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Abstract: Crises are significant processes that can quickly damage a brand's reputation and customer trust. Social
media, meanwhile, stands out as a critical channel during crises, shaping consumer perceptions and facilitating
fast and effective feedback. This study examines consumer reactions on the social media platform X (Twitter)
during the crisis process that brought the Eyiip Sabri Tuncer brand to the forefront with allegations that some of
its products were recalled in the European Union. The research dataset consists of 300 user comments collected
between January 1 and December 31, 2024. During the data preprocessing phase, repetitive and off-topic content
was filtered out. In the analysis phase, sentiment analysis was performed using the TextBlob library in Python,
and topic modelling was applied using the Latent Dirichlet Allocation (LDA) method. Findings indicate that 51%
of comments were positive, 31% were negative, and 18% were neutral. Positive comments show that the brand
has largely maintained customer loyalty and reputation. Negative comments, on the other hand, highlight product
safety and lack of information. When evaluated within the framework of the Situational Crisis Communication
Theory (SCCT), the study reveals that strategies focusing on transparency, rapid information sharing, and trust
building are decisive in crisis management.

Keywords: Crisis communication, Brand, Reputation, Customer, Social media

Kriz Yonetiminde Sosyal Medyann Etkisi ve Itibar Yonetimi Uzerine Bir Inceleme: Eyiip
Sabir Tuncer Ornegi

Oz: Krizler, markalarm itibarin1 ve miisteri giivenini kisa siirede zedeleyebilen énemli siireclerdir. Sosyal medya
ise kriz donemlerinde tiiketici algilarini sekillendiren, hizli ve etkili geri bildirimlerin aktarildig: kritik bir mecra
olarak one ¢ikmaktadir. Bu ¢alisma, Eyiip Sabri Tuncer markasinin Avrupa Birligi’nde bazi iiriinlerinin toplatildigi
iddialariyla giindeme gelen kriz siirecinde, tiiketicilerin sosyal medya platformu X’te (Twitter) verdikleri tepkileri
incelemektedir. Arastirmanin veri seti, 1 Ocak—31 Aralik 2024 tarihleri arasinda toplanan 300 kullanic
yorumundan olugmaktadir. Veri 6n isleme siirecinde yinelenen ve konu disi igerikler temizlenmistir. Analiz
stirecinde Python ortaminda TextBlob kiitiiphanesi ile duygu analizi yapilmis; ayrica Latent Dirichlet Allocation
(LDA) yontemiyle konu modelleme uygulanmistir. Bulgulara gére yorumlari %51°1 olumlu, %31°i olumsuz ve
%18’1 notrdiir. Olumlu yorumlar markanin miisteri sadakatini ve itibarin1 bilylik o6l¢iide korudugunu
gostermektedir. Olumsuz yorumlarda ise 6zellikle iiriin giivenligi ve bilgi eksiklikleri 6n plana ¢ikmistir. Calisma,
Durumsal Kriz iletisimi Kurami1 (SCCT) gercevesinde degerlendirildiginde, seffaflik, hizli bilgilendirme ve giiven
ingasina odaklanan stratejilerin kriz ydonetiminde belirleyici oldugunu ortaya koymaktadir.
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Introduction

Brand reputation is one of the cornerstones of modern marketing and management strategies. A
brand's credibility, perceived quality, and value proposition in the eyes of customers are key elements
that strengthen brand loyalty and shape long-term success (Fombrun, 1996). Especially in the digital
age, the proliferation of social media and online platforms has made brands' reputations more sensitive
and fragile. This situation necessitates brands to develop fast, transparent, and effective crisis
management strategies during times of crisis.

Crises arise due to reasons such as problems with the quality of a brand's products or services, the
use of illegal content, or events that could undermine consumer confidence (Griffin, 2014). Such
situations can negatively affect customer perception of the brand and lead to a loss of trust. However,
crisis management is not limited to solving the problem; it requires strategic steps to be taken to restore
the brand's reputation in the eyes of its customers (Coombs, 2007). Social media platforms, in particular,
present both opportunities and risks in crisis management; comments made on these platforms constitute
an important source of feedback for brands (Wendling et al., 2013).

The Situational Crisis Communication Theory (SCCT) is an important theory that explains how
crisis communication should be managed and which strategies brands should adopt depending on the
type of crisis. SCCT classifies the effects of crises on brands according to the degree to which crisis
responsibility is perceived. According to this theory, the most important factors in managing crises are
the extent to which the brand accepts responsibility for the crisis and how effectively it shares accurate
and transparent information about the crisis (Coombs, 2007). Crises can carry varying degrees of
responsibility, and brands should adopt different strategies based on the perceived level of responsibility.
For example, in ‘victim-type crises’, the brand may issue a statement that the event was beyond its
control and therefore it is not responsible, whereas in ‘attack-type crises’, a stronger compensation
strategy may be required. In this context, SCCT serves as an important guide in determining which
strategies should be used for brands to communicate effectively during a crisis.

This study examines the brand crisis experienced by Eyiip Sabri Tuncer, one of Turkey's long-
established cosmetic brands, in 2021. Allegations that some of the brand's products had been recalled in
the European Union raised questions about customer trust, and this situation received widespread
coverage on the social media platform X (formerly Twitter). The study examined customer comments
shared on social media using text mining and sentiment analysis methods to assess the crisis's impact
on brand reputation. The originality of the study stems from its detailed examination of the impact of
crisis management on brand perception through social media analysis and its status as one of the rare
examples focusing on the cosmetics sector.

Conceptual Framework

Brand reputation refers to the totality of a company's perceived reliability, quality, and value
amonyg its stakeholders and holds strategic importance in both academic and practical fields (Fombrun,
1996). Aaker (1996) defines brand reputation as an asset directly related to consumer loyalty and market
performance, while Bartikowski and Walsh (2011) emphasise that reputation is one of the most critical
factors determining an organisation's resilience during times of crisis. The social media environment
redefines crisis communication by enabling the rapid spread of content that can both strengthen and
weaken this resilience (Wendling et al., 2013).

Crisis management is defined as the set of strategies developed by brands to address unexpected
negative events (Coombs, 2007). Traditional crisis approaches focus on operational solutions to the
problem, while modern approaches emphasise reputation repair and restoring stakeholder trust (Hwang
& Cameron, 2008). The Situational Crisis Communication Theory (SCCT) proposes ‘defence’,
‘apology’, ‘compensation’ and ‘information’ strategies based on the perceived level of responsibility
for the crisis and explains the impact of these strategies on stakeholder attitudes (Coombs, 2007). For
example, in a ‘victim-type crisis’, the brand attempts to restore trust by explaining that the responsibility
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does not lie with it; in an ‘attack-type crisis’, it aims to break the reputation-damaging perception with
a strong compensation strategy (Fearn-Banks, 2016).

Benoit's Image Repair Theory (IRT) offers a complementary perspective to SCCT; this approach
details the decisive role of post-crisis messaging syntax and chosen discourse strategies in rebuilding
reputation (Benoit, 1995). In the literature, the pair of SCCT and Image Repair Theory has provided
empirical studies that comparatively examine the effectiveness of crisis response strategies across
different sectors. However, analyses based on social media data in the cosmetics industry, and
particularly in the context of EU recalls, remain limited (Dutta & Pullig, 2011; Kéhr et al., 2016).

The long-term reputation protection dimension of crisis management is also linked to strategic
flexibility and agile management approaches. Kasnak (2024) argues that organisations can minimise
reputation losses through flexible structures they can adopt during a crisis, while Bitlis (2021)
demonstrates that communication strategies play a central role in crisis processes. In this context,
transparency and proactive communication play a vital role in reducing consumers' feelings of
uncertainty and insecurity (Coombs, 2007; Claeys & Cauberghe, 2014).

The opportunities offered by social media data in visualising and understanding stakeholder
perceptions during crisis periods enable concrete data to be obtained through text mining and sentiment
analysis methods (Pang & Lee, 2008; Siomkos & Kurzbard, 1994). Laufer and Coombs (2006) noted
that these techniques help organisations adapt their crisis messages in real time. The decisive impact of
the themes of ‘trust’, ‘quality’, and ‘transparency’, which stand out in consumer comments, on crisis
perception demonstrates the contribution of social media analysis to strategic communication (Lai et al.,
2010).

Current thesis studies also reveal the negative consequences of communication deficiencies on
reputation (Dugan et al., 2024). Citrawijaya and colleagues (2024) emphasise the necessity of long-term
communication planning for sustainable crisis management, arguing that organisational reputation can
be strengthened through crisis preparedness and post-crisis learning processes.

Situational Crisis Communication Theory

Situational Crisis Communication Theory (SCCT), developed by Coombs (2007), guides
organisations in determining strategies to protect their reputation and establish effective communication
with stakeholders during crises. SCCT addresses crisis management alongside potential stakeholder
perceptions, defining the most appropriate response strategies based on both the nature of the event and
the perceived level of responsibility. The theory categorises crises into three types: “victim-type” (events
beyond the brand's control), “accidental” (unintended errors), and “covert” (situations where the
organisation bears direct responsibility).

The first fundamental component of SCCT is the perception of responsibility for the crisis.
Stakeholders tend to decide whether they are victims or causes of a crisis; as perceived responsibility
increases, the strategy the organisation will adopt also changes. The second component is the level of
threat to personal and organisational reputation. The extent to which the crisis damages the
organisation's image is an important criterion in determining the choice of strategy. The third component
is crisis response strategies. SCCT classifies these strategies as defensive (denial, shifting
responsibility), compensatory (apology, offering compensation) and accommodative (informing,
emphasising transparency) approaches.

The theory emphasises the importance stakeholders place on elements such as transparency,
accountability and empathy when evaluating the effectiveness of strategies. For example, in an accident
directly affecting employees or consumers, the organisation's clear expression of support and apology
can contribute to a rapid recovery of reputation. In this context, SCCT anticipates determining strategies
that are compatible not only with the type of crisis but also with the expectations and emotional states
of stakeholders.

In academic literature, SCCT has been tested through numerous national and international case
studies. BP's Deepwater Horizon oil spill and Toyota's recall crises have demonstrated how
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organisations implement liability denial and compensation strategies in the context of ‘covert’ crises.
The Facebook-Cambridge Analytica scandal, meanwhile, emphasised the importance of transparency
and empathy-focused messaging. Kim and Liu (2012) examined the perceived effectiveness of SCCT
strategies in companies in the Asia-Pacific region and found that transparency and information-focused
approaches were positively received by the public; Coombs and Holladay (2008) found that empathy-
based messages supported organisational reputation.

Recently, there has been an increase in studies on the applicability of SCCT on social media
platforms. Text mining and sentiment analysis methods, which analyse real-time user responses, enable
organisations to shape their crisis responses with instant data. These interpretive tools strengthen the
practical validity of the theoretical model by making it possible to evaluate the impact of strategies
within the SCCT framework during a crisis using quantitative and qualitative criteria.

Within this framework, SCCT offers a crisis management model that provides both theoretical
depth and practical applicability. The theory's stakeholder-focused approach enables organisations to
protect their reputation during crises through strategies centred on transparency, accountability, and
empathy. Indeed, studies in the literature have demonstrated that the theory's predictions play a critical
role in protecting corporate reputation and crisis management.

Method

This study was conducted using a qualitative approach based on a descriptive content analysis
design. The research analysed user comments made on the social media platform X (formerly Twitter)
regarding the Eyiip Sabri Tuncer brand. The aim of the study was to evaluate the brand's reputation
management and crisis communication processes.

The study progressed in three main stages: data collection, sentiment analysis, and topic
modelling. In the first stage, 300 user comments were collected from the X platform between 1 January
and 31 December 2024 using API-supported manual and automated methods. During the data pre-
processing stage, repetitive, off-topic, and emoji-only content was excluded.

In the second stage, sentiment analysis was performed. In this stage, comments were classified
into positive, negative, or neutral sentiment categories using the TextBlob library in the Python
environment. In the third stage, topic modelling analysis was applied. In this analysis, the Latent
Dirichlet Allocation (LDA) method was used to identify the main themes that emerged in the comments.

Furthermore, Coombs' (2007) Situational Crisis Communication Theory, an important model for
understanding the impact of strategies used by organisations during crisis processes on public
perception, was used as a basis for crisis management and brand reputation assessments in this study. In
light of this theory, the analysis results were discussed in the context of the brand's crisis communication.

Data Set

The data set for this study reflects consumer reactions on the X (formerly Twitter) platform to
allegations that certain products of the Eyiip Sabri Tuncer brand were recalled in the European Union.
The data was collected between 1 January and 31 December 2024 via the X API v2 using the Tweepy
library (Tweepy, 2024) through queries using the keywords ‘Eyiip Sabri Tuncer’, ‘recall’, “EU”,
‘product safety’ and ‘cologne’. One hundred records per page were downloaded for each query; after
obtaining a total of 420 raw comments, pagination and waiting periods were applied to prevent API rate-
limit violations (X API Documentation, 2024). From the raw data set, posts that directly referred to the
crisis and contained Turkish content were selected using purposive sampling (Patton, 1990), reducing
the final data set to 300 comments.

The selected comments underwent the following pre-processing steps to increase the reliability
and consistency of the analysis (Feldman & Sanger, 2007; Zemberek, 2020): removal of duplicate posts
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and content containing only emojis; cleaning of elements such as URLs, @tags, and #hashtags using
regex; removal of Turkish stop words using the Zemberek dictionary; conversion of texts to lowercase
and stemming using the Zemberek stemmer. This comprehensive process ensured that the sentiment
analysis, text mining, and topic modelling steps were carried out on a solid data foundation.

Sentiment Analysis

Sentiment analysis enables social science research to examine both the quantitative and
qualitative dimensions of digital data, thereby transforming stakeholder attitudes into meaningful
indicators (Pang & Lee, 2008). Sentiment analysis is a technique for determining whether statements in
a text contain positive, negative, or neutral sentiments and is an effective method for understanding the
emotional state of customer comments during a crisis. In this study, 300 user comments obtained from
the X platform between 1 January and 31 December 2024 were analysed using the TextBlob 0.15 library
in the Python 3.9 environment (Loria, 2018). The texts were cleaned using regular expressions (regex)
to remove noise elements such as URLs, @tags, and #hashtags, all characters were converted to
lowercase, and Turkish stop words were removed using the Zemberek dictionary as a reference
(Feldman & Sanger, 2007; Zemberek, 2020).

For each comment, TextBlob's polarity (from —1 to +1) and subjectivity (from 0 to 1) values were
calculated; polarity > +0.1 was considered positive, < —0.1 negative, and intermediate values neutral.
The subjectivity threshold was set at 0.5 to distinguish between subjective and objective comments
(Loria, 2018). These thresholds are consistent with sentiment classification standards commonly used
in the social sciences literature.

To reinforce methodological consistency, TextBlob results were compared with the VADER
algorithm, and the inter-instrument Pearson correlation coefficient was found to be r = 0.85 (Hutto &
Gilbert, 2014). Additionally, 30 comments, randomly selected at a 10% rate, were manually coded by
two independent researchers; high agreement was achieved with Cohen's Kappa = 0.82, calculated
according to Landis & Koch's (1977) criteria. This multi-layered sentiment analysis approach combines
the scalable speed of automated NLP tools with the depth of manual content analysis to reveal consumer
sentiments during crisis periods in a manner that is both reliable and interpretable.

Text Mining

Text mining is a process aimed at extracting meaningful information from text data within large
data sets. This process focuses on analysing, classifying and interpreting text data using natural language
processing (NLP) techniques. Text mining falls within the fields of data mining and knowledge
discovery and is typically used to extract information from social media data, customer reviews, news
articles, and other text-based sources (Feldman & Sanger, 2007). This technique involves steps such as
data pre-processing, feature extraction, classification, clustering, and sentiment analysis.

Text mining is highly effective in processing large data sets, such as social media data or customer
feedback, thanks to its ability to analyse different types of text. Such data is often unstructured and
complex, but text mining techniques can help uncover hidden patterns and relationships within this data
(Yigit Agikgdz, 2025). For example, sentiment analysis is part of text mining processes and is a
technique for determining people's emotional responses from comments on social media (Pang & Lee,
2008). This method is frequently used to analyse the perception of brands or products.

Furthermore, text mining reduces human effort and shortens analysis time by providing
automated processes necessary to extract meaningful results from large amounts of data (Sailaja et al.,
2016). Therefore, it helps businesses understand consumer behaviour more quickly and efficiently. In
conclusion, text mining is a critical tool in both theoretical and practical fields for making data-driven
decisions and developing strategies.
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Topic Modelling

Topic modelling is a data mining method used to discover hidden themes (topics) in large text
collections. This method helps to automatically identify the main topics in texts and uses statistical
techniques to reveal the underlying structure of the texts. It is widely used to uncover meaningful
information in large datasets such as social media, academic articles, or forums (Kaya & Eyyiip, 2022).

Topic modelling can be applied in many fields, such as text mining, social media analysis,
marketing, and academic research. For example, analyses conducted on comments on social media
platforms can be used to examine public trends and concerns. In the academic field, it is also used to
discover similarities between research articles or to identify trends on a particular topic (Doganli, 2023).

This method is data-driven and enables users to discover hidden structures within data. Topic
modelling can be applied to any type of text, regardless of language, and can make meaningful
inferences from large datasets. Its ability to be customised according to the content of texts makes this
method flexible and useful (Williams et al., 2024).

The most commonly used method in topic modelling is the Latent Dirichlet Allocation (LDA)
model. LDA models each document as a mixture of topics, associating each topic with specific words.
The advantage of LDA is that it does not require the data to be pre-labelled before understanding the
structure in the text. In other words, the model works unsupervised, discovering the hidden themes
behind the text collection. Therefore, it is widely used to analyse topics in large, unlabelled datasets
(Giinay & Giigdemir, 2022; Unal, 2023).

Findings

First, 300 user reviews, which were raw data, were meticulously cleaned and normalised. During
this process, numerical values, punctuation marks, and special symbols were completely removed from
the dataset, significantly reducing noise in the text. Subsequently, all texts were converted to lowercase
to eliminate inconsistencies arising from case sensitivity. This fundamental step was followed by the
removal of functional conjunctions and prepositions that did not carry content value (‘and’, “with”,
‘but’, etc.) using stop word lists created by Aggarwal and Zhai (2012) and Taskiran (2021). Following
these cleaning procedures, the texts were tokenised, with each word processed as an independent
‘token,” establishing the necessary infrastructure for term frequency and n-gram analyses (Jurafsky &
Martin, 2009). Finally, stemming algorithms were applied to merge words derived from the same root;
thus, while reducing the word diversity in the dataset, the accuracy of statistical analyses was also
increased. This comprehensive pre-processing process enabled sentiment analysis and text mining
applications to produce valid and consistent results.

Sentiment Analysis Findings

One of the most fundamental steps of the study, sentiment analysis aims to classify user comments
as positive, negative, or neutral. Sentiment analysis is a natural language processing (NLP) technique
that occupies an important place in text mining and is frequently used to measure brand perception,
particularly through social media data (Liu, 2012, p. 11). In this study, the Python programming
language was used for sentiment analysis, and comments were classified using the TextBlob library.
TextBlob identifies the emotional tone contained in sentences or words and assigns each comment to a
specific sentiment category. Table 1 shows the distribution of the sentiment state of the comments.

Table 1. Sentiment of Comments
Positive Negative Neutral
Number of tweets 153 92 55

The sentiment analysis results presented in Table 1 reveal how consumer perception of the Eyiip
Sabri Tuncer brand shaped into positive, negative, and neutral responses during the crisis management
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process. According to the analysis results, 51% of the comments were classified as positive, 31% as
negative, and 18% as neutral. Positive comments show that the brand largely maintained customer
loyalty during the crisis and that its positive impact on its overall reputation continued. Positive
evaluations stand out with their emphasis on product quality and brand trust, indicating that the brand
maintained its relationship of trust with consumers even during the crisis. Negative comments, on the
other hand, show that shortcomings in the crisis management process, particularly concerns about
product safety and the recall process, created negative perceptions among some consumers.

However, when the findings are evaluated within the context of the Situational Crisis
Communication Theory (SCCT), it can be interpreted that the brand has failed to adequately implement
strategic elements in its crisis communication, such as transparency, speed, and accurate information
sharing, or that it has not sufficiently satisfied certain consumer groups with these efforts. The findings
can be further explored within the framework of the three core dimensions of the Situational Crisis
Communication Theory (SCCT) as follows (Coombs, 2007):

In terms of SCCT's perception of crisis responsibility, positive comments generally indicate that
the crisis is perceived as a ‘victim type’, while negative comments reflect an increase in perceived
responsibility regarding product safety and the recall process in some consumer segments, as well as a
sense of lack of transparency (Coombs, 2007). Neutral responses, on the other hand, suggest that the
attribution of responsibility for the crisis has not yet been clarified and that strategies creating
uncertainty among stakeholders are being employed.

In terms of the SCCT's threat level to corporate reputation, positive comments highlight ‘brand
trust’ and ‘product quality’, indicating that reputation is largely preserved, while negative and neutral
comments show that the threat level has reached a medium-high level among certain user groups, thus
indicating that additional measures are needed to prevent further loss of reputation. This finding
confirms that the perception of threat varies depending on the type of crisis.

In terms of SCCT's crisis response strategies, positive feedback indicates that the organisation's
transparent and rapid information sharing is effective, while negative and neutral responses indicate that
compensation strategies focused on ‘apologies’ and ‘compensation’ are not sufficiently perceived. This
situation reinforces the necessity of implementing a combination of defence, compensation and
compliance strategies (Coombs, 2007).

This study provides theoretical depth into how the theory works on digital platforms by testing
the three fundamental dimensions of SCCT with social media-based empirical data. The findings
obtained specifically from the EU recall case in the cosmetics sector support the generalisability of
SCCT and offer concrete recommendations for restructuring and strengthening the sub-dimensions of
digital crisis communication strategies. Thus, this research makes an important theoretical contribution
by enhancing the applicability of SCCT in digital environments and suggesting cross-sectoral
expandability.

Text Mining Findings

In this study, the Python programming language and related libraries were used in text mining
processes. The Collections library was used to calculate word frequencies; NLTK (Natural Language
Toolkit) was used in text pre-processing stages for stop words, tokenisation and stemming. Additionally,
the wordcloud library was used to visualise frequently used words and enable a more intuitive
interpretation of the analysis results. These tools provided a comprehensive approach to structuring and
analysing texts.

Table 2. Word Frequency List

Positive Negative Neutral
Product (161) Banned (32) Explanation (30)
Health (66) Amazon (25) Europe (17)

Brand (36) Harmful (17) Health (12)
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Trust (27) Substance (16) Company (10)
Production (23) Health (16) News (10)

Table 2 presents a word frequency analysis summarising consumer reactions on the social media
platform X to claims regarding the recall of certain products by the Eyiip Sabri Tuncer brand in European
Union countries. The words ‘product’ (161), ‘health’ (66), ‘brand’ (36) and ‘trust’ (27), which frequently
appear in positive comments, indicate that the brand is generally perceived positively by consumers and
has largely maintained customer loyalty. When evaluated in the context of the Situational Crisis
Communication Theory (SCCT), this trend indicates that the brand's transparent and rapid information
sharing has created a positive perception among consumers. The frequent use of the word ‘trust’ in
particular reflects the brand's success in protecting its reputation.

Table 2 presents a word frequency analysis summarising consumer reactions on the social media
platform X to claims regarding the recall of certain products by the Eyiip Sabri Tuncer brand in European
Union countries. The words ‘product’ (161), ‘health’ (66), ‘brand’ (36) and ‘trust’ (27), which frequently
appear in positive comments, indicate that the brand is generally perceived positively by consumers and
has largely maintained customer loyalty. When evaluated in the context of the Situational Crisis
Communication Theory (SCCT), this trend indicates that the brand's transparent and rapid information
sharing has created a positive perception among consumers. The frequent use of the word ‘trust’ in
particular reflects the brand's success in protecting its reputation.

Terms such as ‘banned’ (32), ‘harmful’ (17) and ‘substance’ (16), which stand out in negative
comments, reveal consumers' concerns about product safety and health. According to SCCT, the brand's
failure to provide sufficient explanations to reduce the perception of crisis responsibility may lead to
such negative perceptions. In particular, the frequent use of the word ‘Amazon’ indicates that Amazon's
informational emails are a factor negatively affecting brand reputation among consumers.

Among neutral comments, the words ‘explanation’ (30) and ‘Europe’ (17) stand out. This
indicates that consumers expect more information and that explanations regarding the crisis are lacking.
According to SCCT, failing to respond to consumers' demand for information can reduce the
effectiveness of crisis management and cause neutral comments to turn into negative perceptions.

In conclusion, the Eyiip Sabri Tuncer brand has been successful in maintaining its overall
reputation and customer loyalty. However, negative and neutral comments have emerged due

Figure 1. Visual Representation of Keywords Featured in Comments

to some inadequate communication strategies. The brand needs to reduce negative perceptions
by developing transparency and proactive crisis management strategies.
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This visualisation depicts the keywords most frequently used by social media users in relation to

the Eytlip Sabri Tuncer brand during the crisis period. The most frequently used words in the word cloud
include terms such as ‘product’, ‘harmful’, ‘production’, ‘Amazon’, ‘2022’, and ‘brand’. The high
frequency of the words “product” and “production” indicates that users focused on the brand's product
quality and production processes. However, negative-connotation words such as ‘harmful’ and
‘Amazon’ reflect the negative perception created during the crisis regarding product safety and the
informational emails sent via Amazon. Positive expressions in the word cloud, such as “trust” and

“brand”, reveal that some users maintained their loyalty to the brand.

Topic Modelling Findings
In this study, Latent Dirichlet Allocation (LDA) was used as the topic modelling method. LDA is

a probabilistic modelling technique widely used to identify the latent topic structure in text data. During
the modelling process, the texts obtained from the analysed data were processed to identify and classify
the underlying topics they contained. Using the LDA algorithm, three main topic headings were defined,

and the content obtained under these headings was examined in detail.

In this context, the topic modelling results were shaped around three main themes:Topic 1:
Product Quality and Brand Trust, Topic 2: Crisis and Consumer Reactions, Topic 3: Crisis Management
and Demand for Transparency. Each theme was labelled with relevant keywords in the visual, and the
basic meaning framework was clarified. This classification allows for a more in-depth analysis of trends

in consumer comments and perceptions of the brand.
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Top-30 Most Relevant Terms for Topic 3 (26.9% of tokens)
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Figure 2. Topic modelling results (A. Topic 1, B. Topic 2, C. Topic 3)

Topic 1: Product Quality and Brand Trust

As Eylip Sabri Tuncer was a brand with high customer loyalty before the crisis, positive reviews
emphasise the importance of the ‘reinforcing existing reputation’ strategy in the brand's crisis
management. In this case, SCCT recommends that the brand continue to instil confidence in customers
and maintain this positive perception. Transparent and informative explanations can further strengthen

positive consumer perceptions.
Topic 2: Crisis and Consumer Reactions

According to SCCT, in such situations, the brand should adopt a strategy of accepting
responsibility and providing explanations. ‘Compensation and explanation’ strategies should be used to
prevent the loss of trust that underlies negative comments. For example, providing consumers with
evidence that the products are safe and sharing more information about the crisis can alleviate these

negative perceptions.
Topic 3: Crisis Management and Demand for Transparency

SCCT defines such situations as ‘mismanagement crises’. Consumers' concerns, expressed with
terms such as “harmful” and “why”, indicate that the brand's crisis communication has been inadequate.
According to SCCT, in such situations, the brand should adopt a more proactive approach and ensure
transparent communication with a ‘full accountability’ strategy. In particular, providing clear and
prompt answers to all consumer questions related to the crisis will contribute to rebuilding the brand's
reputation. SCCT provides a roadmap that will help strengthen the brand's reputation after the crisis by
adopting a proactive, transparent and customer-focused approach. In this context, the implementation
of the ‘transparent information’, ‘emotional closeness’ and ‘compensatory explanations’ strategies will

be effective in crisis management.

Discussion

This study examined the perceptions of social media users during the crisis process in which the
Eytip Sabri Tuncer brand faced allegations that some of its products had been recalled in European
Union countries, and evaluated the brand's crisis communication strategies within the framework of the
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Situational Crisis Communication Theory (SCCT). The findings reveal that the brand largely maintained
its existing reputation, but certain shortcomings in the communication process led to negative and
neutral perceptions among some consumers.

According to sentiment analysis findings, 51% of comments were positive, 31% were negative,
and 18% were neutral. Positive comments indicate that the brand's strong reputation and customer
loyalty prior to the crisis were preserved. This finding coincides with the perception of a ‘victim-type
crisis’ as defined in SCCT. However, negative comments particularly highlight criticism regarding
product safety and insufficient information. This indicates that some consumers perceive the crisis as
“accidental” or ‘covert,” revealing the need for a stronger compensation and explanation strategy on the
part of the organisation.

Neutral comments reflect impartial or wait-and-see attitudes arising from a lack of information
and uncertainty. These comments once again highlight the importance of transparent communication
and continuous updates during a crisis. When evaluated in the context of SCCT, it is understood that
despite the brand's implementation of transparency and speed-focused communication strategies, this
effort is not perceived equally across all consumer groups. This shows that in crisis communication,
both the content and timing of the message have a direct impact on consumer perception.

Text mining and topic modelling analyses reveal that positive comments feature expressions that
reinforce brand value, such as ‘trust’, ‘quality’, and ‘brand’, while negative comments are dominated by
themes of safety and health, such as ‘harmful’, ‘banned’, and ‘substance’. In neutral comments, words
such as ‘explanation’, ‘information’, and ‘Europe’ stand out. These results show that consumers have
both emotional and cognitive needs during crisis periods and that these needs must be effectively met
through communication strategies.

One of the study's significant contributions is demonstrating the empirical power of text mining
and sentiment analysis methods applied to social media data in evaluating crisis communication
strategies. Beyond traditional survey or focus group methods, analysing real-time and natural responses
on social media enables organisations to develop more agile and data-driven strategies during crises. In
this respect, the study offers a unique contribution to both crisis communication literature and
practitioners in terms of digital tracking and reputation management.

Conclusion

This study analysed consumer perception of the Eyiip Sabri Tuncer brand on social media during
a crisis and evaluated the effectiveness of crisis communication strategies within the SCCT framework.
The findings indicate that the brand managed to maintain its overall reputation, but deficiencies in
product safety and communication processes among certain consumer segments led to negative
perceptions. Although fundamental principles in crisis communication, such as transparency, rapid
information sharing, and responding to consumers' requests for information, were largely implemented,
it is understood that these practices were insufficient for some consumer groups.

In this context, the limitations of the study also highlight areas that need to be developed for future
research. The study's data source was collected solely from the X (formerly Twitter) platform. However,
different social media platforms such as Instagram and Facebook host different user profiles and content
characteristics, meaning that crisis perceptions and response patterns may vary across platforms.
Therefore, conducting multi-platform analyses in future research will reveal the differences in crisis
communication strategies across platforms, leading to more comprehensive results.

Another significant limitation is that the analysed data is restricted to European Union countries.
Cultural differences have a significant impact on crisis perception and the perception of responsibility
attributed to brands. Cross-cultural comparative analyses using data collected from different
geographical regions, particularly Turkey and Asia, could reveal how crisis communication differs
within cultural codes. Such research will also shed light on the need for cultural adaptation for global
brands.
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On the other hand, the TextBlob library was used for sentiment analysis in the study. Despite the
basic analysis capabilities provided by TextBlob, the context dependency inherent in social media data
and the emotionally charged use of language necessitate more advanced analysis tools. Therefore, the
use of transformer-based models such as BERT or sentiment analysis tools developed specifically for
Turkish will offer the opportunity to examine consumer reactions more accurately and in greater depth.
The use of such advanced natural language processing methods in future studies will increase the
reliability and validity of insights gained from social media data.

This study fills an important gap both theoretically and practically, contributes to the development
of crisis communication literature, and guides brand managers in developing more effective
communication strategies during digital crises. Considering that social media platforms present both
risks and opportunities for brands during crises, it is critically important for brands to strengthen their
crisis communications by monitoring data in real time to prevent potential reputational damage. Future
studies are expected to further enrich this field by utilising multi-platform, cross-cultural comparisons
and advanced NLP techniques.
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TURKCE SURUM
Giris
Marka itibari, modern pazarlama ve yonetim stratejilerinin temel taglarindan biridir. Bir markanin
miisteri nezdindeki giivenilirligi, kalite algis1 ve deger sunumu, marka sadakatini gii¢clendiren ve uzun
vadeli bagar1y1 sekillendiren énemli unsurlardir (Fombrun, 1996). Ozellikle dijital cagda, sosyal medya
ve ¢evrimigi platformlarin yayginlagsmasi, markalarin itibarlarini daha hassas ve kirilgan hale getirmistir.

Bu durum, markalarin kriz donemlerinde hizli, seffaf ve etkili kriz yonetim stratejileri gelistirmesini
zorunlu kilmaktadir.

Krizler, markalarm iirlin ya da hizmet kalitesinde yasanan sorunlar, yasa dis1 igeriklerin kullanim1
ya da tiiketici glivenini sarsabilecek olaylar gibi nedenlerle ortaya ¢ikmaktadir (Griffin, 2014). Bu tiir
durumlar, markanin miisteri algisim1 olumsuz yonde etkileyebilmekte ve giiven kaybina yol
acabilmektedir. Ancak krizlerin yonetimi, yalnizca sorunun ¢oziimilyle sinirli kalmayip, markanin
miisteri goziinde yeniden itibar kazanmasi saglayacak stratejik adimlar atilmasini gerektirmektedir
(Coombs, 2007). Ozellikle sosyal medya platformlari, kriz yonetiminde hem firsatlar hem de riskler
sunmakta; bu platformlar {izerinden yapilan yorumlar, markalar i¢in énemli bir geri bildirim kaynagi
olusturmaktadir (Wendling vd., 2013).

Durumsal Kriz Iletisimi Kurami (SCCT), kriz iletisiminin nasil yénetilmesi gerektigini ve kriz
tiiriine bagl olarak markalarin hangi stratejileri benimsemesi gerektigini agiklayan 6nemli bir teoridir.
SCCT, krizlerin markalar iizerindeki etkilerini, kriz sorumlulugunun algilanma derecesine gore
smiflandirir. Bu kurama gore, krizlerin yonetilmesinde en onemli faktdr, markanin krizle ilgili
sorumlulugunu ne kadar kabul ettigi ve krizle ilgili dogru ve seffaf bilgi paylasiminin ne kadar etkili
yapildigidir (Coombs, 2007). Krizler, farkli derecelerde sorumluluk tasiyabilir ve markalar, bu
sorumlulugun algi diizeyine gore farkli stratejiler benimsemelidir. Ornegin, "kurban tipi krizler"de
marka, olayim kendisinin kontrolii disinda bir durum oldugu ve bu nedenle sorumlu olmadigina dair bir
aciklama yapabilirken; "saldir tipi krizler"de ise daha giiclii bir telafi stratejisi gerekebilir. SCCT, bu
baglamda kriz doneminde markalarin etkili bir iletisim kurabilmesi i¢in hangi stratejilerin
kullanilacagim belirlemekte énemli bir rehberdir.

Bu caligmada, Tiirkiye nin koklii kozmetik markalarindan biri olan Eyiip Sabri Tuncer’in 2021
yilinda yasadigi marka krizi ele alinmaktadir. Markanin bazi iriinlerinin Avrupa Birligi’nde
toplatildigina dair iddialar, miisteri giiveninde soru isaretlerine yol agmis ve bu durum sosyal medya
platformu X (eski adiyla Twitter) lizerinde genis yanki bulmustur. Arastirmada, sosyal medya {izerinden
paylasilan miisteri yorumlari metin madenciligi ve duygu analizi yontemleriyle incelenerek, krizin
marka itibar1 lizerindeki etkileri degerlendirilmistir. Calismanin 6zgiinliigii, kriz yonetiminin sosyal
medya analizleri yoluyla marka algisma etkisini detayli bir sekilde incelemesinden ve kozmetik
sektoriine odaklanan nadir 6rneklerden biri olmasindan kaynaklanmaktadir.

Kavramsal Cerceve

Marka itibari, bir kurulugun paydaslar nezdindeki giivenilirlik, kalite ve deger algisinin toplamini
ifade eder ve hem akademik hem de uygulamali alanlarda stratejik bir 6neme sahiptir (Fombrun, 1996).
Aaker (1996) marka itibarini, tiikketici sadakati ve pazar performansiyla dogrudan iliskili bir varlik olarak
tanmimlarken; Bartikowski ve Walsh (2011), itibarin kriz doénemlerinde kurumun dayanikliligini
belirleyen en kritik faktdrlerden biri oldugunu vurgulamistir. Sosyal medya ortami, bu dayanikliligi hem
giiclendirebilecek hem de zayiflatabilecek igeriklerin hizla yayilmasina olanak taniyarak kriz iletisimini
yeniden tanimlar (Wendling et al., 2013).

Kriz yonetimi, markalar beklenmedik olumsuz olaylara kars1 gelistirdikleri stratejiler biitlinii
olarak tamimlanir (Coombs, 2007). Geleneksel kriz yaklasimlari, sorunun operasyonel ¢dziimiine
odaklanirken; modern yaklagimlar itibar onarimina ve paydas giliveninin yeniden tesisine vurgu yapar
(Hwang & Cameron, 2008). Durumsal Kriz Iletisimi Kurami (SCCT), krizlerin algilanan sorumluluk
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diizeyine gdre “savunma”, “6ziir”, “tazmin” ve “bilgilendirme” stratejileri Onerir ve bu stratejilerin
paydas tutumlarma etkisini agiklar (Coombs, 2007). Ornegin, “kurban tipi kriz” sinifinda marka,
sorumlulugun kendisinde olmadigini agiklayarak giiven tazelemeye ¢alisirken; “saldiri tipi kriz”te giiglii
bir telafi stratejisiyle itibar zedeleyici algiy1 kirmay1 hedefler (Fearn-Banks, 2016).

Benoit’in Goriintii Onarma Teorisi (Image Repair Theory) ise SCCT’yi tamamlayici bir
perspektif sunar; bu yaklasim, kriz sonrasi mesajlarin s6zdizimi ve segilen sdylem stratejilerinin itibarin
yeniden insasindaki belirleyici roliinii detaylandirir (Benoit, 1995). Literatiirde, SCCT ve Goriintii
Onarma Teorisi ikilisi; farkli sektorlerde kriz yanmit stratejilerinin etkinligini karsilastirmali olarak
inceleyen ampirik ¢aligmalar sunmustur, ancak kozmetik endiistrisinde ve 6zellikle AB geri ¢cagirma
baglaminda sosyal medya verisi temelinde gerceklestirilen analizler hala sinirlidir (Dutta & Pullig, 2011;
Kéhr et al., 2016).

Kriz yonetiminin uzun vadeli itibar koruma boyutu, stratejik esneklik ve cevik yoOnetim
yaklasgimlariyla da iliskilendirilmistir. ~Kasnak (2024), organizasyonlarin kriz aninda
benimseyebilecekleri esnek yapilar aracilifiyla itibar kayiplari1 minimize edebilecegini 6ne siirerken;
Bitlis (2021) ise kriz siireglerinde iletisim stratejilerinin merkezi 6nem tasidigin1 gostermistir. Bu
cercevede seffaflik ve proaktif iletisim, tiiketicilerin belirsizlik ve giivensizlik duygularini azaltmada
hayati rol oynar (Coombs, 2007; Claeys & Cauberghe, 2014).

Sosyal medya verilerinin kriz donemlerinde paydas algisin1 gorsellestirmede ve anlamada
sundugu firsatlar, metin madenciligi ve duygu analizi yontemleriyle somut veriler elde edilmesine imkéan
tanir (Pang & Lee, 2008; Siomkos & Kurzbard, 1994). Laufer ve Coombs (2006), bu tekniklerin
kurumlarin kriz mesajlarin1 gercek zamanli olarak uyarlamalarina yardimer oldugunu belirtmistir.
Tiiketici yorumlarinda 6ne ¢ikan “giiven”, “kalite” ve “seffaflik” temalarinin kriz algisi iizerindeki
belirleyici etkisi, sosyal medya analizlerinin stratejik iletisime katkisin1 gostermektedir (Lai et al., 2010).

Glincel tez ¢aligmalar1 da iletisim eksikliklerinin itibar iizerindeki olumsuz sonuglarini ortaya
koymaktadir (Dugan et al., 2024). Citrawijaya ve arkadaslari (2024) ise siirdiiriilebilir kriz yonetimi i¢in
uzun vadeli iletisim planlamasimin gerekliligini vurgulayarak, orgiitsel itibarmn krize hazirlikli olma ve
kriz sonras1 6grenme siiregleriyle giliglendirilebilecegini ileri siirmiistiir.

Durumsal Kriz fletisimi Kuram

Durumsal Kriz Iletisimi Kurami (SCCT), Coombs (2007) tarafindan gelistirilmis olup,
kurumlarin kriz anlarinda itibarim1 korumak ve paydaglarla etkili bir iletisim kurmak iizere stratejiler
belirlemesine rehberlik eder. SCCT, kriz yonetimini olasi paydas algilariyla birlikte ele alarak, hem
olayin dogas1 hem de algilanan sorumluluk diizeyi temelinde en uygun yanit stratejilerini tanimlar.
Kuram, krizleri “kurban tipi” (markanin kontrolii disinda gelisen olaylar), “kazara” (istenmeyerek
meydana gelen hatalar) ve “ortiilii” (kurumun dogrudan sorumlulugunun bulundugu durumlar) olmak
iizere li¢ kategoriye ayirir.

SCCT’nin temel bilesenlerinden ilki kriz sorumlulugu algisidir. Paydaslar, bir krizin magduru mu
yoksa nedeni mi olduguna karar verme egilimindedir; algilanan sorumluluk arttik¢a, kurumun
iistlenecegi strateji de degisir. Ikincisi, kisisel ve kurumsal itibara ydnelik tehdit diizeyidir. Krizin kurum
imajim ne dlciide zedeledigi, stratejinin secimini belirleyen énemli bir 6lgiittiir. Uciincii bilesen ise kriz
yanit stratejileridir. SCCT, bu stratejileri savunma (inkar, sorumluluk devretme), telafi edici (Oziir
dileme, tazminat sunma) ve uyumlu (bilgilendirme, seffaflik vurgusu) yaklasimlar olarak smiflandirir.

Kuram, stratejilerin etkililigini degerlendirirken paydaslarin seffaflik, sorumluluk {istlenme ve
empati gibi unsurlara verdigi énemi vurgular. Ornegin, ¢alisanlarin veya tiiketicilerin dogrudan
etkilendigi bir kazada kurumun agike¢a destek ve 6ziir ifade etmesi, itibarin hizlica toparlanmasina katki
saglayabilir. Bu baglamda, SCCT yalnizca kriz tipiyle degil, aym1 zamanda paydaslarin beklenti ve
duygu durumlartyla da uyumlu stratejiler belirlemeyi ongoriir.
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Akademik literatiirde SCCT, cok sayida ulusal ve uluslararasi vaka incelemesiyle simanmisgtir.
BP’nin Deepwater Horizon petrol sizintisi ve Toyota’nmin geri ¢agirma krizleri, “ortiili” krizler
kapsaminda kurumlarin sorumluluk reddi ve telafi stratejilerini nasil uyguladigini gostermistir.
Facebook-Cambridge Analytica skandali ise seffaflik ve empati odaklt mesajlarin Gnemini
vurgulamistir. Kim ve Liu (2012), Asya-Pasifik bolgesindeki sirketlerde SCCT stratejilerinin algilanan
etkinligini inceleyerek, seffaflik ve bilgi odakli yaklagimlarin kamuoyunda pozitif karsilandigini
bulmus; Coombs ve Holladay (2008) ise empati temelli mesajlarm kurum itibarin1 destekledigini ortaya
koymustur.

Son dénemde, sosyal medya platformlarinda SCCT nin uygulanabilirligine dair ¢aligmalar artig
gostermektedir. Gergek zamanli kullanicr tepkilerini analiz eden metin madenciligi ve duygu analizi
yontemleri, kurumlarin kriz tepkilerini anlik verilerle sekillendirmesine imkan tanimaktadir. Bu
yorumlayici araglar, SCCT gergevesinde stratejilerin kriz anindaki etkisini nicel ve nitel oOlgiitlerle
degerlendirmeyi miimkiin kilarak teorik modelin pratik gecerliligini giiglendirmektedir.

Bu cergeveden hareketle, SCCT hem teorik derinlik saglayan hem de pratikte uygulanabilir bir
kriz yonetimi modeli sunar. Kuramin paydas odakli yaklasimi, kurumlara kriz aninda seffaflik,
sorumluluk alma ve empati odakli stratejilerle itibar koruma firsati tanimaktadir. Nitekim, literatlirdeki
calismalar, kuramin 6ngdriilerinin, kurumsal itibar1 koruma ve kriz yonetiminde kritik bir rol oynadigini
ortaya koymustur.

Yontem

Bu calisma, betimsel igerik analizi tasarimima dayanan nitel bir yaklagimla yiiriitilmiistir.
Arastirmada, Eylip Sabri Tuncer markasina iligskin sosyal medya platformu X’te (eski adiyla Twitter)
yapilan kullanici yorumlan analiz edilmistir. Calismanin amaci, markanin itibar yonetimi ve kriz
iletisimi stireglerini degerlendirmektir.

Calisma ii¢c temel asamada ilerlemistir: veri toplama, duygu analizi ve konu modelleme. Ilk
asamada, 1 Ocak — 31 Aralik 2024 tarihleri arasinda X platformundan API destekli manuel ve otomatik
yontemlerle 300 kullanici yorumu toplanmistir. Veri 6n igleme siirecinde, tekrarlayan, konu dist ve
yalnizca emoji igeren igerikler ¢ikarilmistir,

Ikinci asamada, duygu analizi gerceklestirilmistir. Bu asamada, Python ortaminda TextBlob
kiitiiphanesi kullanilarak yorumlarin olumlu, olumsuz veya ndtr duygu kategorilerine gore
siniflandirilmast yapilmustir. Ugiincii asamada ise, konu modelleme analizi uygulanmistir. Bu analizde,
yorumlarda 6ne ¢ikan ana temalarm belirlenmesi i¢in Latent Dirichlet Allocation (LDA) yontemi
kullanilmigtir.

Ayrica ¢alismada, kriz yonetimi ve marka itibar1 degerlendirmeleri yapilirken, kurumlarin kriz
stireclerinde kullandig1 stratejilerin kamuoyu algisina etkisini anlamada 6nemli bir model olan
Coombs’un (2007) Durumsal Kriz Iletisimi Kurami temel alinmistir. Bu kuram 1s181nda, analiz sonuglar
markanin kriz iletisimi baglaminda tartigilmistir.

Veri Seti

Caligmanin veri seti, Eyilip Sabri Tuncer markasimin Avrupa Birligi’nde bazi {irlinlerinin
toplatildig1 iddialarma kars1 tiiketicilerin X (eski adiyla Twitter) platformundaki tepkilerini
yansitmaktadir. Veri, 1 Ocak—31 Aralik 2024 tarihleri arasinda X API v2 iizerinden Tweepy kiitiiphanesi
(Tweepy, 2024) araciligiyla “Eyiip Sabri Tuncer”, “toplatilma”, “AB”, “iiriin giivenligi” ve “kolonya”
anahtar kelimeleriyle yiiriitiilen sorgular sonucunda toplanmistir. Her sorguda sayfa basina 100 kayit
indirilmis; toplam 420 ham yorum elde edildikten sonra API rate-limit agimini 6nlemek i¢in pagination
ve bekleme periyotlar1 uygulanmistir (X API Documentation, 2024). Ham veri kiimesinden, krize
dogrudan atif yapan ve Tiirkge igerik barindiran paylasimlar amagsal 6rneklem yontemiyle (Patton,

1990) secilerek nihai veri seti 300 yoruma indirilmistir.
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Secilen yorumlar, analiz giivenilirligini ve tutarliligimi artirmak amaciyla su 6n isleme
adimlarindan ge¢irilmistir (Feldman & Sanger, 2007; Zemberek, 2020): yinelenen paylagimlar ve
yalnizca emoji iceren igeriklerin ¢ikarilmasi; URL, @etiket ve #hashtag gibi Ogelerin regex ile
temizlenmesi; Tiirk¢e durak kelimelerin Zemberek sozliigii kullanilarak kaldirilmasi; metinlerin kiigiik
harfe doniistiirilmesi ve Zemberek kok bulucu ile koklenmesi. Bu biitlinciil siireg, duygu analizi, metin
madenciligi ve konu modelleme adimlarmin saglam bir veri temeli {izerinde yiiriitiilmesini temin
etmistir.

Duygu Analizi

Duygu analizi, sosyal bilimler aragtirmalarinda dijital verilerin nicel ve nitel boyutlarini bir arada
inceleyerek paydas tutumlarimi anlamlh gostergelere doniistiirme olanagi sunar (Pang & Lee, 2008).
Duygu analizi, bir metindeki ifadelerin pozitif, negatif veya notr duygular icerip igermedigini
belirlemeye yonelik bir tekniktir ve miisteri yorumlarinin kriz anindaki duygu durumunu anlamak igin
etkili bir yontemdir. Bu ¢aligmada, 1 Ocak—31 Aralik 2024 tarihleri arasinda X platformundan elde
edilen 300 kullanici yorumu, Python 3.9 ortaminda TextBlob 0.15 kiitliphanesi kullanilarak analiz
edilmistir (Loria, 2018). Metinler; URL, @etiket ve #hashtag gibi giiriiltii 6gelerinden arindirmak tizere
diizenli ifadeler (regex) ile temizlenmis, tiim karakterler kii¢iik harfe donistiiriilmiis ve Tiirkge durak
kelimeler Zemberek sozIligli referans alinarak kaldirilmigtir (Feldman & Sanger, 2007; Zemberek,
2020).

Her bir yorum i¢in TextBlob’un polarite (—1’den +1’e) ve subjectivity (0’dan 1’e) degerleri
hesaplanmis; polarite > +0.1 pozitif, < —0.1 negatif, ara degerler notr kabul edilmistir. Subjectivity esigi
0.5 olarak belirlenerek, yorumlarin 6znel veya nesnel karakterleri ayristirllmigtir (Loria, 2018). Bu
esikler, sosyal bilimler literatiiriinde yaygin kullanilan duygu siniflandirma standartlarina uygundur.

Metodolojik tutarliligi pekistirmek amaciyla, TextBlob sonuglari VADER algoritmasiyla
karsilastirilmis ve araglar arasi Pearson korelasyon katsayisi r = 0.85 olarak bulunmustur (Hutto &
Gilbert, 2014). Ayrica, %10 oraninda rastgele segilen 30 yorum, iki bagimsiz arastirmaci tarafindan
manuel kodlanmis; Landis & Koch’un (1977) kriterlerine gore hesaplanan Cohen’s Kappa = 0.82 ile
yikksek uyum saglanmistir. Bu ¢ok katmanli duygu analizi yaklagimi, otomatik NLP araglarinin
Olgeklenebilir hizini, manuel igerik analizi derinligiyle harmanlayarak kriz donemindeki tiiketici
duygularini hem giivenilir hem de yorumlanabilir bir bigimde ortaya koymaktadir.

Metin Madenciligi

Metin madenciligi, biiyiik veri kiimesi igindeki metin verilerinden anlaml bilgiler elde etmeye
yonelik bir siirectir. Bu siireg, dogal dil igleme (NLP) teknikleri kullanarak, metin verilerinin analiz
edilmesi, siniflandirilmasi ve yorumlanmasi {izerine odaklanir. Metin madenciligi, veri madenciligi ve
bilgi c¢ikarimi alanlarinda yer alir ve genellikle sosyal medya verileri, miisteri yorumlari, haber
makaleleri ve diger metin tabanli kaynaklardan bilgi ¢ikarma amaciyla kullanilir (Feldman & Sanger,
2007). Bu teknik, verilerin 6n islenmesi, metin 6zelliklerinin ¢ikarilmasi, siniflandirma, kiimeleme,
duygu analizi gibi adimlar igerir.

Metin madenciligi, farkli tiirdeki metinleri analiz edebilme yetenegi sayesinde, 6rnegin sosyal
medya verileri veya miisteri geri bildirimleri gibi biiyiik veri kiimelerinin islenmesinde oldukga etkilidir.
Bu tiir veriler genellikle diizensiz ve karmasiktir, ancak metin madenciligi teknikleri, bu verilerdeki gizli
kaliplar1 ve iligkileri ortaya ¢ikarmada yardimci olabilir. Ornegin, duygu analizi metin madenciligi
stireclerinin bir parcasidir ve sosyal medya iizerindeki yorumlardan insanlarin duygusal tepkilerini
belirlemeye yonelik bir tekniktir (Pang & Lee, 2008). Bu yontem, markalarin veya lirlinlerin algilanigin
analiz etmek i¢in siklikla kullanilmaktadir.

Ayrica, metin madenciligi, biiyiik miktarda veriden anlamli sonuglar ¢ikarmak i¢in gerekli olan
otomatiklestirilmis siire¢ler sunarak, insan giiclinii azaltir ve analiz siiresini kisaltir (Sailaja vd., 2016).
Bu nedenle, isletmelerin tiiketici davraniglarini daha hizli ve verimli bir sekilde anlamalarina yardimci
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olur. Sonug olarak, metin madenciligi hem teorik hem de uygulamali alanda, veriye dayal kararlar
almak ve stratejiler gelistirmek igin kritik bir aractir.

Konu Modelleme

Konu modelleme, biiyiik metin koleksiyonlarinda gizli temalar1 (topic) kesfetmek i¢in kullanilan
bir veri madenciligi yontemidir. Bu yontem, metinlerdeki ana konularn otomatik olarak belirlemeye
yardimc1 olur ve metinlerin ardindaki yapiy1 ortaya ¢ikarmak icin istatistiksel teknikler kullanir.
Ozellikle sosyal medya, akademik makaleler veya forumlar gibi biiyiik veri kiimelerindeki anlaml
bilgileri ortaya ¢ikarmak i¢in yaygin olarak kullanilir (Kaya ve Eyyiip, 2022).

Konu modelleme, metin madenciligi, sosyal medya analizi, pazarlama, akademik arastirmalar
gibi birgok alanda uygulanabilir. Ornegin, sosyal medya platformlarindaki yorumlar {izerinde yapilan
analizlerle halkin egilimleri ve endiseleri incelenebilir. Akademik alanda, arastirma makaleleri
arasindaki benzerlikleri kesfetmek veya belli bir konudaki egilimleri belirlemek i¢in de kullanilir
(Doganli, 2023).

Bu yontem, veri odaklidir ve kullanicilarin verilerdeki gizli yapilari kesfetmelerine olanak saglar.
Konu modelleme, dil bagimsiz olarak her tiirlii metin iizerinde uygulanabilir ve biiyiik veri setlerinde
anlamli ¢ikarimlar yapabilir. Metinlerin igerigine gore Ozellestirilebilmesi, bu yontemi esnek ve
kullanigh kilar (Williams vd., 2024).

Konu modellemede en ¢ok kullanilan yontem Latent Dirichlet Allocation (LDA) modelidir. LDA,
her bir belgeyi belirli bir konu karisimi olarak modelleyip, her konunun belirli kelimelerle
iligkilendirilmesini saglar. LDA'nin avantaji, metinlerdeki yapiy1 anlamadan 6nce, verilerin énceden
etiketlenmesine gerek olmamasidir. Yani, model denetimsiz bir sekilde ¢alisarak, metin koleksiyonunun
ardindaki gizli temalar kesfeder. Bu yiizden, biiyiik ve etiketlenmemis veri setlerinde konular1 analiz
etmek igin yaygin olarak kullamilir (Giinay ve Giigdemir, 2022; Unal, 2023).

Bulgular

Hammadde niteligindeki 300 kullanict yorumu titizlikle temizlenip normalize edilmistir. Bu
stiregte, veri setindeki sayisal degerler, noktalama isaretleri ve 6zel semboller tamamen ¢ikarilarak
metindeki giiriiltii 6nemli 6l¢iide azaltilmigtir. Ardindan tiim metinler kiigiik harf diizeyine indirgenerek
biiylik/kiiglik harf ayrimindan kaynaklanan tutarsizliklar ortadan kaldirilmigtir. Bu temel adim, igerik
degerini tasgimayan islevsel bagla¢ ve edatlarin (“ve”, “ile”, “ama” vb.) Aggarwal ve Zhai (2012) ile
Tagkiran (2021) tarafindan olusturulan durma kelime listeleri kullanilarak temizlenmesi izlemistir.
Metinler bu temizleme islemlerinin ardindan tokenizasyon islemine tabi tutularak her kelime bagimsiz
bir “token” olarak islenmis ve terim siklig1 ile n-gram analizleri i¢in gerekli altyapi olusturulmustur
(Jurafsky & Martin, 2009). Son olarak, kok ayirma (stemming) algoritmalar1 devreye alinarak ayni
kokten tireyen sozciikler birlestirilmis; bdylelikle veri setindeki kelime c¢esitliligi azaltilirken
istatistiksel analizlerin dogrulugu da artirilmistir. Bu biitiinciil 6n isleme siireci, duygu analizi ve metin
madenciligi uygulamalarinin gegerli ve tutarh sonuglar liretmesine imkan tanimistir.

Duygu Analizi Bulgular

Caligmanin en temel adimlarindan biri olan duygu analizi, kullanici yorumlarmin olumlu,
olumsuz ya da nétr olarak siiflandirilmasinit amaglamaktadir. Duygu analizi, metin madenciligi iginde
onemli bir yer tutan dogal dil isleme (NLP) teknigidir ve 6zellikle sosyal medya verileri {izerinden marka
algisin1 6lgmek i¢in sik¢a kullanilmaktadir (Liu, 2012, s. 11). Bu ¢alismada duygu analizi i¢in Python
programlama dili kullanilarak, TextBlob kiitliphanesi ile yorumlar smiflandirilmistir. TextBlob,
ctimlelerin ya da kelimelerin igerdigi duygusal tonu tespit ederek, her bir yorumu belirli bir duygu
kategorisine yerlestirir. Tablo 1’de yorumlarin duygu durumu dagilimi goriilmektedir.
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Tablo 1. Yorumlarin Duygu Durumu

Pozitif Negatif Notr
Duygu durumu 153 92 55

Tablo 1°de yer alan duygu analizi sonuglari, Eylip Sabri Tuncer markasmin kriz yonetimi
stirecinde tiiketici algisinin olumlu, olumsuz ve ndtr tepkiler olarak nasil sekillendigini ortaya
koymaktadir. Analiz sonuglarina gére yorumlarin %51°1 pozitif, %31°1 negatif ve %18’1 notr olarak
siniflandirilmigtir. Olumlu yorumlar, markanin kriz doneminde miisteri sadakatini biiylik ol¢iide
korudugunu ve genel itibar1 iizerinde pozitif bir etkisinin devam ettigini gostermektedir. Olumlu
degerlendirmeler, iiriin kalitesi ve marka giivenine yapilan vurgularla 6ne ¢ikmakta, bu da markanin kriz
sirasinda bile tiiketicilerle arasindaki giiven iligkisinin siirdiiglinii isaret etmektedir. Olumsuz yorumlar
ise, kriz yonetimi siirecindeki eksikliklerin, 6zellikle iiriin giivenligi ve toplatilma siirecine iliskin
endiselerin baz tiikketicilerde olumsuz algilar olusturdugunu gostermektedir.

Bununla birlikte elde edilen bulgular Durumsal Kriz iletisimi Kurami (SCCT) baglaminda
degerlendirildiginde, markanin kriz iletisiminde seffaflik, hiz ve dogru bilgi paylagimi gibi stratejik
unsurlan eksik uyguladigi ya da baz tiiketici gruplarin1 bu ¢abalardan yeterince tatmin edemedigi
seklinde yorumlanabilir. Bulgular, Durumsal Kriz iletisimi Kurami’nin (SCCT) ii¢ temel boyutu
cergevesinde asagidaki sekilde derinlestirilebilir (Coombs, 2007):

SCCT’nin kriz sorumlulugu algis1 boyutunda, olumlu yorumlar genel olarak krizin “kurban tipi”
olarak algilandigim gosterirken; negatif yorumlar, baz1 tiiketici segmentlerinde iiriin gilivenligi ve
toplatma siireciyle ilgili algilanan sorumlulugun arttigin1 ve seffaflik eksikligi hissini yansitmaktadir
(Coombs, 2007). Notr tepkiler ise krize dair sorumluluk atfinin heniiz netlesmedigini, paydaslarda
belirsizlik yaratan stratejilerin kullanildigini diigiindiirmektedir.

SCCT’nin kurumsal itibara yonelik tehdit diizeyi agisindan, pozitif yorumlarda “marka giiveni”
ve “Urlin kalitesi” One ¢ikarak itibarin biiyiik 6lgiide korundugunu isaret ederken; negatif ve notr
yorumlar, tehdit diizeyinin belirli kullanic1 gruplarinda orta-iist seviyeye ulagtigini, dolayisiyla itibar
kaybinin siirdiiriilmemesi i¢in ek dnlemler gerektigini gdstermektedir. Bu bulgu, kriz tiirline bagli olarak
tehdit algisinin degiskenlik arz ettigini dogrulamaktadir.

SCCT’nin kriz yanit stratejileri boyutunda ise olumlu geri bildirimler, kurumun seffaf ve hizh
bilgi paylasiminin etkin oldugunu ortaya koyarken; olumsuz ve nétr tepkiler, “6ziir” ve “tazmin” odakli
telafi stratejilerinin yeterince algilanmadigina isaret eder. Bu durum, SCCT’nin savunma, telafi ve
uyumlu strateji kombinasyonlarinin birlikte uygulanmasi gerekliligini pekistirmektedir (Coombs, 2007).

Bu ¢alisma, SCCT’nin ii¢ temel boyutunu sosyal medya temelli ampirik verilerle siayarak,
kuramin dijital platformlarda nasil isledigine dair teorik derinlik saglamaktadir. Kozmetik sektoriinde
AB geri cagirma vakasi 6zelinde elde edilen bulgular, SCCT’nin genellenebilirligini desteklerken;
dijital kriz iletisim stratejilerinin alt boyutlarmin yeniden yapilandirilmasina ve gliglendirilmesine
yonelik somut 6neriler sunmaktadir. Boylece bu aragtirma, SCCT ye dijital ortamlarda uygulanabilirlik
kazandiran ve sektorlerarasi genisletilebilirlik oneren 6nemli bir teorik katki sunmaktadir.

Metin Madenciligi Bulgular:

Bu ¢aligmada metin madenciligi siireglerinde Python programlama dili ve ilgili kiitiiphaneler
kullanilmistir. Collections kiitiiphanesi, kelime frekanslarinin hesaplanmasinda; nltk (Natural Language
Toolkit), metin On isleme asamalarinda durma kelimelerinin ¢ikarilmasi, tokenizasyon ve kok ayirma
islemlerinde kullanilmistir. Ayrica, wordcloud kiitiiphanesi ile sik kullanilan kelimeler gorsellestirilmis
ve analiz sonuglarmin daha sezgisel bir sekilde yorumlanmasi saglanmistir. Bu araclar, metinlerin
yapilandirilmasi ve analizinde kapsamli bir yaklagim sunmustur.
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Tablo 2. Kelime Frekans Listesi

Pozitif Negatif Notr
Uriin (161) Yasaklandi (32) Aciklama (30)
Saglik (66) Amazon (25) Avrupa (17)
Marka (36) Zararh (17) Saglik (12)
Giiven (27) Madde (16) Sirket (10)
Uretim (23) Saglik (16) Haberler (10)

Tablo 2’de yer alan kelime frekans analizi, Eyilip Sabri Tuncer markasinin Avrupa Birligi
iilkelerinde bazi tirlinlerinin toplatilmasi iddialarina karsi sosyal medya platformu X’teki tiiketici
tepkilerini 6zetlemektedir. Pozitif yorumlarda sik¢a gegen "lirlin" (161), "saglik" (66), "marka" (36) ve
"giiven" (27) kelimeleri, markanin tiiketiciler tarafindan genel olarak olumlu algilandigimi ve miisteri
sadakatini biiyiik 6lciide korudugunu gostermektedir. Bu egilim, Durumsal Kriz iletisimi Kurami
(SCCT) baglaminda degerlendirildiginde, markanin seffaf ve hizhi bilgi paylasgiminin tiiketiciler
nezdinde olumlu bir algi olusturdugunu isaret etmektedir. Ozellikle “giiven” kelimesinin sik¢a
kullanilmasi, markanin itibarin1 koruma konusundaki basarisini yansitmaktadir.

Negatif yorumlarda 6ne ¢ikan "yasaklandi" (32), "zararli" (17) ve "madde" (16) gibi terimler,
tiiketicilerin tirtin giivenligi ve saglikla ilgili endiselerini ortaya koymaktadir. SCCT’ye gore, markanin
kriz sorumlulugu algisim azaltacak yeterli diizeyde agiklama yapamamasi, bu tiir olumsuz algilara yol
acabilir. Ozellikle "Amazon" kelimesinin sik¢a gecmesi, Amazon’un bilgilendirme maillerinin
tiikketicilerde marka itibarini olumsuz etkileyen bir faktor oldugunu gdstermektedir.

Notr yorumlar arasinda "agiklama" (30) ve "Avrupa" (17) kelimeleri dikkat ¢ekmektedir. Bu
durum, tiiketicilerin daha fazla bilgilendirme bekledigini ve krize dair agiklamalarm eksik kaldigini
gostermektedir. SCCT’ye gore, tiiketicilerin bilgi talebine karsilik verilmemesi, kriz yonetiminin
etkisini azaltabilir ve ndtr yorumlarin negatif algiya donligmesine neden olabilir.

Eyiip Sabri Tuncer markasi genel itibar1 ve miisteri sadakatini korumada basarili olmustur. Ancak,
baz1 eksik iletisim stratejileri nedeniyle olumsuz ve notr yorumlar ortaya ¢ikmistir. Markanin, seffaflik
ve proaktif kriz yonetimi stratejilerini gelistirerek olumsuz algilar1 azaltmas1 gerekmektedir.

Sekil 1. Yorumlarda One Cikan Kelimelere Iliskin Gérsel
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Bu gorsel, kriz siirecinde sosyal medya kullanicilarmin Eyiip Sabri Tuncer markasina yonelik

siklikla kullandiklar1 anahtar kelimeleri gorsellestirmektedir. Kelime bulutunda en sik kullanilan
retim," "Amazon," "2022," ve "marka" gibi ifadeler one

kelimeler arasinda "iiriin," "zararly," "u
. e 9
¢ikmaktadir. "Urlin" ve "iiretim" kelimelerinin yiiksek frekansta gegmesi, kullanicilarin markanin {iriin

kalitesi ve iiretim siireglerine odaklandigini géstermektedir. Bununla birlikte, "zararli" ve "Amazon"
gibi negatif ¢agristmli kelimeler, iriinlerin giivenligi ve Amazon iizerinden gelen bilgilendirme e-

postalarinin kriz sirasinda olusturdugu olumsuz algiyr yansitmaktadir. Kelime bulutunda yer alan
"giiven" ve "marka" gibi pozitif ifadeler ise baz1 kullanicilarin markaya olan bagliligini siirdiirdiigiinii

ortaya koymaktadir.
Durumsal Kriz Iletisimi Kurami'na (SCCT) gore bu kriz, markanin hem iiriin giivenligi hem de

iletigim stratejilerinde yasanan eksiklikler nedeniyle ortaya c¢ikmis ve farkli tepkilere yol agmustir.
SCCT'ye gore krizler, organizasyonun algilanan sorumlulugu temelinde simiflandirilir ve kriz tiiriine
uygun bir yanit stratejisi benimsenmelidir. Bu baglamda, "zararl1" ve "yasaklandi" gibi ifadelerin sik¢a
yer almasi, tiiketicilerin krizden markayr sorumlu tuttuunu ve olumsuz algi gelistirdigini
gostermektedir. Markanin, bu durum karsisinda "telafi" stratejisi benimseyerek, iiriin giivenligi
hakkinda detayli bilgi vermesi ve giiven tazelemesi Onemlidir. Ayrica, "agiklama" gibi ifadeler,
tiiketicilerin seffaf bilgilendirme beklentisini yansitmakta; bu da kriz iletisiminde daha fazla proaktiflik
ve netlik ihtiyacim ortaya koymaktadir. Pozitif ifadelerin varlig1 ise markanin sadik miisteri kitlesi
iizerinde etkisini korudugunu ve bu segmenti giiclendirmeye yonelik "tesekkiir ve destek" stratejilerinin

faydali olabilecegini gostermektedir.

Konu Modelleme Bulgular:
Bu ¢aligmada, konu modelleme (topic modeling) yontemi olarak Latent Dirichlet Allocation

(LDA) kullanilmistir. LDA, metin verilerindeki gizli konu yapisini belirlemek amaciyla yaygin olarak
kullanilan bir olasiliksal modelleme teknigidir. Modelleme siirecinde, analiz edilen verilerden elde
edilen metinler, i¢erdigi temel konularin belirlenmesi ve siniflandirilmasi amaciyla islenmistir. LDA
algoritmasi kullanilarak {i¢ temel konu baslig1 (topic) tanimlanmig ve bu bagliklar altinda elde edilen

igerikler ayrintili bir sekilde incelenmistir.

Bu baglamda konu modelleme sonuglar {ic ana tema etrafinda sekillenmistir: Konu 1: Uriin
Kalitesi ve Marka Giiveni, Konu 2: Kriz ve Tiiketici Tepkileri, Konu 3: Kriz Yonetimi ve Seffaflik
Talebi. Her tema, ilgili anahtar kelimelerle gorselde etiketlenmis ve temel anlam c¢ergevesi
netlestirilmistir. Bu siniflandirma, tiiketici yorumlarindaki egilimleri ve markaya yonelik algiy1r daha

derinlemesine analiz etme imkani sunmaktadir.

Top-30 Most Relevant Terms for Topic 1 (37.1% of tokens) Top-30 Most Relevant Terms for Topic 2 (36% of tokens)
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A: Konu 1 B: Konu 2

Top-30 Most Relevant Terms for Topic 3 (26.9% of tokens)
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C: Konu 3
Sekil 2. Konu modelleme sonuglari (A. Konu 1, B. Konu 2, C. Konu 3)

Konu 1: Uriin Kalitesi ve Marka Giiveni

Bu baslik, tiiketicilerin {iriin kalitesi ve markaya duyduklar1 giiven {izerine odaklanmaktadir.
SCCT’ye gore bu tiir algilar, markanin kriz 6ncesi itibar1 ve giivenilirligiyle yakindan iligkilidir. Eyiip
Sabri Tuncer, kriz 6ncesinde miisteri sadakati yiiksek bir marka oldugundan, pozitif yorumlar markanin
kriz yonetiminde “mevcut itibar1 giiclendirme” stratejisinin onemini vurgulamaktadir. SCCT, bu
durumda markanin miisterilere giiven vermeye devam etmesini ve bu olumlu algiy1 korumasini 6nerir.
Seffaf ve bilgilendirici agiklamalar, pozitif tiikketici algisin1 daha da gii¢lendirebilir.

Konu 2: Kriz ve Tiiketici Tepkileri

Avrupa Birligi iilkelerindeki {iriin toplatma iddialarina yonelik tepkiler, SCCT nin “kurban tipi
krizler” kategorisine girmektedir. Tiiketiciler, markayr dogrudan suclamasa bile, olayin acikliga
kavusturulmasini beklemektedir. SCCT’ye gore, bu tiir durumlarda markanin sorumlulugu kabul eden
ve aciklama yapan bir strateji benimsemesi gerekir. Negatif yorumlarin temelinde yer alan giliven
kaybin1 onlemek igin “telafi ve agiklama™ stratejileri kullanilmalidir. Ornegin, tiiketicilere iiriinlerin
giivenli olduguna dair kanitlar sunmak ve krizle ilgili daha fazla bilgi paylasmak, bu negatif algilar

hafifletebilir.

Konu 3: Kriz Yonetimi ve Seffaflik Talebi

Tiiketicilerin kriz yonetimi siirecindeki eksikliklere yonelik elestirilerini ve seffaflik taleplerini
yansitmaktadir. SCCT, bu tlir durumlar “yanlis yonetim krizleri” olarak tanimlar. Tiiketicilerin “zararli”
ve “neden” gibi ifadelerle dile getirdigi endiseler, markanin kriz iletisiminde yetersiz kaldigina isaret
etmektedir. SCCT’ye gore, bu tiir durumlarda marka, daha proaktif bir yaklagim benimsemeli ve “tam
sorumluluk {istlenme” stratejisi ile seffaf bir iletisim saglamalidir. Ozellikle, tiiketicilerin krizle ilgili
tiim sorularina net ve hizli yanitlar verilmesi, marka itibarinin yeniden ingasina katki saglayacaktir.

Analiz, SCCT g¢ergevesinde degerlendirildiginde, Eyiip Sabri Tuncer markasimin kriz yonetimi
stirecinde hem pozitif algilar1 koruma hem de olumsuz algilar hafifletme konusunda stratejik adimlar
atmas1 gerektigini gostermektedir. SCCT, markanin proaktif, seffaf ve miisteri odakli bir yaklagim
benimseyerek, kriz sonrasi itibar1 giiclendirmesine yardimci olacak yol haritasi sunmaktadir. Bu
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baglamda, “seffaf bilgilendirme,” “duygusal yakinlik” ve “tazmin edici agiklamalar” stratejilerinin
uygulanmasi, kriz yonetiminde etkili olacaktir.

Tartisma

Bu caligma, Eyiip Sabri Tuncer markasinin Avrupa Birligi tilkelerinde bazi iirtinlerinin toplatildig1
iddialanyla karsilastig1 kriz siirecinde sosyal medya kullanicilarinin algilarini incelemis ve markanin
kriz iletisimi stratejilerini Durumsal Kriz Iletisimi Kurami1 (SCCT) cercevesinde degerlendirmistir. Elde
edilen bulgular, markanin mevcut itibarini biiylik oranda korudugunu, ancak iletisim siirecindeki belirli
yetersizliklerin tiiketicilerin bir kisminda olumsuz ve notr algilara neden oldugunu gostermektedir.

Duygu analizi bulgularina goére yorumlarin %51°1 pozitif, %3 1’1 negatif ve %181 notrdiir. Pozitif
yorumlar, markanin kriz 6ncesinde sahip oldugu giiglii itibarin ve miisteri sadakatinin korunduguna
isaret etmektedir. Bu bulgu, SCCT’de tanimlanan "kurban tipi kriz" algisiyla ortiismektedir. Ancak
olumsuz yorumlarda oOzellikle {iriin gilivenligi ve yeterli bilgilendirmenin yapilmamasi yo6niinde
elestiriler one ¢ikmaktadir. Bu durum, bazi tiiketicilerde krizin "kazara" veya "Ortilii" kriz olarak
algilandigimi gostermekte ve kurumun daha giiclii bir telafi ve agiklama stratejisine ihtiyag duydugunu
ortaya koymaktadir.

Notr yorumlar ise bilgi eksikligi ve belirsizlik nedeniyle olusan tarafsiz veya bekle-gor
tutumlarimi  yansitmaktadir. Bu yorumlar, kriz siirecinde seffaf bilgilendirmenin ve siirekli
giincellemenin 6nemini bir kez daha ortaya koymaktadir. SCCT baglaminda degerlendirildiginde,
markanin seffaflik ve hiz odakli iletisim stratejileri uygulamasina ragmen tiim tiiketici gruplarinda bu
cabanin esit diizeyde algilanmadigi anlagilmaktadir. Bu da kriz iletisiminde mesajin hem igerigi hem de
zamanlamasinin tliketici algisi lizerinde dogrudan etkili oldugunu gostermektedir.

Metin madenciligi ve konu modelleme analizleri, pozitif yorumlarda "giiven," "kalite," "marka"
gibi marka degerini giiclendiren ifadelerin 6ne ¢iktigini ortaya koyarken; negatif yorumlarda "zararli,"
"yasakland1," "madde" gibi giivenlik ve saglik temalarmin hakim oldugu gézlenmistir. Notr yorumlarda
ise "acgiklama," "bilgi," "Avrupa" gibi kelimeler dikkat ¢ekmektedir. Bu sonuglar, tiiketicilerin kriz
donemlerinde hem duygusal hem de biligsel ihtiyaglarmin oldugunu ve bu ihtiyaglarin iletisim
stratejileriyle etkin bicimde karsilanmasi gerektigini gostermektedir.

Caligmanin 6nemli katkilarindan biri de sosyal medya verileri {lizerinden yapilan metin
madenciligi ve duygu analizi yontemlerinin kriz iletigimi stratejilerinin degerlendirilmesinde sundugu
ampirik giicii ortaya koymasidir. Geleneksel anket veya odak grup yontemlerinin 6tesinde, sosyal
medyadaki gercek zamanl ve dogal tepkilerin analiz edilmesi, kurumlarin kriz aninda daha ¢evik ve
veriye dayali stratejiler gelistirmesine olanak saglamaktadir. Bu yoniiyle ¢alisma, hem kriz iletigimi
literatiirline hem de uygulayicilar icin dijital iz siirme ve itibar yonetimi agisindan 6zgiin bir katki
sunmaktadir.

Sonug¢

Bu calisma, Eyiip Sabri Tuncer markasinin bir kriz siirecinde sosyal medya {izerindeki tiiketici
algisini analiz ederek, kriz iletigsimi stratejilerinin etkinligini SCCT ¢ercevesinde degerlendirmistir. Elde
edilen bulgular, markanin mevcut itibari1 genel anlamda korumay1 basardigini, ancak belirli tiiketici
segmentlerinde {irlin giivenligi ve iletisim siireclerine dair eksikliklerin olumsuz algilar dogurdugunu
gostermektedir. Kriz iletisiminde seffaflik, hizli bilgilendirme ve tiiketicilerin bilgi talebine yanit verme
gibi temel ilkeler biiylik dl¢lide uygulanmis olsa da bazi tiiketici gruplarinda bu uygulamalarin yetersiz
bulundugu anlasilmaktadir.

Bu baglamda c¢aligmanin bazi smirliliklari, gelecekteki arastirmalar igin gelistirilmesi gereken
noktalar1 da ortaya koymaktadir. Caligmanin veri kaynagi yalmzca X (eski adiyla Twitter)
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platformundan toplanmistir. Oysaki Instagram, Facebook gibi farkli sosyal medya platformlari, farkli
kullanict profilleri ve igerik Ozellikleri barimdirmakta, dolayisiyla kriz algisi ve tepki bigimleri de
platformlar arasinda degisebilmektedir. Bu nedenle, ilerleyen arastirmalarda c¢oklu platform
analizlerinin yapilmasi, kriz iletisim stratejilerinin platformlar aras1 farkliliklarini ortaya koyarak daha
kapsayici sonuglara ulasilmasini saglayacaktir.

Bir diger 6nemli sinirlilik, analiz edilen verilerin yalmzca Avrupa Birligi iilkeleriyle smirli
olmasidir. Kiiltiirel farkliliklar, kriz algis1 ve markalara yiiklenen sorumluluk algisi iizerinde 6nemli bir
etkiye sahiptir. Farkli cografyalardan, 6zellikle Tiirkiye ve Asya gibi bolgelerden toplanacak verilerle
yapilacak kiiltiirler arasi karsilastirmali analizler, kriz iletisiminin kiiltiirel kodlar ¢er¢evesinde nasil
farklilastigin1 ortaya koyabilir. Bu tiir arastirmalar, kiiresel markalar i¢in kiiltiirel adaptasyon
gerekliligine de 151k tutacaktir.

Ote yandan calismada duygu analizi i¢in TextBlob kiitiiphanesi kullanilmistir. TextBlob’un
sagladig1 temel analiz imkanlarina ragmen, sosyal medya verilerinin dogasinda bulunan baglam
bagimliligi ve dilin duygu yiiklii kullanim sekilleri daha geligsmis analiz araglarini gerekli kilmaktadir.
Bu nedenle BERT gibi transformer tabanli modellerin veya Tiirk¢e’ye 6zgii gelistirilen duygu analiz
araclarinin kullanilmasi, tiiketici tepkilerini daha hassas ve derinlemesine inceleme firsati sunacaktir.
[lerleyen galismalarda bu tiir ileri diizey dogal dil isleme yontemlerinin kullanilmasi, sosyal medya
verilerinden elde edilen i¢goriilerin gilivenilirligini ve gegerliligini artiracaktir.

Sonug olarak, bu ¢aligma hem teorik hem de uygulamali agidan 6nemli bir boslugu doldurmakla
birlikte, kriz iletisimi literatiiriiniin gelisimine katki saglamakta ve marka yoneticilerine dijital kriz
doénemlerinde daha etkili iletisim stratejileri gelistirme konusunda yol géstermektedir. Ozellikle sosyal
medya platformlarinin kriz aninda markalar i¢in hem risk hem de firsat barindirdig: dikkate alindiginda,
markalarin gergek zamanl veri takibi yaparak kriz iletigimlerini gii¢lendirmesi, olasi itibar kayiplarinin
onlenmesinde kritik bir 6neme sahiptir. Gelecekte yapilacak ¢aligmalarin, coklu platform, kiiltiirler aras1
karsilastirmalar ve ileri NLP teknikleri kullanilarak bu alani daha da zenginlestirecegi 6ngoriilmektedir.

Beyan ve Aciklamalar

1. Arastirmacilarin katki oram1 beyani: Bu calisma tek yazarli bir makaledir. Aragtirmanin
tasarimi, veri toplama, veri 6n isleme, analiz siirecleri (duygu analizi ve konu modelleme), bulgularin
yorumlanmasi, makalenin yazimi, diizenlenmesi ve son okumasi tamamen yazar tarafindan
gergeklestirilmigtir. Yazar, ¢aligmanin tiim asamalarinda %100 oraninda katki saglamistir

2. Cikar catismasi: Herhangi bir ¢ikar ¢atigsmasi bulunmamaktadir.

3. Etik Raporu: Bu arastirmada insan veya hayvan deneklerden veri toplanmamigtir. Caligma,
Eylip Sabri Tuncer markasina iligkin sosyal medya platformu X’te (Twitter) kamuya agik olarak
paylasilan verilerin metin madenciligi yontemiyle analizine dayanmaktadir. Bu nedenle etik kurul onay1
gerekmemektedir.

4. Arastirmanin Modeli: Aragtirma makalesi tiiriindedir. Caligmada betimsel icerik analizi
yaklagimi benimsenmis; sosyal medya verileri iizerinde duygu analizi ve konu modelleme yontemleri
uygulanmustir. Duygu analizi, tiikketici yorumlarini olumlu, olumsuz ve nétr kategorilerine ayirarak kriz
donemindeki algilarin belirlenmesini saglamistir. Konu modelleme ise Latent Dirichlet Allocation
(LDA) yontemiyle yiiriitiilerek, kullanicilarin yorumlarinda 6ne ¢ikan temalari ortaya ¢ikarmistir. Bu
yontemler, sosyal medya kriz iletisimini degerlendirmede hem nicel hem de nitel i¢goriiler sunmasi
nedeniyle tercih edilmistir

5. Bilgilendirme: Bu arastirma herhangi bir proje, tez veya kurumsal destek kapsaminda
yapilmamigtir. Tamamen bagimsiz bir akademik ¢aligma niteligi tagimaktadirastirmaniz proje, tez vs.
hangi kapsamda yapildigim aciklaymiz. Bilgilendirme kismini1 doldurmak zorunlu degildir.
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