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Makale Ge¢misi Oz
Gonderim Tarihi: 02.09.2022 Bu arastirma Diyarbakir’da 16-21 Kasim 2021 tarihleri arasinda yapilan Mezopotamya
o Gurme ve Yoresel Lezzetler Fuari’na katilim saglamis Diyarbakir’in yerel yiyecek icecek
Kabul Tarihi: 16.12.2022 isletmelerinin sosyal medya uygulamalarindan faydalanma diizeylerini 6lgmek ve sosyal
medya kullanimmin yiyecek igecek isletmeleri agisindan olumlu ve olumsuz yanlarini
Anahtar Kelimeler ortaya koymak amaciyla yapilmistir. Bu amag¢ dogrultusunda hazirlanan goriisme formu,
- - Diyarbakir’da faaliyet gosteren 15 tane yiyecek igecek isletmesinin sahibi ya da yoneticisi
Yiyecek ve icecek tarafindan cevaplanmstir. Literatiir taramas1 sonucunda Diyarbakir’da konuyla ilgili bir
isletmeleri calisma olmadig dikkati cekmistir. Bu arastirmada nitel arastirma yontemlerinden biri olan

goriisme teknigi kullanilmis ve bu dogrultuda veri toplama islemi gerceklesmistir. Toplanan
Sosyal medya verileri agiklayabilmek igin ses kayitlar1 dinlenmis ve sdylenenler oldugu gibi yaziya
gecirilmigtir. Yaziya gegirilen veriler igerik analizi kullanilarak degerlendirilmistir.
Arastirma evrenini, Diyarbakir’da faaliyet gosteren ve Mezopotamya Gurme ve Yoresel
Instagram Lezzetler Fuari’na katilim saglamis sosyal medya kullanan yiyecek igecek isletmeleri
olusturmaktadir. Yapilan bu ¢alismada, Diyarbakir’da yiyecek igecek sektoriinde faaliyet
gosteren igletmelerin sosyal medyay1 pazarlama araci olarak aktif bir sekilde kullandiklar
goriilmiistiir. Isletmelerin tamami Instagram uygulamasmi tanitim, reklam ve iiriin
siparisinde kullandiklar1 tespit edilmistir. Instagram uygulamasi sonrasi kullanim
siralamasinda ikinci sosyal medya uygulamasinin Facebook oldugu tespit edilmistir. Bu iki
uygulama diginda isletme yetkililerinin Twitter, Google, Youtube ve web sayfasi
uygulamalarini da kullandiklar tespit edilmisgtir

Gurme fuari

Keywords Abstract
Food and beverage businesses This research is to measure the level of benefiting from social media applications of local
Social media food and beverage businesses of Diyarbakir that participated in the Mesopotamia Gourmet

and Local Tastes Fair held in Diyarbakir between 16-21 November 2021 and to reveal the
Gourmet fair positive and negative aspects of social media use in terms of food and beverage businesses.
made for the purpose. The interview form prepared for this purpose was answered by the

Instagram owner or manager of 15 food and beverage businesses operating in Diyarbakir. As a result
of the literature review, it was noted that there was no study on the subject in Diyarbakair.
In this study, the interview technique, which is one of the qualitative research methods, was
Makalenin Turi used and data collection was carried out in this direction. In order to explain the collected
data, audio recordings were listened and what was said was written down. The transcribed
Arastirma Makalesi data were evaluated using content analysis. The research population consists of food and

beverage businesses operating in Diyarbakir and using social media that have participated
in the Mesopotamia Gourmet and Local Tastes Fair. In this study, it has been observed that
businesses operating in the food and beverage sector in Diyarbakir actively use social media
as a marketing tool. It has been determined that all of the businesses use the Instagram
application for promotion, advertisement and product order. It has been determined that the
second social media application in the order of usage after the Instagram application is
Facebook. Apart from these two applications, it has been determined that business officials
also use Twitter, Google, Youtube and web page applications.
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