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ABSTRACT

Purpose- Customer citizenship behavior (CCB) is an increasingly important behavior in the digital marketing context. This behavior positively
affects company performance and also provides benefits for other customers. In this study, CCB is handled in the context of mobile
applications through mobile food ordering applications example in order to understand its reflections in the digital world. The aim of this
study is to propose a conceptual model that shows how customer citizenship behavior can be revealed in mobile applications.
Methodology- The population of research consists of customers who experience mobile applications used to order food from various
restaurants and cafes. It is aimed to reach these customers through an online survey method. The questionnaire will be created through the
adaptation of the scales accepted in the consumer behavior literature; it will also include questions for understanding demographics. In the
first part of the survey, in addition to information such as age, gender, education level, and monthly average income, questions such as
whether they used a mobile food ordering application before, which mobile application they last used, how long, and how often they used
this application will be asked. It is planned to include scale expressions to be used for testing hypotheses in the second part of the
questionnaire. With the help of the data to be obtained as a result of the online survey analysis, scale validity and reliability tests will be
carried out, and the relationships predicted in the relevant model will be tested with the structural equation modeling. In this context, SPSS
and AMOS programs will be used.

Findings- Within the scope of the study, a conceptual model is presented to explore the emergence of customer citizenship behavior in the
context of mobile food ordering applications. This model focuses on the customer experience in these applications as a starting point. In this
conceptual model, customer experience dimensions are discussed as education, entertainment, escape, and aesthetic factors. It is estimated
that these experience factors are positively related to customer satisfaction; it is predicted that customer satisfaction will also positively
affect brand commitment and mobile application commitment. It is thought that this two-way customer commitment will eventually lead to
customer citizenship behavior towards the relevant application and restaurant brand. It is believed that as a result of testing the presented
propositions, useful findings will be obtained for businesses to gain competitive advantage.

Conclusion- The proposed model will make significant contributions to both service businesses such as restaurants/cafes, mobile application
developers, and customer citizenship behavior researchers. The findings regarding the relationship between the dimensions of experience
and satisfaction will contribute to the regulations and improvements to be made in the relevant sector in an increasingly difficult competitive
environment. Understanding the commitment of customers who are satisfied with their experience to the brand and/or mobile application
shows a way to establish a long-term relationship between the customer and the business and to make this relationship sustainable. The
study will also contribute to the industries in which businesses using food ordering applications operate, by exploiting new potential markets
for online purchasing, obtaining an improvement strategy for online services, and making new investment decisions. In addition, this study
will contribute to the fields of marketing and consumer behavior by expanding the literature on mobile food ordering applications and
customer citizenship behavior, about which there is no intensive literature study yet, although there has been an increasing interest in the
digital world recently. These contributions will continue by drawing attention to the variables within the scope of the proposed model,
examining the relationships between them, and obtaining the findings through the relevant tests to be carried out in the future.
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MUSTERi VATANDASLIK DAVRANISININ DiJiTAL DUNYADAKi YUKSELEN DEGERI

OzET

Amag- Mdsteri vatandaghk davranigi, dijital pazarlama baglaminda 6nemi giderek artan bir davranistir ve bu davranigin, isletme
performansini olumlu yénde etkiledigi ve ayni zamanda, diger musterilere fayda sagladigi bilinmektedir. Bu ¢alisma kapsaminda musteri
vatandaslik davranigi, dijital diinyadaki yansimalarini anlayabilmek adina, mobil uygulamalar 6zelinde ele alinmistir. Calismada, 6ne ¢ikan bir
mobil uygulama kategorisi olarak mobil yemek siparisi uygulamalari konu edilmektedir. Bu ¢alismanin amaci, mobil uygulamalarda misteri
vatandagslik davraniginin nasil agiga gikabilecegini gosteren bir model 6nerisi sunmaktir.

Yontem- Arastirmanin ana kutlesini, ¢esitli restoran ve kafelerden yemek siparisi vermek igin kullanilan mobil uygulamalar
deneyimleyen musteriler olusturmaktadir. Bu musterilere ¢evrim igi anket yontemiyle ulasilmasi hedeflenmektedir. Anket, tlketici
davraniglari yazininda kabul gérmis 6lgeklerin adaptasyonu vasitasiyla olusturulacak; ayni zamanda, demografik 6zellikleri anlamaya yonelik
sorulari kapsayacaktir. Anketin birinci béliminde, ankete katilan kisilere ait yas, cinsiyet, egitim durumu, aylk ortalama gelir gibi bilgilere ek
olarak daha 6nce mobil yemek siparisi uygulamalarindan birini kullanip kullanmadiklari, en son hangi mobil uygulamayi kullandiklari, bu
uygulamayi ne kadar siredir ve ne siklikta kullandiklari gibi sorular sorulacaktir. Anketin ikinci bolimiinde ise hipotezlerin testi igin
faydalanilacak 6lgek ifadelerinin yer almasi planlanmaktadir. Cevrim igi anket analizi sonucunda elde edilecek veriler vasitasiyla dlgek
gecerlilik ve glvenilirlik testleri gergeklestirilecek ve ilgili modelde 6ngoriilen iliskiler yapisal esitlik modeli ile test edilecektir. Bu kapsamda,
SPSS ve AMOS programlarindan faydalanilacaktir.

Bulgular- Calisma kapsaminda, musteri vatandaghk davranisinin mobil yemek siparisi verme uygulamalari baglaminda agiga g¢ikmasini
kesfetmek tizere bir model 6nerisi sunulmustur. Bu model 6nerisinde, bir baslangi¢ noktasi olarak bu uygulamalardaki musteri deneyimine
odaklanilmistir. Bu kavramsal modelde musteri deneyimi boyutlari; egitim, eglence, kagis ve estetik faktorleri ile ele alinmistir. Bu deneyim
faktorlerinin miisteri memnuniyeti ile olumlu yénde iliskisi oldugu tahmin edilmekte; deneyimden duyulan memnuniyetin de marka bagliligi
ve mobil uygulama baghhgini olumlu yoénde etkileyecegi 6ngorilmektedir. Bu iki yonli misteri bagliliginin, nihayetinde, ilgili mobil
uygulamaya ve restoran markasina ydnelik miisteri vatandaslik davranisi ortaya cikaracag diisiiniilmektedir. Onerilen model vasitasiyla
sunulan 6nermelerin test edilmesi sonucunda, isletmelerin rekabet avantaji elde edebilmeleri adina faydali bulgular elde edilecegine
inaniimaktadir.

Sonug- Onerilen model hem restoran/cafe gibi servis isletmelerine hem mobil uygulama gelistiricilerine hem de miisteri vatandaslik davranisi
arastirmacilarina 6nemli katkilar sunacaktir. Deneyimin boyutlarinin memnuniyet ile iliskisinin tespiti sonucu elde edilecek veriler giderek
zorlasan rekabet ortaminda ilgili sektorde yapilacak diizenlemeler ve iyilestirmelere katki saglayacaktir. Yasadigi deneyimden memnun olan
miusterilerin markaya ve/veya mobil uygulamaya olan bagliliginin anlagilmasi ise, musteri ile isletme arasinda uzun sureli iliskinin kurulmasi
ve bu iligkinin stirdurdlebilir kiinmasinin bir yolunu géstermektedir. Calisma ayni zamanda, yemek siparisi verme uygulamalarini kullanan
isletmelerin faaliyet gosterdigi endustrilere, gevrim igi satin almanin yeni potansiyel pazarlarindan yararlanma, g¢evrim igi hizmet igin
iyilestirme stratejisi edinme ve yeni yatirim kararlari alma konusunda katki saglayacaktir. Ek olarak bu ¢alisma, son zamanlarda artan bir ilgiye
sahip olsa da hakkinda heniiz yogunluklu literatiir galismasi bulunmayan ve dijital baglamda 6nemi giderek artan mobil yemek siparisi
uygulamalari ve misteri vatandaslik davranigsi literatirlerinin genisletilmesi ile pazarlama ve tiiketici davranisi alanlarina katki saglayacaktir.
Onerilen model kapsamindaki degiskenlere dikkat cekmesi, aralarindaki iligkilerin incelenmesi ve gelecekte gerceklestirilecek ilgili testlerle
elde edilecek bulgular vasitasiyla galismanin katkilarinin devam etmesi beklenmektedir.

Anahtar Kelimeler: misteri vatandaslik davranisgi, musteri deneyimi, memnuniyet, baghlk, mobil yemek siparisi uygulamalari.
JEL Kodlari: M10, M30, M31
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