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Makale Gecmisi Oz

Gonderim Tarihi: 23.02.2022 Sosyal medya giintimiizde bir¢ok alanda oldugu gibi turizm alaninda da kullanilmakta ve
bu kullanim neticesinde biiyiik miktarda veri agiga ¢ikmaktadir. Bu veriler hem turizm

Kabul Tarihi: 25.03.2022 tiiketicileri i¢in hem de turizm ydneticileri i¢in yararl bilgiler icermektedirler. Ancak sosyal

medya paylasimlarinin farkli tiirlerde veriler igermesi bu verileri analiz etmeyi ve verilerden
anlaml bilgiler elde etmeyi zorlastirmaktadir. Bu bilgi kesfi siireci ig¢in geleneksel analiz
yontemlerinin 6tesinde yontemlere ihtiya¢ duyulmaktadir. Bu ¢alismada turistlerin ziyaret
Sosyal medya ettikleri yerlere iliskin sosyal medya ortaminda paylastiklar1 yorumlar ve fotograflar
iizerinde duygu durumu tespiti yapmak amaglanmigtir. Duygu durumu tespiti i¢in metin
verileri tizerinde destek vektor makineleri algoritmasi, fotograf verilerinde ise evrigimli sinir
Duygu analizi aglart kullanilmistir. Calismada ele alinan verilerin analizi i¢in duygu analizi, konu
modelleme analizi, trend analizi ve korelasyon analizi kullanilmistir. Gergeklestirilen
analizler neticesinde ¢aligmanin uygulama alanimmi ziyaret eden ziyaretcilerin duygu
Trend analizi durumlar1, duygu durumlarinin zamana gore degisimi, memnun olduklar1 ve memnun
olmadiklar1 konular tespit edilmis, elde edilen bulgular yol ve hava durumu gibi digsal
verilerle iligkilendirerek dogrulanmigtir. Bu ¢alisma ile turizm isletmesi yoneticileri ve
politika gelistiricilere O6rnek bir g¢alisma yaninda bir degerlendirme yaklagimi da
sunulmustur.
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Keywords Abstract

Today, as in many fields, social media is also used in tourism. This produce a large amount
of data which is also called big data. These data contain useful information for both tourism
Artificial intelligence consumers and tourism managers. However, the fact that social media posts contain
different types of data makes it difficult to analyze these data and to obtain meaningful
information from the data. Methods beyond traditional data analysis approaches are needed
Topic modeling for this knowledge discovery process. This study, it is aimed to determine the mood on the
comments and photos shared by the tourists on social media about the places they visited.
For mood detection, a support vector machines algorithm was used on text data and
convolutional neural networks were used on photographic data. As a result of the analyzes
carried out, the emotional states of the visitors who visited the application area of the study,
o the change of their moods according to time, the subjects they were satisfied and dissatisfied
Makalenin Tiri were determined, and the findings were verified by associating them with external data such
as road and weather conditions. Sentiment analysis, subject modeling analysis, trend
analysis and correlation analysis were used for analysis. With the study, an evaluation
approach was presented to tourism business managers and policy developers as well as an
exemplary study.
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