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Abstract 

Although there are numerous studies on why consumers prefer chain food retailers 

(supermarkets or hypermarkets), research on consumers’ preferences regarding periodical 

markets is still limited. Periodical markets are a very unique and traditional retail outlet for 

consumers and quite a large number of consumers still make some part of their household 

shopping from periodical markets. Since all consumers could be assumed as potential buyers of 

periodical markets, it is important to determine consumer behavior and preferences related to 

periodical markets and develop policies accordingly. Consequently this study aims to collect 

data via interviews and provide an understanding of the reasons for shopping from periodical 

markets in Kütahya, Turkey.  
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1. Introduction 

Traditional periodical markets -or bazaars- have long been the meeting areas for gathering 

producers and consumers starting from the first ages. Periodical markets (so called also as district 

markets) usually set up daily and once in a week. People living in large cities satisfy some of 

their needs from grocery stores and greengrocers, clothing and fashion shops, supermarkets, and 

shopping malls along with the periodical district markets (Tunçel, 2003: 50). Due to the fact that 

periodical markets interests three main groups consisting producers, sellers and consumers, multi-

dimensional studies should be conducted in order to understand economic, social, cultural and 

spatial characteristics of periodical markets. Besides, periodical markets also concerns local 

authorities in terms of their position in urban planning, services they provide to consumers, 

taking consumer and producer complaints in consideration and finding solutions to them (Yılmaz, 

2006: 521).  

Retail Sector and the Share of Periodical Markets 

By the end of 2014, retail sector is considered to have slightly more than 22 trillion dollars 

market size in the world and illustrates a rapid growth performance. In Turkey, total sales in retail 

sector have reached 250-300 billion dollars, where 45% of total sales originates from corporate 
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companies, and 55% from traditional retailers. Retail sector which employs 2.5 million people, 

reached 9% real growth rate in 2014 compared to previous year (Sezgin, 2015: 4).  

Rapid increase in the number of shopping malls in Turkey is strongly related to consumer 

demands and needs. Periodical markets appear to have failed to meet the some needs of 

consumers which are easily satisfied by shopping malls (Duman and Yağcı, 2006: 88). However, 

many Turkish consumers are still maintaining their traditional shopping habits from periodical 

markets. For example, for fresh fruits and vegetables shopping, periodical markets are still the 

main point of purchase in Turkey. Almost 80% of fresh fruit and vegetables are sold through 

periodical markets in Turkey, while 90% of fresh fruit and vegetable sales is done in retail points 

such as supermarkets and shopping malls in Europe. But this ratio for Turkey is decreasing over 

the years. It is estimated that around 4.000 periodical markets are set up in all cities in Turkey 

except for the farmers and rural markets. According to Çetin (2009), the number of periodical 

markets, greengrocers and small markets are decreasing due to the shifting necessities of the era 

and the changing nature of retail shopping. 

Socio-economic and Demographic Characteristics of Kutahya 

Kütahya is 11.634 km2 in size and there are 572.059 inhabitants are living in Kütahya according 

to 2014 population census. 382.126 of the population live in the urban areas, while 189.933 are 

living in rural areas. Urbanization rate of the city is 66.8% and population density is 48 people 

per km. Kütahya is a net emigrant city with -0.53% migration rate (TÜİK, 2015: 13-17). Average 

household size is 3.22 in 2013 (TÜİK, 2015: 107). Agriculture takes the largest share from 

industrial distribution of employment with a share of 44.6%. Manufacturing and services 

industries takes 23.1% and 32.3% respectively (TÜİK, 2015: 135) 

 

 

In the city center of Kütahya 11 periodical markets are set up on every day of the week in 

different districts. The periodical markets set up on Wednesdays and Saturdays are considered to 

be the Central Markets and they are indeed the largest periodical markets of the city center.  
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Table 1: Population Features of Kütahya 

Year Total 
% of 

Change 
Rural Urban Male Female 

2012 
573.421 2% 

198.154 

(35%) 

375.267 

( 65% ) 
284.909 49.7% 288.512 50.3% 

2013 
572.059 -0% 

189.933 

(33%) 

382.126 

(67%) 
283.574 49.6% 288.485 50.4% 

Source: http://www.kutahyanufus.gov.tr/default_b0.aspx?content=194, (Date Accessed: 

20.03.2016). 

 

2. Literature Review 

Historically traditional periodical markets are important mechanisms of regional integration, 

linking local communities that are often geographically separated and specialized according to 

their technological or craft activities. The market systems link these communities to one another 

and also to regional and urban centers. As well as serving the needs of the local communities, 

traditional markets also link these communities - by means of the actions and operations of 

brokers, patrons and middlemen - to the regional and national market economy (Shubha, 2003). 

Urban and rural population from all income and socio-economic levels, use periodic markets to 

satisfy their needs for food, clothing and other items, and periodical markets have been operating 

as a retail outlet for centuries in Turkey, even some of them uses the same place since the 

Ottoman times (Topçu, 2006). 

The weekly or periodical markets can be described as primary economic centers and can also be 

interpreted as an agent of cultural change. A periodical market may be defined as a public 

gathering of buyers and sellers at an appointed place and at regular intervals for the purpose of 

doing business under specified conditions (Shubha, 2003). Periodical markets consist of small, 

labor-intensive trade units. As the simplest and most energy conserving form of retail, periodical 

markets have survived years of growth, in good shape. Periodical markets range from, farmers’ 

markets, which open up in relatively more central empty locations on certain days of the week, to 

periodical markets that open up in central locations in the city centers on certain days of the week 

(Topçu, 2006). In different parts of the world periodical markets show some similar features such 

as what they offer, types their customers and sellers, and their design. While there are similarities, 

other aspects like population characteristics, customs and habits, education, ethnicity 

characteristics, and the reasons for choosing periodical markets for retail shopping might differ. 

Although there seems to be a decline in periodical markets due to economic modernization, their 

number and size are increasing, which is an indication of their capacity of adaptation to the needs 

of expanding and modernizing cities (Bromley, 1998). Like elsewhere in the world, New 

shopping channels are pushing for structural changes in Turkey even in the most traditional 

neighborhoods, periodical markets survive the changes in retailing environment and no decline is 

observed in the habit of shopping from periodical markets among consumers (Topçu, 2006). 

Theoretically it is accepted that periodical markets has three basic features, which are mobility, 

cyclicality and aggregation of buyers in one place. Cyclicality is about setting up markets only on 

specific days of the week. Mobility is about mobility of the sellers between locations and 

changing the items of marketing for different periodical markets in different days of the town. 

https://tr.wikipedia.org/wiki/K%C3%BCtahya_(il)#cite_note-44
https://tr.wikipedia.org/wiki/K%C3%BCtahya_(il)#cite_note-45
http://www.kutahyanufus.gov.tr/default_b0.aspx?content=194
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And lastly aggregation of buyers is about existence of large number of buyers who are willing to 

satisfy their needs in periodical markets (Topçu, 2006). 

There exist a vast literature on retail outlet preferences of consumers for household shopping and 

factors influencing the preferences. Especially there is growing literature in modern types of 

retail marketing where the stream of research has led to a multitude of retail applications 

including such as store choice prediction and choice set formation; consumer choice of shopping 

centers; multipurpose shopping trip behavior; and dynamics of shopping destination choice 

(Teller and Reutterer, 2008). 

On the other hand, there is comparatively less research on traditional retailing like periodical 

markets. Some studies (Candemir, 2006; Akpınar et al., 2009; Özgüç and Mitchell, 2000; Sonar 

Research, 2003; Dölekoğlu, 2003; Karabaş, 2011; Sayılı et al., 2006; Yağbasan and Canpolat, 

2006; Aliağaoğlu, 2012; Engindeniz and Çukur, 2003; Koçak and Çakmak, 2011; Tunçel, 2007; 

Özgüç and Mitchell,  2000; Massom et al., 2015; Marino et al., 2013; Saibaba and  Vadde (2009) 

highlighted the reasons of preference for periodical markets. 

Due to changing and modernizing nature of retailing, consumers started to prefer frequently 

supermarket or hypermarket chains for purchasing food products in large cities as the study of 

Azabağaoğlu and Dursun (2008) revealed. Similarly, Kaya and Oğuz (2010) also suggested that 

9% of the consumers living in large cities prefer periodical markets for household shopping. 

According to research results of Sonar Research Company (2003), most frequent way of 

providing fresh fruit and vegetable is periodical markets in Turkey. Çalışkan (2007) stated that 

periodical markets are mostly preferred by buyers due to the low prices. Koday and Çelikoğlu 

(2011) also came to a similar conclusion and revealed that low prices, opportunity to find fresh 

organic products and availability of wide product variety are the main reasons for especially 

female consumers to periodical markets. Kızılaslan et al. (2014) showed that people shopping 

from periodical markets have a lower level of income according to people shopping from 

supermarkets. Çalışkan (2007) stated that periodical markets are perceived as places where 

fighting, pick pocketing or purse-snatching can happen and also revealed that sellers in periodical 

markets do not care about the environment. 

On the other hand, Okumuş and Bulduk (2003) showed that female consumers prefer periodical 

markets for their ease of accessing and transportation, and male consumers prefer markets for 

other reasons such as availability of credit card use, parking lots and playgrounds for kids. 

Nicolae and Corina (2011) came to a conclusion that more than 50% of consumers in Romania 

could investigate the products in periodical markets before they purchase them, and 6% of them 

stated that prices are the main reason of their preference of periodical markets. 

Topçu (2006) investigate the periodical markets in Istanbul. According to her study 330 

periodical markets are set up in Istanbul, of which 3 of them are set up in islands of Istanbul, 101 

of them are in Anatolian side and 226 of them are in European side. The size, location, variety 

and quality of products determine the seller-buyer profiles of these periodical markets. It can be 

said that food products as the most frequently purchased products in relatively small periodical 

markets. But as the periodical markets grow bigger products diversifies and even TV and 

refrigerator could be sold. According to Topçu (2006) 90% of the buyers in Istanbul periodical 

markets are women and 90% of the sellers are males. Also buyer profiles differ in accordance 

with the location of the periodical market, time of the year or even the weather conditions. 
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According to Özgüç and Mitchell (2000) the number of buyers and sellers, area it covers, product 

variety, rise of sales price, and business volume are the main criteria to understand the size of the 

periodical markets. Terano et al. (2015) investigated consumers who make household shopping 

from traditional and modern retailers, where 650 people participated in the study. 45% of the 

participants prefer traditional periodical markets when they want to buy vegetables, fruits, fish 

and meat products. Iton and Seepersad (2014) found similar results and revealed that only 33% of 

the participants prefer supermarkets for their fresh fruit and vegetable needs. 

 

3. Research Design  

 

This research aims to provide an understanding of the reasons for shopping from periodical 

markets within various age, gender and household size brackets in Turkey and especially in the 

city of Kütahya. In addition, the study also attempts to reveal basic aspects of shopping behavior 

such as shopping frequency, types of products purchased from periodic markets, and consumers 

opinions’ about periodical markets on various aspects like product variety, location, parking 

facilities, prices offered and market ambiance. 

 

Questionnaire Design and Data Collection  

 

This research has a descriptive nature, of which the research has as its major objective the 

description of something, usually market characteristics or functions (Malhotra and Birks, 2005: 

65). Depending on the nature of the research, a structured questionnaire was developed, which 

includes questions that aim to portray shopping behavior of consumers. The questionnaire also 

includes scales to measure product variety, convenience of the location, parking facilities, price 

and perceived value, and ambience of the periodic markets. The scales used to assess consumers 

perceptions about periodical markets were adopted from Teller and Reutterer’s study (2008), in 

which they tried to measure attractiveness of retail outlets. The measurement scales were 

translated into Turkish, then evaluated by experts for content validity, and finally adapted for 

wording where necessary, and the respondents were offered a five point Likert scale ranging from 

Strongly Disagree (1) to Strongly Agree (5) for their answers. 

 

The sampling frame of the research consists of consumers living in the city of Kütahya, Turkey, 

and face-face interviews were conducted with the participants through convenience sampling 

method. During the interviews it was aimed to reach consumers who do not prefer to go 

periodical markets and who prefer to go shopping in all of the 11 periodical markets set up in the 

city center of Kütahya on every day of the week in different districts. A total of 920 

questionnaires were collected out of which 57 were excluded due to high rate of missing 

responses. Thus, 863 questionnaires were deemed eligible for analysis, which is consistent with 

sample size requirements of descriptive research.  

 

4. Data Analysis and Findings 

 

Demographic Profile of the Respondents 

 

Demographic details of sample profile are presented in Table 2. 56% of the respondents are 

female and 44% are male; more than 50% of them are aged 40 and above. The average household 

size is 3.2 people and the average household income is around 2500 Turkish Liras (TL) per 
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month. The basic features of the sample are parallel to population features of Kütahya, which 

could be considered to have a fairly representative character. 

 

Preference of Periodical Markets as a Retail Outlet 

 

78% of the consumers prefer to go at least one of the periodical markets in Kütahya for 

household shopping, where the remaining 22% prefer not to. Significantly more female 

consumers prefer periodical markets for household shopping (85%) compared to male consumers 

(15%). This finding is in line with Topçu’s (2006) findings that 90% of the buyers in periodical 

markets of İstanbul are female consumers. Younger consumers aged less than 25 (65%) tend to 

prefer periodical markets significantly less compared older age groups (average 81%). Similarly 

single consumers (67%) prefer periodical markets as a retail outlet considerably less than married 

consumer (84%). Parallel to this consumers of single person households (60%) show a lower 

tendency of preferring periodical markets compared to larger households (78% average). 

Surprisingly however, preferring periodical markets as a type of retail outlets for household 

shopping does not show any significant differences according to average household income, 

which might be explained by underlying  habitual aspect of shopping from periodical markets. 
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Table 2. Demographic Profile of the Sample  

Gender %  Marital Status % 

Female  55,9  Single 35,0 

Male  44,1  Married  65,0 

     

Age  %  Occupational Status  % 

Below 18 2,4  Retired  12,7 

18 - 24 16,9  Unemployed  1,4 

25 - 29 15,8  Housewife 15,2 

30 - 34  15,5  Student  14,5 

35 - 39  10,3  Laborer  24,6 

40 - 44  9,6  Civil servant 13,6 

45 - 49  9,7  Manager (1-20 employees) 2,4 

50 - 54 7,8  Manager (21+ employees) ,9 

55 - 59 5,8  Military officer 1,3 

60 and over 6,1  Qualified wage earner (Doctor, 

etc) 

6,4 

   Petty farmer  ,5 

Education %  Peddler  ,6 

Illiterate or left primary school 0,9  Tradesman  3,0 

Primary school degree 13,9  Business owner (1-20 

employees) 

2,0 

Middle school degree 10,1  Business owner (21+ 

employees) 

,2 

High school degree 19,5  Qualified freelance expert ,8 

Vocational school degree 11,8    

College degree 9,0  Household Income % 

Open education degree 4,1  Less than 500 TL 1,2 

Bachelor’s degree 25,4  500 - 1.000 TL 3,9 

Graduate degree 5,3  1.001 - 1.500 TL 10,2 

   1.501 - 2.000 TL 13,9 

No. of Household %  2.001 - 2.500 TL 16,2 

1 person 5,4  2.501 - 3.000 TL 16,5 

2 people 21,6  3.001 - 3.500 TL 11,8 

3 people 30,8  3.501 - 5.000 TL 12,6 

4 people 31,2  5.000 - 7.500 TL 8,3 

5 or more people 11,0  More than 7.500 TL 5,3 

     

Total  100,0  Total  100,0 
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Reasons of Shopping from Periodical Markets 

 

The most important reasons of preferring periodical markets for household shopping are the 

availability of wide variety of products (60%), lower prices compared to other retail outlets 

(55%), and availability of fresher products in the market (51%). In addition, consumers prefer 

periodical markets for the convenience of the location as being close to the places they live 

(29%), and availability of more natural products compared to other retail outlets (25%). It is also 

noticeable that 16% of the consumers go to periodical markets out of habit. 

 

Table 3. Reasons of Shopping from Periodical Markets 

Because of … % 

Wide variety of products  60,0  

Lower prices  55,1  

Finding fresher products  51,4  

Being close to home  29,1  

Finding more natural product  24,7  

Habit  15,5  

Enjoying to wander around the market 13,4  

Possibility of bargaining during shopping  13,1  

Honest shopping 6,5  

Friends and relatives who prefer to go 4,7  

Other reasons 1,9 

Total number of respondents* 677 

* This is a multi-response question  

 

Although the most important three reasons of preferring periodical markets for household 

shopping is the same for female and male consumers, the order of the reasons differ according to 

gender. Female consumers stated that the most important reason for them to prefer periodical 

markets is the wide variety of products (61%), while the most important reason for male 

consumers is the lower prices (60%). In addition, for younger consumers availability of more 

natural products is a more important reason, whereas for older consumer availability of fresher 

products in the market seems to be more significant. For households consisting of 5 or more 

people lower prices becomes the most important reason for preferring to shop from periodical 

markets. Same situation holds for households with an average income less than 1000 TL that they 

prefer periodical markets for lower prices, and – different from the rest of the sample – for the 

convenience of the location as being close to the places they live (40%). 

 

Reasons of Not Preferring Periodical Markets 

 

The most important reasons of not preferring periodical markets for household shopping are lack 

of sufficient time to go to periodical markets (50%), not having the habit of going to periodical 

markets (38%), and not enjoying wandering around the market (35%). In addition, consumers do 

not prefer periodical markets for shopping because they do not feel the need (32%), and also do 

not like the crowdedness of the markets (21%).  

 

  



İçlem ER, Ercan YAŞAR, Özer ÖZÇELİK, The Macrotheme Review 5(3), Fall  2016 

103 
 

Table 4. Reasons of Not Preferring Periodical Markets 

Because of … % 

Not having sufficient time 49,5  

Not having the habit  38,0  

Not enjoying to wander around the market 34,8  

Not needing  32,1  

Crowd of the periodical markets  21,2  

Long distance from home / workplace  14,7  

Unavailability of quality products  12,0  

Inconvenience of the locations  11,4  

Unhealthy products  10,9  

Not being hygienic or clean  10,3  

Unavailability of branded products 9,2  

Unreliable products  9,2  

Not having adequate parking places nearby  9,2  

Unpacked products  8,7  

Locations with crowded traffic  8,2  

Easily spoiled products 7,1  

Sales of fake or counterfeit products  5,4  

Other reasons 5,4  

Total number of respondents* 184 

* This is a multi-response question  

 

Products Purchased from Periodical Markets 

 

Consumers prefer periodical markets as a retail outlet for purchasing fresh fruits and vegetables 

by far (96%) as a consequence of centuries of tradition. The other most frequently purchased 

food products are fish (50%), olives (25%) and eggs (23%).  

 

As an indication of their capacity of adaptation to the needs of expanding and modernizing cities, 

almost all kinds of products are being sold periodical markets, and consequently 20% of the 

consumers prefer to purchase any kind of clothing materials from the markets. They also like to 

purchase shoes, toys, cleaning products, and cosmetics as well. 
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Table 5. Products Purchased from Periodical Markets 

Products % 

Fruits and vegetables  96,3  

Fish  49,5  

Olives  25,2  

Eggs  22,8  

Clothing  19,1  

Dairy products (cheese, butter, etc.) 16,4  

Legumes 7,1  

Open spices 5,3  

Shoes   5,0  

Toys  4,0  

Cleaning products  3,4  

Make-up and cosmetics 3,4  

Meat and meat products (sausage, etc.) 2,5  

Cooking oils 1,6  

Other products ,6  

Total number of respondents* 677 

* This is a multi-response question  

 

Female consumers, younger consumers aged less than 25, single consumers, and larger sized 

households tend to purchase clothing and cosmetics from periodical markets compared to other 

groups of consumers. 

 

Frequency of Shopping from Periodical Markets 

 

Consumers go to periodical markets for household shopping once a week on average. Female 

consumers, older consumers (aged 35 and over), married consumers, consumers from larger 

households (consisting of 3 or more people), and low income households (monthly income less 

than 1000 TL) tend to go periodical markets more frequently than other consumers groups 

respectively. 

 

Table 6. Other Aspects of Shopping from Periodical Markets 

Frequency of Shopping % 

More than once a week 18,6 

Once a week 47,9 

Once in two weeks  15,2 

Once in three weeks 3,1 

Once a month 8,0 

Less frequent than once a month 7,2 

Total  100 

 

Perceptions about Periodical Markets 

 

For examining the reliability and validity of the measurement scales, we first conducted 

explanatory factor analysis (EFA) and reliability analysis. The Cronbach’s Alpha values, Kaiser-
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Meyer-Olkin Measure of Sampling Adequacy (KMO) values, variance explained by each factor, 

factor loadings, and mean values of the items are listed in Table 7. All Cronbach’s Alpha values 

are higher than 0.70 showing a good reliability (Nunnally, 1978) and all KMO values are larger 

than 0.70, except ambience measure which consist of two items and thus normal value in this 

situation. In addition, factor loading of each item is above the acceptable standards (0.60). As a 

result, the scales are considered to be reliable and have good content validity (Gefen et al., 2000).  

 

When perceptions of consumers about product variety offered at periodical markets concerned, 

they believe that they can find wide variety of products, and fresh and natural products as well at 

periodical markets. They also believe they can find organic products and quality products. 

 

Consumers think that they can easily and quickly get to the location of the periodical market, and 

they do not experience any problems while going there. On the other hand, consumers believe 

that they cannot easily find parking areas or lots, and do not entirely agree that there sufficient 

parking areas nearby periodical markets in Kütahya. 

 

Concerning the prices offered at the periodical markets and perceived value of the prices, 

consumers’ perceptions show that the prices of products offered at periodical markets are more 

appropriate for the household budget and lower compared to other retail outlets. In addition, 

consumers believe that the price/performance ratio is good and the prices offered for products are 

worth the money paid at the periodical markets. 

Consumers do not entirely have neither favorable nor unfavorable negative perceptions about the 

ambience of the marketplace. 
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Table 7. Cronbach Alpha Values, Variance Explained, Factor Loadings, and Means of 

Factors 

Factor  
Cron. 

Alpha 
KMO 

Var. 

Exp.  

Factor 

loading

s 

Means 

Product Variety (At periodical markets …) 
.820 

.773 52,77

5 
  

You can find wide variety of products    .691 4.17 

You can find fresh products     .780 3.99 

You can find natural products    .777 3.73 

The products are more attractive    .742 3.45 

You can find more of quality products    .722 3.32 

You can find organic food products     .637 3.50 

Convenience of Location 
.851 

.775 69,99

1 
  

You can easily get to the market    .888 3.91 

You can quickly get to the market    .899 3.89 

You can get to the market without any 

problem 
 

 
 

.894 3.84 

You can easily carry the products you buy    .635 3.42 

Parking Facilities .878 
.691 80,49

8 
  

There are sufficient different parking areas 

nearby the market  
 

 
 

.895 2.50 

You can easily find parking areas nearby the 

market  
 

 
 

.939 2.45 

You can easily reach the market from the 

parking areas  
 

 
 

.856 2.79 

Price and Perceived Value .814 
.785 57,74

3 
  

Prices for offered products are low at the 

market  
 

 
 

.763 3.78 

You can bargain for prices with the sellers     .619 3.24 

Price/performance ratio is good at the market     .801 3.61 

Prices of products worth the money paid for     .824 3.56 

Prices of products are more appropriate for 

family budget  
 

 
 

.776 3.99 

Ambience  .782 
.500 82,06

9 
  

You feel that the smell at the market is 

disturbing  
 

 
 

.906 3.08 

The marketplace are mostly dirty    .906 3.15 

* Based on responses of consumers who go shopping to periodical markets. 
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5. Discussion and Implications  

 

The purpose of this study is provide an understanding of the reasons for shopping from periodical 

markets within various age, gender and household size clusters in Turkey and especially in the 

city of Kütahya. To achieve this purpose, a face-to-face interview survey of a descriptive nature 

was conducted with consumers of various gender, age, education and household size brackets. 

The results of the study showed that despite the changing character of retail marketing due to 

globalization and economic modernization, periodical markets are still one of the most important 

types of retail outlets for household shopping in Turkey, especially in Kütahya. As our study 

reveals, 78% of the consumers prefer periodical markets for shopping, and this rate increases to 

85% among female consumers, which is in line with Topçu’s findings (2006). Furthermore, 

consumers aged 25 and above, married consumers, and consumers of larger households appear to 

prefer shopping from periodical markets considerably higher rates. Surprisingly however, 

preferring periodical markets as a type of retail outlets for household shopping does not show any 

significant difference according to average household income, which might be explained by 

underlying habitual aspect of shopping from periodical markets. New shopping channels are 

pushing for structural changes in Turkey even in the most traditional neighborhoods, periodical 

markets survive the changes in retailing environment and no decline is observed in the habit of 

shopping from periodical markets among consumers (Topçu, 2006). 

 

Our study revealed that consumers prefer periodical markets for household shopping due to 

availability of wide variety of products, lower prices compared to other retail outlets, and 

availability of fresher products, as is stated by Koday and Çelikoğlu (2011) who obtained similar 

findings that lower prices, opportunity of finding fresh organic products and availability of wide 

product variety; and by Çalışkan (2007) who concluded that lower prices is the most important 

reason of preferring periodical markets. In addition, our research showed that consumers prefer 

periodical markets for the convenience of the location as being close to the places they live, and 

availability of more natural products compared to other retail outlets. It is also noticeable that 

some part (16%) of the consumers goes to periodical markets out of habit. On the other hand, 

consumers who do not prefer periodical markets as a type of retail outlet owing to the lack of 

time to go to periodical markets and not having the habit of going to periodical markets, which 

might be interpreted as a result of modern day working consumers who have limited time for 

satisfying household requirements. 

 

In line with Sonar Research Company’s (2003) findings that periodical markets are still the most 

frequently used marketing channel of providing fresh fruits and vegetables in Turkey, our study 

showed that consumers prefer periodical markets for food shopping, especially fresh fruits and 

vegetables, fish, eggs and etc. As Bromley (1998) suggests although there seems to be a decline 

in periodical markets due to economic modernization, their number and size are increasing, 

which is an indication of their capacity of adaptation to the needs of expanding and modernizing 

cities. As a result of this adaptation, periodical markets offer products such as clothing materials, 

shoes and cosmetics other than food products, and consequently consumers could find and prefer 

to buy these kinds of products from periodical markets as well instead of other types of retail 

outlets. This finding can also be interpreted as a consequence of lower prices offered for all kinds 

of products in periodical markets. 
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When perceptions of consumers about periodical markets examined, consumers believe that they 

can find wide variety of products, and fresh and natural products as well at periodical markets. 

They also believe they can find organic products and quality products. Besides, consumers think 

that they can easily and quickly get to the location of the periodical market, and they do not 

experience any problems while going there, which is parallel to the findings of Okumuş and 

Bulduk (2003), who suggested that especially female consumers prefer periodical markets for 

convenience of the locations and ease of transportation to periodical markets. On the other hand, 

consumers believe that they cannot easily find parking areas and there are not sufficient parking 

areas nearby periodical markets in Kütahya. Furthermore, consumers’ perceptions show that the 

prices of products offered at periodical markets are more appropriate for the household budget 

and lower compared to other retail outlets. In addition, consumers believe that the 

price/performance ratio is good and the prices offered for products are worth the money paid at 

the periodical markets. 

 

6. Limitations and Directions for Future Research 

 

The results of this study should be interpreted in the context of its limitations and future research 

would be needed to assess the generalizability of our findings. First, this research is a descriptive 

study which tries to offer a portrayal of shopping behaviors from periodical markets. However, 

despite its significance as a retail outlet, periodical markets have been covered in a limited 

research compared to modern and developing retail marketing organizations. Thus, multivariate 

and complex data analysis could not be conducted depending on lack of sufficient number of 

studies and measurement scales on periodical markets. Consequently further research could try to 

develop measurement scales for measuring perceptions of consumers about periodical markets, 

which could also lead to multifaceted and causal research. Our research participants reflect a 

fairly representative sample of the city of Kütahya, however, not a really representative sample of 

Turkish population. Accordingly, it would be more appropriate to conduct several research with 

larger samples, which would provide findings that could be generalized to the whole population 

and reveal the consumers’ shopping behavior from periodical markets on a nationwide level. 
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