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Sosyal medya aglarinin gelismesi ve insanlarin ihtiyaglarinin gesitlenmesi insanlarin sosyal
medyaya olan ilgisini de artirmistir. Hemen hemen her ihtiyacta oldugu gibi insanlar yeme
igme ihtiyaglarini gidermek amaciyla da sosyal medyadan faydalanarak restoran tercihlerini
belirlemeye baglamiglardir. Bu nedenle restoranlarin imaji ile ilgili sosyal medyada yer alan
bilgiler miisteri davraniglari lizerinde olumlu veya olumsuz yonde etkili olabilmektedir. Bu
calismanin amact Kapadokya bolgesindeki restoranlarin sosyal medyadaki imajini
belirlemektir. Bu amagla TripAdvisor’daki yerli ve yabanci turistlerin restoranlar
hakkindaki yorumlart igerik analizi yontemi ile incelenmistir. Arastirma sonuglarina gore
restoranin yemek kalitesi, personel davranislari, i¢ tasarimi ve dizayni en fazla olumlu
yoruma sahip degigkenler olarak belirlenmistir. Ayrica yabanci kullanicilarin yerli
kullanicilara gére daha fazla olumlu yorum yaptigi ve restoranlara daha fazla puan verdigi
belirlenmistir. Genel olarak restoran imajina yonelik degiskenlerin ¢ok iyinin iizerinde
degerlendirilmistir. Calismada restoranlara ve isletmelerin sosyal medya kullanimina iligskin
Oneriler sunulmustur.
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The development of social media networks and the diversification of individuals’ needs
have increased the interest in social media. As is the case with almost every need,
individuals have started to utilize social media to decide on restaurant preferences to meet
their basic need for food and drink. Therefore, the information on the images of restaurants
on social media may impose a positive or negative effect on customer behavior. The aim
of this study is to identify the social media images of restaurants in Cappadocia. For this
purpose, the Tripadvisor reviews of local and foreign tourists about restaurants were
examined via the content analysis method. According to the research results, the food
quality, behaviors of staff, interior design and decoration of the restaurant were identified
to be the variables recording the highest number of positive reviews. In addition, it was
revealed that foreign users posted more positive reviews and rated the restaurants higher
than local users. In general, the variables related to the restaurant image on social media
were rated higher than “very good”. In addition, the present study provides
recommendations on the use of social media by restaurants and businesses.
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