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	Code
	Definition
	Example

	CITYIMAGE
	References to Istanbul as a city, its character, or its cat-related urban reputation
	“Every street in Istanbul has a resident cat”

	MASCOT
	Cat framed as mascot, symbol or representative of the club, city or country
	“Our mascot, what a sweet thing”

	BELONGING
	Cat belongs to the stadium, city or community
	“This is its home, it’s been here for years”

	OWNER
	Cat owns the space; rightful resident or host
	“It owns the place”

	ANTHRO
	Anthropomorphism; attributing human roles or intentions to the cat
	“Jose Meowrinho has entered the pitch”

	HUMOUR
	Humorous, playful or meme-based tone
	“More job security than most of us”

	NATIONALID
	Cat linked to Turkish or Istanbul identity
	“This cat is national pride”

	COMPASSION
	Empathy, care or positive regard for the cat’s wellbeing
	“That’s how you look after a living thing”

	CUTENESS
	Cat described as cute, adorable or endearing
	“Look at this sweet little face”

	HOSPITALITY
	Istanbul/Turkey framed as welcoming host, to people and animals
	“Turkish hospitality extends even to the cats”

	WELFARE
	Concern for animal welfare, safety or treatment
	“Let’s also talk about the animals freezing on the streets”

	CATSTANBUL
	Explicit reference to Istanbul’s city-of-cats reputation
	“Welcome to Catstanbul”

	HERITAGE
	Cultural heritage, tradition or protective continuity
	“It belongs in Istanbul”

	WARMTH
	Direct expression of emotional warmth
	“It stole our hearts, I’m melting”

	CROSSCULT
	Cross-cultural comparison favouring Istanbul
	“Other countries put statues in their stadiums”

	HYGIENE
	Cleanliness or health concern about street animals
	“They climb over groceries in supermarkets”

	LUCK
	Cat as good-luck charm for the team or city
	“The cat blessed the win”

	SOFTPOWER
	Cat or event as soft power or national promotion
	“Works like a tourism minister”

	VISIT
	Stated intention or desire to visit Istanbul
	“Booking my flights”

	SCEPTIC
	Scepticism toward the romanticised image
	“Stop praising this stadium already”


Note. Codes are non-exclusive. VISIT and SCEPTIC fall below 2% prevalence and are flagged descriptive-only.
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	Construct
	Member codes
	Rule

	Cognitive_Image
	CITYIMAGE, CATSTANBUL, HYGIENE, CROSSCULT, SOFTPOWER
	Logical OR

	Affective_Warmth
	WARMTH, CUTENESS, HUMOUR
	Logical OR

	Empathy_AnimalCare
	COMPASSION, WELFARE
	Logical OR

	Place_Identity_Ownership
	OWNER, BELONGING, NATIONALID, HERITAGE, HOSPITALITY
	Logical OR

	Behavioural_VisitIntent
	VISIT
	Direct

	Image_Risk
	SCEPTIC, HYGIENE
	Logical OR


Note. HYGIENE loads on both Cognitive_Image (reputational attribute) and Image_Risk (counter-image signal). ANTHRO, MASCOT and LUCK are framing devices reported at code level only. Construct indicators are computed per comment over the analytic corpus (N = 601); audience contrasts exclude two undetermined-audience comments.
Appendix C. Two-stage coding reliability (per code)
Table C1 reports per-code reliability for the two audit stages described in Section 4.6. Stage 1 gives Cohen's kappa from the independent re-code of the 150-comment development sample (an independent human consistency check on the reproducibility of the coding scheme). Stage 2 gives raw agreement, Cohen's kappa, and the prevalence-adjusted, bias-adjusted kappa (PABAK) from the blind re-code of a platform-stratified random sample of 150 English-language comments by an independent audit coder.
	Code
	Stage 1 κ (dev sample)
	Stage 2 % agreement
	Stage 2 κ
	Stage 2 PABAK

	ANTHRO
	.42
	73.3
	.35
	.47

	BELONGING
	.70
	77.3
	.37
	.55

	CATSTANBUL
	.66
	97.3
	.80
	.95

	CITYIMAGE
	.61
	78.0
	.44
	.56

	COMPASSION
	.73
	90.0
	.61
	.80

	CROSSCULT
	.51
	96.0
	.49
	.92

	CUTENESS
	.64
	96.0
	.75
	.92

	HERITAGE
	.65
	98.0
	.72
	.96

	HOSPITALITY
	.79
	93.3
	.41
	.87

	HUMOUR
	.53
	74.7
	.29
	.49

	HYGIENE
	.66
	98.0
	.66
	.96

	LUCK
	.49
	99.3
	.66
	.99

	MASCOT
	.26
	88.7
	.40
	.77

	NATIONALID
	.49
	86.7
	.58
	.73

	OWNER
	.61
	95.3
	.79
	.91

	SCEPTIC
	.44
	90.7
	.26
	.81

	SOFTPOWER
	.79
	88.7
	.00
	.77

	VISIT
	1.00
	99.3
	.66
	.99

	WARMTH
	.30
	82.7
	.49
	.65

	WELFARE
	.93
	91.3
	.47
	.83

	Relevance screen
	n/a
	86.7
	.59
	.73

	Mean (20 codes)
	.61
	89.7
	.51
	.80


Note. Stage 1 mean κ = .61 (median .64); five codes reach κ ≥ .70 (VISIT, WELFARE, HOSPITALITY, SOFTPOWER, COMPASSION). Stage 2 mean κ = .51, mean agreement 89.7%, mean PABAK = .80 across the 20 substantive codes; four codes exceed κ = .70 (CATSTANBUL, OWNER, CUTENESS, HERITAGE). Kappa can be low for rare codes despite high agreement (the kappa paradox), so PABAK is reported alongside. SOFTPOWER shows κ = .00 in Stage 2 because the English-only Stage 2 sample contained no host-carried soft-power instances (Section 4.6). Audience classification was not reliability-tested on English-only material because language is its primary cue.

