boundaries of e-commerce. However, activities in general within the scope of e-commerce

are summarized as follows (Organ & Cavdar, 2012);



Production, purchase and sale of products and services in electronic environment,
Taking-giving orders and making deals,

Promotion, advertisement and information,

Transfer of intellectual property rights,

Keeping and monitoring accounting records,

Fund transfer with electronic bank transactions,

Transactions related to electronic money,

Electronic stock exchange and stock market,

Direct marketing to the consumer,

Electronic signature, electronic notary, etc. trusted third-party transactions,
Distribution of digital content,

Public procurement in electronic environment,

Instant information creation and transfer,

It can be listed as taxation transactions on electronic media. However, the following

activities are within the scope of electronic commerce. (Kelen, 2015);

Business and transactions between institutions,

Support services offered in addition to the services provided,
E-journals and e-books,

E-ticket applications,

Online education services.

2.1.4. Features of Electronic Commerce

The electronic commerce environment is a platform where large, small, unorganized,
organized, individual or mass producers exist. This environment is not restricted to industrial
or manufacturing goods. Electronic commerce is an environment where all kinds of
production such as service, idea, information, etc. are in question. Thanks to the unique
features of electronic commerce, businesses have had the opportunity to carry out their

commercial activities in conditions close to the free market (Yamamoto, 2013).
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Although electronic commerce has its own characteristics, its basic features can be

summarized as follows (Sugdzii & Demir, 2011);

It is carried out interactively between the business partners.

In the e-commerce system, it is not simple to determine the market share of the
companies and the consumer audience.

It is simple to reach the target audience in e-commerce.

E-commerce allows consumers to shop without interruption.

E-commerce creates a new business and trade culture.

Although the e-commerce system is reliable in general, it further increases the
reliability of e-commerce through new technologies.

In addition to tracking the preferences and habits of consumers through e-
commerce, a personalized trade can be made between the buyer and the seller.

It is possible to access products and services sold over the internet via e-commerce
from anywhere in the world.

For businesses, e-commerce is the gateway to the world.

E-commerce allows products and services to be classified and sorted and has the
ability to offer these products and services in the same environment.

Businesses can quickly respond to buyers' purchase requests thanks to e-commerce.

2.1.5. E-Commerce Development Process

The development of electronic commerce has taken place as a process. The
developments in the field of communication can be summarized as the invention of the
internet and the development of information and communication technologies. Within the
scope of the process consisting of three stages, the development of electronic commerce in

the world and in Turkey will be explained.

2.1.5.1. Development of E-Commerce in Turkey

In Turkey, as a result of high-speed internet services being introduced into homes
together with fiber internet, there has been a significant increase in the number of people
using electronic media as a shopping platform. Therefore, the concept of e-commerce has

gained an important place in our lives today (Setvan, 2007).
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The developments in the field of internet in Turkey have followed a faster pace than
the developments in other technological fields. Ege University pioneered and established the
Turkish Universities Research Institutions Network in 1987. This network pioneered the
arrival of the internet in Turkey (Karabulut C., 2019).

Internet started to be used in Turkey as a result of the studies initiated by TUBITAK
and METU in 1991 on the internet (Demirdogmez, Giiltekin, & Tas, 2018, s.34). The internet
was used internationally for the first time on April 12, 1993, via a leased line between Ankara
and Washington (Karabulut C., 2019).

The Internet was first used in METU. Other universities followed the university in
question between 1994-1996 in terms of internet use. In Turkey, the internet was used in
universities in the first years. After that websites such as Eksi Sozliik and Mynet started to
use internet. (Demirdogmez, Giiltekin, & Stone, 2018). Internet use in commercial
establishments started in 1994 with the Central Bank of the Republic of Turkey. Widespread
use by other organizations and households started in 1997 (Saklar, 2019).

Tiirk Telekom lodged the TURNET tender in 1995 in order to popularize the internet
throughout the country. As a result of the establishment of the National Academic Network
and Information Center (ULAKBIM) by TUBITAK and YOK, an infrastructure system
called ULAKNET has been created. With ULAKNET, it is aimed to provide uninterrupted
access to national and international resources as a result of increasing information access by

universities and R&D institutions (Zerenler, 2013).

With the introduction of Turkey's first internet infrastructure, TURNET, in 1996, new
internet service provider companies emerged. With this development, internet service has
become available not only to academic institutions and large enterprises, but also to everyone
(Gokgiil, 2014).

The first legislative work on electronic commerce in Turkey was carried out by
TUBITAK on August 25, 1997 (Canpolat, 2001). According to the decisions taken as a result
of this meeting, it was decided to establish an electronic commerce network. With this
decision, TUBITAK started the TUENA application. (Kahveci, 2019). In order to spread
electronic commerce in Turkey, ETKK was established under the chairmanship of the
Undersecretariat of Foreign Trade and at the same time the secretariat of TUBITAK
(Canpolat, 2001).
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Applications related to electronic commerce in Turkey have been widely seen in the
banking sector. The Central Bank of the Republic of Turkey established the electronic fund
transfer (EFT) system as one of electronic commerce payment instruments in 1992 (Central
Bank of the Republic of Turkey, 2014). The establishment of the EFT system is important
in terms of being the basis for the payment methods to be used in electronic commerce

transactions to be made in the following years (Sakirler, 2019).

With the studies initiated by TTNET in 1998, it was aimed to make the internet
widespread and cheaper throughout the country (Zerenler, 2013). With the widespread use
of the internet in Turkey since 1998, businesses have increased their interest in electronic

commerce, and as a result, businesses have tended to operate in the electronic environment.

ETKK continued its activities until 2003. Instead of this board, the Electronic
Commerce Board (ETIK) was established to continue the activities of the Electronic
Commerce Working Group. In addition to the legal committee under ETIK, 8 different
committees were established and studies on electronic commerce development processes

continued (Kiigiiky1lmazlar, 2006).

Another important development in electronic commerce is that the Electronic
Signature Law No. 5070 was enacted on January 23, 2004. Within the scope of this law,
details regarding the legal and technical aspects of the use of electronic signatures are
explained (Electronic Signature Law, 2004). This law shows that the issue of Electronic

Commerce has become important.

The most important reason for the need for an electronic signature is to provide
security in legal transactions, to eliminate uncertainty in identification and to ensure that the

transactions made are not denied.

The necessity of electronic signature involves processes such as ensuring security in
legal transactions, preventing denial, and correctly identifying the person performing the
transaction (Erturgut, 2003).

The Electronic Commerce Directive Working Group was established in 2008 with the
support of the Undersecretariat of Foreign Trade and other institutions. Reports that will
form the basis of the draft law of electronic commerce started to be prepared by this board.

As aresult of these studies, in 2010, “Draft Law on the Regulation of Electronic Commerce”

13



was prepared. This draft was sent to the TGNA, but it was not accepted. The draft, which
was re-examined and shaped by the Ministry of Justice, was accepted in 2014 and entered
into force in 2015 under the name of Law No. 6563 on the Regulation of Electronic
Commerce (Demirdégmez, Giiltekin, & Tas, 2018).

The electronic commerce law aims to regulate the principles and procedures related to
electronic commerce (ETDHK, 2014). Various communiqués and regulations have been

issued as sublegislation of this law.

The Communiqué on Electronic Commerce Information System and Notification
Obligations entered into force in 2017 in order for consumers to shop in a secure
environment in electronic commerce and to monitor e-commerce businesses in a healthy
way. Based on this communiqué, an information portal named ETBIS was created and put
into service in 2017. E-commerce businesses have to register on this platform (Ticaret
Bakanligi, 2019).

We can briefly summarize the developments related to electronic commerce sector in

Turkey as follows;

In 1998, the first corporate e-commerce site in Turkey was established under the name
infoshop.com. This site continues its activities under the name of Hepsiburada.com (Erbaslar
& Dokur, 2016).

“Sahibinden.com”, one of the biggest sites among the electronic commerce and
advertisement platforms in Turkey, started its activities in 2000 with 2700 advertisements.
GittiGidiyor.com, the e-commerce site established as the first online marketplace in Turkey,
was founded in 2001. Mobile phone, television, white goods, computers, clothing, etc.
thousands of products have been offered for sale in a total of 4000 categories. It was
purchased by E-Bay in 2011. “getir.com”, which provides access to many products, mainly

food and beverage, via mobile application, started its operations in 2015 (Gugu, 2020).

As of the end of 2004, together with e-commerce sites, 12 banks, including Akbank,
Garanti Bank, Halkbank, Yap1 Kredi Bank, HSBC, Finansbank, Isbank and Denizbank, have

made almost all of the trasactions online. (Sanli, 2005).
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It is seen that the internet in Turkey, initially started to be used in universities and
research areas, then it was used in other areas while the first use of the internet was way

before it was used in Turkey.

2.1.5.2. Development of E-Commerce in the World

With the development of computer and communication technologies and mobile
devices, the internet has become one of the most important concepts of today. Internet usage
has increased rapidly and the number of Internet users has exceeded 4 billion today (Erdor,
2019).

The first applications that will form the basis of the Internet are based on the tension
between the USA and the USSR. After the launch of Sputnik, the first artificial satellite of
Russia, in 1957, the main purpose of the US Department of Defense was to create a network
where communication can be maintained in disaster and war situations, and started the
“Advanced Research Project Agency (ARPA)” project (Deniz, 2001).

A network called ARPANET was established in 1969 by the Defense Advanced
Research Projects Agency to continue its work within the US Department of Defense.
ARPANET has incorporated universities and research institutions over time (Gugu, 2020).

The internet, which was designed for military purposes, was later used for academic
studies. The network, such as ARPANET, which was created on the grounds of being used
in the field of military defense, has become a tool that makes people's lives easier today.
Today, with the development of technology, the internet has become cheaper and accessible
for everyone. In this direction, it has contributed to globalization by accelerating the

development in electronic commerce (Kogak, 2004).

Electronic communication and communication technologies have been used in
commerce since the 1980s. However, the use of internet technology in the field of electronic
commerce has only just begun. Electronic commerce has shown a trend of increase in direct
proportion to the internet. With the widespread use of the internet, websites have become
the natural bazaar of e-commerce together with the e-mail application. The use of the Internet
to sell commercial products was initially used on a trial basis; however, big companies were

born with the services they sell only on the internet, such as Amazon.com and Yahoo. This
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showed that the existing internet could be used widely in commerce (Erbaslar & Dokur,
2016).

Computer and internet were used to serve a limited number of people in the early days.
In the process, especially in the United States and Canada, the internet has started to be a

tool for electronic commerce since 1995 (Mucuk, 2016).

The increase in the use of the internet in the world, the diversification with the change
in marketing methods and the importance of customer services have had a great impact on
the development of Electronic Commerce. The development process of electronic commerce

in the world is summarized below in a chronological and historical context:

1969: A network called ARPANET was established by the Defense Advanced
Research Projects Agency in 1969 to continue its work within the US Department of
Defense. The first message was sent via the internet (ARPANET) from a computer at the
University of California to a computer at the Stanford Research Center on October 29, 1969,
at 22:30 (Erbaslar & Dokur, 2016).

1971: The first e-mail was sent by Ray Tomilson (Erbaslar & Dokur, 2016).

1971 or 1972 : ARPANET was used among students at the Stanford Artificial
Intelligence Laboratory and Massachusetts Institute of Technology to sell cannabis. This
event is described in John Markoff's book “What the Dormouse Said” as the seminal act of
trade (Power, 2013).

1978: The first spam mail was sent by Gary Thuerk (Erbaslar & Dokur, 2016).

1979: The first online shopping system was invented by Michael Aldrich (Erciyes,
2019).

1981: Business-to-business (B2B) online shopping was made for the first time in
England by Thomson Holidays (Bafava, 2014).

1982: Minitel Application was introduced in France by France Telecom and used for
online ordering (Altun, 2016).
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1984 : Gateshead SIS / Tesco made the first business-to-consumer (B2C) online
shopping (Erciyes, 2019). CompusServe launched the Electronic Shopping Center in the USA
and Canada in April 1984 (Karakaya, 2020).

1985: " www.symbolics.com'’ registered as the first domain (Erbaslar & Dokur, 2016).

1987: Software and shareware were first sold by Swreg. In addition, software
developers have started to sell the products they have developed through electronic accounts
online (Altun, 2016).

1989: WWW HTML language was created at CERN (Karakaya, 2020).

1990: The first web browser program (www-WorldWideWeb) was written by Tim
Berners-Lee with a NeXT computer (Yamamoto, 2013). The first search engine named
Archie appeared (Erbaslar & Dokur, 2016).

1992: The book named Marin's Press written by The Stores of the Future, JHSnider
and Terra Ziporyn was published. (Yamamoto, 2013). The first photograph was uploaded to
the internet (Erbaslar & Dokur, 2016).

1993: The web browser named Mosaic was put into practice (Altun, 2016).

1994: The first transaction took place in the field of e-commerce. Musician Sting's
music album CD "Ten Summoner's Tales" sold for $12.48 on Net Market's website. The ad,
sponsored by AT&T, was served by hotwired.com as the first banner ad. This advertisement
was promoting 8 different art museums (Erbaslar&Dokur, 2016). Navigator web browser
was implemented by Netscape in October under the code name Mozilla. Pizza Hut started
taking pizza orders online. The first online transaction bank was opened. Orders have started
to be taken over the internet, and it has become possible to sell books, bicycles and flowers

via the internet (Erciyes, 2019).

1995: The first serious e-commerce site in the USA “Amazon.com” was founded by
Jeff Bezos. The online shopping site eBay was founded by Pierre Omidyar. For the first time,
non-commercial internet radio stations Radio HK and NetRadio started to broadcast
uninterruptedly (Altun, 2016). In these years, the concept of e-commerce started to come to
the fore in Turkey (Erbaslar & Dokur, 2016).
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1998: Electronic mail (e-mail) stamps could be purchased and downloaded over the
Internet (Karakaya, 2020). The first corporate e-commerce site in Turkey was established
under the name infoshop.com. This site continues its activities under the name of
Hepsiburada.com (Erbaslar & Dokur, 2016).

1999: Business.com was purchased by eCompanies for $7.5 million. A software
program called Napster, which allows peer-to-peer file sharing, has been put into use (Altun,
2016). Alibaba Site was established in China. The e-commerce volume has reached $150
billion (Karakaya, 2020).

2000: The Dotcom Cirisis (dot-com epidemic) occurred (Yamamoto, 2013).

2001: In December 2001, Alibaba.com reached profitability (Karakaya, 2020). The e-
commerce site Gittigidiyor was established in Turkey (Erdor, 2019).

2002: PayPal was purchased by eBay for $1.5 billion (Erciyes, 2019).

2003: Amazon.com announced its first operating year annual profit. The company won
73 million $ (Hansell, 2004).

2004: China's first online B2B e-commerce platform, DHgate.com, was established
(Karakaya, 2020).

2005 :YouTube emerged on the internet (Bafava, 2014).
2006: YouTube was purchased by Google for $1.65 billion (Erbaslar & Dokur, 2016).
2007: Business.com was purchased by RH Donnelley for $345 million (Altun, 2016).

2008: Online retail sales volume realized through electronic commerce in the USA
increased by 17% compared to 2007 and reached $204 billion (Erciyes, 2019).

2009: Amazon.com purchased Zappos.com for $928 million (Yamamoto, 2013).

Trendyol started operations in Turkey (Erdor, 2019).

2011: Online retail sales volume with e-commerce in the USA increased by 12%
compared to 2010 and amounted to $197 billion (Yamamoto, 2013).
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2012: Mobile applications became popular in e-commerce (Yamamoto, 2013).

Website n11.com started operating in Turkey (Erdor, 2019).
2016: Jet.com was purchased by Walmart for $3.3 billion (Karakaya, 2020).

2017: Soug.com, the largest e-commerce site in the Middle East, was purchased by

Amazon.com (Karakaya, 2020).

2018: Amazon.com market cap reached $1 trillion (Karakaya, 2020).

Internet TCP/IP  WWW HTML Mosalc Browser Netscape Commerclal Internet
i —

[ 1969 1989 1993 1994 1995

Figure 1. Major Events in the Development Process of Internet and E-Commerce
Source: Erbaslar & Dokur (2016)

When the development process of e-commerce is examined, it is seen that the use of
the internet has increased with the widespread use of e-commerce. In Figure 1, it is seen that
the processes are divided into phases in summary, and the greatest development of e-

commerce was after 1995 when the internet became widespread.

2.2. Advantages and Disadvantages of E-Commerce

As a result of the developments in the field of information and communication
technologies and the increase in the use of the internet, electronic commerce has made trade
in the environment widespread. The electronic environment has attracted the attention of
people and businesses that trade in the traditional way. Since the nature of the trade carried
out in the electronic environment is different, the tools and methods used are different. These

differences can create advantages as well as disadvantages for electronic commerce.

19



2.2.1. Advantages of E-Commerce

Among the marketing methods, the most effective and direct marketing method is
internet marketing. Wide range of segments and countries with the provision of access to the
distance, monitoring and following consumer attitudes and behaviors is through electronic
commerce. The first medium in which advertisements turn into sales is the internet. It directs

users to the point of sale with minimum effort (Erdem & Efiloglu, 2005).

According to Rintaméki et al. (2021), customers experience more pressure to make
purchases in physical stores than they do online. The opportunity to touch and feel objects
before purchasing them, the physical presence of salesmen, and the sense of urgency

engendered by a physical store atmosphere are a few things that may be used to explain this.

From this point of view, electronic commerce provides many conveniences. The
advantages of electronic commerce are examined by dividing them into two groups, from

the customer side and the seller side.

Advantages of electronic commerce for companies can be listed as (Erdem & Efiloglu,
2005);

As a result of reducing costs, marketing to wider and different segments,
Reduction of marketing stages with effective use of time,

While consumers are making their purchases, they have the methods to control this
process,

Being able to access information easily and open to interaction with many different
methods,

Being able to access information quickly, continuously and uninterruptedly,
reducing the barriers to entry to the electronic market and giving everyone equal
access opportunity.

Advantages of electronic commerce for consumers can be listed as (Erdem & Efiloglu,
2005);

Giving the opportunity to choose a wide range of services and products,
Immediate response to needs, no time constraints,
Increasing the quality of services received,

Giving the opportunity to buy many new products and services,
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Products and services tailored to the wishes of consumers,

Allowing significant price reductions.

2.2.2. Disadvantages of E-Commerce

The fact that the internet appeals to a wide user community due to its features and that
the internet does not require a large investment has caused businesses to be willing to take
part in this environment and to establish websites (Erbaslar & Dokur, 2016). However, there
are some disadvantages in electronic commerce where information and internet technology

are lacking.
These disadvantages (Sugézii & Demir, 2011);

It does not appeal to people who do not want to use computers and internet due to
security concerns,

It causes unemployment increase as the labor, storage, archiving, etc. requirements
required in traditional trade are eliminated,

It causes security problems compared to the traditional methods, as there is no
opportunity for the buyer and the seller to meet directly,

The consumer does not have the opportunity to try and examine the product they
want to buy,

In electronic commerce, the buyer has to wait for the shipping time.

The fact that enterprises engaged in electronic commerce activities are not protected
at a high level in terms of security,

Problems experienced in the product return due to the fact that the buyer and the
seller are in different cities or countries,

Since consumers have the opportunity to compare prices between companies, it
becomes difficult for companies that do not have competitive power in the market
to make sales,

The feeling of distrust towards companies excluding global or corporate companies,
as a result of consumers refraining from providing card information on the website
in transactions made in the electronic environment,

The differences between the product shown on the websites and the product sent to

the consumer can be summarized as differences in quality and visuality.
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2.2.3. Differences Between E-Commerce and Traditional Commerce

Electronic Commerce is a new form of impression of commerce. In fact, it can be used
in methods and tools used in electronic commerce. The most obvious differences between
electronic commerce and traditional commerce usually arise from communication and
confirmation processes. There are more than one way in the classical method of performing
data transfer. However, the methods used in traditional commerce are not faster than e-mail
and other data transfer areas used in electronic commerce. In Table 1, the traditional and
electronic trade of the companies that make purchases is shown in a comparative way
(Erbaslar & Dokur, 2016).

Table 1. Comparison of Traditional Commerce with Electronic Commerce

Traditional Trade Electronic trade
Purchasing
Methods of Obtaining Info  Adverts, Interviews, Magazines Internet Pages
Demand Statement Method ~ Written Form E-mail
Request Confirmation Written Form E-mail
Price research Interviews, Catalogs Web Pages
Ordering Fax, Written Form EDI, E-Mail
Supply Company
Stock control Telephone, Written Form, Fax ~ EDI, Online Database
Shipment Preparation Telephone, Written Form, Fax ~ EDI, Online Database
Wayhbill Section Written Form EDI, Online Database
Invoicing Written Form EDI, E-Mail
Person or Company Who Ordered
Delivery Confirmation Written Form EDI, E-Mail
Payment Program Written Form EDI, Online Database
Payment Postal, Wire Transfer, Collector EDI’ .EFT’ Internet

anking

Source : Erbaslar & Dokur (2016)

2.3. Tools Used in Electronic Commerce

Commercial transactions performed in the electronic commerce environment are
generally carried out via the internet. In addition, in the past, when computer and internet
usage was not common, it was performed by means of tools such as telephone, television,
EDI, EFT. In order to shop, they need to support each other and most of these communication

tools, which are still in use today, provide one-sided communication. Despite this,
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commercial activities carried out with these tools, which eliminate the obligation of buyers
and sellers to come together, are also included in electronic commerce due to their nature
(Coskun, 2004).

E-Commerce is carried out by using one or more tools at the same time (Akar & Yurter,
2015). There is a variety of tools used in electronic commerce. The vast majority of the tools
have been invented and used in daily life before today. E-commerce tools such as EFT, EDI,
television, telephone, fax have been in our lives for a long time. This shows that electronic
commerce is not a new subject. However, with the widespread use of the internet, it is seen
that e-commerce is carried out with newly discovered tools and techniques (Erbaslar &
Dokur, 2016). Electronic commerce is carried out with vehicles used over systems that can
be connected via satellite, through systems that carry audio and video over wired networks
(Yamamoto, 2013).

The tools used in e-commerce are given in Table 2 below.

Table 2. Tools Used in Electronic Commerce

TV World Wide Web (www)
Radio File Transfer Protocol (FTP)
Telephone E-mail

Fax Verbal Message (VVoice Mail)
Electronic Payment and Money

Conference Systems
Teleconference
Video Conferencing
Data Conference

Systems
Cash machines (ATM)
POS machines
Credit Cards

Intranet: Closed Computer Global Systems Technology for Mobile
Networks Communication (GSM)

WAS . Short Message Service (SMS)

EFT . Wireless Application Program (WAP)

Source : Erbaglar & Dokur (2016)

2.3.1. Traditional Tools

The tools that have been used in electronic commerce for years are telephone,
television, fax, EFT, EDI and electronic payment and money systems. Those are the tools

used in traditional trade.
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Telephone

The telephone is one of the oldest and most important tools of electronic commerce.
Since the first long-distance telephone call between the USA and Europe in 1913, it has
continued its development and has become today's wireless mobile phone. Telephone was
one of the commonly used tools before electronic commerce became widespread (Zerenler,
2013).

The most important feature of the phone is that it has a very common usage area among
people. Today, the telephone is still used in a significant part of the services in the activities
of the enterprises (Cakirer, 2013). While it is widely used in phone product orders, another

important feature is that i