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Ozet

Cevrimigi tiiketici degerlendirmeleri bircok sektdrde oldugu gibi turizm
sektoriinde de tiiketicilerin satin alma kararlarim1 etkilemektedir. Cevrimici tiiketici
degerlendirmeleri kadar bunlara verilen yanitlarin da 6nemli oldugu bilinmektedir. Bu
nedenle ¢alismanin temel amaci, otel isletmelerinin kendileri hakkindaki yorumlara
yanit verip vermediklerini incelemektir. Bu amag dogrultusunda, Istanbul ve Antalya’da
faaliyet gosteren 318 otel isletmesine ait 27.585 cevrimigi tiiketici degerlendirilmesi
icerik analizi yontemi ile incelenmistir. Aragtirma sonuclarina gore yazilan yorumlarin
biiylik ¢ogunluguna otel isletmeleri tarafindan yanit verilmemektedir. Ayrica yanitlanan
yorumlarin ¢ogunlugun olumlu yorumlardan olustugu ve yorumlara yanit verip
vermeme durumlart ile otel isletmelerinin yildizlar arasinda anlamli farkhiliklar da
oldugu goriilmektedir.
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Abstract

Online reviews impact consumers' purchasing decisions in the tourism sector as
well as in many sectors. It is known that the responses to online reviews are as
important as online reviews. For this reason, the main purpose of this study is to
examine whether hotel business responds to online reviews. In accordance with this
purpose 27,585 online reviews of 318 hotels in Istanbul and Antalya were analyzed by
content analysis method. The results of the research shows that the majority of online
reviews are not responded by hotels. In addition, the majority of responding comments
consist of positive comments and there are also significant differences between
responses to online reviews and type of the hotels.

Keywords: Hotels, Social Media, Online Reviews, Managerial Responses



