Universite : istanbul Kiiltiir Universitesi

Enstitiisii Lisansiistii Egitim Enstitiisii

Anabilim Dal , Iletisim Sanatlar

Program : Tletisim Sanatlar

Tez Danismani : Dr. Ogr. Uyesi Ceren BILGICI

Tez Tiirii ve Tarihi : Yiiksek Lisans — Eyliil 2022
OZET

Covid-19 pandemi doneminde sosyal ve profesyonel yasamda kokli
degisiklikler meydana gelmistir. Pandemi kisitlamalar dikkate alindiginda bu siirecte
gevrim I¢i yemek siparis uygulamalarmin daha da popiilerlik kazandigi
sOylenebilmektedir. Bu kapsamda gergeklestirilen bu arastirmada Covid-19 Pandemi
doneminde aktif faaliyetlerini siirdiiren ve sektorel olarak hakimiyeti elinde
bulunduran Yemek Sepeti ve Getir Yemek markalarmin sosyal medya stratejileri
Instagram iizerindeki paylasimlari dikkate alinarak analiz edilmistir. Arastirma
kapsaminda 13 Mart 2020 — 30 Eylil 2020 tarihleri arasindaki sosyal medya
paylagimlar1 icerik analizi yOntemi kullanilarak incelenmistir. Arastirma
kapsamindaki analizde Laskey, Day ve Crask’in 1989 yilinda gelistirdikleri temel
mesaj stratejileri tipolojisi temel alinmistir. Sosyal medya paylasimlarinin analizi
siirecinde mevcut tipolojiye “etkilesime yonlendiren igerik” ve “Covid-19 ile iliskili
icerik” bagliklarinin da eklenmesine karar verilmistir. Aragtirmanin bulgular
kapsaminda her iki markanin bilgisel mesaj stratejilerini kullanmay1 tercih etmedigi
ve paylagimlarinda transformasyonel mesaj stratejilerinden kullanim firsatinin 6ne
ciktigi goriilmektedir. Bu baglamda, Yemek Sepeti’nin etkilesime yonlendiren

iceriklere Getir Yemek ’ten daha yogun sekilde yer verdigi tespit edilmistir.
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ABSTRACT

During the Covid-19 pandemic period, radical changes have occurred in social and
professional life. Considering the pandemic restrictions, it can be said that online food
ordering applications have gained even more popularity in this process. In this research
carried out in this context, the social media strategies of Yemek Sepeti and Getir
Yemek brands, which continue their activities during the Covid-19 Pandemic period
and hold sectoral dominance, were analyzed by taking into account their posts on
Instagram. Within the scope of the research, social media shares between 13 March
2020 and 30 September 2020 were examined using the content analysis method. The
analysis within the scope of the research is based on the typology of the main message
strategies developed by Laskey, Day and Crask in 1989. During the analysis of social
media shares, it was decided to add the titles of "content that leads to interaction” and
"content related to Covid-19" to the existing typology. Within the scope of the research
findings, it is seen that both brands do not prefer to use informational message
strategies and the opportunity to use transformational message strategies in their posts
stands out. In this context, it has been determined that Yemek Sepeti give weight to

content that leads to interaction more intensely than Getir Yemek.
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