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Yemek siparisi uygulamalari kolay siparig verme, yemeklerin daha hizli teslimi, kolaylik ve
zamandan tasarruf gibi bircok avantaj sunmaktadir. Bu avantajlar1 sayesinde giderek
popiiler hale gelen yemek siparisi uygulamalar1 diinya capinda biiyiime potansiyeli
gostermektedir. Bu aragtirmanin amaci yemek siparisi uygulamalarinin tiikketim degerleri ile
tekrar kullanma niyeti ve elektronik agizdan agiza pazarlama davranisi (EAAP) arasindaki
iligkileri tespit etmektir. Arastirma verileri ¢gevrimigi anket formu araciligiyla toplanmistir.
Yemek siparisi uygulamalarimi kullanan 281 tiiketiciden toplanan verilerle analizler
gergeklestirilmigtir. Caligmanin amaci kapsaminda gelistirilen hipotezlerin test edilmesinde
yapisal esitlik modellemesi (YEM) kullanilmistir. Elde edilen sonuglara gore fiyat degeri,
goriiniirlik ve olanak degerinin tekrar kullanma niyeti iizerinde olumlu etkileri tespit
edilmistir. Aragtirmada elde edilen bulgularin, yemek siparisi uygulamalarina yonelik etkili
reklam ve iletisim stratejilerinin gelistirilmesine katki saglayacagi diisiiniilmektedir.
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Food ordering applications offer many advantages such as easy ordering, faster delivery of
food, convenience and time saving. Along with these advantages, the popularity of food
ordering apps is evident from their worldwide growth potential. The aim of this research is
to determine the relationships between the consumption values of food ordering
applications and the intention to reuse and electronic word-of-mouth (eWOM) behavior.
Research data were collected through an online questionnaire. Analyzes were conducted
with data collected from 281 consumers using food ordering applications. Structural
equation modeling (SEM) was used to test the hypotheses developed within the scope of
the study. According to the results obtained, the positive effects of price value, visibility
and opportunity value on reuse intention were determined. It is thought that the findings
obtained in the research will contribute to the development of effective advertising and
communication strategies for food ordering applications.
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