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ABSTRACT

It is obvious today that a new era of communication and interaction has been started through social media networks. For this
reason, corporate social media networks and their contents are one of the correct and effective promotional tools that can be
used in destination promotion. Based on this situation, the main purpose of the study is to examine the use of social media
networks by central and local governments in Trabzon destination, specifically for destination promotion. Within the
framework of this purpose, the corporate Facebook, Instagram and Twitter social media accounts of Trabzon destination center
and local governments are analyzed with the quantitative content analysis method. As a result of the study, it is determined that
Trabzon destination center and local governments do not use social media networks effectively for destination promotion.
Additionally, it is concluded that the majority of the promotion-oriented posts on Facebook, Instagram and Twitter accounts
are made by the Trabzon Provincial Directorate of Culture and Tourism.
Keywords: Social Media Networks, Destination Promotion, Central and Local Government, Trabzon.
JEL Classification Codes: M3, 033, Z30.

(074
Giliniimiizde sosyal medya aglar1 vasitasiyla yeni bir iletisim ve etkilesim donemine adim atildigi asikardir. Bu sebeple
kurumsal sosyal medya aglari ve igerikleri, destinasyon tanitiminda kullanilabilecek dogru ve etkili tanitim araglarindan biridir.
Buradan hareketle; bu arastirmanin temel amaci, Trabzon destinasyonundaki merkezi ve yerel yonetimlerin, destinasyon
tanitimi 6zelinde sosyal medya aglarini kullanma durumlarinin incelenmesidir. Bu amag gergevesinde Trabzon destinasyonu
merkezi ve yerel yonetimlerinin kurumsal Facebook, Instagram ve Twitter sosyal medya hesaplari nicel igerik analizi
yontemiyle analiz edilmistir. Arastirma sonucunda; Trabzon destinasyonu merkezi ve yerel yonetimlerinin sosyal medya
aglarini destinasyon tanitimi 6zelinde etkin kullanmadiklar1 belirlenmistir. Ayrica Facebook, Instagram ve Twitter hesaplarinda
yapilan tanitim odakli paylasimlarin biiyiik ¢ogunlugunun Trabzon Il Kiiltiir ve Turizm Miidiirliigii tarafindan yapildig:
sonucuna ulasilmigtir.
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GENISLETILMIiS OZET

Amac ve Kapsam:

Destinasyonlarin tanitim1 hususunda, hedef kitleye ulagmada 6nemli bir arag konumunda olan sosyal medyanin 6nemli bir roli
bulunmaktadir (Fatanti ve Suyadnya, 2015). Ciinkii sosyal medya cift yonlii iletisime olanak saglamasi vesilesiyle hedef
kitlenin tepkisinin dl¢iilmesinden en az maliyet ile en yiiksek diizeyde etki yaratmaya/saglamaya kadar genis bir yelpazede
paylasimlara olanak saglamaktadir (Dugan ve Aydin, 2018; Kumlu vd., 2019; Syahputra vd., 2021, s. 289). Potansiyel turistler
ile iletisime gecmek isteyen destinasyonlarin, sosyal medya platformlarinda yerlerini almalari kagimilmazdir. Unutulmamalidir
ki; hedef kitle ile her tiirlii iletisim ¢abasi bir mesajla baglamakta ve ilgili mesajin kars1 tarafa iletilmesiyle sonlanmaktadir.
Dolayistyla burada dogru ve etkin bir iletisim aginin kurulmast noktasinda mesajin igeriginin iyi hazirlanmasi kadar sosyal
medya platformlarinda ilgili mesajin konumlandirilmas: da bir o kadar dnemlidir (Buzlukg¢u, 2021). Tirkiye’de turizm
pazarlama ve tanitim faaliyetleri basta Kiiltiir ve Turizm Bakanlig1 olmak {izere destinasyonlarin bagli bulundugu merkezi ve
yerel idareler tarafindan yiriitilmektedir (Ertags vd., 2020). Buradan hareketle bu arastirmada; Trabzon destinasyonunun
tanitiminda, merkezi ve yerel yonetimlerin perspektifinden, Facebook, Instagram ve Twitter sosyal medya aglarmin etkili bir
arag olarak kullanilip kullanilmadig1 sorusuna yanit aranmaktadir.

Yontem:

Bu arastirmanin temel amaci, Trabzon destinasyonundaki merkezi ve yerel yonetimlerin, destinasyon tanitim1 6zelinde sosyal
medya aglarini kullanma durumlarmin incelenmesidir. Bu aragtirma, amacindan 6tiirii betimsel bir nitelik tagimaktadir. Bu
sebeple de Trabzon destinasyonu merkezi ve yerel yonetimlerinin Facebook, Instagram ve Twitter sosyal medya hesaplari nicel
icerik analizi yontemiyle analiz edilmistir. Nicel icerik analizinde elde edilen sonuglar sayilar ve yiizdeler iizerinden
betimlenmektedir. Bir diger ifadeyle temel &geler smiflandirilmakta ve igerigin yorumlanmasinda nicel 6gelerden
yararlanilmaktadir. Bu baglamda elde edilen verilerden yola ¢ikarak s6z konusu bulgularin niteligi hakkinda fikirler
sunulabilmesi olanakli hale gelmektedir (Sallan Giil & Kahya Nizam, 2020). Buradan hareketle, Trabzon destinasyonu merkezi
ve yerel yonetimlerinin kurumsal Facebook, Instagram ve Twitter sosyal medya hesaplarinda yaptiklar1 paylagimlar
incelenerek, “destinasyona yonelik temel bilgiler” (6 Olgiit); “destinasyon g¢ekim oOgelerine iliskin bilgiler” (11 o6lgiit);
“destinasyondaki hizmet saglayicilar hakkinda bilgiler” (5 6lgiit) ve “destinasyon ile ilgili baglantilara yonelik bilgiler” (3
ol¢iit) seklinde olusturulan degerlendirme dSlgiitleri cercevesinde paylasimlarin nicel igerik analizine tabi tutulmasi s6z konusu
olmustur. Aragtirmanin evrenini Trabzon destinasyonu merkezi yonetimi olan Trabzon Valiligi ve Trabzon 11 Kiiltiir ve Turizm
Miidiirliigii ile Trabzon destinasyonu yerel yonetimi olan Trabzon Biiyiiksehir Belediyesi, Trabzon Ortahisar Belediyesi,
Akgaabat Belediyesi, Arakli Belediyesi, Arsin Belediyesi, Besikdiizii Belediyesi, Carsibas1 Belediyesi, Caykara Belediyesi,
Dernekpazar1 Belediyesi, Diizkdy Belediyesi, Hayrat Belediyesi, Kopriibagi Belediyesi, Magka Belediyesi, Of Belediyesi,
Stirmene Belediyesi, Salpazar1 Belediyesi, Tonya Belediyesi, Vakfikebir Belediyesi, Yomra Belediyesi’nin kurumsal sosyal
medya hesaplar1 olugturmaktadir. Aragtirma, ilgili sosyal medya hesaplarinda 25.02.2022 tarihine kadar yapilan paylagimlar
ile snirhdir.

Bulgular:

Bu arastirmada, merkezi ve yerel yonetimlerin 19 tanesinin Facebook, 16 tanesinin Instagram ve 17 tanesinin Twitter sosyal
medya agini1 iye olduklari tespit edilmistir. Elde edilen arastirma bulgulari neticesinde, Trabzon destinasyonu merkezi ve yerel
yénetimlerinin sosyal medya aglarini destinasyon tamtimi 6zelinde etkin kullanmadiklarini sdylemek miimkiindiir. Ote yandan;
Facebook, Instagram ve Twitter hesaplarinda yapilan paylasimlarin biiyilk ¢ogunlugunun Trabzon Il Kiiltiir ve Turizm
Miidirligi tarafindan yapildig: belirlenmistir. Bu arastirmada ayrica, Trabzon destinasyonu merkezi ve yerel yonetimlerinin
Facebook, Instagram ve Twitter paylagimlarinin igerik performansi da degerlendirilmistir. Buna gore, Trabzon destinasyonu
merkezi ve yerel yonetimlerinin, Facebook, Instagram ve Twitter hesaplarinda yaptiklari, Trabzon destinasyonuna ydnelik
temel bilgileri, destinasyonun ¢ekim 6gelerine iligkin bilgileri ve destinasyondaki hizmet saglayicilara iliskin bilgileri igeren
paylasimlarinin yeterli diizeyde olmadigini sdylemek miimkiindiir.

Sonug ve Tartisma:

Kiiltiir ve Turizm Bakanligi Tanitma Genel Miidiirliigii ve Bakanligin ilgili kurulusu Tiirkiye Turizm Tanitim ve Gelistirme
Ajansi (TGA) biinyesinde, il ve alt destinasyonlarin ulusal ve uluslararasi alanda daha etkin tanitimimi saglamak amaciyla
6nemli ¢aligmalar baslatilmistir. Bu kapsamda; destinasyon tanitimi hususunda ¢alisan tiim paydaslarin (kamu ve 6zel sektor
kurum ve kuruluslari, iiniversiteler, turizm sektdr kuruluslar, sivil toplum &rgiitleri vb.) katilimiyla siirdiirtilebilir bir igbirligi
modeli gelistirilmesi, etkili ve sonug odakli tanitim ¢aligmalarinin ortaya koyulmasi, rakip destinasyonlardan farkli bir kimlik
yaratilmasi, markalagsma ve iletisim siireglerinin giiclendirilmesi ve destinasyonun dijital diinyada goriiniir kilinmasi gibi
hedefler dogrultusunda pilot iller belirlenerek, “Il Tanitim ve Gelistirme Programi” hayata gegirilmistir. ilgili Program ile
destinasyonlarin uzun vadede dijital varliklarini olusturarak, destinasyona deger katacak olan sosyal medya hesaplarmna iligkin
calismalara odaklanilmaktadir. Bu g¢ergevede; yurt ici (@gezsen) ve yurt disi (@go) hedef kitleye yonelik olmak {izere,
oncelikle pilot illeri kapsayan sosyal medya hesaplar1 faaliyete gecirilmistir. Kurumsal sosyal medya hesaplarinin takip
edilmesinin saglanmasi ve takipci sayisinin artirilmast igin gereken paylagimlarin yapilmasi hususlaria yonelik olarak da tiim
paydaslara yazili bildirim yapilmigtir. Bu arastirma sonuglari, s6z konusu Programin Trabzon destinasyonu 6zelinde de hayata
gegcirilmesinin gerekliligini ortaya koymaktadir.
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1. INTRODUCTION

By means of the Internet, information technologies have become a part of every industry. Social media, one of the
most powerful tools for networking over the Internet, is combined with social and economic aspects in the real
world (Alghizzawi et al., 2018). Therefore, it is possible to say that social media, which is a powerful marketing
tool with global reach, has emerged as a low-cost marketing tool in recent years (Usakl et al., 2017). In this
context, with the transformative effect of the internet, there has been a significant increase in the number of
individuals using the internet and social media networks (Giidii Demirbulat et al., 2014). According to the Digital
Global Statshot Report, as of October 2021, there are 4.88 billion internet users among the world population
reaching 7.89 billion. In other words, 62% of the world’s population uses the internet. The report underlines that
the number of global internet users has increased by more than 220 million (+4.8%) compared to the previous
year. On the other hand, in the same report, when we look at social media user statistics, it is stated that more than
1 million new users join social media networks every day. As of October 2021, there are more than 4% billion
social media users worldwide, which is more than 400 million, an almost 10% year-over-year growth compared
to the last year (Digital 2021 October Global Statshot Report, 2021). According to the Digital 2021 Tiirkiye Report,
as of January 2021, there are 65.80 million internet users in Tiirkiye. This figure shows that the number of internet
users in Tirkiye increased by 3.7 million (6%) between 2020 and 2021. Besides, as of January 2021, there are
60.00 million social media users in Tiirkiye. The number of social media users in Tiirkiye increased by 6 million
(11%) between 2020 and 2021. In other words, it is possible to say that the number of social media users is equal
to 70.8% of the total population. In other words, 7 out of 10 people in Tiirkiye use social media. The time spent
on social media is stated as 2 hours 57 minutes. This statistic means that we spend about one day of our lives on
social media each week (Digital 2021 Tiirkiye, 2021).

Tourism is a communication event that includes activities for a social, psychological, cultural, and economic
interest that facilitates the purchase of touristic goods and services, providing information, creating an image, in
order to attract people’s attention to the goods and services of a country, a region or a destination at home and
abroad (Dugan & Aydin, 2018). In this regard, the tourism sector is one of the sectors that have first used internet
technologies, and the flexibility and advantages of internet technologies and regulates itself accordingly (Atilgan
& Karapinar, 2015). As a matter of fact, the increase in the use of the internet has brought with it many radical
changes. At this point, tourists’ sources of access to information have diversified, their travel planning styles have
diversified, and even the way of making reservations and sharing their travel experiences with other people has
been transformed (Luna-Nevarez & Hyman, 2012). On the other hand, developments in communication methods
and techniques have become an important promotional element in the tourism sector as well as in all sectors. It is
extremely important to use communication tools and methods in the promotion of a destination, and the success
of promotional efforts depends on the correct selection and effective use of these tools. Since the touristic product
has a composite product feature, it is necessary for the potential tourist to be easily informed about the historical,
cultural and geographical structure of the destination, the businesses where s/he can stay, and the richness and
attractiveness of the region (Horng & Tsai, 2010; Giilli, 2018, p. 39).

Destinations can communicate with not only potential tourists, but also travel agencies and tour operators or
tourism businesses such as hotels and restaurants, with the same ease and speed, via the internet and social media
networks (Atilgan & Karapinar, 2015). In this regard, Alghizzawi et al. (2018) emphasize the role of social media
networks in promoting tourism activities. Destination is the central point around which everything revolves in
tourism. In this context, social networks have a strong influence on tourists’ destination choices and their final
decisions. Being on a social network plays a critical role in attracting new tourists and retaining existing ones
(Alghizzawi et al., 2018; Gedik, 2021).

Social media has an important role in the promotion of destinations. As a matter of fact, it functions as an important
tool at the point of reaching the target audience (Fatanti & Suyadnya, 2015). It is because social media allows for
a wide range of sharing, from measuring the reaction of the target audience to creating/providing the highest level
of impact with the least cost, by enabling two-way communication (Dugan & Aydin, 2018; Kumlu et al., 2019;
Syahputra et al., 2021, p. 289). It is inevitable for destinations that want to communicate with potential tourists to
take their place on social media networks. It should be noted that every communication effort with the target
audience starts with a message and ends with the transmission of the relevant message to the other party. Therefore,
at the point of establishing a correct and effective communication network, it is important to position the relevant
message on social media networks as well as to prepare the content of the message well (Buzlukgu, 2021). Tourism
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marketing and promotion activities in Tiirkiye are carried out by the central and local administrations to which the
destinations are affiliated, especially by the Ministry of Culture and Tourism (Ertas et al., 2020). From this point
of view, in this study, in the promotion of Trabzon destination, an answer is sought to the question of whether

Facebook, Instagram and Twitter social media networks are used as an effective tool from the perspective of central
and local governments.

Providing any kind of income desired to be obtained from tourism in a country can be successful if the central
government and local governments in that country adopt the policies and plans to be implemented. Therefore,
central and local governments should support promotional and advertising activities in order to increase tourism
activities, apart from classical infrastructure services and zoning planning services, among the main duties and
responsibilities of the tourism sector (Giillii, 2018). Social media networks are a promotional channel by providing
a wide range of information from the scope of services offered to tourists regarding a touristic destination to the
attractions and basic features of the destination. In today’s digital age, it is obvious that social media networks for
destinations are an important database for the tourism industry. At this point, one of the main issues that should be
emphasized is whether social media is used consciously or result-oriented in touristic promotional activities. Duran
et al. (2022), it was aimed to reveal in what sense the promotional images of Tiirkiye and Greece destinations
attract the attention of tourists as social media users. According to the results of the findings obtained from the
research, it is interpreted that the promotions made through the visuals of the destinations through social media
are effective on individuals. For this reason, the necessity of active use of social media networks arises in the
promotion of destinations, especially in the promotion of the country, and the announcement of activities carried
out on culture and tourism (Giilaslan, 2018).

It is possible to say that the use of social media by central and local governments in Tiirkiye remains at the level
of promotion or information transfer, and that there is no standard practice regarding service provision (Giilaslan,
2018). As a matter of fact, in a study conducted by Cinnioglu and Polat Dénmez (2016), the social media accounts
of the culture and tourism directorates of 48 provinces affiliated to the Republic of Tiirkiye Ministry of Culture
and Tourism were examined. As a result of the research, it has been revealed that these directorates do not use
social media actively. Similarly, in a study conducted by Dugan & Aydin (2018), the usage levels of Facebook,
Twitter and Youtube by the Republic of Tiirkiye Ministry of Culture and Tourism were examined. As a result of
the research, it has been determined that social media is used as a one-way communication tool within the
framework of informing the public, the routine activities of the ministry are shared on social media and the
country’s historical, cultural and touristic values are not used for promotion purposes. With this research, answers
were sought to the following questions, which were formed in the light of the explanations in question and in line
with the purpose of the research:

e What kind of posts do Trabzon destination central and local governments share on their Facebook, Instagram,
and Twitter accounts?

e Do Trabzon destination central and local governments have posts on their Facebook, Instagram and Twitter
accounts that contain basic information about Trabzon destination?

e Do Trabzon destination central and local governments have posts on their Facebook, Instagram and Twitter
accounts that contain information about the attraction elements of Trabzon destination?

e Do Trabzon destination central and local governments have posts on their Facebook, Instagram and Twitter
accounts that contain information about service providers in Trabzon destination?

e Do Trabzon destination central and local governments use their social media accounts specifically for the
tourism sector and for destination promotion?

e Which items about Trabzon destination are highlighted in the social media accounts of Trabzon destination
center and local governments?

2. LITERATURE REVIEW
2.1. Social Media Concept and Social Media Networks

The concept of social media has entered our lives with the use of web 2.0 technology, which can be developed by
users on the Internet (Kiigiikaltan & Kiligaslan, 2013; Heras-Pedrosa et al., 2020). Social media refers to a more
information-sharing environment that allows users who live far away from each other to communicate and who
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may never even come face to face, because consumers are in more and more daily contact with other consumers
than before (Cetinkaya et al., 2021). It is possible to define social media as online services that allow user-level
content creation, social interaction, and open membership (Hays et al., 2013). Social media, which has many
internet-based channels, can create a one-to-one communication environment with consumers through these
channels/networks (Xiang & Gretzel, 2010). In this context, we can express social networks, which are among the
social media networks, as platforms that allow individuals to create web pages and to communicate with others by

sharing content through these pages. It is possible to evaluate sharing networks such as Facebook, Instagram, and
Twitter in this category (Zagrali Cakir, 2019).

While the social part of social media refers to sharing information and interacting with people, the media part is the
use of a communication tool such as the internet (Tagkin et al., 2021). In this context, it is possible to see great effects
such as raising awareness of current events and creating public opinion through social media networks, which perform
important functions such as communicating, sharing, and following others (Xiang & Gretzel, 2010; Cetinkaya et al.,
2021). According to the Digital 2021 Tiirkiye Report, the most used social media networks in Tiirkiye are Youtube
with 94.5%, Instagram with 89.5%, Whatsapp with 87.5%, Facebook with 79% and Twitter with 72.5% (Digital 2021
Tiirkiye, 2021). Based on the relevant statistical data, the explanations regarding the social media networks Facebook,
Instagram, and Twitter, which are preferred as application areas in this study, are given below.

2.1.1. Facebook

Founded by Mark Zuckerberg who was a student at Harvard University in 2006 and previously designed for the
use of Harvard students, Facebook is a social media sharing network that aims to enable people to communicate
with their friends and share information, photos, videos etc. (Kii¢iikaltan & Kiligaslan, 2013). In the Facebook
social network, it is possible for users to create a group about any event or topic they want, and to make new
friends and customers. In addition, Facebook provides users with free advertising opportunities, can help them
find sponsors and earn income with no charge (Akgoz et al., 2021, p. 45). Facebook users can share photos, videos,
and links on their pages, as well as using only text. Users interact with the relevant page by liking, commenting,
or sharing the content. For this reason, interaction rates for content shared with Facebook are usually based on
measurements such as the number of likes, comments, shares, and how many people the content reaches (Bayram
etal., 2016, p. 46). With 2 billion 291 million monthly active users as of October 2021, Facebook ranks first in the
world’s most active social media networks. These figures show that approximately 36.9% of all people in the
world today use Facebook (Facebook Stats and Trends, 2021).

2.1.2. Instagram

Instagram is a mobile social network that was founded in 2010 and acquired by Facebook in 2012. Instagram, which
can be accessed by both mobile communication tools and computers, only allowed photo sharing in the years it was
founded. Over time, it started to offer expanding services such as creating stories, tagging people in stories, making
live broadcasts, recording live broadcasts, sharing multiple videos and photos, and archiving posts (Akyurt Kurnaz
& On Esen, 2019, p. 498; Cetinkaya, 2020; Kim et al., 2021). According to the global advertising audience reach
figures, as of October 2021, Instagram has at least 1 billion 393 million users worldwide. This figure shows that
22.7% of all people aged 13 and over worldwide use Instagram today (Instagram Stats and Trends, 2021). There are
at least 49 million active Instagram users in Tiirkiye (Instagram Stats and Trends, 2021). It is possible for touristic
consumers to embody tourism destinations through Instagram, a photo and video-based platform. In this context, it
is possible for touristic destinations to give brief information about the relevant destination to consumers with the
“biography field” in their Instagram profiles. With the “location tag” feature, touristic consumers can access photos
and videos shared at the destinations they want to go before their travels. With the location tag search, users can reach
the posts shared about the destinations they have searched in order from the most liked to the least liked. In addition,
thanks to the “hashtag (#)” feature, users who search for destinations can easily access photos and videos that people
or destination accounts have shared before. Therefore, all these features enable touristic consumers and touristic
destinations to communicate with each other (Giirkan, 2021, p. 62-63).

2.1.3. Twitter

Twitter is a free social media-sharing network that allows its users to read and reply to updates known as “tweets”
(Kiiglikaltan & Kiligaslan, 2013). If users decide that the “tweet” is very interesting and valuable for sharing, a
“retweet” can be made (Kaygisiz & Bulgan, 2016). Twitter is a communication tool that requires less effort than
other social media networks and maintains a balance between being professional and personal (Akgoz et al., 2021,
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p. 46). According to Twitter Statistics and Trends Report; as of October 2021, 436.4 million users can be reached

on Twitter. In other words, approximately 5.5% of all people in the world today use Twitter. There are
approximately 16.3 million active Twitter users in Tiirkiye (Twitter Stats and Trends, 2021).

2.2. The Role of Social Media Networks in Destination Promotion

Promotion in tourism consists of the process of conveying commercially meaningful messages about a good,
service, business, organization, region, country or nation to the target audiences or the public via mass media (Sart
& Oziipek, 2011, p. 34). The most important issue regarding the promotion of a destination is to determine how
the touristic items of the destination are perceived by the target audience, as well as the existing tourist products
of the destination. At this point, of course, it is necessary to underline the “communication” element. The
importance of communication environments created on the internet in order to draw attention to the cultural,
historical and touristic attractions of a destination, to introduce the local activities of the destination, to provide
information on transportation, accommodation, food, beverage etc, entertainment related to the destination is
undeniable (Atilgan & Karapinar, 2015). Today, the tourism sector is faced with a consumer profile that uses
communication tools effectively, spends a long time on social networks, communicates with other consumers
through social media, and shares their purchasing experiences on social networks. Therefore, social media has
become an important marketing tool both for the sector and for destinations (Fatanti & Suyadnya, 2015; Kiligarslan
& Albayrak, 2022; Akgoz et al., 2021, p. 48).

The internet, which allows consumers to access information in a shorter time and make comparisons, easily passes
to the purchasing stage; it is a huge network that today’s consumers use when making travel plans (Hays et al.,
2013). The internet, which has been used effectively in the tourism sector since the 1990s, offers a significant
variety in terms of usage today and is used in an expanding framework in various activities such as promotion,
sales, and distribution (Zagrali Cakir, 2019). In this context, social media basically diversifies the way of producing
information in cooperation with tourism suppliers and destinations, as well as the search, finding, reading and trust
habits of tourists (Ozkul & Demirer, 2013; Fatanti & Suyadnya, 2015). Touristic consumers need to have
information about the activities, historical-natural-cultural values and how to reach these values in a destination
they visit. Thanks to today’s advanced communication technologies, it becomes possible for tourists to have
comprehensive information about the destination they will travel to (Cox et al., 2009; Zagral1 Cakir, 2019).

Destinations are important attraction centers as well as being geographical areas that attract potential visitors with
their very different characteristics (Heras-Pedrosa et al., 2020). In terms of destinations, it is one of the most
important issues to determine why tourists prefer a destination, and to determine the factors that make a destination
different from others in terms of tourists (Unal, 2020, p. 2). It is possible to create a destination image through the
promotion of a destination and to attract new tourists to the destination, that is, to realize the tourism demand,
thanks to the image to be created. In this context, social media networks offer tourists a lot of information on
destination image, idea presentation, and perception (Unal & Celen, 2020; Palazzo et al., 2021). Consumers have
the power to influence other social media users within the framework of their shares using social media. Likewise,
it is possible for these consumers to be affected by the shares of other social media users. In this case, consumers
sometimes have information about a product or a service. In some cases, they can make their purchasing decisions
and destination choices within the framework of the relevant shares (Hua et al., 2017; Basarangil, 2019; Tham et
al., 2020). It is possible for touristic consumers to significantly influence people they know or do not know with
their shares on social media networks. This is sometimes the case with a post on Facebook, and sometimes with a
comment on Twitter. Similarly, preferences of individuals can be affected without being aware of it, through a
photo shared on Instagram (Eryilmaz & Sengiil, 2016, p. 33).

It is possible for destinations to use social media networks as a guide in order to show their difference from other
destinations, and to realize their own deficiencies and improve them in a good way (Akdeniz & Komiircii, 2021).
It is possible for touristic consumers to have an idea about the destination thanks to the photo or video shared about
a destination on video and photo sharing sites such as Youtube or Instagram. Likewise, being a follower of a
destination on Twitter and having the opportunity to communicate simultaneously with the developments about
the destination can prove that the destination choices of tourists who use social media networks in the tourism
sector are shaped according to their social media shares (Eryilmaz & Zengin, 2014). In addition, it is possible for
destinations to easily perform communication activities such as interacting with the target audience, receiving
instant feedback, exchanging views, and sharing visual and written items related to the destination by using social
media networks (Cilesiz & Arikan, 2020).
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2.3. The Role of Central and Local Governments in Destination Promotion

Tourism destinations are defined by the World Tourism Organization (WTO) as a physical place where a tourist
stays for at least one night and contains many touristic products (support services, touristic resources, etc.)
(Bardakoglu, 2011, p. 28). In this context, a tourism destination is expected to be a geographical area with defined
borders, to be chosen and visited by tourist, to have different types of tourism products, and to include many
stakeholders with different interests and needs (Kadi et al., 2015). Attitudes of consumers in tourism destination
promotion and marketing are shaped by intense information. The shortest way to reach information in today’s
information society is the internet. Through the Internet, institutions and/or organizations have new promotion and
marketing opportunities (Xiang & Gretzel, 2010). Therefore, social media networks, which we can consider as a
communication tool and distribution channel, help tourists easily have information about destination services,
make choices, and plan their travels in line with their wishes and budgets by bringing together the destination
services themselves (Hays et al., 2013; Alyakut, 2020, p. 1873; Palazzo et al., 2021).

The fact that touristic goods and services cannot be tried before and thus production and consumption are
simultaneous has necessitated the promotion of destinations in the most effective way. Therefore, it is important
to include destinations in social media networks and to convey the desired message to the right people at the right
time, in line with the dimension of social media networks being preferred by the touristic consumer (Harman &
Eyyiipoglu, 2020). In addition, in order to realize a successful management process in terms of destination
promotion, all stakeholders involved in tourism should take an active role in the process.

The competitor of any tourism destination is any other tourism destination in another part of the world/country
(Karakus, 2017, p. 20). Therefore, it is possible to say that not the destinations, but the stakeholders dealing with
the tourism business within the destination are in competition with each other or with the stakeholders operating
in other destinations (Bayraktaroglu, 2019, p. 209). Actors are involved in the promotion and promotion activities
of destinations, culture and tourism directorates, municipalities, and tourism enterprises. Unlike traditional media,
social media networks bring together the public-private partnership of these institutions and citizens, making the
branding and promotion process more participatory and interactive. The fact that there are many categories of
information that users can access in social media networks significantly increases the awareness of a destination
in terms of consumers without time and place limitations (Tosyal & Oksiiz, 2020, p. 1489).

There is a two-way interaction between tourism and both central and local governments. Whilst the plans, policies
and services implemented by central and local governments affect tourism, tourism activities also contribute to the
management by providing economic and social benefits to the region (Biiylikkuru, 2020, p. 376). Central or
provincial governments consist of units such as governorships and district governorships, while local governments
consist of municipalities, mukhtars and special provincial administrations. While it is important for the
effectiveness of destination management in which central and local governments take an active role especially in
terms of destination promotion, the cooperation of these two stakeholders will multiply the effect (Akkus & Akkus,
2019). Local governments are an actor in tourism activities within the framework of the authorities and duties they
receive from the central government and play an important role in regional tourism (Alyakut, 2020, p. 1870).
While local governments mostly undertake responsibilities such as infrastructure and supervision, the central
administration is responsible for the regulation of laws.

As the most important local government unit in a destination that is especially important in terms of tourism, the
municipalities’ activities have become very important. Among the main works of municipalities are services related
to development, water, sewerage, transportation, urban infrastructure, and environment. In addition to these services,
there are also duties such as culture and arts, tourism, promotion, cleaning, police, fire, emergency aid, rescue, and
provision of urban traffic order. The services of the municipalities, which are directly responsible for all these
services, naturally also benefit the tourists who come to the destination. Therefore, it also brings up the issue of
municipalities, which have important duties and responsibilities within the scope of promoting a destination, to
benefit from the developing technology and, in parallel, to use the internet and social media networks for the purpose
of promoting the destination (Giiger et al., 2013, p. 50-51; Bayoglu & Acar Sentiirk, 2021, p. 39).

2.4. Trabzon Destination

The city of Trabzon, which Evliya Celebi described as “appropriate to be called small Istanbul” and “a city decorated
like Irem’s vineyards”, is located between the southern shores of the Eastern Black Sea region and the Soganli
Mountains. The city, which was founded by the Turkish tribes who came to the Black Sea region through the
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Caucasus, is located on the historical Silk Road and has been one of the important economic and strategic centers of
not only Anatolia but also the world throughout history (Kdse, 2011). The city, which has a history of four thousand
years, lived through the Persian (Iranians), Roman, Pontus Kingdom, Byzantine and Ottoman periods and was
conquered by Fatih Sultan Mehmet in 1461. Trabzon, the city where Yavuz Sultan Selim was the governor during
his princedom (1487), where Suleiman the Magnificent was born (1495) and the Great Leader Mustafa Kemal
Atatiirk, the founder of Republic of Tiirkiye, visited three times (1924, 1930, 1937), is an important power and

attraction center today as it was in the past, with its historical artifacts representing a wide period up to the 16th
century and its increasing tourism potential (Trabzon Provincial Directorate of Culture and Tourism, 2022).

The population of Trabzon destination is 816,684 according to February 2022 data (Turkish Statistical Institute,
2022). Trabzon has eighteen districts (Akgaabat, Arakli, Arsin, Besikdiizli, Carsibasi, Caykara, Dernekpazari,
Diizkoy, Hayrat, Kopriibasi, Macka, Of, Siirmene, Salpazari, Tonya, Vakfikebir and Yomra), one of which is the
central district (Ortahisar). Trabzon is an important historical city and contains many cultural assets. There are a
total of 25 protected areas, including urban, natural and archaeological sites, and a total of 983 registered
immovable cultural assets in the city. Therefore, thanks to cultural tourism, which constitutes an important pillar
of tourism, a prominent tourist input is provided to the city (Trabzon Provincial Plan, 2015). According to 2019
data, the destination’s number of domestic tourists was 1 million 53 thousand, tourism income was 363 million
dollars, and the number of foreign tourists was 606 thousand. In addition, tourism investment incentives in the
destination were determined as 516 million TL between 2010 and 2019. Trabzon destination, which has direct
international flights from twelve countries and thirty-three points, has many historical, cultural and natural touristic
values (DOKA, 2022).

3. RELATED STUDIES

Networks such as Facebook, Instagram and Blog were examined in a study conducted by Akgoz et al. (2021) to
determine the importance of social media use in destination promotion. As a result of this study carried out for the
Kyrgyzstan destination, it was determined that social media networks did not have an official and organized use
in Kyrgyzstan. It was also determined that the posts on the promotion of destinations in the relevant networks were
made individually and remain far from professionalism.

In his study to determine the effect of Instagram, one of the social media networks, on tourists’ preference for
Tiirkiye during their travels, Giirkan (2021) concluded that Instagram was an effective factor in destination
selection and holiday processes for Tiirkiye. In addition, it was emphasized that thanks to Instagram, both the
travel experiences of the touristic consumer and their thoughts about the touristic destination could be reached in
a short time as visual comments.

A study by Alam & Amin (2020) examined the role of social media in destination promotion in Bulukumba (South
Sulawesi/Indonesia). In the study carried out on the official social media accounts of Bulukumba Tourism Office, it
was concluded that social media had an important role in promoting tourism in Bulukumba. On the other hand, it was
determined that the official social media accounts of the Tourism Office had no role in the promotion of tourism.

In a study conducted by Harman & Eyyiipoglu (2020), the effect of the photos shared about Mardin on social
media on touristic marketing and the pages sharing about Mardin on social media networks were examined. As a
result of the study, when the number of followers, shares and likes were examined, it was determined that the most
shares about Mardin on social media networks were made on Instagram and Instagram was used more actively
than other social media networks.

In a study conducted by Unal (2020), it was aimed to determine the level of instant exposure of tourists to the
Instagram content they see or watch in the destination decision-making process. In this context, by showing the
Russian tourists, who had never visited Tiirkiye before, 28 photos shared in the #goturkey topic about Tiirkiye,
their perceptions before seeing the photos about the relevant destination and their instant evaluations after seeing
the photos were tried to be determined. As a result of the study, it was determined that while tourists’ perceptions
of the destination were low before they saw the destination-related Instagram content, the evaluations of the
destination were highly and positively affected after seeing the Instagram content.

In a study conducted by Basarangil (2019), it was examined whether social media had an effect on consumers’
holiday decisions. As a result of the study, it was revealed that social media users were influenced by the
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photos/videos of the holiday destinations, they shared their post-holiday experiences with either photos or videos,
and were influenced by the experiences of other vacationers.

In another study, Dogan et al. (2018) aimed to examine the extent to which tourists used social media in their
decision-making processes and how they were affected by social media. In the study conducted on the tourists
visiting Kars by using the Eastern Express Train operating between Ankara and Kars, it was concluded that social
media had an impact on travel preferences and decisions in the context of the Kars Eastern Express case study.

In a study conducted by Kiligarslan & Albayrak (2020) to reveal the relationship between the social media
performance of destination marketing organizations and the number of visitors to destinations, Facebook, Youtube,
Instagram and Twitter performances of destination marketing organizations belonging to the cities that are in the
top ten in Europe in terms of visitor numbers were compared. As a result of the study, among the ten most visited
destinations in Europe, London was found to be more active on Facebook, Twitter and Instagram compared to
other destinations. Istanbul and Antalya, which are the destinations that attract the most tourists in Tiirkiye, were
found at the bottom of these three platforms. Compared to other platforms, it was determined that Youtube was
not used much by destination marketing organizations. In addition, in the study, a significant relationship was
found between the performance of Facebook, Twitter and Instagram and the number of visitors to the destinations.

Kiligarslan & Albayrak (2022) conducted a study to compare the social media performances of five-star hotels in
Europe’s five destinations attracting the most foreign visitors (London, Paris, Istanbul, Antalya and Rome) as of
2018. Facebook, Instagram, and Twitter, which have the highest monthly user numbers, were chosen as social
media networks. Study findings reveal that hotels should first increase the number of followers and develop social
media strategies that can appeal to different customer groups, as they also shape other social media indicators.

In a study conducted by Tagdemir et al. (2022) to examine the brand communication activities of the Eastern Black
Sea cities, it was aimed to measure the attitudes of the city residents towards the communication activities of their
own cities. When the study findings in the city of Trabzon were considered, it was concluded that the messages
given during the advertising and promotion activities related to the destination reflected the real identity of the city
and that the messages given were original. On the other hand, it was determined that the web pages for the Trabzon
destination were not professionally prepared and the social media pages were not professionally managed.
According to the participants of the aforementioned research, not only the web pages did not contribute to the
promotion, but also the content of the social media shares was insufficient, and the people did not even feel the
need to share the relevant content on their own pages.

In another study, Usakli et al. (2017) investigated how and at what level European destination marketing
organizations used social media to promote and market their destinations. The findings show that European
destination marketing organizations use social media as a traditional marketing tool to reduce potential customer
problems rather than as a customer service tool.

In a study conducted by Esitti & Isik (2015), it was tried to determine to what extent foreign tourists who chose
Tiirkiye as a holiday destination used social media in their decision-making processes and how they were affected
by the information, they obtained from social media. The study was carried out with 390 foreign tourists visiting
the provinces of Izmir and Istanbul. According to the data obtained, social media users used social media before
deciding on holiday destinations and collected information about the places they planned to go before choosing
the holiday destination and accommodation business through this communication channel. In addition, it was
found that foreign tourists used social media effectively and changed their holiday destinations or the businesses
they planned to stay in according to the information they obtained from social media.

In their study done to investigate how Instagram has become a popular channel for the promotion of Bali and
Malang, one of the most well-known destinations in Indonesia, Fatanti & Suyadnya (2015) underlined that
Instagram allowed touristic consumers to easily obtain information about touristic destinations thanks to its
location tagging feature. As a result of the study in question, it was concluded that Instagram could be used as a
promotion and marketing channel thanks to the tagging feature available in the application.

As seen in related studies, destinations use social media networks effectively in their promotional efforts. As stated
before, the fact that tourism marketing and promotion activities in Tiirkiye are carried out by the central and local
governments to which the destinations are affiliated, reveals the necessity of approaching the issue from the point
of view of central and local governments. For this reason, it is aimed to fill the gap in the literature regarding this
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study. In this context, it has been tried to evaluate how and at what level social media is used for the promotion
and marketing of destinations in the city center and local governments of Trabzon.”

4. MATERIALS AND METHODS

The main purpose of this study is to examine the use of social media networks by central and local governments
in Trabzon destination, specifically for destination promotion. This study has a descriptive feature due to its
purpose. For this reason, Facebook, Instagram and Twitter social media accounts of Trabzon destination center
and local governments were analyzed by quantitative content analysis method. Quantitative content analysis is a
statistical research method used to obtain descriptive data about content-related variables based on the clear and
distinct meanings of the indicators in the content of messages (Taylan, 2011). The results obtained in the
quantitative content analysis are described in terms of numbers and percentages. In other words, basic elements
are classified and quantitative elements are used in the interpretation of the content. Based on the data obtained in
this context, it becomes possible to present ideas about the quality of the findings in question (Sallan Giil & Kahya
Nizam, 2020). From this point of view, the shares made by Trabzon destination center and local governments on
Facebook, Instagram and Twitter social media accounts were examined and the shares were subjected to
quantitative content analysis within the framework of the evaluation criteria created.

The main reason why Facebook, Instagram and Twitter are preferred as application areas among social media
networks in this study is that Trabzon destination center and local governments are more active in these accounts
among various social media networks. In addition, when the social media networks of Trabzon destination center
and local governments are examined, Facebook, Instagram and Twitter are in the first place. In other words, it has
been determined that the vast majority of Trabzon destination central and local governments do not have accounts
on platforms such as Youtube and TikTok, which are among the most used social media networks in Tiirkiye, as
stated in the Digital 2021 Tiirkiye Report.

Table 1. Facebook, Instagram, Twitter Profile Name of Trabzon Destination Center and Local Governments

Central/Local Government Facebook Profile Name Instagram Profile Name Twitter Profile Name
Trabzon Governorate Trabzon Valiligi te.trabzonvalilik TrabzonValilik
gﬁz;naig)¥?§ri;fir60torate of Trabzon Il Kiiltiir ve Turizm Miidiirliigii trabzoniktm trabzoniktm
Trabzon Metropolitan Municipality Trabzon Biiyiiksehir Belediyesi trabzonbeltr TrabzonBelTr
Trabzon Ortahisar Municipality Ortahisar Belediyesi - -
Akgaabat Municipality Akgaabat Belediyesi akcaabatbel akcaabatbel
Arakli Municipality Arakl Belediyesi araklibel araklibel61
Arsin Municipality Arsin Belediyesi arsinbel61 arsinbel61
Besikdiizii Municipality T.C. Besikdiizii Belediyesi besikduzubelediyesi besikduzubeltr
Carsibas1 Municipality Carsibas1 Belediyesi carsibasibelediyesii carsibasibel
Caykara Municipality Caykara Belediyesi caykarabelediyesi caykarabel
Dernekpazar1 Municipality Dernekpazari Belediyesi demekpazaribelediyesi -
Diizkéy Municipality Diizkdy Belediyesi - -

Hayrat Municipality - - HayratBelediye
Kopriibagt Municipality Kopriibasi Belediyesi - -

Magka Municipality Magka Belediyesi macka belediyesi mackabelediyesi
Of Municipality Of Belediyesi ofbelediye OfBelediye
Stirmene Municipality Siirmene Belediyesi surmenebelediyesi surmenebld
Salpazar1 Municipality Salpazari Belediyesi salpazaribelediyesi Salpazaribel

Tonya Municipality
Vakfikebir Municipality

Yomra Municipality

Vakfikebir Belediyesi

Yomra Belediyesi

vakfikebirbeltr

yomrabelediyesi

Tonyabelediyesi
vakfikebirbeltr

Yomrabelediye

The population of the research consists of corporate social media accounts of Trabzon Governorate and Trabzon
Provincial Directorate of Culture and Tourism, which is the central administration of Trabzon destination, and
Trabzon Metropolitan Municipality, Trabzon Ortahisar Municipality, Akcaabat Municipality, Arakli Municipality,
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Arsin Municipality, Besikdiizii Municipality, Carsibasi Municipality, Caykara Municipality, Dernekpazari
Municipality, Diizkdy Municipality, Hayrat Municipality, Kopriibagi Municipality, Macka Municipality, Of
Municipality, Siirmene Municipality, Salpazart Municipality, Tonya Municipality, Vakfikebir Municipality, Yomra

Municipality. The study is limited to the posts made on social media accounts until 25.02.2022. After this date,
changes, innovations, additions, etc. made in social media accounts were excluded from the scope of the research.

In the study, evaluation criteria (basic information about the destination-6 criteria; information about destination
attraction items-11 criteria; information about service providers in the destination-5 criteria; information about
connections related to the destination-3 criteria) were created, and an evaluation form was used by making use of
the researches in the related literature (Horng & Tsai, 2010; Luna-Nevarez & Hyman 2012; Hays et al., 2013;
Usakli et al., 2017; Giillii, 2018; Curlin et al., 2019; Heras-Pedrosa et al., 2020; Kiligarslan & Albayrak, 2020;
Unal & Celen, 2020; Tugores-Ques & Bonilla-Quijada, 2022) in order to determine the criteria to be used to
evaluate the Facebook, Instagram and Twitter accounts of Trabzon destination center and local governments. The
elements in this form were determined as “yes” and “no” in the Facebook, Instagram and Twitter accounts
examined. In the analysis of the research data, percentage and frequency analyses, which are considered as
descriptive statistics, were carried out.

5. RESULTS

In this study, the status of being a member of social media networks of a total of 21 institutions including Trabzon
Governorate and Trabzon Provincial Directorate of Culture and Tourism, which are the central administrations of
Trabzon destination, and Trabzon Metropolitan Municipality, Trabzon Ortahisar Municipality, Akgaabat
Municipality, Arakli Municipality, Arsin Municipality, Besikdiizii Municipality, Carsibasi Municipality, Caykara
Municipality, Dernekpazar1 Municipality, Diizkdy Municipality, Hayrat Municipality, Kopriibasi Municipality,
Macka Municipality, Of Municipality, Siirmene Municipality, Salpazari Municipality, Tonya Municipality,
Vakfikebir Municipality, Yomra Municipality, which are the local administrations of Trabzon destination, was
examined and given in Table 2.

Table 2. Social Media Network Membership Status of Trabzon Destination Center and Local Governments

Central/Local Government Facebook Instagram Twitter
Trabzon Governorate \ \ N
Trabzon Provincial Directorate of Culture and Tourism y y J
Trabzon Metropolitan Municipality N \ N
Trabzon Ortahisar Municipality N - -
Akgaabat Municipality N N N
Araklh Municipality \ \ N
Arsin Municipality \ \ N
Besikdiizii Municipality \ \ N
Carsibast Municipality N N N
Caykara Municipality \ N N
Dernekpazar1 Municipality \ N -
Diizkdy Municipality v - -
Hayrat Municipality - - N
Kopriibast Municipality v - -
Magka Municipality v N N
Of Municipality \/ N ~
Siirmene Municipality N N N
Salpazar1 Municipality N N N
Tonya Municipality - - N
Vakfikebir Municipality v \/ N
Yomra Municipality v N N
TOTAL 19 16 17
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As seen in Table 2, all institutions within the central and local governments of Trabzon destination, except Hayrat and
Tonya Municipality, are members of the Facebook social media network. When the institutions that are members of
the Instagram social media network are examined, it is seen that all institutions except Trabzon Ortahisar Municipality,
Diizkdy Municipality, Hayrat Municipality, K&priibagt Municipality and Tonya Municipality are members. In addition,

it has been determined that institutions other than Trabzon Ortahisar Municipality, Dernekpazari Municipality, Diizkoy
Municipality and K&priibast Municipality are members of the Twitter social media network.

In this study, Facebook usage performances of Trabzon destination center and local governments were created using

the data obtained within the scope of “number of likes”, “number of followers”, “total number of posts/shares” and
“number of posts/shares for the promotion of the destination”. These findings are listed in Table 3.

Table 3. Facebook Usage Performance of Trabzon Destination Center and Local Governments

Central/Local Government Number  Number of Total Number of Posts/Shares for Ratio of
of Likes Followers Posts/Shares Destination Promotion Posts (%)
Trabzon Governorate 12.963 14.252 5.662 269 4,7
Zszb%gzrfS?lVlnmal Directorate of Culture 7295 7850 5561 4852 872
Trabzon Metropolitan Municipality - 22N 5.527 387 7,0
Trabzon Ortahisar Municipality - 20N 12.325 322 2,6
Akgaabat Municipality - 27N 4.848 968 20,0
Arakli Municipality - 2.8N 1.602 186 11,6
Arsin Municipality - 3.6N 1.711 29 1,7
Besikdiizii Municipality 8.218 11.246 2913 18 0,6
Carsibas1 Municipality 2.796 3.120 3.130 52 1,7
Caykara Municipality 3.682 4.150 4.688 391 8,3
Dernekpazari Municipality 7 7 3 - -
Diizkdy Municipality 2.280 2.398 988 123 12,4
Kopriibagt Municipality - 1.2N 260 - -
Magka Municipality - 12N 6.148 296 4.8
Of Municipality 13.552 13.470 6.509 194 3,0
Stirmene Municipality 5.336 5.518 3.202 128 4,0
Salpazar1 Municipality 1.689 1.761 2.613 96 3,7
Vakfikebir Municipality - 15N 7.565 162 2,1
Yomra Municipality - 99N 2.667 153 5,7
TOTAL 77.922 8.626 11,1

According to the Table 3, the total number of posts/shares made by 19 central and local governments whose
Facebook accounts were examined within the scope of the research was determined to be 77.922. The number of
posts/shares made for the promotion of the destination was determined to be 8.626. In this case, the rate of posts
specifically for destination promotion among the posts made by Trabzon destination center and local governments
on Facebook social media network is 11.1%. In addition, it was determined that 87.2% of the posts made by the
Trabzon Provincial Directorate of Culture and Tourism are for the promotion of the destination.

In this study, Instagram usage performances of Trabzon destination center and local governments were created

using the data obtained within the scope of “number of followers”, “total number of posts/shares” and “number of
posts/shares for the promotion of the destination”. These findings are listed in Table 4.
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Table 4. Instagram Usage Performance of Trabzon Destination Center and Local Governments

Central/Local Government Number of Total Posts/ Number of Posts/Shares for Ratio of

Followers Shares Destination Promotion Posts (%)

Trabzon Governorate 8.191 1.373 34 2,5
Trabzon Provincial Directorate of Culture and Tourism 1.925 1.331 864 64,9
Trabzon Metropolitan Municipality 27N 2.163 223 10,3
Akgaabat Municipality 10N 4.389 759 17,3
Arakli Municipality 3.138 652 45 6,9
Arsin Municipality 3.116 339 11 32
Besikdiizii Municipality 6.742 196 - -
Carsibasi Municipality 3.707 255 9 3,5
Caykara Municipality 2.031 7 - -
Dernekpazari Municipality 1.270 10 3 30,0
Magka Municipality 3.520 344 6 1,7
Of Municipality 3.350 726 16 2,2
Stirmene Municipality 2.390 111 - -
Salpazar1 Municipality 3.214 696 11 1,6
Vakfikebir Municipality 3.271 336 7 2,1
Yomra Municipality 4.360 2.052 15 0,7
TOTAL 14.980 2.005 13,4

According to Table 4, within the scope of the research, the total number of posts/shares by 16 central and local
governments, whose Instagram accounts were examined, was determined as 14.980. The number of posts/shares
for the promotion of the destination was determined to be 2.005. In this case, the rate of posts specifically for
destination promotion among the posts by Trabzon destination center and local governments on the Instagram
social media network is 13.4 %. In addition, it was determined that 64.9% of the posts made by the Trabzon
Provincial Directorate of Culture and Tourism are for the promotion of the destination.

In this study, Twitter usage performances of Trabzon destination center and local governments were created using
the data obtained within the scope of “number of followers”, “number of followings”, “total number of tweets”
and “number of tweets for the promotion of the destination”. These findings are listed in Table 5.

Table 5. Twitter Usage Performance of Trabzon Destination Center and Local Governments

Number of Number of Total Number Number of Tweets for Ratio of

Central/Local Government Followers  Followings of Tweets Destination Promotion Posts (%)

Trabzon Governorate 29.1B 179 10.5B 27 0,3
Trabzon Provincial Directorate of Culture and Tourism 826 30 691 488 70,6
Trabzon Metropolitan Municipality 47.8B 61 3.286 412 12,5
Akgaabat Municipality 4.403 145 5.513 378 6,8
Arakli Municipality 648 18 246 36 14,6
Arsin Municipality 535 651 421 6 1,4
Besikdiizii Municipality 1.788 41 280 - -
Carsibasi Municipality 197 9 89 7 7,9
Caykara Municipality 359 2 - - -
Hayrat Municipality 39 12 38 8 21,0
Magka Municipality 292 19 399 - -
Of Municipality 1.704 77 8.248 14 0,2
Stirmene Municipality 323 7 188 - -
Salpazar1 Municipality 410 237 90 5 5,5
Tonya Municipality 105 17 34 1 2,9
Vakfikebir Municipality 240 5 83 3 3,6
Yomra Municipality 2.446 2 2.012 17 0,8
TOTAL 32.118 1.402 4,4
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According to Table 5, within the scope of the research, the total number of posts/shares by 17 central and local
governments, whose Twitter accounts were examined, was determined to be 32.118. The number of posts/shares
for the promotion of the destination was determined to be 1.402. In this case, the rate of posts specifically for
destination promotion among the posts made by Trabzon destination center and local governments on the

Instagram social media network is 4.4%. In addition, it was determined that 70.6% of the posts made by the
Trabzon Provincial Directorate of Culture and Tourism are for the promotion of the destination.

In this study, the content performances of the Facebook posts of Trabzon destination center and local governments
were examined according to the evaluation criteria created within the scope of the research. It is possible to see
the results obtained in this framework in Table 6.

Table 6. Content Performance of Facebook Posts of Trabzon Destination Center and Local Governments

(Carsibas1 Municipality
Kopriibas1 Municipality
Siirmene Municipality
Salpazar1 Municipality
\Vakfikebir Municipality

Caykara Municipality
Macka Municipality
'Yomra Municipality

Trabzon Provincial Directorate of Culture and Tourism
Of Municipality

Trabzon Metropolitan Municipality
Trabzon Ortahisar Municipality
IDernekpazar1 Municipality

[Evaluation Criteria
Trabzon Governorate
|Ak¢aabat Municipality
|Arakh Municipality
|Arsin Municipality
Besikdiizii Municipality
IDiizk6y Municipality

INumber

Basic Information about the Destination

Geographical 1 - N - - - -
information

about the

destination

Historical 1 - N - - - - - - - - N N _ _ R N - - N
information

about the

destination

Economic 1 - N - - - - - - R R B - N N _ B N R B
information

about the

destination

Cultural 2 N - - - - - - B R - - R B - _ _ N _
information

about the

destination

Artinformation 1 - N - - - - - - _ _ N N _ _ R R - - N
about the

destination

Informaton/ 8 N N N N - - - oo N oo ey
photo about the

towns and

villages in the

destination

Information about Destination Attraction Items

Informaton/ 13 N N N - N N - - NN - o NN N
photo/video
about places to
visit in the
destination
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[Evaluation Criteria

<_[Trabzon Provincial Directorate of Culture and Tourism

' [Trabzon Metropolitan Municipality

' [Trabzon Governorate

' [Trabzon Ortahisar Municipality
' |Ak¢aabat Municipality

' |Arakh Municipality

' |Arsin Municipality

' [Besikdiizii Municipality

' |Carsibast Municipality

' |Caykara Municipality

' [Dernekpazar1 Municipality
' [Diizkdy Municipality

' [Kopriibas1 Municipality

' [Macka Municipality

' |Of Municipality

' [Siirmene Municipality

' [Salpazar1 Municipality

' [Vakfikebir Municipality

' [Yomra Municipality

— [Number

Transportation
information to
places to visit in
the destination

Information 7 N N N N N - - - - - - - - N - - N _
/photo/video

about museums

and ruins in the

destination

Informatio/ 12 N N N N N A - - NN - AN - NN o
photo/video
about tourism
centers in the
destination

Informaton/ 14 N N N N N N - N NN - N - NN
photo/video
about the
plateaus in the
destination

Information/ 5 - N N v N - - - - N - - - - - - - - -
photo/video

about lakes and

caves in the

destination

Information/ 16 N N N N NN NN NN - N N N N N N
photo/video on

the intangible

cultural heritage

of the destination

Informationon 1 - N - - - - B B - R B - N N _ B R N B
alternative

tourism activities

in the destination

Information/ 6 N N - - N - - - - N - - - N - N - R B
photo/video

about the

gastronomic

elements of the

destination

Informaton 15 N N - N N NV - N N A - N - AN NN A
about festivals,

fairs, etc.

organized in the

destination

Visual 30 - N - - N e
information for
old/new photos
of the destination
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Trabzon Provincial Directorate of Culture and Tourism

Trabzon Metropolitan Municipality

[Evaluation Criteria
Trabzon Governorate
Trabzon Ortahisar Municipality
|Ak¢aabat Municipality
|Arakh Municipality

|Arsin Municipality
Besikdiizii Municipality
(Carsibas1 Municipality
Caykara Municipality
IDernekpazar1 Municipality
IDiizkéy Municipality

INumber

Siirmene Municipality

Kopriibas1 Municipality
Salpazar1 Municipality
\Vakfikebir Municipality
'Yomra Municipality

Macka Municipality
Of Municipality

Information about Service Providers in the Destination

Information - - - - - - - -
about

accommodation

establishments in

the destination

Information on - - - - - - - - B _ _ R N
transportation

companies in the

destination

Information - - - - - - - - - - - - -
about food and

beverage

businesses in the

destination

Information on - - - - - - - - - - - - _
entertainment

businesses in the

destination

Information - - - - - - - - - - - - -
about car rental

businesses in the

destination

Information about Connections Related to the Destination

Links to other 3 N N - - - - R R N N B _
social networks

with detailed

information

about the

destination

Links to social 2 N N - - - - R R N N B _
media accounts

of other

institutions

related to the

destination

News and 17 N N \ v \ \ v v N N - v
announcements

about the

destination

TOTAL 129 12 20 8 8 10 6 2 4 6 9 - 4

It is possible to summarize the results in Table 6 as follows.
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e In terms of basic information about the destination, it has been determined that the most Facebook posts are in
the category of “information/photo about the towns and villages in the destination” (8 posts). In this criterion,
the highest posts have been made by the Trabzon Provincial Directorate of Culture and Tourism.

e In terms of information about destination attraction items, the most Facebook posts are
“information/photo/video on the intangible cultural heritage of the destination” (16 posts); “information about
festivals, fairs, etc. organized in the destination” (15 posts) and “information/photo/video about the plateaus in
the destination” (14 posts). The institution that has shared the most about the said criterion is Trabzon
Provincial Culture and Tourism Directorate.

e In terms of information about service providers in the destination, it is concluded that there are no posts on
Facebook accounts.

¢ Interms of information about the connections related to the destination, it has been determined that the most Facebook

posts are in the category of “news and announcements about the destination” (17 posts). The ones who have shared
the most in the said category are Trabzon Governorate and Trabzon Provincial Directorate of Culture and Tourism.

In this study, the content performances of the Instagram posts of Trabzon destination center and local governments
were examined according to the evaluation criteria created within the scope of the research. It is possible to see
the results obtained in this framework in Table 7.

Table 7. Content Performance of Instagram Posts of Trabzon Destination Center and Local Governments
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Basic Information about the Destination
Geographical information 1 - v - - - - - - - - - - R R R N
about the destination
Historical information about 1 - N - - - - R - - - - B R R _ N
the destination
Economic information about 2 - N N - - - - - R B B B _ _ _ R
the destination
Cultural information about the ~ 2 - N N - - - - - R - B B R R R R
destination
Art information about the 2 - N N - - - R - R - - - R R R R
destination
Information/photo about the 1 - v - - - - - - - - - - R R R R
towns and villages in the
destination
Information about Destination Attraction Items
Information/photo/ 9 - N N N - - - N - N - N R N N| N
video about places to visit in
the destination
Transportation informationto 1 - N - - - - - - - - - - R R R R
places to visit in the destination
Information/photo/ 6 N J J N - - - - - - v - - N - R

video about museums and
ruins in the destination
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[Evaluation Criteria

Number

|Arakh Municipality

|Arsin Municipality

Besikdiizii Municipality

(Carsibagi Municipality

(Caykara Municipality

IDernekpazar1 Municipality

Macka Municipality

Of Municipality

Siirmene Municipality

Salpazar1 Municipality

\Vakfikebir Municipality

'Yomra Municipality

Information/photo/ 4
video about tourism centers in
the destination

“~[Trabzon Governorate

“~[Trabzon Provincial Directorate of Culture and Tourism

“~[Trabzon Metropolitan Municipality

- |Ak¢aabat Municipality

Information/photo/ 6
video about the plateaus in the
destination

<

2|

<

2|

<

Information/photo/ 4
video about lakes and caves in
the destination

Information/photo/ 9
video on the intangible cultural
heritage of the destination

Information on alternative 1
tourism activities in the
destination

Information/photo/ 3
video about the gastronomic
elements of the destination

Information about festivals, 6
fairs, etc. organized in the
destination

Visual information for oldnew 4
photos of the destination

\/

\/

\/

Information about Service Providers in the Destination

Information about -
accommodation establishments
in the destination

Information on transportation -
companies in the destination

Information about food and -
beverage businesses in the
destination

Information on entertainment -
businesses in the destination

Information about car rental -
businesses in the destination

Information about Connections Related to the Destination

Links to other social networks 1
with detailed information about
the destination

Links to social media accounts 1
of other institutions related to
the destination

News and announcements 8
about the destination

TOTAL 72
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It is possible to summarize the results in Table 7 as follows:

e When the Instagram posts are evaluated, it is seen that two posts have been made in the categories of “economic
information, cultural information, and art information about the destination”. Similarly, it has been determined
that the majority of the posts in the relevant criterion have been made by the Trabzon Provincial Directorate of
Culture and Tourism.

e When Instagram posts are examined within the scope of the said criterion, it has been determined that the most
posts are in the categories of “information/photo/video about places to visit in the destination” (9 posts) and
“information/photo/video on the intangible cultural heritage of the destination” (9 posts). Again, the institution
that has shared the most is Trabzon Provincial Directorate of Culture and Tourism.

e In terms of information about service providers in the destination, it is concluded that there are no posts on
Instagram accounts.

e When the Instagram accounts are examined within the scope of the relevant criterion, similarly, it is seen that
the highest number of shares is in the category of “news and announcements about the destination” (8 posts).

In this study, the content performances of the Twitter posts of Trabzon destination center and local governments
were examined according to the evaluation criteria created within the scope of the research. It is possible to see
the results obtained in this framework in Table 8.

Table 8. Content Performance of Twitter Posts of Trabzon Destination Center and Local Governments

Trabzon Provincial Directorate of Culture and Tourism
Trabzon Metropolitan Municipality

[Evaluation Criteria
Trabzon Governorate
|Ak¢aabat Municipality
|Arakh Municipality
|Arsin Municipality
Besikdiizii Municipality
Carsibast Municipality
(Caykara Municipality
Hayrat Municipality
Macka Municipality
(Of Municipality
Siirmene Municipality
Salpazarn Municipality
Tonya Municipality
|Vakfikebir Municipality
'Yomra Municipality

INumber

Basic Information about the Destination

Geographical information
about the destination
Historical information
about the destination
Economic information
about the destination
Cultural information about
the destination

Art information about the
destination
Information/photo about
the towns and villages in 1 - v - - - - - - - - - - - - - - R
the destination

1 -

2| 2| 2 | <

Information about Destination Attraction Items

Information/photo

/video about places to visit 8 - 3 3 - - - - R - N - R - - v v v
in the destination

Transportation information

to places to visit in the 1 - v - - - - - - - - - - - i, } . .
destination
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[Evaluation Criteria

INumber

Trabzon Governorate

Trabzon Provincial Directorate of Culture and Tourism

Trabzon Metropolitan Municipality

|Ak¢aabat Municipality

|Arakh Municipality

|Arsin Municipality

Besikdiizii Municipality

(Carsibast Municipality

(Caykara Municipality

Hayrat Municipality

Macka Municipality

(Of Municipality

Siirmene Municipality

Salpazar1 Municipality

Tonya Municipality

'Vakfikebir Municipality

'Yomra Municipality

Information/

photo/video about
museums and ruins in the
destination

~

<

2

2
'

2

Information/
photo/video about tourism
centers in the destination

Information/
photo/video about the
plateaus in the destination

Information/
photo/video about lakes
and caves in the
destination

Information/

photo/video on the
intangible cultural heritage
of the destination

Information on alternative
tourism activities in the
destination

Information/
photo/video about the
gastronomic elements of
the destination

Information about
festivals, fairs, etc.
organized in the
destination

Visual information for
old/new photos of the
destination

\/

Information about Service Providers in the

Destination

Information about
accommodation
establishments in the
destination

Information on
transportation companies
in the destination

Information about food
and beverage businesses in
the destination

Information on
entertainment businesses
in the destination
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information about the
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Links to social media
accounts of other ) N ) ) ) ) B B ) ) ) B B B ) ) B
institutions related to the
destination
News and announcements
about the destination 10 v v v v v v ) v ) ) ) v . v ) ) v
TOTAL 64 3 20 10 4 2 2 - 3 - 7 - 3 - 3 1 2 4

It is possible to summarize the results in Table 8 as follows:

e When Twitter posts are examined, it is concluded that the highest number of posts is in the category of
“economic information about the destination” (2 posts). Trabzon Provincial Directorate of Culture and Tourism
comes to the fore as the central and local government that shares the most in terms of basic information about
the destination.

e When Twitter posts are evaluated, it is concluded that the highest number of shares is in the category of
“information/photo/video on the intangible cultural heritage of the destination” (11 posts). In this criterion, the
institution that has shared the most has been determined to be Trabzon Provincial Culture and Tourism
Directorate.

e In terms of information about service providers in the destination, it is concluded that there are no posts on
Twitter accounts.

e When Twitter accounts are examined, it has been determined that they are in the category of “news and
announcements about the destination” (10 posts). In terms of information on the connections related to the
destination, the institution that has shared the most posts in both Instagram and Twitter accounts is Trabzon
Provincial Directorate of Culture and Tourism.

5. CONCLUSION

In this study, which was carried out by examining the Facebook, Instagram and Twitter social media accounts of
Trabzon destination center and local governments, it was tried to determine whether the central and local
governments use their social media accounts specifically for the tourism sector and for the purpose of promoting
the destination. In this context, firstly, the membership status of 21 central and local governments included in the
study to the relevant networks was evaluated. It was determined that 19 of the central and local governments are
members of the social media network Facebook, 16 of them are members of Instagram and 17 of them are members
of Twitter.
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The ratio of posts made specifically for destination promotion among the posts made by 19 central and local
governments, whose Facebook accounts were examined, is 11.1%. The ratio of posts made specifically for
destination promotion among the posts made by 16 central and local governments, whose Instagram accounts were
examined, is 13.4%. In addition, the rate of posts made specifically for destination promotion among the posts
made by 17 central and local governments whose Twitter accounts were examined is 4.4%. As a result of the
findings, it is possible to say that Trabzon destination center and local governments do not use social media
networks effectively for destination promotion. On the other hand, it has been determined that the majority of the

posts on Facebook, Instagram and Twitter accounts are made by the Trabzon Provincial Directorate of Culture and
Tourism.

In this study, the content performances of Facebook, Instagram and Twitter posts of Trabzon destination center
and local governments were also evaluated. According to the research findings, it was determined that the posts
on Facebook, Instagram and Twitter accounts regarding the basic information about the Trabzon destination
mainly have the contents of “information/photo about the towns and villages in the destination” and “economic,
cultural and art information about the destination”. Regarding information about destination attraction items, the
posts on Facebook, Instagram and Twitter accounts are predominantly “information/photo/video on the intangible
cultural heritage of the destination”, “information about festivals, fairs, etc. organized in the destination”,
“information/photo/video about the plateaus in the destination” and “information/photo/video about places to visit
in the destination”. In addition, with regard to information about service providers in the destination, it is concluded
that there are no posts on Facebook, Instagram and Twitter accounts. Regarding the information about the
connections related to the destination, it has been determined that the posts on Facebook, Instagram and Twitter
accounts mainly have the content of “news and announcements about the destination”. It is possible to say that the
majority of the aforementioned posts are made by the Trabzon Provincial Directorate of Culture and Tourism.

As a result of this study, it is possible to say that the posts of Trabzon destination center and local governments on
Facebook, Instagram and Twitter accounts, which includs basic information about Trabzon destination,
information about destination attraction items and information about service providers in the destination, are not
sufficient.

The sharing of tourism destinations through social media networks is of vital importance. Especially as a result of
the right methods to be applied, it is possible for the marketing and promotion activities towards the target
consumer to be realized/successful in a shorter time. In this context, the issue of controlling the posts made
specifically for tourism stakeholders by authorized units in order to promote destinations accurately and effectively
comes to the fore. It is because there is a need for a control mechanism against the situations where the shares do
not reflect the truth or are expressed with false statements. For this reason, attention should be paid to the fact that
the information flow about the destination is up-to-date. In this context, the control element should gain importance
in the sharing of promotional and marketing activities. In particular, businesses or tourism stakeholders in the
destination need to take place in social media networks with a corporate identity. In addition, up-to-date and
accurate information on the relevant social media networks is one of the most important issues to be considered
(imre, 2020, p. 1667). In addition, although social media channels are important in terms of increasing
communication and accessibility, it should not be forgotten that if they were not used effectively, they would not
provide the expected benefit (Tiirker & Ozaltin Tiirker, 2017).

As a result of this study, it is stated that Trabzon destination central and local governments should have a
destination-oriented approach in order to make their social media accounts more interactive in terms of destination
promotion. In addition, accommodation businesses, food businesses, etc. are service providers in the destination
in the relevant accounts. They need to focus on information sharing. In this context, before deciding on a trip and
choosing a destination, the importance of the information obtained by tourists from social media networks should
also be considered.

Within the coordination of the Ministry of Culture and Tourism’s General Directorate of Promotion and the related
institution of the Ministry, the Turkish Tourism Promotion and Development Agency (TGA), important studies
have been initiated in order to ensure a more effective promotion of the province and sub-destinations in the
national and international arena. In this context, by developing a sustainable cooperation model with the
participation of all stakeholders working on destination promotion (public and private sector institutions and
organizations, universities, tourism sector organizations, non-governmental organizations, etc.), by putting
forward effective and result-oriented promotional activities, and by creating an identity different from competing

117



Siileyman Demirel Universitesi Vizyoner Dergisi, Yil: 2023, Cilt: 14, Say:: 37, 96-122.

Sileyman Demirel University Visionary Journal, Year: 2023, Volume: 14, No: 37, 96-122.
destinations, pilot provinces were determined in line with objectives such as strengthening branding and
communication processes and making the destination visible in the digital world, and the “Provincial Promotion
and Development Program” was implemented. The Program focuses on the studies on social media accounts that
will add value to the destination by creating the long-term digital assets of destinations. In this context; social
media accounts, primarily covering the pilot provinces, were put into operation, targeting the domestic (@gezsen)
and international (@go) target audiences. Written notifications were made to all stakeholders regarding the issues
of ensuring that the corporate social media accounts would follow and sharing necessary to increase the number

of followers. The results of this study reveal the necessity of implementing the said Program specifically for
Trabzon destination.

The results of this study are important in terms of revealing the extent to which Trabzon destination center and
local governments use social media networks for touristic promotional activities. The results obtained with the
study are valid within the scope of the study. Therefore, it is possible to customize future studies. In this context,
future studies can focus on the extent to which central and local governments use websites or, if any, different
social media networks for touristic promotion. Based on the questions of what should be done and what steps
should be taken in order for central and local governments to use the social media networks they use more
effectively, applied study can be conducted by conducting interviews with the followers of the relevant accounts
in order to measure the effectiveness. In addition, considering the main implications of the study, it is
recommended to analyze the social media accounts of the central and local governments of different provinces in
different time periods and/or for future studies.
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