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Ozet

Modern tiiketim toplumunda aligveris giinliik hayatin biitiine
yakinimi ele gegirmis durumdadir. Magazalara gitmenin yani sira
dijital gelisim ihtiyacimiz olan her seyi elimizdeki cihazlar
vasitasiyla temin edebilmemizi saglamaktadir. Bu siire¢ “dijital
pazar yerleri” , “e-ticaret pazar yerleri” diye adlandirilan
platformlarin ortaya ¢ikmasi saglamustir. Firmalar triinlerini
kendi internet sitelerine koyup satisin1 yapabilmekte ve/veya e-
ticaret ~ pazar  yerleriyle  anlasgip  driinlerini  orada
sergileyebilmektedir. Platform belli bir komisyon karsilig: alicyla
satictyr sanal ortamda bulusturmakta, tahsilati satici adina
gerceklestirmekte ve drlinii alicinin  eline ulastirmaktadir.
Literatiirde e-ticaret pazar yerlerinin degerlendirmeleri ve
performans Olclimlerine dair ¢alismalar bulunsa da bu
calismalarin hepsi miisteri perspektifi ile ortaya konmustur. Bu
calisma literatiirdeki boslugu doldurmayi, pazar yerlerini satici
perspektifinden degerlendirip bir siralama elde etmeyi
amaglamustir. Sektorden uzman goriislerine miiracaat edilerek
veriler toplanmug; aylik ziyaretci, komisyon, hak edis tahsilati,
birlikte calisilabilirlik, satig kolaylig1 ve ara yiiz kullanim kolaylig:
kriterleri belirlenmistir. Bir karar problemi olusturulduktan sonra
CRITIC yontemi kullanilarak kriterler agirhiklandirilmis ve
CODAS yontemi ile alternatifler siralanmistir. Tiirkiye’de faaliyet
gosteren Amazon, Hepsiburada, n11 ve Trendyol platformlar:
karsilastirthp bir siralama olusturarak firmalara bir model
Onerisinde bulunmak amaglanmigtir.
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Abstract

In the modern consumer society, shopping has taken over almost
every aspect of daily life. In addition to going to physical stores,
digital advancements allow us to procure everything we need
through our devices. This process has led to the emergence of
platforms known as "digital marketplaces" or ‘"e-commerce
marketplaces." Companies can place their products on their own
websites and sell them, and/or collaborate with e-commerce
marketplaces to showcase their products there. These platforms
bring buyers and sellers together in the virtual environment for a
certain commission, handle the collection on behalf of the seller,
and deliver the product to the buyer. While there are studies in the
literature evaluating e-commerce marketplaces and performance
measurements, all of these studies have been conducted from the
customer's perspective. This study aims to fill the gap in the
literature by evaluating marketplaces from the seller's perspective
and obtaining a ranking. Data were collected by consulting
industry experts, and criteria such as monthly visitors, commission
rates, earnings collection, collaborativeness, ease of sale, and user
interface ease of use were identified. After creating a decision
problem, the criteria were weighted using the CRITIC method, and
alternatives were ranked using the CODAS method. The Amazon,
Hepsiburada, n11, and Trendyol platforms operating in Turkey
were compared, and a ranking was created to propose a model for
companies.
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