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Abstract

This study aimed to examine digital consumer reviews for Komagene, Maydanoz Doner, and Popeyes across
fourteen selected provinces representing Turkey’s seven geographical regions, using a sentiment analysis
approach, in order to reveal regional differences in consumer satisfaction. Positive and negative reviews were
systematically classified using MAXQDA and Excel, and regional consumer satisfaction was analyzed across
multiple dimensions. The findings indicated that Komagene achieved higher positive review rates in the Central
Anatolia and Marmara regions, while Maydanoz Doner demonstrated strong positive performance in the Black
Sea and Eastern Anatolia regions, primarily driven by service quality and satisfaction-focused feedback. Popeyes,
on the other hand, exhibited low positive and high negative review rates in most regions, with negative feedback
largely associated with service issues and dissatisfaction. Regional analysis highlighted significant differences
between brands and across regions, showing that positive feedback centered on satisfaction and service quality,
versus negative feedback focused on service problems and dissatisfaction, played a key role in shaping the brands’
strategic positioning. The study is the first to conduct a comprehensive digital review analysis covering all
geographical regions of Turkey for these three brands, providing insights for businesses to develop region-specific
strategies and contributing a unique regional perspective to the literature.
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Bu arastirma, Komagene, Maydanoz Déner ve Popeyes markalarina ait dijital tiiketici yorumlarni, Tiirkiye nin
vedi cografi bélgesinden secilen on dort il ozelinde duygu analizi yontemiyle inceleyerek, tiiketici memnuniyetinin
bolgesel farkliliklarint kapsaml bir sekilde ortaya koymayr hedeflemistir. Caltsmada MAXQDA ve Excel araglart
kullanmlarak olumlu ve olumsuz yorumlar sistematik bicimde ayristirilmis, bélgesel tiiketici memnuniyeti farkl
boyutlariyla detayli olarak degerlendirilmistir. Bulgular, Komagene nin I¢ Anadolu ve Marmara bélgelerinde
yiiksek olumlu yorum oranlart ile one ¢iktigini, Maydanoz Déner’in Karadeniz ve Dogu Anadolu bélgelerinde
hizmet kalitesi ve memnuniyet odakli olumlu performans sergiledigini géstermistir. Popeyes ise ¢ogu bélgede
diistik olumlu ve yiiksek olumsuz yorum oranlari ile geri planda kalmis, olumsuz yorumlar agirlikli olarak hizmet
sorunlart ve memnuniyetsizlikten kaynaklanmistir. Bolgesel analiz, markalar arasinda ve bélgeler arasinda
belirgin farkhiliklar ortaya koymug, memnuniyet ve hizmet kalitesi odakli olumlu geri bildirimler ile hizmet sorunu
ve memnuniyetsizlik odakli olumsuz yorumlarin markalarin stratejik konumlarin etkiledigini gostermistir.
Arastirma, Tiirkiye genelinde tiim cografi bélgeleri kapsayan ve soz konusu ii¢ markayt ele alan ilk dijital yorum

Onerilen Atif /Suggested Citation
Karatas, 1.A., 2025, Examining Regional Satisfaction Differences through Sentiment Analysis of Digital
Consumer Reviews, Uciincii Sektor Sosyal Ekonomi Dergisi, 60(4), 3976-3996.



http://dx.doi.org/10.63556/tisej.2025.1649
mailto:ibrahimatillakaratas@gmail.com
https://orcid.org/0000-0003-4483-0244

Karatas, I.A., 3976-3996

analizine dayanan ¢alisma olma ozelligi tasimakta olup, isletmelere strateji gelistirme imkdni sunarken, literatiire
ozgiin bir bolgesel perspektif kazandirmaktadir.

Anahtar Kelime: Dijital Tiiketici, Tiiketici Davraniglar:, Memnuniyet, Duygu Analizi, Tiiketici Yorumlari
1. Introduction

Digital consumer reviews refer to the opinions shared by consumers on company websites or third-party
platforms after purchasing a product or service. These reviews directly reflect consumers’ satisfaction
levels with products and play a significant role in other users’ information acquisition and decision-
making processes (Liu et al., 2021).

Over the past twenty years, the rapid development of social media and user-generated content platforms
has made online reviews a reliable and indispensable source of information in consumer decision-
making processes. Research indicates that most consumers trust these reviews, online consumer data are
considered more reliable than company-provided information, and digital reviews directly influence
online purchase intentions (Saleem et al., 2022). Additionally, digital reviews reduce uncertainty, lower
transaction costs, and shape consumer preferences. With their user-friendly structures, flexible content
formats, and high expressive power, digital reviews function as a cost-free “sales assistant” within the
marketing communication mix (Qiu & Zhang, 2024).

User-generated content related to products can generally affect businesses’ demand, sales volume, and
financial performance (Chevalier & Mayzlin, 2006; Onishi & Manchanda, 2012). With the widespread
adoption of e-commerce and the development of global markets, researchers have begun to
comparatively examine online shopping preferences of consumers across different cultural contexts. In
this process, individuals’ personalities and behaviors are shaped by the cultural values of their
environment, which in turn significantly influence consumer behavior (Seongseop Kim & McKercher,
2011; Muradi & Akbiyik, 2020; Wu, 2011).

The aim of this study is to examine consumer reviews from digital platforms of fourteen selected
provinces across Turkey’s seven geographical regions using sentiment analysis, thereby revealing
regional differences in consumer satisfaction. The study evaluates digital consumer reviews from
different geographical regions using MAXQDA and other analytical tools (Excel) to uncover regional
variations in consumer satisfaction and to provide the literature with a unique regional perspective.

Online reviews play a critical role in reducing the uncertainties faced by consumers during their
decision-making processes. In this regard, Hu et al. (2014) emphasize that online reviews not only
provide information but also reduce uncertainties in decision-making and perceived risks; this approach
directly supports the aim of the study to investigate consumer satisfaction and regional differences
through digital reviews.

It should be highlighted that, to date, no study in the literature has examined consumer satisfaction
through digital reviews encompassing all geographical regions of Turkey. Accordingly, this research is
expected to contribute to the development of strategies that enhance consumer satisfaction by
considering regional differences and to provide a novel perspective to the literature.

2. Literature Review
2.1. Digital Consumer Reviews and Their Importance

Digital consumer reviews represent the informal sharing of information and opinions about products,
services, or businesses among consumers, occurring in digital environments (Racherla & Friske, 2012).
The literature indicates that, compared to traditional marketing tools such as personal selling and
advertising, digital consumer reviews generate higher promotional impact, increase awareness among
consumers, and significantly influence decision-making processes (Abubakar & Ilkan, 2016), product
sales volumes (Hu et al., 2008; Yeap et al., 2014), business performance indicators (Salehan & Kim,
2016; Xie et al., 2014), and consumer satisfaction (Ahani et al., 2019).

The global COVID-19 pandemic, by imposing restrictions on physical retail shopping, redirected
consumers to online channels, thereby increasing both the number and strategic importance of feedback
shared on digital platforms. In this context, digital consumer reviews provide spontaneous, unbiased,
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and more comprehensive data that are less prone to sampling bias compared to traditional surveys, and
they are not influenced by artificial effects of laboratory settings (Schuckert et al., 2015; Watson & Wu,
2022). Supporting this perspective, Godes and Mayzlin (2004) demonstrated that online conversations
serve as a strong predictor of product and brand performance, highlighting that electronic word-of-
mouth (eWOM) functions not only as a medium for opinion sharing but also as a critical signal for
marketing strategy development.

With technological advancements and the diversification of services, the ease of using digital sharing
systems and the perceived value of such systems have gained increased significance (Ruiz-Alba et al.,
2022). Digital reviews play a decisive role in consumer decision-making and are associated with
cognitive and relational resources in the formation of social capital (\VValenzuela et al., 2009). Users
establish strong social connections through shared interests and language on digital platforms, and
digital reviews serve three main functions: opinion sharing, information seeking, and information
dissemination. Individuals simultaneously perform the roles of opinion leader, information seeker, and
information disseminator (Chu & Kim, 2011).

Furthermore, the perceived credibility of review messages is linked to dimensions such as informative
content and persuasive power (Fang, 2014), as well as message integrity (Yan et al., 2016); as consumer-
platform interaction increases, perceptions of reliability and quality also rise (Pefia-Garcia et al., 2024).
Digital consumer reviews enable businesses to enhance satisfaction and improve consumer
relationships, thereby providing a competitive advantage. Digitization and data analytics increase
efficiency in consumer services and play a critical role in satisfaction formation. Chatbots and Al-based
solutions offer rapid and continuous support, while digital reviews allow businesses to evaluate feedback
in real time. Consequently, consumer satisfaction strengthens, loyalty increases, and firms’
competitiveness and sustainability are supported (Brunner et al., 2025).

Online reviews not only improve consumer experience but also function as a strategic data source that
shapes brand perception and contributes to the development of marketing strategies (Tirunillai & Tellis,
2014). The literature on digital consumer reviews further demonstrates their impact on consumer
behavior. Guo et al. (2022) found that expert reviews tend to dominate over consumer reviews in conflict
situations, and the source of the review plays a decisive role in shaping consumer preferences. Li et al.
(2021) examined how different review formats (text, visual, video) affect consumer perception and
purchase intention, noting that richer content formats enhance engagement and strengthen the decision-
making process. Wu et al. (2020) emphasized that positive evaluations reinforce consumer trust, reduce
perceived risk, and consequently increase the likelihood of purchase.

Additionally, Abubakar & Ilkan (2016) noted that consumers’ sharing of opinions about products or
services on digital platforms significantly influences other consumers’ decision-making processes.
Ketelaar et al. (2015) demonstrated that highly knowledgeable consumers evaluate online reviews
differently than inexperienced users, and consumer expertise shapes perceived value. Moe & Schweidel
(2012) found that consumers are more likely to share their opinions following extremely positive or
negative experiences, whereas Cui et al. (2012) and Papathanassis & Knolle (2011) indicated that
negative reviews receive more attention than positive ones. Ozalp & Gékcek (2023) highlighted that
negative digital consumer reviews affect purchase intentions, while Liao et al. (2021) observed that
when perceived risks significantly influence consumer behavior, consumers tend to seek negative
information to reduce risks, distrust, and cognitive dissonance.

In addition, regional and cultural differences play a decisive role in customer satisfaction and the
sentiment distribution of online reviews in the restaurant sector. Yalcinkaya and Just (2023) analyzed
Google reviews of local and chain restaurants using multilevel models, showing that local restaurants
exhibit less polarized sentiment tendencies and that service quality has a more pronounced impact on
customer satisfaction. Nakayama and Wan (2019) compared English and Japanese reviews of Japanese
restaurants, demonstrating that cultural differences significantly influence review content and sentiment
distribution. Sean and Lee (2025) examined the geographic clustering of ethnic restaurants, finding that
restaurants with lower sentiment tendencies form stronger clusters. Additionally, Rahman et al. (2025)
analyzed multilingual reviews and showed that cultural differences affect review content and sentiment
distribution, while culturally adapted models improve the accuracy of sentiment analysis. Collectively,

3978



Karatas, I.A., 3976-3996

these studies provide a methodological and empirical framework for understanding sentiment patterns
in restaurant reviews across different regions and for conducting regional comparisons.

Finally, Eslami et al. (2018) demonstrated that when the variability of review scores is taken into
account, positive reviews exert a stronger and more statistically significant impact on sales performance.

2.2. Measuring Consumer Satisfaction Through Sentiment Analysis

Understanding consumer satisfaction has become increasingly critical in today’s marketing and e-
commerce environments. In this context, consumer satisfaction refers to the extent to which purchased
products or services meet expectations, emerging from the evaluation of the gap between pre-
consumption expectations and post-consumption perceived performance (Gelashvili et al., 2024).
Online reviews and feedback play a significant role in this evaluation process. Online assessments are
employed within the framework of big data analytics to enhance product sales, consumer behavior, and
customer satisfaction (Chong et al., 2017; Zhao et al., 2019), serving as a critical information source in
consumers’ decision-making processes.

Emotions encompass consumers’ feelings; intense negative emotions such as frustration and anger, as
well as strong positive emotions such as satisfaction or excitement, can be considered within this scope
(Geetha et al., 2017). The sentiment polarity in online reviews reflects the intensity of positive or
negative emotions expressed by users when writing their comments. High polarity values indicate the
presence of strong positive emotions. Consequently, positive emotions contribute to customer
satisfaction by enhancing the perceived quality of products and services, whereas negative emotions
signal customer dissatisfaction (Dai et al., 2015).

Several studies in Turkey have examined sentiment analysis and consumer reviews. Kiliger and Saml
(2023) applied eight different machine learning algorithms to Turkish product reviews on e-commerce
sites, analyzing a dataset of 11,412 reviews, and found that the Naive Bayes Multinomial (NBM) and
Randomizable Filtered Classifier (RO) algorithms achieved particularly high accuracy. Their study
simultaneously examined three sentiment dimensions (positive, negative, neutral). Yilmaz and Adali
(2024) analyzed customer reviews on an e-commerce platform using text mining and sentiment analysis
methods; their dataset comprised 15,000 reviews, which were classified as positive, negative, or neutral,
with customer satisfaction particularly prominent in product quality, delivery time, and customer service
dimensions. Tuzcu (2020) reported that the MLP and LR algorithms performed well for sentiment
classification of Turkish user reviews, using a dataset of 1,400 reviews, with DVM showing strong
performance for positive reviews and NB for negative reviews. Collectively, these studies demonstrate
that quantitative methods and sufficiently large datasets are effectively employed in sentiment analysis
in Turkey, revealing the key determinants of customer satisfaction.

These analyses indicate that sentiment analysis studies on Turkish datasets remain limited, and the
unique structure of the language increases classification challenges. Koruyan (2025) analyzed
multilingual online customer reviews using zero-shot text classification, evaluating restaurant customer
satisfaction across food, service, environment, and price dimensions. The analyses revealed the positive
and negative sentiment distributions of reviews and demonstrated that the method allows managers to
identify strengths and weaknesses and understand customer sentiment trends. Similarly, Ozen (2021)
evaluated reviews of eight restaurants in Gaziantep from foreign tourists using sentiment analysis,
finding that tourists expressed positive emotions regarding food taste and restaurant environment, and
negative emotions regarding price and crowding. Per¢in & Cay (2025) analyzed negative reviews of
local restaurants in Konya on TripAdvisor using sentiment and thematic content analysis, revealing that
customers frequently expressed negative sentiments related to food and beverages, prices, and staff.
Collectively, these studies show that while digital reviews have been analyzed through sentiment
analysis, they have either been evaluated at a general level or focused on specific regions.

Literature indicates that research on sentiment analysis is still evolving, with growing attention being
paid to the emotional dimensions of online consumer reviews (Zhang et al., 2023). In this context, Davari
et al. (2022) emphasize that the dynamic relationship between online reviews and emotions should be
explored in greater depth. Building on this perspective, the present study analyzes digital consumer
reviews for Komagene, Maydanoz Doner, and Popeyes across fourteen provinces representing Turkey’s
seven geographical regions to uncover regional differences. By addressing the emotional aspects of
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online feedback through sentiment analysis, this research is expected to provide a novel perspective on
regional dynamics of consumer satisfaction and offer significant contributions to the literature regarding
the emotional dimensions of digital brand evaluations.

3. Method
3.1. Research Design

The aim of this study is to reveal regional differences in consumer satisfaction by analysing consumer
reviews on digital platforms in fourteen provinces selected from seven geographical regions of Turkey
using sentiment analysis methods. This study was designed within a qualitative research approach. Since
the research aims to examine consumer satisfaction through digital reviews and to reveal sentiment
analysis differences across Turkey’s seven geographical regions, both sentiment analysis and content
analysis methods were employed. The qualitative approach was preferred as it allows for an in-depth
understanding of participants’ experiences and perceptions (Creswell & Poth, 2016). This method is
particularly effective in revealing thematic and structural differences in consumer satisfaction and
emotional tone analyses. For this study, digital consumer reviews were utilised as publicly available
data, and therefore no approval from an ethics committee was required.

The study seeks to answer the following questions:

1-What is the overall level of consumer satisfaction in reviews collected from digital platforms?
2-What are the consumer satisfaction themes emerging at the regional level?

3-How do consumer satisfaction sentiments differ across regions?

4-In which dimensions of consumer satisfaction do these regional themes differ?

3.2. Data Collection Process

The data collection process was conducted by selecting the two most populous cities from each of
Turkey’s seven geographical regions. City selection was based on data from the Turkish Statistical
Institute (TUIK, 2024). The digital data sources focused on in this research are consumer reviews for
Komagene, Popeyes, and Maydanoz Doner brands operating nationwide. These brands were specifically
selected because their branches are widely distributed across Turkey, ensuring a sufficient number of
consumer reviews from all regions. This widespread presence enables the creation of a robust dataset
for regional sentiment analysis. Moreover, although all three operate within the food industry, their
products differ substantially—Cig Kofte, Doner, and Western-style fast food—allowing an in-depth
exploration of how consumer evaluations may vary depending on product characteristics and cultural
familiarity.

Data were collected via the Google Maps platform by randomly selecting branches of the brands in the
relevant cities between July 20 and 30, 2025. For each city, the number of reviews to be collected was
determined based on population size to create a representative and balanced dataset. The sample size
was calculated as follows: for cities with a population up to 1 million, 20 reviews per brand were
collected; for each additional 1 million in population, 10 additional reviews were added; for cities with
a population above 0.5 million, the number was rounded up to the next whole number. Although no
direct precedent exists in the literature for the specific sampling rule applied in this study (i.e., 20 reviews
for cities with up to 1 million inhabitants, with an additional 10 reviews for each subsequent million),
proportional and stratified sampling approaches based on population distribution are commonly
employed in regional research (Chakraborty et al., 2022; Rahim et al., 2021). Accordingly, the scaling
rule adopted in this study is methodologically inspired by these proportional sampling practices in the
literature and has been adapted to reflect the regional distribution of online review volumes.

In data analysis, each review was classified as positive, negative, or neutral, and these classifications
were subsequently evaluated as percentages. The percentage evaluation method enhances the
comparability of data collected from cities of different sizes and makes the analysis results more
meaningful. This method also strengthens the representativeness of the data and supports
generalizability. Accordingly, 170 reviews from Istanbul and 40 from Bursa were collected in the
Marmara Region, and 70 from Ankara and 30 from Konya in the Central Anatolia Region. Similar
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reviews for three brands operating in 14 cities across seven geographical regions Table 1.

Table 1. Regional and Provincial Distribution of Digital Consumer Reviews for Komagene,

Maydanoz Doner, and Popeyes

Region Most Population Number of Total Reviews for
Populous Reviews per Three Brands per
Province Brand per Region
Province

Marmara Istanbul 15.701 602 170 630
Marmara Bursa 3.238 618 40

Central Anatolia Ankara 5.864 049 70 300
Central Anatolia Konya 2.330 024 30

Aegean [zmir 4. 493 242 50 210
Aegean Manisa 1.475 353 20

Mediterranean Antalya 2.722 103 40 210
Mediterranean Adana 2.280 484 30

Black Sea Samsun 1.382 376 20 120

Black Sea Trabzon 822 270 20

Eastern Anatolia Van 1.118 087 20 120
Eastern Anatolia Malatya 750 491 20

Southeastern Anatolia | Gaziantep 2.193 363 30 180
Southeastern Anatolia | Sanli Urfa 2.237 745 30

Total  Across  All 1770
Regions

The data presented in Table 1 were collected using an automated data extraction (scraper) method from
consumer reviews of brand branches on Google Maps. Only reviews provided by users were considered,
while advertisements, spam, or artificial content were removed from the dataset. Before analysis, the
collected digital reviews were cleaned of unnecessary characters and repeated expressions, while
maintaining linguistic and semantic integrity. The reviews were prepared for coding in terms of negative
and positive sentiment intensity as well as thematic content. This process created a thematic and
sentiment-based dataset suitable for analysis in MAXQDA.

3.3. Data Analysis

During the data analysis phase, digital reviews were examined using a sentiment analysis approach, and
main codes (positive, negative, neutral) were determined based on the emotions expressed in the texts.
Each main code was further classified according to relevant sub-codes (satisfaction, service quality,
taste; service issues, product issues, hygiene issues, dissatisfaction; experience sharing, informative
feedback). Content analysis was adopted as the methodological framework. Initially, the reviews were
read repeatedly to identify units of meaning, which were then categorized under main and sub-codes
(Mayring, 2014; Krippendorff, 2018). Both inductive and deductive coding techniques were employed,
allowing the inclusion of both themes identified in the literature and new sub-codes emerging from the
data.

In the sentiment identification process, commonly used content analysis methods were applied to
determine the tone of the reviews (Geetha et al., 2017; Hsieh & Shannon, 2005). Reviews were
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categorized into three main groups: positive (expressions of satisfaction), negative (complaints or
problem reporting), and neutral (informational or experience-sharing statements). During the coding
process, main and sub-codes were linked to the identified sentiment tones for analysis. Detailed
information on the coding process is presented in Table 2.

Table 2. Main Codes, Subcodes, and Relevant Sources

Main Code Subcode Examples References
(Sentiment)
Positive Satisfaction, Service Quality, Taste Geetha et al., 2017
Negative Service lIssue, Product Issue, Hygiene | Hsieh &  Shannon, 2005;
Issue, Dissatisfaction Abubakar & Ilkan, 2016
Neutral Experience Sharing, Information Kuckartz, 2014; Creswell & Poth,
2016

During the analysis process, the coding and interpretations were verified by an independent researcher,
and inter-coder reliability testing was conducted. This procedure aimed to enhance the validity and
reliability of the findings (Creswell & Poth, 2016).

4. Findings

4.1. Sentiment Analysis Results of Consumer Satisfaction for Komagene, Maydanoz Doner, and
Popeyes Across Turkey

Firstly, the most frequently occurring words in consumer reviews were identified using a word cloud
analysis conducted with the MAXQDA software, and the results are visualized in Figure 1.
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Figure 1: Word Cloud Visualisation

The word cloud analysis conducted using MAXQDA revealed that the most frequently mentioned term
in consumer reviews was “beautiful” (f = 420), indicating that aesthetic appeal or presentation played a
central role in consumers’ positive evaluations. This was followed by words such as “order” (f = 260)
and “service” (f = 248), suggesting that the ordering process and the quality of service were also key
aspects shaping customer experiences. Additionally, the frequent occurrence of terms like “good” (f =
244), “bad” (f = 242), “friendly” (f = 238), and “delicious” (f = 238) reflects a balanced mix of positive
and negative sentiments, emphasizing that both product taste and staff behavior significantly influenced
overall satisfaction. Subsequently, a general assessment of digital consumer reviews for Komagene,
Maydanoz Doner, and Popeyes was conducted, and the results are presented in Table 3.
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Table 3. Analysis Results of Nationwide Digital Consumer Reviews for Komagene, Maydanoz
Doner and Popeyes

Sentiment Category / Main Code Subcode / Theme | Frequency (f) | Percentage (%)
Positive (n=890 / 50.3%) Satisfaction 578 32.7
Service Quality 163 9.2
Taste 148 8.4
Total Positive 890 50.3
Negative (n=842 / 47.6%) Dissatisfaction 266 15.0
Service Issue 392 22.1
Product Issue 184 10.4
Hygiene Issue 13 0.7
Total Negative 842 47.6
Neutral (n=28 / 1.6%) Experience Sharing 18 1.0
Information 8 0.5
Total Neutral 28 1.6
Grand Total 1770 100

A total of 1,770 consumer reviews for three different brands (Komagene, Maydanoz Doner, and
Popeyes) across seven geographical regions in Turkey were evaluated within the scope of content
analysis. The findings indicate that positive expressions (50.3%) slightly outnumber negative
expressions (47.6%) in the sentiment distribution of the reviews. Neutral expressions remained
relatively low (1.6%). Among positive evaluations, the most prominent theme was satisfaction (32.7%).
Additionally, service quality (9.2%) and taste (8.4%) emerged as key dimensions reinforcing consumer
satisfaction. In the negative evaluations, service-related issues accounted for the highest proportion
(22.1%), followed by dissatisfaction (15.0%) and product-related issues (10.4%). Hygiene issues (0.7%)
were mentioned relatively infrequently, indicating that consumer dissatisfaction primarily stems from
service processes. Following the nationwide analysis, regional analyses for Komagene, Maydanoz
Doner, and Popeyes were conducted, and the results are presented in Table 4.

Table 4. Analysis Results of Digital Consumer Reviews by Region for Komagene, Maydanoz
Doner and Popeyes
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The analysis results presented in Table 4 reveal that consumer experiences vary at the regional level.
Although digital consumer reviews across Turkey’s seven geographical regions show regional
differences, they also highlight some common themes. Negative reviews generally focus on service-
related issues and dissatisfaction, with particularly high proportions in the Southeastern Anatolia and
Eastern Anatolia regions (58.3%—-69.4%). Positive reviews, on the other hand, predominantly emphasize
satisfaction and, to a lesser extent, service quality or taste, with higher positive evaluations observed in
the Central Anatolia, Marmara, and Black Sea regions (54.8%-56.0%). The findings indicate that
service quality plays a critical role in consumer experiences across all regions and is a decisive factor in
both positive and negative reviews. Despite regional variations, the continuity of consumer satisfaction
largely depends on service quality. According to the analysis, the highest negative experience was
observed in the Southeastern Anatolia Region (69.4% negative), whereas the highest positive experience
rates were found in the Central Anatolia (56.0%) and Black Sea (55.0%) regions. Following the general
assessment of consumer reviews for Komagene, Maydanoz Ddner, and Popeyes across the seven
regions, the reviews for each brand operating in each region were evaluated separately based on main
and sub-codes. The analysis results for Turkey’s seven regions are presented below. First, the analysis
resuts for the Southeastern Anatolia Region are shown in Table 5.

Table 5. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doéner and
Popeyes in Southeastern Anatolia
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Examining the consumer reviews for the Southeastern Anatolia Region in Table 5, the positive
evaluation rates for Komagene and Maydanoz Doner are limited (around 20%), whereas Popeyes shows
a considerably low positive rate (2%). Among the positive sub-codes, Komagene stands out particularly
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for satisfaction, while service quality is the dominant feature for Maydanoz Déner. In negative reviews,
Popeyes is prominent, especially in the sub-codes of service issues and dissatisfaction. Neutral reviews
are negligible across all brands. Overall, Komagene exhibits a relatively balanced positive-negative
profile, whereas Popeyes is overshadowed by service-related negative feedback. The analysis results for
the Eastern Anatolia Region are presented in Table 6.

Table 6. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doéner and
Popeyes in Eastern Anatolia
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In Table 6, the positive evaluations for Komagene and Maydanoz Déner in the Eastern Anatolia Region
are around 17%, while Popeyes remains significantly lower at 5%. Positive reviews for Komagene and
Maydanoz Doner primarily focus on satisfaction and service quality. In negative reviews, Popeyes is
dominant, with service issues, product issues, and hygiene problems being particularly prominent.
Neutral reviews are limited. In terms of consumer satisfaction in this region, Komagene and Maydanoz
Doner perform better, whereas Popeyes lags behind due to deficiencies in service and products.The
analysis results for the Mediterranean Region are presented in Table 7.

Table 7. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doéner and
Popeyes in the Mediterranean Region
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In Table 7, in the Mediterranean Region, Komagene and Popeyes stand out with approximately 20%
positive reviews, whereas Maydanoz Doner receives a lower positive evaluation at 11%. Among the
positive sub-codes, satisfaction and taste are prominent for Komagene, while satisfaction dominates for
Popeyes. Negative reviews are at an average level (7-8%), mainly focusing on service issues and
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dissatisfaction. In this region, Komagene demonstrates a stronger consumer satisfaction profile, while
Maydanoz Doner lags behind in terms of positive review rates. The analysis results for the Aegean
Region are presented in Table 8.

Table 8. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doéner and
Popeyes in the Aegean Region
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In Table 8, in the Aegean Region, Komagene (18%) and Maydanoz Doner (17%) show similar positive
review rates, while Popeyes has a lower positive rate at 13%. Positive reviews mainly emphasize
satisfaction and service quality, whereas negative reviews are primarily shaped by service issues and
dissatisfaction sub-codes. Neutral reviews are negligible. Overall, Komagene and Maydanoz Doéner
demonstrate a balanced profile in terms of regional satisfaction, while Popeyes lags behind due to
negative service feedback. The analysis results for the Central Anatolia Region are presented in Table
9.

Table 9. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doéner and
Popeyes in Central Anatolia
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In Table 9, in the Central Anatolia Region, Komagene stands out with a high positive review rate of
30%, with satisfaction being the dominant positive sub-code. Maydanoz Déner ranks second with 16%,
while Popeyes shows a lower positive rate of 10%. In negative reviews, Popeyes is notable at 11%,
mainly due to service issues and dissatisfaction sub-codes. Neutral reviews are very few. In terms of
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consumer satisfaction in this region, Komagene leads, whereas Popeyes lags behind due to service and
satisfaction issues. The analysis results for the Marmara Region are presented in Table 10.

Table 10. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doner and
Popeyes in the Marmara Region
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According to Table 10, in the Marmara Region, Komagene achieves the highest positive rate at 24%,
with satisfaction being the dominant positive sub-code. Maydanoz Doner ranks second at 17%, while
Popeyes shows a lower positive rate of 13%. Negative reviews are higher for Popeyes at 7%, whereas
the other brands range between 3-5%; the dominant sub-codes are service issues and dissatisfaction.
Overall, Komagene stands out with a positive satisfaction profile, while Popeyes lags behind due to
negative feedback stemming from service and dissatisfaction issues. The analysis results for the Black
Sea Region are presented in Table 11.

Table 11. Analysis Results of Digital Consumer Reviews for Komagene, Maydanoz Doner and
Popeyes in the Black Sea Region
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According to Table 11, in the Black Sea Region, Maydanoz Doner leads with a 29% positive review
rate, followed by Komagene at 23%. Popeyes shows the lowest positive rate at 2%. Positive reviews for
Komagene and Maydanoz Doéner are primarily satisfaction-focused. In negative reviews, Popeyes is
dominant at 29%, particularly due to service issues and dissatisfaction. Neutral reviews are negligible.
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In this context, Maydanoz Doner leads in terms of consumer satisfaction, while Popeyes lags due to
negative service feedback.

Examining digital consumer reviews across Turkey’s seven regions reveals clear differences among
brands and regions. Komagene demonstrates a dominant profile in positive reviews, particularly in
Central Anatolia (30%) and Marmara (24%), highlighting strong consumer satisfaction. Maydanoz
Doner performs positively in the Black Sea (29%) and Eastern Anatolia (17%) regions, standing out
with satisfaction- and service quality-oriented feedback. Popeyes, however, generally exhibits low
positive (%2-20) and high negative review rates (%28-31), with negative feedback mainly stemming
from service issues and dissatisfaction.

Regionally, in Southeastern and Eastern Anatolia, Komagene and Maydanoz Doner lead in positive
reviews, while Popeyes lags due to a predominance of negative feedback. In the Mediterranean and
Aegean regions, Komagene and Popeyes show similar positive performance, although Maydanoz Doner
is more limited in some sub-code dimensions. In Central Anatolia and Marmara, Komagene clearly
leads with a high positive review rate, whereas Maydanoz Ddner dominates in the Black Sea Region.
Across all regions, neutral reviews are minimal and have limited impact on the overall assessment.

Overall, digital reviews are shaped by positive feedback focused on satisfaction and service quality,
while negative reviews emphasizing service issues and dissatisfaction highlight differences among
brands. These findings indicate that consumer satisfaction exhibits regional variation and clearly
illustrate the strategic positions of the brands.

5. Conclusion

According to the findings of this study, digital consumer reviews show significant regional differences.
Negative experiences were particularly prevalent in the Southeast Anatolia Region, where 69.4% of
consumer reviews were reported as negative. Complaints about the service and general dissatisfaction
were common themes. In contrast, positive experiences were most prevalent in the Central Anatolia
(56.0%) and Black Sea (55.0%) regions, where positive feedback centred around satisfaction was
common. Despite these regional differences, the strongest positive theme across all regions was
‘customer satisfaction', while the most common negative theme was service-related issues and
dissatisfaction. These findings suggest that consumer satisfaction is influenced by geographical factors
and that service quality is crucial in maintaining satisfaction levels.

When evaluated by brand and region, Komagene and Maydanoz Doner generally stand out with positive
experiences, while Popeyes lags behind other brands in most regions with low positive and high negative
ratings. For example, Komagene has achieved the highest positive ratings in Central Anatolia and
Marmara, reinforcing consumer satisfaction; Maydanoz Doner, on the other hand, has demonstrated
strong performance focused on satisfaction in the Black Sea and Eastern Anatolia regions. In contrast,
Popeyes has low positive rates of only 10-20% in most regions, coupled with high negative rates of
around 28-31%, with negative feedback primarily centring on service issues and dissatisfaction. This
brand differentiation highlights the necessity for each brand to assess regional consumer needs and
expectations separately and adapt service and quality standards accordingly.

In light of the findings, it is recommended that regionally focused strategies be developed for relevant
public and private sector stakeholders. On the private sector side, restaurant chains and brands should
adapt their service policies by taking into account the distribution of positive and negative themes
emerging in each region. For example, for brands such as Popeyes, which have high complaint rates,
training and quality control programmes should be launched with the aim of improving service quality
and hygiene standards; in the Southeast and Eastern Anatolia, where problems are particularly prevalent,
staff training, process optimisation and inspections should be increased. On the other hand, brands with
positive profiles, such as Komagene and Maydanoz Doéner, should maintain their quality and service
standards in regions where they are strong; in regions where they perform relatively poorly, they should
focus on addressing shortcomings by strengthening customer experience monitoring mechanisms.
Public institutions and local governments can also use consumer reviews on digital platforms to monitor
quality in the service sector; for example, municipalities and relevant ministries can reduce satisfaction
gaps between regions by organising regional training programmes, certification systems, or incentive
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mechanisms to raise service standards. These recommendations can guide stakeholders in making
strategic decisions based on the data and analyses obtained.

The originality of this study lies in the fact that it uses a data set covering all geographical regions of
Turkey to perform regional sentiment analysis on consumer reviews. The findings of this study align
with and extend previous national and international research highlighting the role of regional and
cultural factors in shaping consumer satisfaction and sentiment patterns in the restaurant sector. Similar
to Yalcinkaya and Just (2023), who found that local restaurants display less polarized sentiment and that
service quality strongly affects satisfaction, this study shows that service quality is the primary driver of
both positive and negative reviews across Turkish regions. Nakayama and Wan (2019) demonstrated
that cultural differences influence review content and sentiment, which resonates with the regional
differences observed in the current research, such as higher satisfaction in Central Anatolia and Marmara
compared to lower satisfaction in Southeast Anatolia. The clustering effects observed by Sean and Lee
(2025) and the cultural adaptations discussed by Rahman et al. (2025) further support the notion that
localized consumer expectations and perceptions significantly shape online review sentiment.
Moreover, consistent with Eslami et al. (2018), positive reviews appear to exert a stronger influence on
overall brand perception, highlighting the strategic importance of fostering satisfaction-focused
experiences. Collectively, these comparisons underscore the contribution of the present study by
providing a comprehensive, region-based sentiment analysis across all geographical regions of Turkey,
which is still largely absent in the literature. The findings offer both empirical and practical insights,
emphasizing the necessity for brands to consider regional and cultural dynamics in service quality
management and digital marketing strategies.

In particular, the content analysis conducted using samples from seven geographical regions and the
sentiment tone assessment using the MAXQDA method have provided a regional perspective that has
not been addressed in the literature before. Additionally, the comparison of the digital performance of
different brands across numerous provinces offers a comprehensive perspective that previous studies
have not focused on. In these respects, the research provides a valuable contribution to the literature on
digital marketing and consumer satisfaction.

There are some limitations to this study. Since the analysis is based solely on three restaurant brands
and reviews collected from 14 major cities across Turkey, the findings may be limited in their
generalisability to other sectors and regional scales. The selection of only two provinces in each
geographical region may mean that not all consumer profiles in each region are represented.
Additionally, since sentiment analysis and content coding are qualitative methods, the codes obtained
are dependent on the researcher's interpretation, and there is a potential for subjectivity in this process.
Furthermore, users' demographic characteristics such as age and gender, or their motivations for writing
reviews, were excluded from the analysis; therefore, the effects of these factors on satisfaction should
be addressed in separate studies.

Some suggestions can be made for future research. First, the scope of the analysis can be expanded to
include different sectors and more brands, thereby strengthening the sectoral and geographical
generalisability of the results. In addition, the results can be validated or deepened by comparing the
current content analysis findings with machine learning or deep learning-based methods. By integrating
different data collection methods (e.g., surveys or focus group interviews), multi-dimensional analyses
can be conducted using digital review findings. By examining neutral sentiment-containing comments
and more detailed sub-themes, the nuances of consumer perception can be better understood. Finally,
by planning to repeat similar analyses over time, the effects of seasonality and time-based changes can
be identified, enabling the tracking of changes and trends in consumer behaviour.
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Genisletilmis Ozet

Calismanmin Amaci: Tiirkiye’nin yedi cografi bélgesinden segilen on dort ilin dijital platformlarinda yer
alan tiiketici yorumlarint duygu analizi yontemiyle inceleyerek, tiiketici memnuniyetinin bolgesel
farkliliklarini ortaya koymaktir.

Arastirma Sorulari: Dijital platformlardan toplanan tiiketici yorumlarinda genel tiiketici memnuniyeti
diizeyi nasildir? Bolgesel olarak ortaya c¢ikan tiiketici memnuniyeti temalari nelerdir? Tiiketici
memnuniyeti duygular1 bolgeler arasinda nasil farklilik gostermektedir? Bu bolgesel temalar, tiiketici
memnuniyetinin hangi boyutlarinda farklilik géstermektedir?

Literatiir Arastirmasi: Cevrimi¢i incelemeler, tiiketicilerin karar alma siirecinde belirsizlikleri
azaltmada 6nemli bir rol oynamaktadir. Hu vd., (2014), ¢cevrimigi incelemelerin yalnizca bilgi aktarimi
saglamadigini, ayn1 zamanda algilanan riskleri azalttigini belirtmektedir. Bu durum, aragtirmanin dijital
yorumlar araciligiyla tiiketici memnuniyeti ve bdlgesel farkliliklari inceleme amacimi dogrudan
desteklemektedir. Literatiirde Tiirkiye’nin tiim cografi bolgelerini kapsayan dijital yorum temelli bir
memnuniyet ¢alismasina rastlanmamistir. Bu yoniiyle arastirmanin, isletmelerin bolgesel farkliliklart
dikkate alarak tiiketici memnuniyetini artiracak stratejiler gelistirmesine ve literatiire 6zgiin bir katki
sunmasina olanak saglamasi beklenmektedir.

Dijital tiiketici yorumlari, tiiketiciler arasinda iiriinler, hizmetler veya isletmeler hakkinda yapilan resmi
olmayan bilgi ve goriis paylagimlarinin dijital ortamda gergeklesen bigimlerini temsil etmektedir
(Racherla & Friske, 2012). Literatiirde, dijital tiiketici yorumlarinin geleneksel pazarlama araglarina
(6rnegin kisisel satis ve reklam) kiyasla daha yiiksek diizeyde tanitim etkisi yarattigi, tiiketiciler arasinda
farkindalig1 artirdig1 ve bunun tiiketici karar verme siireglerini (Abubakar & Ilkan, 2016), iiriin satig
hacimlerini (Hu vd., 2008; Yeap vd., 2014), isletme performans gostergelerini (Salehan & Kim, 2016;
Xie vd., 2014) ve tiiketici memnuniyetini (Ahani vd., 2019) anlamli bi¢imde sekillendirdigi
belirtilmektedir.

Gelisen teknolojiyle birlikte hizmet cesitliligi artarken, dijital tiiketicilerin paylasim sistemlerini
kullanma kolaylig1 ve algilanan degere iliskin degerlendirmeleri 6nem kazanmustir (Ruiz-Alba vd.,
2022). Dijital yorumlar, tiiketici karar alma siireclerinde belirleyici rol oynarken, sosyal sermayenin
biligsel ve iliskisel kaynaklariyla iligkilendirilmektedir (Valenzuela vd., 2009). Kullanicilar, dijital
platformlarda ortak ilgi alanlar1 araciligiyla giiglii sosyal baglar kurmakta; dijital yorumlar ise bilgi
arayisi, goriis paylasimi ve bilgi iletimi islevlerini listlenmektedir. Bu islevler araciligiyla bireyler hem
goriis lideri hem bilgi arayicis1 hem de bilgi ileticisi rollerini iistlenmektedir (Chu & Kim, 2011).
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Dijital tiiketici yorumlar ile ilgili literatiir incelendiginde, ¢esitli arastirmalar bu yorumlarin tiiketici
davranigina etkisini ortaya koymaktadir. Guo vd., (2022), uzman incelemelerinin ¢atigma durumlarinda
genellikle tiiketici yorumlarina kiyasla daha baskin oldugunu ve inceleme kaynagmin tiiketici
tercihlerini sekillendirmede belirleyici oldugunu gostermistir. Li vd., (2021), farkli inceleme
formatlarmin (metin, gorsel, video) tiiketici algis1 ve satin alma niyetini nasil etkiledigini incelemis ve
daha zengin igerik formatlarinin etkilesimi artirarak karar alma siirecini gii¢lendirdigini belirtmistir. Wu
vd., (2020), olumlu degerlendirmelerin tiiketici giivenini pekistirerek algilanan riski azaltacagini ve
bdylece satin alma olasiligim yiikseltebilecegini vurgulamistir.

Buna ek olarak, Abubakar & Ilkan (2016), tiiketicilerin {irlin veya hizmetle ilgili goriislerini dijital
platformlarda paylasarak diger tiiketicilerin karar siireclerini anlamli bicimde etkilediklerini ifade
etmislerdir. Ketelaar vd., (2015), bilgi diizeyi yiiksek tiiketicilerin ¢evrimi¢i incelemeleri deneyimsiz
kullanicilara kiyasla farkli bigcimde degerlendirdigini ve tiiketici uzmanliginin algilanan degeri
sekillendirdigini gostermistir. Moe & Schweidel (2012), asirt olumlu veya olumsuz deneyimlerde
tilketicilerin gorislerini paylasma egilimlerinin arttigin1 ortaya koyarken, Cui vd., (2012) ve
Papathanassis & Knolle (2011), olumsuz yorumlarin psikolojik olarak olumlu yorumlara kiyasla daha
fazla dikkate alindigini belirtmislerdir. Ozalp & Gokcek (2023), olumsuz dijital tiiketici yorumlarinin
satin alma niyetini etkiledigini belirtirken, Liao vd., (2021), algilanabilir risklerin tiiketici davranist
iizerinde biiyiik etkisi oldugunda, tiiketicilerin olumsuz bilgileri daha ¢ok aradiklarini ve bdylece risk,
giivensizlik ve bilissel uyumsuzluklarini azaltmay1 hedeflediklerini tespit etmistir.

Yontem: Bu calisma, nitel arastirma yaklasimi gercevesinde tasarlanmigtir. Tiirkiye’nin yedi cografi
bolgesinde tiiketici memnuniyetinin dijital yorumlar araciligiyla incelenmesi ve duygu farkliliklarinin
belirlenmesi amaciyla duygu analizi ile icerik analizi birlikte kullanilmistir. Nitel yaklagim,
katilimeilarin deneyim ve algilarini derinlemesine anlamaya olanak tanidigi icin tercih edilmistir
(Creswell & Poth, 2016). Bu yontem, oOzellikle tiiketici memnuniyeti ve duygusal ton analizinde
yorumlardaki tematik ve yapisal farkliliklar1 ortaya koymada etkilidir.

Veri toplama siireci, Tiirkiye’nin yedi cografi bolgesinden her biri igin niifusu en yiiksek iki sehrin
secilmesiyle yiiriitiilmiistiir. Sehir secimi Tiirkiye Istatistik Kurumu (TUIK, 2024) verilerine
dayandirilmistir. Arastirmanin odaklandig dijital veri kaynaklarini, Tiirkiye genelinde faaliyet gosteren
Komagene, Popeyes ve Maydanoz Doner markalarina ait tiikketici yorumlari olusturmaktadir. Veriler,
Google Maps iizerinden bu markalarin ilgili sehirlerdeki subeleri basit tesadiifi 6rnekleme yontemiyle
belirlenerek 2030 Temmuz 2025 tarihleri arasinda toplanmistir. Her sehir igin niifus biiyiikliigiine gore
yorum sayisi belirlenmis ve dengeli bir veri seti olusturulmustur. Orneklem biiyiikliigii su sekilde
hesaplanmigtir: Niifusu 1 milyona kadar olan sehirlerden her marka i¢in 20 yorum; 1 milyonun
iizerindeki her ek 1 milyon i¢in 10 yorum daha eklenmis, 0,5 milyonun {izerindeki sehirlerde ise say1
bir iist tam say1ya tamamlanmistir.

Veri analizinde her yorum, olumlu, olumsuz veya notr olarak siniflandirilmis ve bu siniflar yiizdelik
dilimler halinde degerlendirilmistir. Bu yontem, farkli biiytikliikteki sehirlerden toplanan verilerin
karsilastirila bilirligini artirarak sonuglarin anlamliligini giiclendirmistir. Ayrica verilerin temsil giiciinii
artirarak genellenebilirligi desteklemistir. Bu dogrultuda, her marka i¢cin Marmara Bdlgesi’'nde
Istanbul’dan 170, Bursa’dan 40; i¢ Anadolu’da Ankara’dan 70 ve Konya’dan 30 yorum derlenmistir.
Diger bolgelerde de benzer niifus oranlar1 temel alinarak yorum sayilari belirlenmistir. Boylece 7 cografi
bolgeden, 14 sehirde faaliyet gosteren ii¢ markaya iliskin toplam 1.770 tiiketici yorumu i¢eren dengeli
bir veri seti olusturulmustur.

Sonug ve Degerlendirme: Bu arastirmanin bulgularma gore dijital tiiketici yorumlar1 bolgesel agidan
onemli farklhiliklar gostermektedir. Ozellikle Giineydogu Anadolu Bolgesi'nde olumsuz yorumlar
(%69,4) agirliktadir ve sikayetler daha ¢ok hizmet kalitesi ve genel memnuniyetsizlik iizerinde
yogunlasmaktadir. Buna karsilik, i¢ Anadolu (%56,0) ve Karadeniz (%55,0) bélgelerinde olumlu
yorumlar 6ne ¢ikmakta ve “miisteri memnuniyeti” temas1 baskin olarak goriilmektedir. Genel olarak en
giicli olumlu tema miigteri memnuniyeti, en yaygin olumsuz tema ise hizmetle ilgili sorunlar ve
memnuniyetsizliktir.
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Marka-bolge karsilastirmalarinda Komagene ve Maydanoz Doner genellikle olumlu deneyimlerle 6ne
¢ikarken, Popeyes diisiik olumlu (¢ogu bolgede %10-20) ve yiiksek olumsuz oranlari (%28-31) ile geri
planda kalmaktadir. Komagene, i¢ Anadolu ve Marmara’da en yiiksek olumlu degerlendirmeleri alirken;
Maydanoz Doner, Karadeniz ve Dogu Anadolu’da giiclii bir performans sergilemistir. Popeyes ise
olumsuz yorumlarda genellikle hizmet ve memnuniyetsizlik konularinda yogunlagsmaktadir. Bu
bulgular, markalarin boélgesel farkliliklar1 dikkate alarak hizmet kalitesini uyarlamas1 gerektigini
gostermektedir. Mevcut literatiirde Tiirkiye’nin tiim cografi bolgelerini kapsayan dijital yorum temelli
bir tiiketici memnuniyeti arastirmasina rastlanmamustir. Bu yoOniiyle c¢alisma, isletmelere bolgesel
farkliliklara duyarli stratejiler gelistirme konusunda yol gosterici olmakta ve literatiire 6zgiin bir katki
sunmaktadir. Bulgular, ¢evrimi¢i yorumlarin duygu dagiliminda bolgesel ve kiiltiirel faktorlerin
belirleyici roliinii vurgulayan 6nceki ¢aligsmalarla uyumludur (Yalcinkaya & Just, 2023; Nakayama &
Wan, 2019; Sean & Lee, 2025; Rahman vd., 2025). Hizmet kalitesi, olumlu ve olumsuz geri bildirimleri
sekillendiren temel unsur olarak One c¢ikarken; olumlu deneyimler, marka algisini giiclendirerek
memnuniyet odakli stratejilerin dnemini ortaya koymaktadir (Eslami vd., 2018). Sonug¢ olarak, bu
arastirma Tiirkiye genelinde kapsamli bir bolgesel duygu analizi sunarak hem ampirik hem de pratik
acidan degerli bulgular saglamaktadir.

Arastirmanin sonuglart dogrultusunda; 6zel sektor igin hizmet politikalarinin bolgesel dagilim dikkate
almarak diizenlenmesi 6nerilmektedir. Popeyes gibi yiiksek sikayet oranina sahip markalar i¢in hizmet
kalitesini ve hijyen standartlarini artirmaya yonelik egitim ve denetim programlar1 Onerilirken;
Komagene ve Maydanoz Doner gibi giiclii profildeki markalarin gii¢lii olduklar1 bdlgelerde kaliteyi
korumasi, zayif olduklar1 bolgelerde ise eksiklikleri gidermeye odaklanmalari tavsiye edilmektedir.
Kamu kurumlar1 ve yerel yonetimler de dijital yorumlardan yararlanarak bolgesel hizmet kalitesi
farkliliklarini azaltmak icin egitim, sertifikasyon ve tesvik mekanizmalar1 gelistirebilir.

Caligmanin 6zgiinliigii, Tiirkiye’nin tiim cografi bolgelerini kapsayan bir veri seti kullanilarak bolgesel
duygu analizi yapilmasinda yatmaktadir. Ayrica farkli markalarin bdlgesel performanslarinin
karsilagtirilmasi, tiiketici memnuniyeti arastirmalarima kapsamli bir katki sunmaktadir.

Arastirmanin bazi kisitlari bulunmaktadir. Analiz yalnizca ii¢ marka ve 14 biiyiik sehirden toplanan
yorumlara dayandigi i¢in genelleme sinirhidir. Her bolgeden iki ilin secilmesi tiim tiiketici profillerini
tam olarak yansitmayabilir. Ayrica nitel kodlama siireci arastirmaci yorumuna bagli oldugundan 6znel
unsurlar icerebilir. Demografik 6zellikler ve kullanici motivasyonlar1 ¢alismaya dahil edilmediginden,
bu faktorlerin etkileri gelecekteki arastirmalarda incelenmelidir.

Gelecek calismalar i¢in, farkli sektor ve markalarin dahil edilmesi, makine 6grenmesi ve derin 6grenme
yontemleriyle sonuglarin karsilastirilmasi, ayrica anket ve odak grup gibi farkli veri toplama
tekniklerinin entegre edilmesi Onerilmektedir. Notr yorumlar ve alt temalar daha ayrintili incelenebilir;
benzer analizlerin zaman iginde tekrarlanmasiyla mevsimsellik ve zamana bagli degisimlerin etkileri
degerlendirilebilir.
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