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Inbound tourism influenced by social media: An Indian case study

Parikshat Singh Manhas', Jeet Dogra?

Abstract

In 2014, the Union Government of India has set a target to achieve 1% share in global tourism arrivals in India, as expressed
by the then Union Minister State for Tourism. In this regard, the role played by Social Media to influence the foreign tourist
was significant. To analyze the causality between India, as a tourist destination and its presence on social media platform,
a research study has been done which was fully funded by Ministry of Tourism, Government of India. The main objective
was to study all the foreign tourists visiting India duly influenced by the social media. Due to the nature of the study, the
technique of the focus - group interview has applied and then structured questionnaire has prepared to achieve the six
objectives of the study. With a total sample size of 2,351 inbound tourists, collected in four phases during peak inbound
tourist seasons from 2015 to 2016. The sample had consisted of the respondents from 93 nationalities and influenced by
social media to visit India. The major outcomes were that majority of the inbound tourists came to know about India as a
tourist destination through social media and then they explored more information specifically tourists attractions, to plan
their trips to India. The majority of the tourists got influenced by Tripadvisor and Facebook platforms and reasonably
satisfied with the information generated by the other social media sources. The results and conclusions have accepted by
Ministry of Tourism, Government of India and utilized appropriately to gain the competitive advantage.

Keywords: Social Media Inbound tourists, Indian inbound tourism, Social media influence the inbound tourist, Social media
and Inbound tourism, Social Media channels
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2 Manhas & Dogra (2019)

1. Introduction
1.1. Tourism and social media

Tourism is an information-intense industry
(Sheldon, 1997; Werthner & Klein, 1999); therefore, it
is critical to understand changes in technologies and
consumer behavior that impact the distribution and
accessibility of travel-related information. With the
enormous amount of information potentially available
to travelers, the Internet constitutes an important
platform for information exchange between the
consumer and industry suppliers (e.g., hotels,
transportation sectors, attractions), intermediaries
(e.g., travel agents), controllers (e.g., governments and
administrative bodies), as well as many non-profit
organizations such as destination marketing
organizations (Werthner & Klein, 1999). Different
technological interfaces, such as search engines, online
travel booking sites, and Web sites of destination
marketing organizations facilitate the information
exchange between online travelers and the so-called
“‘online tourism domain’’ (Xiang et al., 2008).

Particularly, it has been argued that understanding
the nature of the online tourism domain, i.e. the
composition of online tourism related information
potentially available to travelers, provides an important
stepping-stone for the development of successful
marketing programs and better information systems in
tourism (Fesenmaier, Wo'ber & Werthner, 2006;
Xiang et al., 2008). In present time, social media is
playing an increasingly important role as information
sources for travelers and potential tourists. Henceforth,
social media facilitates the interactions between online
consumers have emerged as an important component
of the online tourism domain.

Conversations,

Games, Turotials Mail, SMS

Social interaction

Communication
media

Content

Traditional media, Newspapers,
Books, Films, Lectures

Telephones, Emails,

Fig. 1. Social media components

According to Blackshaw (2006), ‘‘social media™’
can be generally understood as Internet-based
applications that carry consumer-generated content
which encompasses ‘‘media impressions created by
consumers, typically informed by relevant experience,
and archived or shared online for easy access by other
impressionable consumers’’. Social media includes a
variety of applications in the technical sense which
allow consumers to ‘‘post’’, ‘‘tag’’, ‘‘digg’’, or
“‘blog”’, and so forth, on the Internet. The contents
generated by these social media include a variety of
new and emerging sources of online information that
are created, initiated, circulated and used by consumers
with the intent of educating each other about products,
brands, services and issues (Blackshaw & Nazzaro,
2006). The importance of social media is identified and
investigated by Xiang & Gretzel (2010) and concluded
that the extent to which social media appear in search
engine results in the context of travel-related searches.
Their analysis showed that social media constitute a
substantial part of the search results, indicating that
search engines linked the travelers directly to social
media sites. Since more and more travelers seem to tap
into this “‘collective intelligence’’ available on the
Web (Litvin, Goldsmith & Pan, 2008), this will
challenge the established marketing practices of many
tourism businesses and destinations. There are
different characteristics to social media; nonetheless
the supplementary and interrelated key elements are
communication media, social interaction and content.
Dann & Dann (2011) explained that each of these three
factors has to be present in order to place a functional
social media structure online. The relation between
social interaction, communication media and content
can provide various supplementary advantages from a
perspective of end-user behavior as correct positioning
of social media can form quite a new experience set
(refer Fig. 1).

However, social media is more convenient and
efficient way of spreading information compared to
traditional media and thus, more and more companies
are utilizing it as a marketing channel. They are
integrating social media into marketing activities as it
is growing popularity at an increasing extent.
Furthermore, through media visibility companies are
able to create more approachable image, and possibly

Copyright © 2015 by JTTR
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bring awareness among new customers as well as
retain existing consumer relationships.

1.2 Social Media — Indian and International Scenario

In order to encourage and enable Indian government
agencies to make use of this dynamic medium of
interaction, a Framework and Guidelines for use of
Social Media by Department of Electronics and
Information Technology, Ministry of Communications
and Information Technology, Government of India has
been formulated in 2012. These guidelines will enable
the various agencies to create and implement their own
strategy for the use of social media.

tripadvisor

for business

PhoCusWright study reveals key travel review trends
Conducted December 2013

24 Insights to shape your

TripAdvisor strategy
r /’\ of travellers say that
~ ( \ TripAdvisor's hotel price
\\ / comparison feature
. _ has helped them:
Save time
during planning 51. “We won't go unless we know..”
of travellers use of travellers won’t
photos from other Find the right hotel 52 commit to booking
travellers to help at the right price = until they read reviews
them make decisions.

Fig. 2. TripAdvisor Survey Infographic

On the similar note, one of the popular travel social
media site Expedia Media Solutions partnered with
ComScore during the summer of 2013, surveying over
1,000 US Adults who had traveled in the previous past
6 months, and owned a desktop/laptop, tablet or
smartphone. The report Understanding the role of
content in the travel purchase path sheds some
insightful details of how travelers consume and share
content prior to, during and after a trip. Some major
findings are Online content consumption is growing at
a rapid pace, as consumers are spending 93% more
time with online content than they did three years ago.
Online travel spending was up 8% YoY (year-over-
year), reaching $58 Billion through the first half of
2013. Total mobile travel minutes have increased by
45% YoY while PC travel minutes have only increased
by 2% YoY. Another interesting point was that content
is available and being accessed by consumers across
more platforms and channels than ever before. Not
surprisingly coming from an Expedia Solutions study,
online travel agencies were found to be an important
source across all platforms and throughout all stages of
the booking process. In this report, also sheds some key

insights on the role of social media (Facebook) before,
during and after the trip, and what types of content
work best, i.e. organic vs paid (Fig. 3).

During the booking process, 26% of travel buyers
were exposed to travel related content on Facebook,
with 23% exposed to paid content and 9% exposed to
organic. Total 28% of total travel minutes are
consumed on mobile devices and 24% of travelers
access travel content exclusively on mobile devices.
Online travel agencies (OTAs) are visited by 80% of
travelers during the booking process and the average
number of OTA visits during each phase exceeds that
of any other category.

TRAVEL BUYER REACH

OTAs 83%

Airline Sites

Hotel Sites 58%
Information/Inspiration
Travel MetaSearch Sites 44%

Destination Sites

Cruise/Bus/Rail Lines 25%

Rental Car

Deal Sites 16% Travelers are

engaging across many
touch points along
their decision journey

Portal Travel Channels

Home Rental 10%

Fig. 3. Travel buyer reach

Different types of content resonate with and will be
shared by consumers at specific points and on specific
platforms throughout the content journey. 55% of
travelers seek hotel and accommodation information,
and it is the most commonly sought content across all
decision stages when taking PC and mobile
consumption into account. Weather and climate
information, followed by restaurant reviews, are most
likely to be accessed on mobile, at 46% and 44%,
respectively. Image content is used 37% of the time
during the travel decision process, which is more than
twice as much as videos, at only 18%. Upon return,
45% of travelers will post travel-related content on
social media or write reviews. At 64%, social media
photos are most likely to be published from a laptop,
followed by smartphones at 45% and tablets at 16%.
It’s no wonder destinations, airlines, hotels and most
travel marketers are embracing social networks such as
Pinterest, but also photo / video applications such as
Instagram and Vine, as part of their storytelling toolKkit,
reaching out to growing crowds of travelers. Expect
more photos and videos coming your way from your
favorite destination or travel brand in 2014 (Fig. 4).
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By the above discussion, it is proved that the impact
of social media, the destination feedback by the tourist
and availability of online contents are important
parameters to influence the potential tourist for their
subsequent destination choices. Hence, the present
area of study is the need of the hour for destination
promotion in a rapid pace through the channel of social
media. To improve the services and to gain the
competitive advantage, the destination management
organizations and decision makers should analyze the
need of the potential tourist when they are analyzing
the online travel contents and feedbacks. There is also
a need to analyze the various sources of social media,
which are influencing the foreign tourist for their travel
decision. This study is framed as per the need of the
present time where the impact of social media is
increasing day by day to motivate the foreign nationals
to visit India for tourism purposes. The insights from
the present study will guides the policy makers to
analyze the opportunities provided by the social media
to generate the curiosity among the foreign tourist to
visit the country having incredible tourism resources.

2. Objectives of the study
The followings were the objectives of the study:
1. The extent to which social media is used to
collect information for planning visits to India.
2. What are the important social media sources
used along with their magnitude in the decision
making of the traveler?
3. What has been the
information generated through social media?
4. Are multiple sources used to get varied
information?
5. What is the level of confidence in official
platforms provided for interaction?
6. Analyze the influence of social media on

experience  with

tourist by assessing the effect on “individual” as
well as “overall levels”.

3. Research methodology

3.1 Research Plan

According to Miles and Huberman (1994), a field
oriented and applied research is often used non-
probability samples which are purposive in nature. In
the purposive samples, the participants or respondents
are selected according to predetermined criteria
relevant to a particular research objective. As the area
of the present research was confined to those

respondents influenced by social media directly or
indirectly, for travelling to India for tourism purposes,
hence the initial filtering was required. The research
technique of focus group interview was apt for this

purpose.

The studies by Prince & Davies (2001) and
Marczak & Sewell (2007) has concluded that the focus
group technique is a type of qualitative research
methodology. They further defined it as a structured
and focused discussion with a small group of people,
run by a facilitator (moderator) or using a moderating
team to produce qualitative data through a set of open-
ended questions. Moreover, the term focus has an
important meaning — it emphasizes that the group will
discuss a precise topic of interest rather than broad
generalities (Boddy, 2005).

Being a qualitative research tool, the focus group
interview approach has provided the information of
influence of social media on their choices of tourist
destinations, which covered the following areas:

e  How groups of people think or feel about the
influence of social media on tour choice

e  Give greater insight into why certain opinions
are held for the social media

e Help to improve the planning and design of
new programs related to social media

e Provide a means of evaluating existing social
media channels or programs to influence them for tour
choices

e Produce insights for developing strategies for
outreach, social media programs

Similarly, based on terms of references / objectives
of the study and considerate the nature of the research
sample, the focus group interview approach was
applied for the sampling purposes, where one focus
group has included 20 to 25 respondents.

As per the nature of the study, following parameters
had included for designing the survey instrument:

e  Most data requirements had fulfilled through
primary sources to get the first-hand responses.

e  Similar studies had also been consulted and
referred for understanding the various research
dynamisms during focus group interview methods.

Copyright © 2015 by JTTR
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e The primary and secondary constructs had
helped to develop a set of valid and reliable survey
instrument in the form of certain related questions
based on the terms of reference / objectives of the
study.

e  These had carried by the interviewer and used
as a tool to ask the questions one by one to know the
responses during the focus group interviews.

included the
designing of a survey instrument for a focus group

The research methodology has

interview, then based on the responses gathered, a
structured questionnaire was developed. Then the
structured questionnaire was tested with a pilot survey
and as per the responses, after the minor changes, final
questionnaire was developed which included the two
sections viz. Demographic Profile and Survey
Questions, for the purpose of data collection.

3.2 Schedule for data collection

To an addition, the research methodology for this
study was based on identification of foreign nationals /
foreign tourists on the major places where their
presence is expected, in order to gather their responses

for the study. The research plan is given as follows
which was followed for the study:

e [n the first phase, field trips had organized
between February to April 2015, with a “focus-group
approach” on each destination and their outcomes had
contributed towards designing a  structured
questionnaire (refer Table 2).

o  While in the second phase, as a pilot survey,
the data had collected through “structured
questionnaire” from August to October, 2015 (refer
Table 2).

e By knowing the lean and peak seasons of
Indian inbound tourism, the survey was conducted
during the peak-seasons to collect the maximum
responses.

e Based on the outcomes which had analyzed
after the pilot survey, there had several changes
inculcated in the “structured questionnaire”.

e  Then, the final data collection was carried in
two phases, i.e. phase three (November to December,
2015) and phase four (February to April, 2016)
respectively.

PICTURES/IMAGES ARE MOST IMPORTANT DURING DESTINATION SELECTION
BUT, ALSO PLAY AN IMPORTANT ROLE IN SUBSEQUENT STAGES.

AR AR R R R Researching Shopping for Air Planning Trip
.' ; Destinations Travel/Hotels Activities

38% - Reviews/ratings from
other travelers
37% - Weather/Climate

destination

Information

33% - History/Culture of the
destination

32% - Length of time to
destination

32% - Restaurant information/
reviews

. AN

information

28% - Length of time to

20% - Weather/Climate

35% - Weather/Climate
information

21% - Hotel

Accommodation info
16% - Picture: a
16% - Airfare
16% - Local Transportation

33% - Reviews/Ratings
from other travelers

/. VAN J

Fig. 4. Important travel contents preferred online by the tourist
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Table 1. Structured Questionnaire for the survey as per Terms of Reference (ToR)

Terms of
Reference | Survey Questions
(ToR)
8. Did you ever get a chance to know about India as a tourism destination through social media?
1. Never 2. Rarely 3. Sometimes 4. Mostly 5. Always
Objective 9. Did you try to explore more information about it and then plan for the visit?
1 1. Yes 2. No
10. Out of the following, which one or more options were explored through social media?
1. Accessibility 2. Accommodation 3. Attraction 4. Others, if any
11. While making a decision on your travel to India, which of the following social media sources you
considered:
Objective | 1. Facebook 2. Twitter 3. Linkedin 4.Tripadvisor 5. Pinterest 6. You tube 7. Others, if any
2

12. How many times you had visited to the following sources to make your travel decision:

1. Never 2. Rarely 3. Sometimes 4. Mostly 5. Always

13. For what extent the information generated through social media sources is worth taking into
consideration for your travel?

1. None 2. Slight 3. Reasonable 4. Good 5. Very

Objective | 14. Do you consider a particular source of social media to get the varied information?

3 1. Yes 2. No

15. If No, then how many other sources you used to get the information?

1. Print media 2. Listen to your friends or relatives 3. Any other source

16. Which platform you feel was more useful for planning of your trip?

Objective | 1. Official Social 2. Social media 3. Both (1) & (2) 4. Any other platform
4 media pages pages of Local
freelancers

17. Are official social media sites providing satisfactory information?

1. Yes 2. No

18. What are your criteria for choosing any travel portal through social media?

1. Browse on your own 2. Recommendations from 3. Any other
social networking friends

19. Have you consider any review blogs like travelogue etc.?

Objective 1. Yes 2. No
5 20. Is it worth to take advice from official online customer service platforms?
1. Yes 2. No
21. Have you get driven by customer loyalty programs launched by travel companies through social
media?
1. Yes 2. No
22. If yes, then how?
1. Being the member 2. Participating in contest 3. Acting as a guest 4. Sharing among your friends
% 23. From the planning process to finalizing your visit to India, how much you got influenced by social
Objective | media?
6 1. Far too little 2. Too little 3. About right 4. Too much 5. Far too much

*included all the questions from 8 to 23 to fulfill this ToR

Copyright © 2015 by JTTR ISSN: 2548-7583
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3.3 Sample design

As per the report published by Ministry of Tourism,
Government of India titled, “India Tourism Statistics
20127, the top 10 Indian States / Union Territories
received the maximum number of foreign tourists are
given in Table 2. Additionally, on a special case, it also
included the North Eastern state of Assam as compared
to other North Eastern states having the highest
number of tourists visited and the state of Jammu and
Kashmir, in the study.

To identify the maximum availability of foreign
tourists in the states / UTs shortlisted for data
collection (refer Table 2), the past trends as well as
expert opinion had considered. And the cities / circles
for data collection had finalized, as given in Table 3.

Table 2. Top 10 State / UTs (plus North Eastern state and
J&K) wise Foreign Tourist Visits in 2012

Name of the Forj;lgn. T(;urlst
S.No. State Region - rivas -
/UT (in (in
numbers) | percentage)
1 Mabharashtra West 51,20,287 24.7
2 Tamil Nadu South | 35,61,740 17.2
3 Delhi North | 23,45,980 11.3
4 Uttar Pradesh North 19,94,495 9.6
5 Rajasthan West 14,51,370 7.0
6 West Bengal East 12,19,610 6.0
7 Bihar East 10,96,933 5.3
8 Kerala South 7,93,696 4.0
9 Karnataka South 5,95,359 2.9
10 Himachal North
Pradesh 5,00,284 2.0
11 Assam North 17,543 0.08
East
12 Jammu and | North
Kashmir 78,802 0.38

(Source: Indian Tourism Statistics 2012, pp. 87-104

As per the Table 3, the sample area has included the
followings:

e All ten States / UTs of the country along with
Assam and J&K which comprised of all the five
regions of the country viz. North, South, East,
West and North East.

e The study has included all the major cities /
tourism-circles for the sampling.

e In order to receive the maximum responses, major
coverage areas have also included like historical
monuments, heritage sites, tourist specific areas
like tourist village, national parks, shopping areas
etc.

e In the meantime, major hotels and other
accommodation sites has also included to access
the international tourists for gathering their

responscs.

Table 3. Cities / circles for data collection

S Name of the
N(; State Region Cities / Circles
) /UT
1 Mabharashtra West i. Aurangabad
ii. Mumbai
2 Tamil Nadu South i. Chennai
ii. Kanyakumari
3 Delhi North i. Delhi
4 Uttar Pradesh North i. Agra
ii. Lucknow
5 Rajasthan West 1. Jaipur
ii. Jodhpur
6 West Bengal East i. Kolkata
ii. Sundarbans
7 Bihar East i. Patna
ii. Bodh Gaya
8 Kerala South i. Munnar
ii. Thrissur
9 Karnataka South i. Bengalaru
ii. Dharbad
10 Himachal North i. Shimla
Pradesh ii. Manali
11 Assam North East | i. Guwahati
ii. Tezpur
12 Jammu and North i. Leh / Srinagar
Kashmir ii. Jammu

3.4 Sampling Size

e As mentioned under sample design, the
sampling area has included all the five regions
and twelve States / UTs of the country.

e The total valid responses had collected as a
sample size per city / circle is given in Table
4.

In total, 2,351 valid responses had gathered after the
data collection from the sampling area.

Copyright © 2015 by JTTR
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Table 4. Sample Size of the survey

Name of

S.No. the State/ Region Cities / Circles VL
UT responses
1 Mabharashtra West h?};{iﬁ%ﬂjad i 8 i
2 Tamil Nadu | South ii.cljil;r?;:limnari 182
3 Delhi North  i. Delhi 202
4 g;;?iresh North ii.?%:@ow i (1) i
5 Rajasthan West ilJ.?(l)EE;)ur i 88
6 West East 1 Kolkata 105
Bengal ii. Sundarbans 105
7 Bihar East LP];I(t)IZﬁl Gaya ig
8 Kenla | Souh | pinRe 100
9 Karnataka South 11 ]?;111 agsll;rél i 8 i
0 praden | N |5 Vol 100
nooasan RSSO o
2 | | S0
Total 2351

Out of the total respondents 2531, 1153 (45.56%)
were employed, 536 (21.18%) were unemployed and
658 (26%) were belong to any other category. Out of
the total 2531 respondents, 483 (19.08%) respondents
has below 600 US $ monthly household income while
467 (18.45%) has 600 to 900, 544 (21.50%) has 900 to
1200 and 856 (33.82%) has more than 1200 US $
income per month. Under the marital status, out of
2531 respondents, 1172 were married, 1018 were
unmarried and 169 were chosen any other category.

Objective 1: The extent to which social media is
used to collect information for planning visits to India.

To achieve the first objective, the three questions
i.e. Q. No. 8, 9 and 10 had finalized and included in the
structured questionnaire. The following had the
responses:

Q. No. 8: Did you ever get a chance to know about
India as a tourism destination through social media?

The responses of 2351 respondents based on a five-
point Likert scale are given in the table 5:

Table 5. To know about India as a Tourism Destination
through Social Media

1 2 3 4 5
Never | Rarely | Sometimes | Mostly | Always
0 604 1000 555 192
(0%) | (25.70%) | (42.50%) | (23.60%) | (8.20%)

4. Data analysis
4.1 Demographic Profile of the respondents

Out of the total 2351 respondents, 1315 (55.93%)
were males and 1036 (44.07%) were females. Under
the age distribution, 141 (6%) respondents were below
the age of 20, 715 (30.41%) were between 20 to 30
years of age, 649 (27.61%) were lying between 30 to
40 years, 450 (19.14) were belongs to 40 to 50 and 396
(16.84%) were above the age of 50 years.

Under the nationality, the top five countries from
where the respondents belong were France 279
(11.87%) respondents, UK 247 (10.51%), Germany
229 (9.74%), USA 226 (9.61%) and Australia 121
(5.15%) respectively (refer Annexure I). In total, of
2531 respondents, 391 (17%) respondents were
undergraduates, 1011 (43%) were graduates, 837
(35%) were postgraduates and 112 (5%) were opted
any other educational category.

As per the responses listed in Table 5, there were
1000 (42.50%) respondents have “sometimes” while
555 (23.60%) respondents have “mostly” got the
opportunity to know about India as a tourist destination
through social media.

Q. No. 9: Did you try to explore more information
about it and then plan for the visit?

This question was a closed one having the option of
either “Yes” or “No”. Where, the responses to this
statement concluded that 2099 (89.30%) respondents
had tried to explore more information related to India
through social media for tourism purposes and 252
(10.70%) respondents has not been tried for this

purpose.
Q. No. 10: Out of the following, which one or more

options were explored through social media?

1. Accessibility 2. Accommodation 3. Attraction
4. Others, if any
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The responses are given in the table 6:

Table 6. Options had explored through Social
Media*

Accessibility | Accommodation | Attraction Others,
if any
16.64% 31.88% 44.54% | 6.95%

*Note: The respondents had opted the multiple options,
therefore, the results were calculated on the basis of percentage
distribution because the responses were exceeding the total
number of respondents.

As per the table, 44.54% respondents had explored
the tourist attractions through social media while
31.88% respondents had explored the accommodation
option through social media. In the other category, the
respondents have written the keywords “Climate”,
“Guide”, “Adventure”, “Culture”, “Lakes”, ‘“Nature”
and “Wildlife”(refer Appendix XI for the percentage
distribution of these keywords).

Objective 2: What are the important social media
sources used along with their magnitude in the
decision making of the traveler?

To achieve the objective 2, two questions i.e. Q. No.
11 and 12 were asked to know the responses.

Q. No. 11: While making a decision on your travel
to India, which of the following social media sources
you considered are given in table 7:

Table 7 Social Media sources considered for
making a travel decision to India*

“Indostan.in”,  “Instagram”,  “Lonely  Planet”,
“Whatsapp”, “Triposo” and “Tumblr” (refer Appendix

XI for the percentage distribution of these keywords).

Q. No. 12: How many times you had visited to the
following sources to make your travel decision?

To know the magnitude or amount during the
decision making of the traveler, the responses has been
asked on a 5 point Likert scale. The responses are given
in table &:

Table 8. Frequency of visiting the Social Media
sources for making a travel decision

1 2 3 4 5
Never Rarely | Sometimes | Mostly | Always
0 407 1108 691 145
(0.00%) | (17.30%) | (47.10%) | (29.40%) | (6.20%)

Out of the total 2351 respondents, 1108 (47.10%)
respondents were chosen “Sometimes” and 691
(29.40%) were opted “Mostly”, for all the social media
platforms listed under Q. No. 11.

Objective 3: What has been the experience with
information generated through social media?

The terms of reference 3 was included to know the
tangible aspect, i.e. satisfaction, when the travelers
were explored the information through online / social
media platforms. To achieve this objective, three
questions viz. Q. No. 13, 14 and 15 were asked from
the respondents. The following is the responses related
to these questions along with their response rate:

Q. No. 13: For what extent the information

1 2 3 4 5 6 7 generated through social media sources is worth taking
< 5 - 5 o P - into consideration for your travel are given in table 9:
8 2 g = g = % . .
S S < 2 2 < 5 ¢ Table 9. Information generated through social
5] B = g, g = g s
< =~ 3 = = =] 5 . . .
= = > media sources for travel consideration

1 2 3 4 5

26.66% | 11.41% | 5.57% | 32.41% | 3.65% | 13.09% | 7.19% None Slight | Reasonable Good Very

0 478 1062 679 132

*Note: The respondents had opted the multiple options, (0.00%) | (20.30%) (45.20%) (28.90%) | (5.60%)

therefore, the results were calculated on the basis of percentage
distribution because the responses were exceeding the total
number of respondents.

As per the responses, 32.41% respondents had
referred the Tripadvisor and 26.66% had chosen the
Facebook social media platforms while making their
decision to travel in India. In the “others, if any,”
category, the respondents had written the keywords
“Baidu.com”, “Google

“Booking.com”, Blogs”,

The responses for this question has yielded that
1062 (45.20%) respondents has opted “Reasonable”
while 679 (28.90%) respondents has given “Good”, as
far as the information generated through social media
sources is concerned.

Q. No. 14: Do you consider a particular source of
social media to get the varied information?
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This question was asked to know the specific choice
or preference of the respondents, where 1114 (47.40%)
respondents had chosen the option “Yes” and 1237
(52.60%) of the respondents had marked “No”.

Q. No. 15: If No, then how many other sources you
used to get the information?

The next question, i.e. Q. No. 15 was related to
those respondents who have chosen “No” in the
previous question, so that their further choice will be
identified.

In this question, two options were listed while the
third option was an open-ended to know the various
other sources as their preference to get the desired
information are given in Table 10.

Table 10. Other sources to get the information*

1 2 3
Print media Listen to your friends or Any other
relatives source
26.13% 64.21% 9.66%

*Note: The respondents had opted the multiple options,
therefore, the results were calculated on the basis of percentage
distribution because the responses were exceeding the total
number of respondents.

have concluded that 64.21%
respondents had listened to their friends or relatives
and 26.13% of the respondents had opted print media

The responses

to get the desired information.

Under the category, “Any Other Source”, which
were opted by 9.66% of the respondents. Moreover,
they had written the keywords “Travel Books”,
“Business Magazines”, “Travel Guides”, “Internet”,
“Other “Newspaper, TV” “TV
commercials” (refer Appendix XI for the percentage
distribution of these keywords).

travelers”, and

Objective 4: Are multiple sources used to get varied
information?

The main objective of terms of reference 4 has been
to identify the multiple sources frequently used by the
traveler to access the varied travel related information
to India. For this, a question no. 16 was asked and got
the following responses:

Q. No. 16:

Which platform you feel was more useful for
planning of your trip? The responses are given in table
11.

Table 11. Social Media platform to get the
information for planning of the trip*

1 2 3 4
Official Social media
Social media pziges of Both 1 and 2 Any other
ocal platform
pages freelancers
12.44% 9.15% 55.21% 23.20%

*Note: The respondents had opted the multiple options,
therefore, the results were calculated on the basis of percentage
distribution because the responses were exceeding the total
number of respondents.

As per the responses, 55.21% of the respondents
had used both the platforms, i.e. Official social media
pages and Social media pages of local freelancers.
Where else, 23.20% of the respondents had chosen any
other platforms. In “Any other platform”, the
respondents had listed the options like “Lonely Planet
(a travel guide book)”, “Tourism Organizations”,
“Travel Blogs”, “Trip Advisor” and “Internet” (refer
Appendix XI for the percentage distribution of these
keywords).

Objective 5: What is the level of confidence in
official platforms provided for interaction?

The term, “Level of Confidence” was a central
objective under the terms of reference 5 where the
objective to identify the confidence level in official
social media platforms provided for the interaction. In
terms of statistics, the meaning of understanding for
Level of Confidence is technical. Like as per the
market research expert Devault (2016), a confidence
level is an expression of how confident a researcher
can be of the data obtained from a sample. Confidence
levels are expressed as a percentage and indicate how
frequently that percentage of the target population
would give an answer that lies within the confidence
interval. The most commonly used confidence level is
95%. Here the term, 95% confidence level implies that
95% of the confidence intervals would include the true
population parameter.

As per the understanding and meaning of level of
confidence, there is a need to establish causality
between two or more than two variables. Here the two
variables are “Official social media platforms provided
for the interaction” and “the travelers exploring the
information on these platforms”. By keeping all these
parameters, six questions, i.e. Q. No. 17 to 22, were
asked, as the explanations are given as follows:
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Q. No. 17: Are official social media sites providing
satisfactory information?

As per the responses, 1444 (61.40%) respondents
had satisfied while 907 (38.60%) respondents had not
satisfied with the official social media sites providing
the information.

Q. No. 18: What are your criteria for choosing any
travel portal through social media? The responses are
given in table 12:

Table 12. Criteria for choosing a travel portal
through social media*

1 2 3
Browse on Recommendations from
) . . Any other
your own social networking friends
53.79% 43.09% 3.12%

*Note: The respondents had opted the multiple options,
therefore, the results were calculated on the basis of percentage
distribution because the responses were exceeding the total
number of respondents.

This question has generated the responses related to
the choosing any travel portal’s criteria of the
respondents. Here 53.79% of the respondents had
browsed on their own while 43.09% had influenced by
the recommendations from their social networking
friends. Under “Any other”, the respondents have not
given any keywords.

Q. No. 19: Have you considered any review blogs
like travelogue etc.?

For this question, 1375 (58.50%) of the respondents
had considered the review blogs while 976 (41.50%)
had not opted it.

Q. No. 20: Is it worth to take advice from official
online customer service platforms?

1496 (63.60%) respondents had agreed to take
advice from official online customer service platforms
while 855 (36.40%) had denied it.

Q. No. 21: Have you got driven by customer loyalty
programs launched by travel companies through social
media?

The majority of the respondents, i.e. 1716 (73%)
had not motivated by any customer loyalty programs
launched by the travel companies through social media
while 635 (27%) had given priority to this service.

Q. No. 22: If yes, then how?

Furthermore, to the previous question, the
respondents who has opted the customer loyalty
programs launched by travel companies through social
media were given their responses listed in the

following table 13:

Table 13. Respondents has opted the customer
loyalty programs launched by travel companies
through Social Media

1 2 3 4
Being the Participating in Acting as a Sharing
among your
member contests guest .
friends
189 170 129 136
(8.00%) (7.20%) (5.50%) (5.80%)

As per the responses, 189 (8.00%) of the
respondents became the members of customer loyalty
programs launched by travel companies through social
media while 136 (5.80%) respondents were shared this
information among their friends, whereas 8 (0.30%) of
the respondents has opted more than two options out of

the four options were given to this question.

Objective 6. Analyze the influence of social media
on tourist by assessing the effect on “individual” as
well as “overall levels”.

To address this terms of reference, the responses
had considered from all the survey questions, i.e. from
Q. No. 8 to Q. No. 22 and an additional question of Q.
No. 23.

Q. No. 23: From the planning process to finalizing
your visit to India, how much you got influenced by
social media? The responses are given in table 14:

Table 14. Respondents got influenced by Social
Media to finalizing their visit to India

1 2 3 4 5
Far too . About Far too
little Too little right Too much much
175 773 965 356 82
(7.40%) (32.90%) | (41.00%) | (15.10%) (3.50)

As per the responses, 965 (41.00%) respondents
had half influenced by the social media while 356
(15.10%) of the respondents had too much and above
influenced by the social media to finalize their trips to
India.
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5. Conclusions and recommendations

The objective 1 was related to identify the
utilization of social media by the prospective or
potential tourist to collect the information of India as a
tourist destination for planning their visits. The above
three questions were finalized to gather the appropriate
responses. In the stage one, out of 2351 foreign
42.50%
opportunity to know about India as a tourist destination
through social media. It means there is a need to

nationals, persons sometimes got the

enhance the presence of India as a tourist destination
on social media platforms so that this percentage
would be increased in the coming time. In the next
stage, 89.30% respondents had tried to explore more
information related to India through social media for
tourism purposes, so that they will plan their trips to
India. This percentage is huge which indicates the
curiosity among the online explorers to know more
technicalities related to either know or finalize their
trips to India. This stage is crucial due to the preference
of the potential tourist for finalization of their trips.
Here the need to put more extensive as well as updated
information over the social media networks, for
facilitates the online explorers. In case of satisfaction
after exploring the information, the potential tourist
may suggest or at least discuss the experience among
their social groups which will ultimately increase the
traffic of first time surfers. And finally, in the third
stage, 44.54% respondents had explored tourist
attractions through social media, which is higher than
31.88% respondents who had explored the
accommodation option through social media. Here it
shows the top priority of the explorers which is a
tourist attraction. If the apt information will provide
over the social media networks, then it will be easy to
boost this percentage in threefold or even higher. After
analyzing all the three scenarios, one observation is
that the importance of social media during the initial
time, when the potential tourist is searching for the
information. This information will ultimately landed to
the next stage where the decision to choose the
destination will arrive. During this stage, all the other
competitors’ tourism destinations of India will also be
compared and hence the role of specific information is
vital in the travel decision by the explorers.

The objective 2 was based to know the magnitude
or amount or level of frequent visits to the most
popular social media platforms used by the traveler

visit especially in India for tourism purposes. Under
this category, six most popular social media platform
Linkedin,
Tripadvisor, Pinterest and You Tube. As Tripadvisor
got the maximum responses, i.e. 32.41% and Facebook

shortlisted were Facebook, Twitter,

followed it by gathering 26.66%, it is mandatory to
show the aggressive presence on these two platforms
because combined they had chosen from 59.07% of the
respondents for making their travel decision to India.
After the Tripadvisor and Facebook, the other social
media platforms, if combined their contribution is also
presented a significant level where the second priority
would assign to them too. The platforms like Twitter
(11.41%), Linkedin (5.57%), Pinterest (3.65%) and
You Tube (13.09%), if combined, comes to 33.73%
and presents a significant percentage of the
respondents, which needs to be addressed properly.
Moreover, the next question was asked to know the
frequency of visits to these social media platforms
where the respondents had chosen “Mostly” by
29.40% by 6.20%, henceforth,
combined this percentage comes to 35.60%, which is a
significant population of online explorers and need to

and “Always”

consider it for any future e-marketing decisions for
promoting the India as a tourist destination.

The objective 3 was based to know the “experience
with information generated through social media”. To
achieve this objective, three interlinked questions has
asked, which has started from “is the information
generated through social media sources is worth taking
into consideration for your travel” and then followed
by “any particular source of social media to get the
varied information” and in case the respondents has
chosen “No”, then the next question was asked “to
know how many other sources to get this information”.
On the first question, if we combined the responses of
top three choices, i.e. “Reasonable + Good + Very”,
then the combined percentage comes out is 79.70%
which is “extensive result” to give the top priority. It
means approximately 80 percent of the time, the
information generated through social media will
largely impact, first the experience of the traveler and
then their choice to finalize the trip to India. Here the
role of “what to upload and where to upload” is a
crucial one because if this information will catch the
eye of the traveler then 68 percent chances are that
traveler will book a trip to India. Furthermore, to know
the answer of “where to upload” the information, the
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next two questions had asked, i.e. “do the traveler,
consider a particular source for searching the
information and if no, then what are the other sources
where the traveler is referring”. Rather than confine the
traveler’s options to reply to this question, if the
traveler will chose ‘“No”, then there will be an
opportunity to glue out the responses to question no.
13, which will ultimately help to achieve the objective
of “what to upload and where to upload”. And it
happened, the majority of the respondents 1237
(52.60%) had chosen the option “No” and further
mentioned their other preferable sources to get the
information. As per the responses of this ‘“No”
category of the respondents, 64.21% of the respondents
listened to their friends or relatives and 26.13% of the
respondents had opted print media to get the desired
information. After analyzing the responses, if the
information available on the social media platforms
satisfied the traveler, then approximately half of the
chances are that the traveler will share it with their
friends and relatives. There is an immediate need to
continuously revise the information because ultimately
from igniting the curiosity of the traveler to share
among the peer group and finally choses the trip, all
are dependent on the authenticity of the information.

The objective 4 was all about to know the preferable
social media platforms which had useful for planning
the trips to India. Under this objective, although one
question was asked, but with the several parameters to
know their responses. Two major choices were given
to the traveler, but the third option was combined so
that it will be identified whether the traveler referred
individual platform or both the platforms
simultaneously. Even the responses suggested that
55.21% of the respondents had used both the
platforms, i.e. Official social media pages and Social
media pages of local freelancers. Additionally, another
option was listed as an open end, to know any other
platform popular in their native surroundings which
utilized by them in planning their trips to India. Where
ever, 23.20% respondents were chosen any other
platforms like Travel blogs and Trip advisor. The
results have shown that the majority of the travelers
were chosen the multiple platforms which makes them
feel useful in planning their trips to India. It is
mandatory to cover 360-degree e-queries arising at the
majority of the social media platforms by providing the
information because the travelers are not confined to

any particular platform. As per the results, cognitive
preferences are pushing them to visit both official
platforms as well as unofficial / freelance platforms for
either comparing or searching the desired travel related
information.

The objective 5 was all about to know the
significance as well as qualitative error existed in
official social media platforms available for the
interaction to the travelers. For that purpose, six
questions, i.e. Q. No. 17 to 22, were asked to the
17, 61.40% of the
respondents had satisfied with the official social media
sites providing the information. Here 53.79% of the

respondents. In the Q. No.

respondents had browsed on their own while 43.09%
had influenced by the recommendations from their
social networking friends. While 53.79% respondents
had browsed for choosing the travel portal on their own
while 43.09% had influenced by the recommendations
from their social networking friends and 3.12% of the
respondents have chosen both of the options.
Furthermore, 58.50% of the respondents had
considered the review blogs and 63.60% of the
respondents has been taking the advice from official
online customer service platforms. Then, 27% had
giving priority to any customer loyalty programs
launched by travel companies through social media
where 8% of the respondents became the members of
this service. The variables were considered to know the
confidence level provided by the official social media
platforms qualitatively, the respondents had partially
satisfied. That is why, the respondent has chosen the
travel portal either for gathering the information or
interaction with their own. The respondents rather than
to confine within official platforms, the respondents
had referred other mediums like review blogs and
taking advice from online support for interaction. A
considerable percentage of the respondents had chosen
the travel loyalty programs launched by the travel
companies through social media. After analyzing the
responses, half of the respondents have not satisfied
with the information provided on the official social
media platform. Here the confidence level has fallen
drastically because the majority is considered the
recommendations of their friends or relatives so it
might hamper the image presented by the information
of India as a tourism destination. There is a need to
address this issue on a priority basis.
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6. Major findings

All the survey questions, has drafted, finalized and
then asked to the respondents as a structured
questionnaire, in order to identify the “individual” as
well as “overall” influence of social media in exploring
and finalizing their trips to India.

The followings are some facts concluded from this
study, which need to be considered to achieve the
overall effectiveness to present India as a competent
tourism destination on social media platforms:

o  42.50% of the respondents had “sometimes”
while 23.60% respondents had “mostly” got the
opportunity to know about India as a tourist destination
through social media.

e 89.30% respondents had tried to “explore more
information” related to India through social media for
tourism purposes.

o 44.54% respondents had explored “tourist
attractions” through social media while 31.88%
respondents had explored the “accommodation” option
through social media.

o 3241% respondents had referred the
“Tripadvisor” and 26.66% had chosen the “Facebook”
as social media platforms while making their decision
to travel to India.

e 47.10% respondents had “Sometimes” and
29.40% had ‘“Mostly” visited the social media
platforms to make their decision to travel to India.

e  45.20% respondents had “Reasonable” while
28.90% respondents had given “Good”, to the travel
related information to India has generated through
social media sources are concerned.

e 52.60% of the respondents had not “confined
to a particular source of social media” to get the varied
information related to the travel to India.

o 64.21% of the respondents had “listened to
their friends or relatives” to get the desired information
on social media platforms for travelling to India.

o 55.21% of the respondents had used both the
platforms, i.e. “Official social media pages” and
“Social media pages of local freelancers” for planning
their trips to India.

e 61.40% respondents had “satisfied with the
official social media sites” providing the information
related to travelling to India for tourism purposes.

o 53.79% respondents had “browsed on their
own” while 43.09% had influenced by the
“recommendations from their social networking
friends” for selecting any travel portal through social
media.

e 58.50% of the respondents had considered the
review blogs before planning for the trips to India.

e 63.60% respondents had agreed to “take
advice from official online customer
platforms” before travelling to India.

service

e 27% respondents had driven by “customer
loyalty programs launched by the travel companies
through social media” whereas 8% of the respondents
had become the “member of this service” which
motivated them to travel to India.

e 41% respondents had “half-influenced” while
18.60% of the respondents had “too much and above
influenced” by the social media to finalize their trips to
India.

Based on the above facts, both at “individual levels”
as well as “overall levels”, the social media has played
its crucial part in terms of generating the curiosities
among the potential tourists. Moreover, in traveling to
India, all the official e-channels and freelancers e-
platforms have contributed significantly to motivating
the tourists for visiting India.
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Annexure . Nationality wise, distribution of the respondents

RN, Respondent’s Country Resll\j:;lgin ts RN, Respondent’s Country Resll\j:;lgf:n ts
1 France 279 48 Hungary 7
2 UK 247 49 Pakistan 6
3 German 229 50 Turkey 6
4 USA 226 51 Vietnam 6
5 Australia 121 52 Czech Republic 5
6 Japan 94 53 Egypt 5
7 Spain &3 54 Hong Kong 5
8 Canada 80 55 Ireland 5
9 Russia 79 56 Cambodia 4

10 Italy 64 57 Colombia 4
11 China 63 58 Jordan 4
12 Israel 41 59 Myanmar 4
13 Thailand 38 60 Scotland 4
14 Netherlands 32 61 Slovenia 4
15 Switzerland 32 62 Tibet 4
16 New Zealand 30 63 Chile 3
17 Bangladesh 29 64 Cyprus 3
18 Sweden 29 65 Kenya 3
19 Belgium 27 66 Georgia 2
20 Korea 26 67 Greece 2
21 Denmark 24 68 Luxembourg 2
22 Bhutan 23 69 Maldives 2
23 Malaysia 21 70 Mauritius 2
24 Poland 21 71 Serbia 2
25 Austria 20 72 Tanzania 2
26 Brazil 18 73 Yemen 2
27 Netherlands 18 74 Armenia 1
28 Sri Lanka 18 75 Azerbaijan 1
29 Indonesia 16 76 Bahrain 1
30 Norway 15 77 Belarus 1
31 South Africa 15 78 Cape Verde Island 1
32 UAE 14 79 Cuba 1
33 Ukraine 14 80 Europe 1
34 Mexico 13 81 Iran 1
35 Nigeria 13 82 Iran 1
36 Portugal 13 83 Latvia 1
37 Yugoslavia 13 84 Lebanon 1
38 South Korea 12 85 Lima 1
39 Finland 11 86 Macedonia 1
40 Nepal 11 87 Morocco 1
41 Singapore 11 88 Oman 1
42 Philippines 10 89 Romania 1
43 Not responded 9 90 Tajikistan 1
44 Taiwan 9 91 Uruguay 1
45 North Korea 8 92 Uzbekistan 1
46 Afghanistan 7 93 Venezuela 1
47 Argentina 7 Total 2351
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The purpose of this study is to determine whether a unit related to tourism is included in the organizational structures of
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1. Introduction

Many formal organizational structures consist of
the reflection of justified institutional rules. The
elaboration of such rules in modern states and societies
is partly explained by the expansion of formal
organizational structures and their increasing
complexity. In organizations with
structures compatible with the myths

isomorphic
of the
institutional environment, internal coordination and
control are decreasing to maintain legitimacy.
Organizational structuring is based on trust and good
faith rather than coordination,

evaluation (Meyer & Rowan, 1977).

supervision and

Those who have power in the organization decide
the direction of strategic actions. This strategic choice
also determines the form of organizational structures
as well as the manipulation of performance standards
and environmental characteristics (Child, 1972).
Mintzberg (1980), one of the pioneers in the field of
organization, states that organizational structure has
five elements: simple structure, machine bureaucracy,
professional bureaucracy, divisionalized form and
adhocracy. An effective organization can be achieved
through the organization's internal processes and its
compatibility with the environment.

Turkey's administrative structure is composed of 81
provinces. 51 of these provinces are provincial
municipalities and 30 are metropolitan municipalities
(Ministry of Interior, 2018). These provinces are
governed by governorships representing central
government and local administrations representing
decentralization. Local administrations, as defined in
the Article 127 of the Constitution (Constitution of
Turkey, 1982): “Local administrations are public
corporate bodies established to meet the common local
needs of the inhabitants of provinces, municipal
districts and villages, whose principles of constitution
and decision-making organs elected by the electorate
are determined by law.”

According to the Metropolitan Municipality Law
No. 5216, the population of the province should be
more than 750 thousand to become a metropolitan
municipality. The boundary of the metropolitan
municipality is the provincial boundary (Metropolitan
Municipality Law, 2004).

In this study, firstly some researches about
municipalities and tourism are mentioned. In addition,
basic tourism data on provinces with metropolitan
Secondly, the
organizational structures of the metropolitan
municipalities and the norm staff arrangement are

municipalities are  presented.

explained. Thirdly, research methods and findings of
the research work presented for the reorganization of
the
terminated.

metropolitan municipalities in Turkey is

In this study, firstly some researches about
municipalities and tourism are mentioned. In addition,
basic tourism data on the provinces with metropolitan
Secondly, the
organizational structures of the metropolitan
municipalities and the norm staff arrangement are

municipalities are presented.

explained. Thirdly, the study is concluded with
presentation of the research method and findings on the
organizational structures of metropolitan
municipalities in Turkey.

2. Literature review

According to the Culture and Tourism Ministry
(2018), 32 million 410 thousand foreign tourists visited
Turkey in 2017. When Turkish citizens living abroad
are added, this number is closer to 38 million.
According to the World Tourism Organization, in
2017, Turkey is ranked 8th among the most visited
countries in the world.

Various studies conducted (Ishikawa & Fukushige,
2007; Jintalikhitdee & Laothamatas, 2018; Konidaris,
2017; Lundmark, 2006; Madsen & Zhang, 2010;
Marin-Yaseli & Martinez, 2003; Rigall-l1-Torrent,
2007; Vojnovic, 2018; Voltes-Dorta, Jimenez, &
Suarez-Aleman, 2014) show that municipalities are
responsible for tourism.

Local administrations such as the municipality and
local people play an important role in the development
of tourism and the protection and development of
culture (Jintalikhitdee & Laothamatas, 2018). Well-
prepared growth models, which take into account the
correct supply of public goods, contribute to the
successful implementation of sustainable tourism to
municipalities where tourism is intense (Rigall-l-
Torrent, 2007).
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Ishikawa and Fukushige (2007) as a result of their
research on the island of Amami Oshima in Japan, the
municipalities are expected to provide financial
support and to lead the development of tourism by the
local community.

Lundmark (2006) conducted a survey on labor
mobility, covering the municipalities of Are and
Malung in the mountainous areas of Sweden. The
study was conducted to find out whether the temporary
tourism workforce has become a permanent settlement.
According to the results of the study, because of its
lifestyle and seasonality, few people have permanently
settled in the places where these two municipalities
exist.

Marin-Yaseli and Martinez (2003), in their study of
the Pyrenees Valley in Spain, state that there is a
significant reduction in the number of animal
husbandry and farm animal populations in the tourist
areas. Researchers argue that the use of fertile soils for
tourism purposes and the employment of people
engaged in animal husbandry in tourism are effective
in this decline.

Vojnovic (2018) conducted a survey of 25 touristic
municipalities in Croatia. In 2016, more than 1 million
overnight stays were made by tourists in these
municipalities. According to this research, tourist
density does not threaten sustainability, and it even
revitalizes the local economy and encourages the
preservation of traditions through employment
opportunities. There is also no conflict between local

people and tourists.

The Federation of Spanish Municipalities draws
attention to the chronic economic deficit caused by
high expenditures in touristic areas. A study was
conducted to investigate whether there is such a deficit
in tourist areas. The scope of the study consists of 3200
municipalities where tourism is not intense and
intensive. Research results show that there is a direct
relationship between tourism intensity and local
economic deficit in the smallest
municipalities (Voltes-Dorta et al., 2014).

and largest

Madsen and Zhang (2010)
economic effects of tourism in the study conducted by
98 Danish municipalities. According to the results of

investigated the

the study, it is determined that tourism has different

effects on local economies depending on the size of
municipalities.

According to the survey conducted by Konidaris
(2017), 42.2% of the marketing activities of 10
municipalities in Greece are digital marketing. Only 1
municipality has conducted a customer satisfaction
survey. Most of the municipalities organize print
media, event organization and tourism exhibitions. In
addition, it has been determined that they do not
assume any quality and education duties.

According to Table 1, 76.12% of foreign tourists
visiting Turkey entered in the metropolitan status of
the provinces. Istanbul and Antalya constitute the first
two provinces where foreigners enter most. On the
other hand, no foreign tourist has entered from Manisa.
In addition, the number of foreign visitors to
Kahramanmarag, Mardin and Sakarya provinces is
below 100. When Table 1 is analyzed in terms of
facilities, 80.67% of the facilities licensed by the
Ministry of Culture and Tourism (3,109 units) and
69.82% of the facilities licensed by municipalities
(5,315 units) are located in metropolitan cities in
Turkey.

When Table 1 is examined in terms of the number
of arrivals, 88.60% of arrivals to the facilities licensed
by the Ministry of Culture and Tourism and 67.70% of
arrivals to the facilities licensed by municipalities were
recorded in metropolitan cities. Moreover, when Table
1 is examined in terms of the number of overnight
stays, 92.85% in the facilities licensed by the Ministry
of Culture and Tourism and 71.10% in the facilities
licensed by municipalities recorded in
metropolitan cities.

were

2.1. Metropolitan municipality organization structure
and norm staff regulation

In the Metropolitan Municipality Law No. 5216,
the fifth chapter titled Metropolitan Municipality
Organization and Staff explains the organizational
structures of the metropolitan municipalities
(Metropolitan Municipality Law, 2004). In Article 21
of the related law, the organizational structures of the
metropolitan municipalities are explained as follows:

e The metropolitan municipality administration
shall consist of the general secretariat,
divisions and branches in accordance with the

principles of standard job positions.
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e  Units shall be set up, abolished or combined

by a resolution of the metropolitan council.

e There shall be no vice-mayor in metropolitan

municipalities. To provide services effectively

and efficiently, up to five assistant secretaries
general may be appointed to assist the

secretary general in

municipalities with a population of more than
three million, and no more than three in other

metropolitan municipalities.

metropolitan

The secretary general and his assistants shall
manage the metropolitan municipality services
on behalf of the mayor under his instructions
and responsibility in accordance with the laws
and regulations and with the municipality’s
goals, policies, strategic plan and annual
programs.

Figure 1 shows the hierarchical structuring of
metropolitan municipalities organized according to the

norm staff.

Table 1. General tourism data regarding the provinces with metropolitan status

Number of
Number of  Number of Nur_nber of Overnights Nur_nber of Numb_er of
Metropolitan Numb.er of Ratio  Municipal Ministry Arnv.al.s to in A“?V.als to .Over.m.ghts
Municipality Foreign "o\ [icensed  Licensed ~ Mumicipal o yp gy Ministty o in Minisiry
Visitors Facilities Facilities Llce_:r_ls_ed Licensed Llce_:r}s_e d Llce_:r}s_e d
Facilities e Facilities Facilities
Facilities
Adana 100844  0.31 69 48 236048 391077 685784 1103662
Ankara 496125 1.53 63 184 296953 553579 2146073 3680849
Antalya 9482050  29.26 984 783 1615586 4993509 13852873 56096822
Aydin 120420  0.37 135 85 489223 1479163 1463182 3919732
Balikesir 31931  0.10 317 89 660064 1370583 556973 1095767
Bursa 1117 0.00 187 74 714034 1392621 930756 1665646
Denizli 46044 0.14 14 34 49800 70257 587683 844748
Diyarbakir 9533  0.03 12 28 39453 67234 262770 417965
Erzurum 1126  0.00 80 19 312173 507368 179313 316117
Eskisehir 24573 0.08 25 31 85419 118850 335518 546396
Gaziantep 34265 0.11 16 44 107507 140565 640926 947103
Hatay 146125 0.45 135 47 345213 669519 352546 567567
Istanbul 10730510  33.11 1094 566 2923343 6483977 7823925 17448895
[zmir 761639  2.35 185 203 515633 893071 1882062 4159930
Kahramanmarag 12 0.00 23 48 56806 102648 205976 342079
Kayseri 61430 0.19 23 21 112511 192588 293307 453298
Kocaeli 9887  0.03 102 52 317429 597328 431704 809824
Konya 19088  0.06 115 38 435371 659855 551403 815535
Malatya 1142 0.00 18 15 91413 190284 195823 295989
Manisa 0 0.00 78 27 303316 681900 275214 416901
Mardin 22 0.00 24 26 122258 201814 118513 180370
Mersin 21043  0.06 413 57 688094 1267576 567628 1050196
Mugla 1982468  6.12 868 399 1042361 2853140 2083647 7818309
Ordu 14894  0.05 31 34 96179 161761 245816 361384
Sakarya 67  0.00 71 16 177687 327105 198026 350680
Samsun 35247  0.11 31 30 82547 140142 324471 516508
Sanliurfa 487  0.00 53 17 196436 387928 210253 316587
Tekirdag 23686  0.07 52 24 85493 163620 161524 294438
Trabzon 92417  0.29 50 54 196532 350451 401932 743395
Van 421977  1.30 47 16 402804 734638 176261 335622
. 24670169  76.12 5315 3109 12797686 28144151 38141882 107912314
Metropolitan Total
Turkey Total 32410034 100 7613 3854 18904424 39581872 43047581 116227696

Source: Ministry of Culture and Tourism, 2018
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Figure 1. Norm staff hierarchy

General Secretariat

|

Directorates

i

Branch Offices

Source: Metropolitan Municipality Law, 2004
3. Research Method

The aim of this research, which is based on
qualitative data, is to determine whether there is a
tourism unit in the organizational structures of
metropolitan ~ municipalities. 30  metropolitan
municipalities in Turkey constitute the scope of the
research. The data used in the research were obtained
as secondary sources through the official websites of
30 metropolitan municipalities.

3.1. Research Questions
Research questions are as follows:

Research Question 1: Is there a unit including the
term of tourism directly in the organizational structure
of metropolitan municipalities in Turkey?

Research Question 2: Does tourism exist as an
independent unit in the organizational structure of
metropolitan municipalities in Turkey?

Research Question 3: At which level is tourism unit
represented in the organizational structure of
metropolitan municipalities in Turkey?

3.2. Findings

In order to answer the research questions, the
the metropolitan
websites  were

structures  of
through official

organizational
municipalities
examined (Adana Metropolitan Municipality, 2018;
Ankara Metropolitan Municipality, 2018; Antalya
Metropolitan Municipality, 2018; Aydin Metropolitan
Municipality, = 2018;  Balikesir =~ Metropolitan
Municipality, 2018; Bursa Metropolitan Municipality,
2018; 2018;
Diyarbakir Metropolitan Municipality, 2018; Eskisehir
Metropolitan ~ Municipality, 2018; Erzurum
2018;
Metropolitan Municipality, 2018; Hatay Metropolitan

Denizli Metropolitan Municipality,

Metropolitan ~ Municipality, Gaziantep

2018; Istanbul
Municipality, 2018; Izmir Metropolitan Municipality,
2018; Kahramanmarag Metropolitan Municipality,
2018; Kayseri Metropolitan Municipality, 2018;
Kocaeli Metropolitan Municipality, 2018; Konya

Municipality, Metropolitan

Metropolitan Municipality, 2018; Malatya
Metropolitan Municipality, 2018; Manisa
Metropolitan Municipality, 2018; Mardin

Metropolitan Municipality, 2018; Mersin Metropolitan
Municipality, 2018; Mugla Metropolitan Municipality,
2018; Ordu Metropolitan Municipality, 2018; Sakarya

Metropolitan Municipality, 2018; Samsun
Metropolitan ~ Municipality,  2018; Sanlurfa
Metropolitan ~ Municipality, = 2018;  Tekirdag
Metropolitan Municipality, 2018; Trabzon

Metropolitan Municipality, 2018; Van Metropolitan
Municipality, 2018).

Figure 2. Metropolitan municipalities with tourism
unit

Tourism Unit

= Available

Unavailable

Figure 2 shows the organizational structures of
metropolitan municipalities whether there is any unit
related to tourism. According to Figure 2, 67% of
metropolitan municipalities in Turkey has at least one
tourism unit. On the other hand, 33% of metropolitan
municipalities do not have a tourism unit.
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Figure 3. Number of tourism units of metropolitan
municipalities

Number of Units

= Two and more

One

85%

Figure 3 shows the number of units related to
tourism in metropolitan structures of metropolitan
municipalities. According to Figure 3, 85% of the 20
metropolitan municipalities with tourism units have
one tourism unit and 15% have two and more tourism
units.

Figure 4. Level of tourism units

Unit Level

= Directorate
Branch Office

80%

Figure 4 shows the level of the tourism unit in the
organizational structures of metropolitan
municipalities. According to Figure 4, 20% of the
metropolitan municipalities have tourism units at

directorate level and 80% have at branch office level.

Figure 5. The rate of independent tourism unit

Independent Unit

= Yes

65%

Figure 5 shows whether the tourism unit in the
organizational structures of the metropolitan
municipalities is an independent unit. According to
Figure 5, tourism is existed as independent in 35% of
metropolitan municipalities’ organizational structures,
while in 65% tourism coexists with culture, promotion,
foreign affairs, zoning, environment, natural areas,
coasts, social affairs, municipal police and sports.

Table 2
metropolitan municipalities in Turkey and tourism
units. According to Turkey's geographical area; there

contains information regarding the

are 6 metropolitan municipalities in the Marmara
Region, 5 in the Aegean Region, 5 in the
Mediterranean Region, 4 in the Central Anatolia
Region, 4 in the Southeast Anatolia Region, 3 in the
Eastern Anatolia Region and 3 in the Black Sea
Region.

Table 2, when examined in terms of provinces, it is
remarkable that the organizational structure of
Turkey's capital Ankara metropolitan municipality
does not have a tourism unit. Since 1980's Balikesir is
an important tourism destination in terms of domestic
tourism but the metropolitan municipality has no
tourism unit in the organizational structure. On the
other hand, there are two units related to tourism in the
organizational structures of Antalya, Erzurum and
Mersin metropolitan municipalities.

Copyright © 2015 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research, 5(1)

23

Table 2. Metropolitan municipalities and tourism units

Metropolitan . Tourism . The Place of Tourism Unit in the Organizational
Municipality Region Unit Unit Level  Independent Structure
Adana Mediterranean ~ Yes  Branch Office Yes Branf:h Office of Cultural Resources and
Tourism
Central
Ankara Anatolia No ) ) )
Branch Office of Tourism
Antalya Mediterranean  Yes  Branch Office Yes Branch Office of Tourism and Coasts Municipal
Police
Aydin Aegean Yes  Branch Office Yes Branch Office of Tourism and Publicity
Balikesir Marmara No - - -
Bursa Marmara Yes  Branch Office Yes Branch Office of Culture and Tourism
Directorate . . ..
Denizli AT Yes and Branch Yes Directorate of Culture,. Tourism and_ Publ1c1ty
Branch Office of Tourism and Publicity
Office
Diyarbakir Sm:h Eas_tem Yes  Branch Office Yes Branch Office of Tourism
natolia
Eastern Branch Office of Tourism
Erzurum " Yes  Branch Office Yes Branch Office of Zoning, Environment and
Anatolia . .. ¢
Tourism Municipal Police
L Central
Eskisehir Anatolia No - - -
Gaziantep Soiﬂalsslsi;em Yes  Branch Office Yes Branch Office of Tourism and Publicity
Hatay Mediterranean ~ No - - -
Istanbul Marmara Yes  Branch Office Yes Branch Office of Tourism
[zmir Aegean Yes  Branch Office No Branch Office of Foreign Affairs and Tourism
Kahramanmarag Mediterranean  Yes  Branch Office Yes Branch Office of Culture and Tourism
Kayseri Central No - - -
Y Anatolia
Kocaeli Marmara Yes  Branch Office No Brunch Office of Natural Areas and Tourism
Konya Centra_l Yes  Branch Office Yes Branch Office of Tourism
Anatolia
Eastern
Malatya Anatolia No - - -
Manisa Aegean No - - -
. Directorate of Culture, Tourism and Social
Directorate :
Mardin SouthiEastem Yes and Branch No LS
Anatolia Branch Office of Culture, Tourism and Social
Office .
Affairs
Branch Office of Tourism, Publicity and
Mersin Mediterranean ~ Yes  Branch Office No Foreign Affairs
Branch Office of Tourism Municipal Police
Directorate : :
Mugla AT Yes and Branch Yes Directorate of Culture,_ Tourism and Sports
Branch Office of Tourism
Office
Ordu Black Sea No - - -
Sakarya Marmara Yes  Branch Office Yes Branch Office of Tourism and Publicity
Samsun Black Sea Yes  Branch Office Yes Branch Office of Tourism and Publicity
South Eastern . . .
Sanlurfa . Yes Directorate Yes Directorate of Culture and Tourism
Anatolia
Tekirdag Marmara No - - -
Trabzon Black Sea No - - -
Eastern .
Van . Yes  Branch Office Yes Branch Office of Tourism
Anatolia

In the organizational structures of the metropolitan  metropolitan municipalities, the number of units in
municipalities with a tourism unit, the term tourism is ~ which tourism is represented alone is seven. In the
represented in four metropolitan municipalities as other  organizational  structures, tourism is
directorates and in sixteen metropolitan municipalities accompanied by culture, promotion, external relations,
as branch offices. In the organizational structures of
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zoning, environment, natural areas, coasts, social
affairs, municipal police and sports.

There is a unit in the organizational structure of
Erzurum metropolitan municipality and Mersin
metropolitan municipality together with tourism and
municipality police. It is considered that such a
structure is convenient because many of the tourist
in the task area of the

activities are included

municipality police.
4. Conclusion

The visitors need the elements such as food and
beverages, leisure, transportation, life and property
security, control of the enterprises producing goods
and services, communication means, cleanliness as
much as the local people of a tourism destination. In
meeting  these needs, municipalities have

responsibilities as local administrations.

In Polat's (2011) study, only 5 (31%) of the
organizational structures of 16 metropolitan
municipalities had a tourism unit. In addition, in 2011,
14 provinces with a status of provincial municipality
and with a status of metropolitan municipality in 2018
had no tourism unit. In other words, the rate of having
a tourism unit which was 31% in 2011 increased to
67% in 2018. This increase can be interpreted that
metropolitan municipalities want to take on more
duties in tourism. On the other hand, tourism is often
accompanied by culture and publicity in the
organizational structures of metropolitan
municipalities. The presence of the ministry at the level
directed to the local
administrations in this direction. Although it is
considered that it is more appropriate to have a tourism

of the culture may be

unit as an independent, it is a positive approach for
tourism to be included in the organizational structures
of metropolitan municipalities, albeit with another
field.

A large part of the area where the intense activity of
tourism enterprises and tourists in Turkey is located in
metropolitan areas where the municipal authorities are
responsible. Tourism has positive and negative effects
directly and indirectly on tourism enterprises, tourists,
local people, social and physical environment. For this
reason, metropolitan municipalities should take a role
to avoid damages while benefiting from the benefits of
tourism in their areas of responsibility. In order to carry

out this role, it is necessary to have a tourism unit in
the organizational structure and to employ the people
who have at least undergraduate education in this unit.
This unit should monitor the development of tourism
by actively carrying out activities related to tourism
monitoring, coordination, supervision, control and
guidance.
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1. Introduction

To sustain their economic development, regional
development has great importance for regions, which
are industrially underdeveloped. Within the context of
regional development, these regions have chance to
utilize their tourism potentials and contribute to their
economic development by benefiting from tourism
activities. There are interregional economic
imbalances in most countries, including Turkey. These
can be overcome with help of tourism sector since
tourism sector is directly related to economic
development. Tourism sector and its economic
activities are capable of remedying economic
imbalances among regions and making a major
contribution to economic development with efficient
use of tourism resources (Ceken, 2008). Thanks to
tourism activities, geo-economic and socio-cultural
assets, and some specific services, whose exporting is
not possible, bring foreign currency into the country
(Olal1 and Timur, 1998). Sharpley (2002) indicates in
his study that while tourism is a
development tool for regions and

significant

regional
development, its impact at national level is undeniable.
Its potential and effects on economy are an opportunity
for many regions and organisations.

Given today’s compelling industrial competition
among SMEs and relatively larger companies,
company survival is progressively becoming more
challenging. For this reason, it is essential for
companies to cooperate in the name of sustainable
competitive advantage and regional development. In
this regard, clustering is an important strategical policy
tool by which firms can utilize know-how and take
advantage of the network systems in given clusters as
a key to the solution.

From the viewpoint of the tourism sector, the non-
homogeneity of tourism products renders tourism
clusters remarkably different from those in other
economic industries. In other words, tourism clusters
contain many complementary components not only
from the private sector, but also from public
institutions. This study seeks to reveal cluster phases,
the structure of cluster networks, and common
characteristics of successful tourism clusters and

challenges in the tourism clustering process by making

reference to significant tourism clusters, which have
been founded in recent years.

2. Definition of cluster

Clusters are geographical cooperation of value
chains in which companies, public institutions and
universities do business with each other. Rather than
being in the same sectors, it should be called the same
value chain since complementary companies from
different sectors can be in the same value chain. This
was also stated by Porter (1998) in the following way
that clusters are defined as geographical concentrations
of interconnected companies, specialized suppliers,
service providers, firms in related industries, and
associated institutions (for example universities,
standards agencies and trade associations) that
compete but also co-operate. Delgado and et al. (2015)
also define a cluster as geographic concentrations of
industries related by knowledge, skills, inputs, demand

and/or other linkages.

The clustering of companies is not only natural;
governments can also encourage the development of
emerging clusters by supporting efforts that a group of
companies can do to achieve the full potential merger
(Iordache and et al., 2010). This means that the
companies within a cluster can come together by
themselves or that they can be formed by strategic
plans of local authorities. Bathelt et. al. (2004) suggest
that while much of the literature about clustering
focuses on network relations between firms, it is more
important to start out by considering the learning
process that takes place within the firm before turning
to the role of interfirm interaction. This can happen
with
communication network through clustering, managers
are able to reach information faster and use it on time

learning organizations. Having stronger

to take action in their companies.

Thanks to the synergy which is created in a cluster
system, the members of companies build a data
network to transfer them to each other within the
companies and in this way, they contribute to their
regional and national economy by increasing their
competitiveness.

The main idea of clusters is “working together.”
Sometimes, the managers of companies in clusters
believe mistakenly that working with their opponents
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in same value chain would be inaccurate for the sake
of their companies. However, they would work
together not to take share of their current market; but
to expand their market shares; to find new markets.

On the other hand, clusters are not always for new
markets. By cooperation in clusters, companies could
lower their costs, meet their need for personnel, or
increase their capacity. A cluster is a network of
companies, their customers and suppliers of all the
relevant factors, including materials and components,
equipment, training, finance and so on. It extends to
educational establishment and research institutes
which provide a large part of their human and
technological capital (Kachniewska, 2013).

One of the most essential necessities for clusters, as

mentioned in most of cluster definitions, is
geographical concentration which enables cluster
companies to create synergy and to collaborate each
other within this atmosphere. Once a specialized
industry cluster has been established, the firms of this
cluster develop a demand for specialized services and
supplies. This creates an incentive for suppliers to be
near these firms in that they form important markets.
In locating close to these markets, the suppliers can
gain economies of scale and distribute large parts of
their production at low costs (i.e., transaction and

transportation costs) (Bathelt and et al., 2004).

3. Clustering process

Clustering is a long-running process of which each
phase requires profound preparation. For this reason,
regions which willing to improve their competitiveness
need to lead clustering process with a proper strategical
plan. “Best practice suggests that cities and regions are
seeking to build industrial clusters, as they provide
fertile ground for innovations, competitiveness
economies of scale, rapid rates of technology transfer
and efficiencies through resource leveraging.”
(Isbasoiu, 2006). Moreover, it is also necessity to build
data network which should be comprised of accurate
information. Thanks to access to database within the
cluster, member companies of the cluster can reach
results of analyzes such as market analyze and
determine their market strategies by taking these
results into consideration. Rival companies come
together for a common goal and this improves social
capital. On the other side, domestic and foreign fair

economic supports, and training and certification
programs in accordance with necessities could enhance
competence and competitiveness of the companies
(Eraslan and Dénmez, 2017). There are several factors
traced to infrastructure deficiencies, absence of capital
and experienced work force, lack of organizational
structures and absence of information network and its
channels; however, one of the most significant
challenges faced by several firms is the limited use of
the new technology (Matopoulos and et al., 2005). In
order to deal with these negative aspects, the clustering
process ought to be managed in a correct way. There
are certain facilitators which can be utilized by cluster
the clustering
friendly strategy,
stakeholder collaboration, and communication and

management  for
Environmentally

process.
leadership,

information are among the most essential facilitators in
the process.

Public institutions that are the most strategical ones
to utilize these above-mentioned facilitators are of
capital importance to set the private sector in motion.
Development Agency, for instance, is expected to
analyze, develop and support economic sectors in the
provide
representatives with cluster advantages, they first need
to have knowledge about the current situation through

region. In order to private  sector

strategical regional action plans; then they determine
need and deficiency to be remedied. In the end, they
make a report in accordance with the findings. These
reports can be carried out by various public institutions
such as the chamber of commerce, the chamber of
industry,
governorates,

commodity exchange,
or city councils,

municipalities,
which are all
territorially active in the region.

To make up for the deficiencies and to make
companies more competitive in the sector, the
applicant institution determines the clustering
approach as its policy tool. First action taken by the
applicant is to hold introductory meetings about the
cluster for related actors such as private sector, public
and educational representatives that all are essential for
The
representatives is a must for a successful cluster
through effective university-industry interaction.

a cluster. participation of  university

Having organized first opening meetings, the applicant
institution is supposed to bring company
representatives together on sectoral basis so that they
can gather around the same table, discuss their similar
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issues in detail, exchange ideas on them, and
brainstorm about possible solutions. However, the
main aim is to make them understand that they can
collaborate with each other within the scope of
regional competitiveness. This gives an idea about the
sector to the applicant for the next step of a cluster
project, which is stakeholder analysis.

In stakeholder analysis, the applicant itself or an
experienced consulting company, which is hired for
the step by the applicant, visits all possible companies
in the region that are ready for co-operation within a
cluster. Company representatives, who are visited on
site, are expected to answer approximately 70-80
questions categorized under several headings such as
definition of business, value chain, product and
service, marketing activities, competitors, distribution
channels, networking tools, relationship with supplier
and buyers, value chain, payments etc.

Having gathered practical information about the
companies in the field, the applicant starts to draw the
lines of value chains which exist within the cluster.
One of the most significant parts of these analyzes is
the Porter’s Five Forces Analysis, which are as
followed:

Competitive rivalry
Supplier power
Buyer power

Threat of substitution

AN e

Threat of new entry

The analysis is also performed during company
visits to observe how competitive companies are.

Another significant analysis is social network
analysis which demonstrates the relationship between
companies and their suppliers/buyers. In this part,
relationship with customers and buyers, supporter
institutions and stakeholders, with which companies
co-operate, are analyzed respectively to observe the
network power of companies.

After cluster companies have been analyzed by
different models, their deficiencies and aspects to be
improved come to light. The next step is to make up
these ones for a better place in regional
competitiveness; therefore, the applicant organizes
training and certification programs in accordance with
necessities and demands of cluster companies. These
can be foreign trade training, target market analysis,

certification programs for foreign trade, training
programs for personnel of cluster companies etc. This
is a complicated and tough process which should be
properly performed since the success of the regional
competitiveness depends on this training and
certification phase. The application generally carries
out these training programs with help of universities or
professional consulting companies.

Meanwhile, it is important to build or to maintain
social interaction among cluster companies. That’s
why the applicant regularly organizes brainstorm
meetings in semi-official environments so that private
sector representative can break taboos and identify
their suppliers and clients; and in this way, they can
start acting together in their business, or even start a
new business together. One of the most favourable
advantages in a cluster is to control or decrease costs
by acting together. This could be a great advantage for
them even when they don’t start a new business.

Another important point for the success of cluster is
benchmarking method. At the establishment phase of
clustering process, the applicant institution seeks for
another partner cluster as its partner which has similar
characteristics and has already achieved success in the
clustering process. It is essential to keep in touch with
partners in the cluster and to come together with its
representatives, especially during the establishment
phase of the cluster since they have already gone
through same difficulties and they could give the
cluster a lead.

After training and certification phases, cluster
companies should be ready for the international area.
They participate in international fairs, B2B meetings
or even organize their own fairs. In this point, the
partner cluster is strategical for the cluster because it
has already experienced in participating in such
meetings and fairs. This phase is always open to new
developments in that strategies of worldwide
companies change always as the technology and
science improve. Cluster companies are supposed to
observe international area very carefully and develop
themselves so that they can be as competitive as their
rivals. To make the cluster sustainable, the support of
public institutions and universities is as essential as
that of partner cluster. They ought to be always
reachable for cluster members and give their best for
Although the above-

regional competitiveness.
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mentioned process is not a standard one, the success of
an industrial cluster is inevitable when a similar one is
performed.

4. Clustering in tourism sector

Almost every tourism destination contains
agglomeration characteristics; that’s why geographical
concentration can be considered as a significant
component. However, every group of tourism
enterprises with a geographical concentration cannot
be named as a tourism cluster since they need some
time to organise themselves, to set up their interaction
business networks and then to run this organisation
properly. For this reason, Ferreira and Estevao (2009)
state that tourism cluster is a geographic concentration
of companies and institutions interconnected in
tourism activities. Tourism clusters are premised on
creating a bundle of complementary attributes that
serve to satisfy consumer needs, creating more and
more opportunities for firms that choose to co-locate
with each other. Hence, the proposition, that tourism-
based cluster formations might add to multiplier and
externality effects and serve to accelerate the
opportunities for new forms of economic wealth by
creating a demand for a host of complementary
activities which in turn generate their own effects
(Michael, 20006).

Unlike other products offered by manufacturing or
service companies, tourism  products are
heterogeneous: they are complex and consist of plenty
of complementary components provided by suppliers
from various public and private sectors (Kachniewska,
2013). This is stated by Lade (2010) in other words that
great opportunity exists for cooperation and
networking relationships to be developed in the

tourism industry due to its heterogeneous nature.

Whereas customers cannot observe actors within
the most industrial clusters that are suppliers, sellers,
agencies, logistic firms, etc., which is not the case in
tourism clusters: customers (tourists) experience most
actors until they consume tourism services and
products. For instance, Kachniewska (2013) states that
one week stay of a tourist in a distant place entails
contacts with some 30-50 different entitites (tour
operator, insurance company, carrier, hotel, restaurant,
tourism attraction, exchange office, taxi-driver,
souvenir shop, local authorities etc.) — this way a value

chain is being constructed. Another example for the
differance of a tourism cluster from most industrial
clusters is that in tourism sector, customers (tourists)
go to the tourism product or service.

Whereas sea-sand-sun were once prominent in
tourism activities, interactive relationships have been
the main focus on account of advancing information
technologies, which are theme parks, smart city
applications, slow cities, etc. This enhances the
importance of tourism clustering so that tourism
enterprises could be more competitive. Traditional
tourism resources, comparative advantages (climate,
culture etc.) become less important comparing to other
tourism factors of competitiveness; information (or
rather the strategic management of information), the
intelligence (the ability of team innovation in an
enterprise), knowledge (know-how, or a culture) are
new resources and key factors now in touristic
enterprise competitiveness (lordache, and et al., 2010)

Iordache and et al. (2010) state that clusters have an
impact on competition in the three following ways: by
increasing the productivity of companies in a given
area; deriving the direction and pace of innovation, the
future productivity will be affected; and stimulating
new business that will develop and strengthen that
cluster. Online check-in, 2-d barcode applications and
visual tours etc. can be instances for innovation in the
tourism sector. Lade (2010) focused on attitudes
towards competition and cluster development of four
regions located along Australia’s Murray River:
Mildura, Swann Hill, Echuch, Albury Wodonga.
Questionnaire surveys by Lade were carried out in the
between 85-100 tourism firms of each case region.
With the help of these surveys,
cooperation, which is one of the key characteristics for
successful cluster development, was questioned in

presence of

each of the regions. The findings argue that a relatively
high level of collaboration is in existence in the Echuca
region, where there is presence of related and
complementary enterprises within the region that all
together raise regional competitiveness development
by collaborating each other.

Lade (2010) analyzed the four regions in terms of
their cluster characteristics, which can be observed in
the Table 1.
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Table 1. Successful cluster characteristics

Presence of Successful Cluster Characteristics

Cluster . Swan Albury

Characteristics Mildura Hill Wodonga

Intedependence of X X X X

firms

Flexible firm X X X

boundaries

Cooperative X X X
X X X

Echuca

competition
Community culture
and supportive
public policies
Shared X X X X
understanding of
competitive
business ethic
Private sector X X X (0]
leadership
Wide involvement X X X X
of cluster
participants
Appropriate cluster X X X (0]
boundaries
Institutionalization X X X (0]
of relationships
Social structure and X (0] X (0]
attention to
personal
relationships
Life cycles (0] (0] O O
X indicates presence of characteristic; O indicates further
development of characteristic.

Resource: Lade, Clare. "Developing tourism clusters and
networks: Attitudes to competition along Australia's Murray
river." Tourism Analysis 15.6 (2010): p.657

XWX

The tourism sector is a sector which can serve for
global expansion. Tourism development strategy
applied to a potential region with a clustering system
could enhance the competitiveness of the region. They
tried to explain the definition of cluster, and the
features of a tourism cluster in their study. The study
concludes that the tourism development strategy
within the clustering system is to maximize the created
value at each link in a cluster. They claim that the
tourism cluster development needs to focus on income
losses such as distribution, the advertising of tourism
services and products, information services etc. All
these could be diminished within a cluster structure. In
conclusion, their study states that the experiences of
developed countries with clustering systems indicate
that clustering processes function as a basis for
sustainable dialogue among industry representatives,
public institutions, tourism enterprises, educational
media, information services, etc. This enables tourism
enterprises to improve the development of mutual

relations between innovation processes, management
practices and specialized staft skills.

Ferreira and Estevao (2009) suggested a conceptual
model for tourism clusters which can be a prominence
role as a regional development strategy. They
constituted the model with help of several elements
that they analyzed in the Porter’s Diamond, Crouch
and Ritchie’s Model of Competitiveness, and Dwyer e
Kim’s Model of Competitiveness. It seeks an answer
of the question if there is a consonance among three
main components: the tourism product, the touristic
destination and the tourism cluster. According to them,
if the interconnection of the first two components is
efficient, the tourism cluster will work in a productive
way. The model of competitiveness of tourism clusters
for better regional development may help identify gaps
and the potential for competitive development.

As it can be observed in the above-mentioned
studies, the success of tourism clusters is based on the
strong and sustainable interconnection of cluster
components and members. The more -efficient
collaboration there is among members (private sector,
public institutions, universities, R&D centers etc.), the
more productive a cluster could be formed. The
positive impact of clustering on each member in the
cluster can be easily observable. For instance, Peiro-
Signes et al. (2015) analyzed the differences between
hotels in U.S. located inside of clusters and outside of
clusters. They also analyzed different sets of hotels,
which are based on their star category, location and
structure. Their study’s result demonstrates that there
are more significant differences for hotels with luxury
and chain-hotels. According to their study, cluster
system enhances the economy of U.S. hotels. They
argue that hotels in cluster system furtherly improve
the current competitiveness which is already among
hotel enterprises.

Networking systems in a tourism cluster, which is
more heterogeneous than other industrial sectors, is
regarded as one of the most significant factors;
therefore, knowledge exchange process should be well
managed when considering that it can be vital for
actors of tourism sectors. As tourism is one of the most
service industries and travel for pleasure and its
products are sold in the sector, sector actors are
supposed to reach necessary knowledge in time and
utilize technology as required for their customers;
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hence, this makes knowledge more significant for the
sector; for instance, the Cluster Montagne, awarded
with Gold Label by ESCA, has an effective network
system within the cluster. It provides its members with
broad database of the sector, analyzed information as
fact sheets or news letters; in addition, it influentially
promotes its members in social networks and digital
media and it has the services of event marketing and
public relations for its members (http://www.cluster-
montagne.com/).

Furthermore, cluster members can have know-how
information without efforts through network system
which is significant for companies in terms of
economical dimension and innovative approaches
(Zhou and et al. 2007). They don’t have to risk their
time and money for the information.

According to several studies, the network systems
in clusters are divided into two categories which are
closed networks and diverse networks. Closed network
is a network system in which main enterprises and their
stakeholders exchange their strategical information
with each other. On the other hand, diverse network is
a network system in which all actor in a cluster
limitlessly exchange information. Martinez-Pérez and
Beauchesne (2017) state in their study, in which they
have analyzed 215 hospitality and tourism firms
located in the World Heritage Cities of Spain, that both
network systems are equally required for the success
of a tourism cluster.

Like other industry clusters, knowledge exchange
and the way the network works in tourism clusters can
occur in various ways. Serensen (2007) implies in his
study that this can vertically happen such as tour
operators at tourism destinations and their distributors;
or horizontally take place when complementary
tourism companies exchange knowledge with each
other in a destination. On the other hand, Shaw and
Williams (2009) state in their study that the particular
nature of tourism markets gives labour mobility a
potentially distinctive role in this sector. In tourism
sector, several tourists travel to where there is another
language spoken and other clusters which are
unfamiliar to them. For this reason, there is a
knowledge need about these cultures in tourism.
Maybe this is the explanation why there are many more
immigrant employees in tourism sector compared to
other ones. Because relationships and connections of a

tourism cluster are expected to be more active and
complicated, utilizing network and its advantages are
unavoidable for tourism companies.

5. Tourism cluster examples around the world

As part of EU efforts to create more world-class
clusters across the EU by strengthening cluster
excellence, the Commission launched in 2009, under
the Competitiveness and Innovation Programme,
the European Cluster Excellence Initiative (ECEI). To
continue the successful work of this pan-European
initiative which involved 13 partners from nine
European countries ESCA - The European Secretariat
for Cluster Analysis was established to offer practical
advice to cluster management
organizations. ESCA promotes cluster management
excellence through benchmarking and quality labelling
of clusters and cluster management
organizations. There are three types of label, which are
gold, silver

analysis.org/)

and bronze. (http://www.cluster-

There are minimum requirements for the Award
“Gold Label” (http://www.cluster-analysis.org):

v" The cluster organisation management
activities must have been started at least two
years ago.

v Within one year at least 15 % of the cluster
participants shall be involved in bilateral
and/or multilateral co-operation activities with
each other.

v' The cluster organisation must initiate and
regularly update its web presence (webpage,
social networks), giving overviews and details
of the cluster and of the work of the cluster
organisation and maybe even of the industrial
and/or technological sector in general, as well
as important contact points in the local

language.
v" More than half of the committed cluster
participants shall be businesses

(industry/service providers) within the cluster
relevant sector or field of technology. The
cluster shall also have research organisations
and/or universities among its committed
partners.
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v Within one year, the cluster management team
must have been in direct contact with at least

20 % of the cluster participants, meaning
e a contact during a visit at the participants
premises or a visit of the participant in the

premises of the cluster organisation,

bilateral
information and experience via telephone

e an extensive exchange of

or email, or

e a joint work of the cluster management
team and representatives of the participant
in specific projects, working groups, and/or
other joint activities.

v The involvement of companies in the process
of  strategic analysis is mandatory.
Furthermore, a minimum of two of the
following strategic instruments shall be used,
in the context of strategic analysis:

e Identification of the industry and market
challenges, e.g. by conducting an industry
analysis on the attractiveness of the
strategic segments where the cluster
participants compete or could compete,
based on own studies and/or existing
studies

e Analysis of the value chain and value
systems for the existing
industrial/technological sector and for the
needed value system for the transformation
of the cluster strategy

e Benchmarking against Advanced Buyers
Purchase Criteria (locally and globally) in
the new strategy, identification of key
success factors to compete and benchmark
the new value chain activities against best
practices worldwide

e  Further strategic planning tools like SWOT
or similar instruments

The cluster’s strategic challenges shall be outlined
in a documented (written format, ppt, multimedia, ...)
format, describing the previous analysis, the strategic
options for the participants of the cluster and the way
in which the cluster organisation plans to support them
in the long, medium, and short term, stating aims and
objectives.

Figure 1. Number of enterprises for hospitality and tourism in 2013
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Resource: https://ec.europa.eu/growth/smes/cluster/obsetvatory/cluster-mapping-services/mapping-tool_en

Copyright © 2015 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research, 5(1) 35

It can be observed in the above-shown figure by EU
that Andalucia, Istanbul, Tuscany, Rhone-Alpes are
the regions with most enterprises for Hospitality and
Tourism in 2013.

5.1. The cluster Montagne

Among the clusters awarded with gold label by
ESCA, which is really challenging to have, there is
only one in the tourism sector, which is the Cluster
Montagne founded in France in 2012. The cluster
organisation is located in the centre of the French
Alphs. With its founders’ words, one of the aims is to
represent and promote French how-know for
sustainable mountain tourism development around the
world. Another one is to organize a structured tourism
sector with the “French Travel” strategy towards
foreign markets to sell the French excellence for
infrastructure building, hosteling, events organization.
When considering mountain tourism, they are now
trying to improve summer tourism for the destination
by collaborating with the Ministry of Foreign Affairs
and International Development, Ministry of Sports,
Ministry of Finances. The cluster has been mainly in
cooperation with the countries such as Chile, China,
and United States
organizations  (https://www.clustercollaboration.eu/
cluster-organisations/cluster-montagne). Having

Iran through international

separately departments within the organisation, the
Cluster Montagne offers its members professional
services (Information, Innovation, International,
Performance). The cluster Montagne is composed of
172 companies; 10 education including Université
Grenoble Alpes, training and research centers and 25
institutions, which all have been also categorised in
terms  of  their  expertness  (Environment,
Governance&Public ~ Policy, Natural Hazards,
Operation-Service-Training, Summer Development,
Urbanism&Architecture, Winter Development. 9
specialists are working also for the Cluster Montagne

(http://www.cluster-montagne.com).

5.2 IDM Siidtirol

IDM Siidtirol was constituted in 2016 in order to
provide South Tyrol in Italy with business services.
IDM stands for Innovation, Development Marketing.
IDM Siidtirol is the only cluster organization in
tourism sector, which has been granted the silver label
by ESCA. Its aim is to ensure the sustainable
development in the region and support business

companies. They have been also promoting the region
as a touristic destination. Since about 90% of all their
visitors come from either German-speaking countries
or Italy, they have been specialized in tourism
marketing. Their ultimate intention in tourism sector is
to vary their
(https://www.clustercollaboration.eu/cluster-

networks/idm-sudtirol-alto-adige-south-tyrolean-

visitor countries

network-ecosystems)

In March 2016, the Government of South Tyrol
introduced the regulatory policy that would pave the
way for its ‘Future of Tourism’ (Zukunft Tourismus)
project in which three new Destination Management
Units (DMUs) were founded with the aid of local
tourism organizations. The government reorganized its
tourism structure and gave them their first duties at the
beginning of the year 2018. The DMUs have been
attached to IDM Siidtirol and are responsible for
supporting local service providers. Alongside its work
on marketing communications, IDM itself is also
acting as a consultant for and coordinator of product
development (https://www.idm-suedtirol.com/en/
tourism-agricultural-marketing/tourism-marketing/-
future-of-tourism-project.html)

5.3 Georgian Tourism Association

Having been founded in 2006, the Georgian
Tourism Association (GTA) is a cluster organisation
consisted of hotels, tourism and wine companies in
Georgia. The cluster is working for cooperation among
the tourism companies and sustainable tourism
development in the country. The cluster is in
cooperation with Georgian National Tourism
Administration, Agency of Protected Areas,
international Organisations (USAID, GIZ Private
Sector Development project, GIZ regional communal
development project, Eurasia Foundation, SDC, [UCN
and etc.), local partners (i.e. Elkana, Geoland and etc.)
and its member companies. GTA has already
completed more than 10 projects some of which were
internationally organized. They have totally 65
members: 46 incoming and outcoming travel

companies, 10 hotel companies, 4 wine companies, 3

travel companies and 2 other tourism-related
companies  (http://www.tourism-association.ge/eng/
main/index/56).

The organization has mainly focused on eco-
tourism activities in order to improve sustainability of
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tourism development in Georgia. They successfully
conducted the Project “Sustainable Tourism
Development in Protected Areas” in 2009 and the
Project “Enhancing Sustainability of Tourism
Development in Protected Areas of Georgia” (2010) as
well as collaborating with NTA (National Tourism
Administration in Georgia) to creat green certification
for sector actors in tourism
(https://www.oecd.org/env/outreach/Georgia%?20pilot

%?20project%20report%20final%20EN.pdf).

5.4. The Tourism cluster Schleswig-Holstein

Having been awarded with a bronze label by ESCA,
the Tourism Cluster Schleswig Holstein Project was
launched in 2015 and it provides the following
services: Building national networks to use actors and
projects, Transfer of information and knowledge,
increasing the amount of sustainable firms, supporting
development of sustainable supporting
development of sustainable products.
(http://www.tourismuscluster-sh.de) The Cluster aims

regions,

for Tourism Strategy 2025 with new focuses for end
customer-marketing. Until the year, The Cluster is
supposed to enhance economic conditions for tourism;
to improve competitive position; to develop image,
brand and marketing; and they have also some
quantitative objectives: to enhance 6,9 billion Euro in
2012 to 9 billion Euro in 2025 in tourism gross
revenue; to enhance 24,8 million commercial
overnights in 2013 to 30 million ones in 2025; and to
be top-3 ranking in customer satisfaction in 2025,
which was rated as 7 in
2013.(https://wtsh.de/wpcontent/uploads/2016/12/bro
chure_cluster policy Schleswig Holstein.pdf)

Since July,2017 the cluster has been a member of
the organization called “Futouris” which is working for
preserving the natural and cultural heritage of our
world and shaping the future of tourism in a sustainable
way since its founding in 2009
(http://www.futouris.org/en/)

The cluster has been collaborating with the state
administration of Schleswig Holstein for its tourism
strategy 2025. Their motto is called “30-30-3”, which
is to have 30 million overnight stays; to increase the
total tourist turnover by 30% to 9 billion euros; and to
ensure that the state will be among the top 3 states with
highest guest satisfaction in touristic activities by
2025 (https://www.nordseetourismus.de).

5.5. Tuscany Wine Tourism

Wine tourism is the driving factor through which
Tuscany has gained first place at the Wayn Award in
2012 achieving the nomination as “Best Wine
Destination” one year after Florence and Siena
received a similar nomination through “Travellers
Choice Awards” by Tripadvisor (Www.intoscana.it).

Considering Tuscan food and wine tourism we
understand that in the region there are some key factors
able to foster and wide the market: The landscape, the
cultural heritage, the Italian life style and the rural
lifestyle, the richness in typical and quality agricultural
produce and products, the products brands and the
territorial brands. Each feature is a value added to
Tuscan tourism, a competitive advantage as well as an
important element in the supply segmentation. The
entire world is longing for our set of values that makes
up a different life style.

Tuscany region has recently presented an
innovative project concerning the wine offer; it merges
the use of the technologies with the terroir features
with the help of a smartphone to get all the information
through the wine bottle label (area of origin, producer,
vine variety, wine-making process, etc.) and to know
all the other territorial quality products (Lemmi and
Tangheroni, 2015).

Wine producers in Tuscany don’t sell their wine
products; but they are also selling the Tuscany
In this
experience, you can observe many different but
complementary actors from transportation agencies,

destination as a “Tuscany experience”.

vineyard owners to wine restaurant, service providers.
In general, the taste roads represent a brand given to a
wide area where the local specialties are integrated
with various kinds of heritage and services, suggesting
the visitors to follow an exploratory itinerary; they
have innovative tools to invite tourists to visit cellars
and oil mills, to meet the entrepreneurs, get
information and create active tourists. (Lemmi and
Tangheroni, 2015) Unlike other members of food and
wine tourism destinations who are present-minded in
their enterprises, wine producers in Tuscany could
transform the agglomeration in the region into a well-
functioning cluster in which they have regional
competitive advantages compared to other ones. The
connection between the brand and the territorial
heritage gives the brand itself a synergic impulse that
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strengthens the local identity and makes the territory
more competitive; as a matter of fact it represents a
potentiality for a performance improvement (Lemmi
and Tangheroni, 2015).

5.6. Andalucia Tourism Cluster, Spain

Although the tourism income of the Andalucia
region, basic factor conditions and level of competition
are very strong, the cluster is failing both to keep up
with recent price-based competition from across
Europe and to upgrade and differentiate itself to attract
higher-end tourists. Having a mild climate all year
circa 20° C, the region has also is located very close to
Africa despite of being within the boundaries of
Europe. Furthermore, it has 910 km of coastline
including beaches of Atlantic and Mediterranean.

Owing to under-investment, quality of some
tourism infrastructure (hotel buildings etc) have
changed for the worse. The context of the Andalucian
tourism is hindered by over- bureaucracy. Also, the
four levels of administration generate delays in dealing
with decisions such as giving a permit to open a
restaurant: national, regional and local, as well as EU-
wide regulation is involved.

In order to create more competitive tourism sectors,
the Harvard Business Research team advises that The

Figure 2. Table of Andalucia Tourism Cluster
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Ministry of Public Works should stimulate higher
investment in quality tourism infrastructure. There is a
lack of innovation in the tourism sector. Therefore, the
different actors in the private, public and academic
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university-firm R&D; company ingenuity (prizes);
external pressure for innovation (e.g. quality

product and processes collaborative

standards) and strategic use of tax credits for
technology adoption. The national and regional
governments, along with the private sector and
institutions for collaboration (IFCs) should conduct
more aggressive marketing strategies by dedicating a
cluster-wide marketing team that develops a high
quality offer around the concept of “Andalucian
beyond
(http://www.isc.hbs.edu/resources/courses/moc-
course-at-harvard/Documents/pdf/student-

experience” sun and beaches

projects/Spain_(Andalucia) Tourism_2011.pdf).

At the below-given figure (Figure 2) by Business
Hardvard School, actors of the Andalucia Tourism
Cluster can be observed.
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4.7 Turisfera Tourism and Innovation Cluster, Canady
Islands

Turisfera is the first tourism cluster in Tenerife. It
emerged in 2010 due to the need to meet the deficit of
collaboration to innovate with entrepreneurs. The
objective of the cluster is to generate and channel the
innovative initiatives of companies in the tourism
sector, and to create a network of tourism companies
that carry out innovative projects. It was also awarded
with the bronze label of ESCA. The cluster has 23
members. The organisation focuses on food and wine
tourism. (www.turisfera.org).

The Tourism Cluster, Turisfera, of which the
objective is to start up innovative projects of
collaboration between companies on the basis of the
three following strategic focuses: Environmental
sustainability, improvement of the tourism product,
with the customer
(http://www.webtenerife.com/es/investigacion/inform

es-estudios/estrategia-planificacion/documents/

and relationship

review-tourism-strategy-tenerife-2012-2015.pdf).

6. Conclusion

Since tourism sector is consisted of a structure with
several actors, the sector contains many details in
itself. A well-functioning cluster enables these actors
to come together for regional tourism development and
sustainable cooperation.

With the help of tourism clustering, it is aimed to
improve environmental sustainability, development of
tourism products and relationships with customers
(tourists). For this reason, the process is shaped with
tourism product, touristic destination and tourism
cluster. In this point, the difference of tourism sector
from other sectors leads to more complicated structure
in tourism clustering. In tourism clusters, interrelations
of many cluster members with consumers (hotels, food
and beverage enterprises, travel agencies, car rental
firms, souvenirs etc) are the most basic essential
difference. This increases the economic performance
of actors in a cluster. The most significant success
factors in tourism clusters are efficient communication
network and cooperation. In addition to these,
cooperative competition, supportive public policies,
private sector leadership, involvement of cluster
participants, flexible company boundaries are also
fundamental.

ESCA identifies successful clusters in respect to
outstanding elements in clustering activities, by
awarding clusters with gold, silver and bronze labels.
According to this evaluation, there is just a tourism
cluster awarded with the gold label, which is the
Cluster Montagne. Awarding with the gold label
depends on many conditions, one of which is that
cluster activities must have begun at least two years
ago. This requires a significant strategical plan.
Another is about the number of cluster members which
need to be businesses (private sector) within the
cluster. In terms of tourism clustering, strong network
among the members and efficient cooperation of the
members make regional development and cooperative
competitiveness possible.

On the other hand, establishing clusters is a long
and complicated process during which there may be
the 12 months
clustering process of South African tourism sector
failed to achieve success due to some constraints. This

some difficulties, for instance,

might be because of unrealistic goals according to
Nordin (2003). Lack of strong economy, security and
human resources have also negative impact on this
failure.

The success of today’s clusters depends on the
sustainable cooperation of their members and the
channels through which they are in cooperation. It is
relatively uncomplicated to get in touch with necessary
people thanks to information technologies which are
improving day by day. Another significant factor is
support especially
governmental ones. Characteristics of the sector,
geographical and cultural features and qualifications of

of facilitator institutions,

companies play a major role in structural shapes of
clusters. Clustering is one of the most significant
applications to allow companies to grow at the macro
level in spite of the competitive approach among each
other.
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A critical view on the paradox of slow city - sustainable tourism

Yesim Cosar'

Abstract

When the world tourism sector faced serious problems before entering the new millennium, the question of “what could be
done?” started to be asked more intensely in order to make us think. What were these problems? Firstly, it was marketing
of certain types of products. The other problem was that tourism activities were similar in countries or regions. Therefore,
different regions or countries had to meet the tourism market by introducing alternative products. While focusing on
individual tourism, mass tourism has emerged such as emergence of luxury tourism, coastal tourism, social and culture/city
tourism. Similarly, as in hotels, all-inclusive concept has emerged as an alternative product to bed & breakfast or half-
board. Perhaps in the future, nothing inclusive could be an alternative product to all inclusive. Suddenly slow-food appeared
as an alternative to fast-food. With the success of the slow food movement, the concept of slow-city came out. This study
focuses on the concepts of slow city and slow tourism which are alternative to mass tourism made with package tours, and
the study will analyse how these two terms conflict with each other in tourism context. The concept of slow city and
sustainable development supports each other. The purpose of concept of slow cities is to increase public investment and
living standards in cities, to revive the local economy, to protect and maintain cultural and natural resources. However, in
recent years, especially when the slow cities examined in our country, some developments that go against the spirit slow city
has emerged. This study aims to form a critical view by slow city practice in our country and the aim of slow cities.
Keywords: Slow city, cittaslow, sustainable tourism

Yavas sehir—siirdiiriilebilir turizm paradoksu iizerine elestirel bir bakis

0z

Daha yeni milenyuma girmeden diinya turizm sektorii ciddi sorunlarla karsi karstya kalinca, neler yapilabilir sorusu daha
yogun sorulmaya ve bizleri diisiindiirmeye basladi. Nelerdi bu tiir sorunlar? Hep belirli tip iiriinlerin pazarlanmasi, oysa
insanlar bir donemden digerine farklhilik arayabiliyorlardi. Bir baskasi da, hep benzer iilke ya da bolgelerde turizm
faaliyetlerinin gériilmesi idi. Bunun igin de, farkli bolgelerin ya da iilkelerin alternatif iiriinler olarak turizm piyasasi ile
tamsmast gerekiyordu. Nasil mi? Bireysel turizm derken karsisina kitle turizmi ¢ikti. Sosyal turizm derken liiks turizm,
kiiltiir/sehir turizmi derken kiyi turizminin ortaya ¢ikmasi gibi. Otellerden 6rnek vermek gerekirse, oda-kahvalti ya da yarim
pansiyonun karsisina hersey dahilin alternatif olmasi. Belki de ileride bunun karsisina da hi¢bir sey dahil uygulamasinin
baslamasi. Fast-food (ayakta yemek) derken birden slow-food (vavas yemek) konusmaya basladik. Yavas yemek hareketinin
basarisi ile birlikte slow-city (vavas sehir) kavrami oraya ¢ikti. Bu ¢alismada da paket turlarla yapilan kitlesel turizmin
karsisina alternatif olan yavas sehir ve yavas turizm kavramlarina ve bunlarin turizm baglaminda tasidigi zithga deginmeye
calisacagiz. Yavas sehir anlayisinin siirdiiriilebilir kalkinma ile birbirini destekledigini gériiyoruz. Yavas sehirlerin var olug
amact sehirlerdeki kamu yatirimlarinin ve yasam standartlarinin yiikseltilmesi, yerel ekonominin canlanmasi, kiiltiirel ve
dogal kaynaklarmm korunmasi ve yasatilmasi gibi uygulamalardir. Ancak son yilarda ozellikle iilkemizdeki yavas sehirleri
inceledigimizde bunun aksine gelismeler yasandigi gézlemlenmektedir. Bu ¢alismada yavas sehirlerin var olus amaci ile
tilkemizdeki uygulamalar iizerine yapilan ¢alismalar incelenerek elestirel bir bakis getirilmeye ¢aligiimistir.
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1. Giris

Kiiresellesme stirecinin etkileri, tiim diinyada
ekonomik, kiiltlirel, siyasi ve toplumsal alanlarda
hissedilmektedir. Biitiin yasam gevrelerini etkisi altina
alan  kiiresellesme, beraberinde yeni degisim
hareketleri ve tepkilerin ortaya ¢ikmasina neden
olmustur. Bu degisiklerin sonucunda Onilimiizdeki
yillarda uluslararasi turizmde yeni iilkelerin ve farkli
iiriinlerin piyasaya girecegi ongoriilmektedir. Diinyada
birgok kavram ya da uygulamanin zithiklar iizerine
kuruldugunu goriiyoruz. Zengin karsisinda yoksul,
kapitalizm karsisinda sosyalizm, bat1 karsisinda dogu
vb. kavramlar gibi. Goriinen o ki, turizm sektorii de
kendi gelecegini ya da doniisiimiinii bu tiir zithiklar
iizerine kurgulamaktadir.

Her zitlik bir alternatife isaret ediyor. Glinlimiizde
yasadigimiz metropoller ve hizli yasam karsisinda var
olan olgu ise yavasliktir. Yavaslik anlayisinin karsi
oldugu hiz kavramimin, diinya iizerinde bir kargasa
ortami yarattig1 diisiincesinden ortaya ¢ikmis oldugu
Oysa
ulasamadigi pek c¢ok yerlesim merkezinde yavaslik,
insan yasaminin normal bir akis1 olarak goriilmektedir.

diisiiniilebilir. kiiresellesmenin ~ ve  hizin

Ciinkli heniiz bu bolgelerde kiirelesmenin dogal bir
baskis1 olarak ortaya ¢ikan hizli ve dinamik yasama,
yer degistirme, teknolojiye bagimli olma gibi insan
yasaminin biiyiik ¢cogunlugunu olusturan 6rnekler en
alt diizeyde olup, giinlilk geleneksel yasamin bir
pargcasi olan rahat ve sakin bir ortama sahip olma daha
oncelikli olabilmektedir.

Son yillarda yasanan gelismeler kiiresellesmenin
bir sonucu olan yerel kimligin yok olmasinin &niine
gegilmesinin gerekliligini ortaya koymaktadir. Hizli
schirlesme ve siradanlagsma insanlart sakin, yerel
kimligini  kaybetmemis  sehirlere  yoOneltmeye
baslamistir. Yerel kiiltiiriin korunmasi, organik gida
iretimi ve tliketimi gibi konularda c¢aligmalarin
yogunlastigini gdrmekteyiz. Bunun sonucu olarak
diinyada yavas akimlar ortaya cikmistir. Izmir’in
Seferihisar il¢esi iilkemizde yavag sehrin ilk drnegidir.

Yavas sehir hareketi yerel degerleri koruyan, yasam
kalitesini arttirmay1 hedefleyen, siirdiiriilebilir kentsel
gelisim modelini benimseyen ve yerel yonetimler
tarafindan desteklenen uluslararasi bir
organizasyondur. Ulkemizde var olan mevcut yavas
sehir uygulamalarina baktigimizda ise bazi noktalarda
yavas sehir felsefesi ile Ortiismeyen uygulamalara

rastlamaktayiz. Bu ¢alismada yavas sehir felsefesine
uygun olmayan uygulamalar irdelenerek, yavas sehir
felsefesinin benimsenmesine yonelik Onerilere yer
verilmistir.

2. Yavas sehir kavram

Yavas yemek hareketini kentsel boyuta tagimak
amaci ile kurulan yavas sehir hareketi 1999 yilinda
Italya’da ortaya ¢ikmis ve giiniimiizde 28 iilkede 182
iiyeye sahiptir (http:/cittaslowturkiye.org). 28 Kasim
2009 tarihinde Izmir ilinin Seferihisar ilgesinin yavas
sehir unvanina sahip olmasi ile birlikte Tiirkiye yavas
sehir ile tanigmigtir. Mevcut olarak iilkemizde Akyaka
(Mugla), Gokceada (Canakkale), Halfeti (Sanlwurfa),
Persembe (Ordu), Seferihisar (Izmir), Savsat (Artvin),
Tarakli (Sakarya), Uzundere (Erzurum), Vize
(Kirklareli), Yalvag (Isparta) olmak iizere 11 adet
yavas sehir bulunmakta iken ¢aligmanin devam ettigi
tarih itibari ile bu illere Gerze (Sinop), Goyniik (Bolu),
Egridir (Isparta) ve son olarak 2018 yilinda Mudurnu
(Bolu) eklenerek sayilar1 15 olmustur.

Yavag sehir kavrami, giiniimiiz modern sehir

kavramina alternatif olarak ortaya atilmis bir
kavramdir. Daha ¢ok o schirde yasam siiren yerel
halkin, dogas1 ve kiiltiirii bozulmamis bir ortamda,
cevre kirliliginden uzak bir sekilde giinliikk yagamini
belirli bir konfor igerisinde devam ettirmesini
hedeflemektedir (Mayer ve Knox 2006).Yavas sehir
kriterleri ¢evre, altyapi, kentsel kalite i¢in teknoloji ve
tesisler, yerel {iretimin korunmasi ve konukseverlikten
olusan yedi basliktan olugsmaktadir
(http://cittaslowturkiye.org). Yavas sehir kriterleri ile
stirdiiriilebilir turizm ilkelerinin birbirleri ile ortlistiigii

goriilmektedir.

ana

Yavas sehir akimmin 6nemsedigi ilkeler arasinda
karakteristik ~ 6zelliginin
korunmas1 ve gelistirilmesine yonelik uygulanan bir

bolgenin  dokusunun
cevre politikasi; bolgede oturmak icin degil ona deger
verildigi i¢in, onu bozmayan fonksiyonel olarak
uygulanan bir altyapr politikasi; c¢evrenin ve schir
dokusunun kalitesini arttirmaya ydnelik teknoloji
kullanimi, geri kazanim ve geri doniisiim tekniklerine
deger verilmesi, genetigi degistirilmis gidalar yerine
dogal teknikler ile elde edilen ve dogaya uyumlu gida
maddelerinin iiretim ve tiikketiminin saglanmasi, su ve
toprak kalitesinin Onemsenmesi, g¢evreye uyumlu
yenilenebilir enerji kaynaklariin kullanimi sayilabilir
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(Mutdogan 2010, Keskin 2012, Fullagar,Wilson ve
Markwell 2012).

Yavas sehir yaklagiminin temelinde, sehirlerin daha
yasanilabilir yerler olmas1 gelmektedir (Knox 2005,
Uslu 2009). Bu tiir sehirlerde, yasam kosusturma
icinde gegmemekte, biiylik aligveris merkezleri yerine
kiigiik diikkanlar ya da mini marketlerden aligveris
yapilmakta ve hatta semt pazarindan dogal iriinler
rahatlikla satin alinarak restoran ya da evlerde
tiiketilebilmektedir.  Gurilti  kirliligi,  trafikte
beklerken kaybedilen zaman sonucunda ortaya ¢ikan
stres, sehir merkezinde ya da etrafinda gorselligi
rahatsiz eden bir yapilagma gibi olumsuz Srneklere
rastlamak miimkiin olmayabilir. Iste biitiin bunlar,
iiretim yerine diinyanin kaynaklarim hizl bir sekilde
tilketime, koruma yerine kullanmay1 tesvik eden
metropol sehir mantigina alternatif olarak ortaya atilan
“Yavas Sehir” modelidir.

Metropol yasami ile yavas sehir yagami arasindaki
bu temel farklilik, siirdiiriilebilirlik anlaminda
dogrudan turizm sektdriine de hizmet vermektedir.
Sahip olunan dogal, kiiltiirel ve ekonomik kaynaklarin
sadece giiniimiiz insanlart ya da turistinin temel
ihtiyaglar1 igin degil; aksine, ilerleyen yillarda da
benzer bir yasama sahip olmay1 hayal eden gelecek
kusaklarin ihtiyaglarini da karsilayacak sekilde yagam
standartlarinin koruma altina alinmasini hedefleyen bir
anlayis bi¢imi olan siirdiiriilebilirlik, son yillarda
diinyanin bir¢ok iilkesinde turizm sektorii agisindan
ayrica ele alinmaya baglanmistir. Ciinkii turizm
sektoriiniin dogrudan beslendigi dogal ve kiiltiirel
kaynaklar da kisith diizeyde olup, sadece bugiin icin
degil insanoglu var oldugu siirece farkli zaman
dilimlerinde turizm faaliyetlerine katilacak gelecegin
turistleri i¢in de temel bir gereklilik olacagi
kuskusuzdur.

Turizm sektoriinde artan rekabet karsisinda tilkeler,
bir yandan bolgesel pazarlar1 kontrol etmeye yonelik
rekabet diger
yandan da, diger iilkeler ile belirli alanlarda isbirligine
dayali stratejiler izlemektedirler. Ayrica, sektorde

stratejileri uygulamaya ¢alisirken,

turist davraniglart ve beklentilerinin 6nemli olglide
degistigi goriilmektedir. S6yle ki, her ne kadar yavas
sehir kavrami, baglangicta daha ¢ok yerel halkin yasam
kalitesi i¢in diislinlilmiis olsa da, ilerleyen yillarda
turizm acgisindan bir ¢ekicilik olarak tanitilmaya

baglanmigtir.

Gelecegi
yararlanilmas1

tehlikeye atmadan, en 1iyi
anlamimnda  olan

sekilde
stirdiiriilebilirlik
kavrami, destinasyonlarin siirdiiriilebilirligi agisindan
da Onemlidir. Sirdirilebilirlik yalmzca dogal
kaynaklar i¢in degil ayn1 zamanda kiiltiirel kaynaklar
icin de gegerli bir kavramdir. Turizmin etkilerinin
yogun olarak hissedildigi destinasyonlarda kiiltiir ya da
yasam tarzinda yozlagmalar goriilmekte ve tarihi
mekanlar turist kalabaligindan gordiigii fiziksel
zarardan paymi almaktadir. Turizmin gelecegi
acisindan bu tiir durumlarin 6niine gegmek icin gerekli
tedbirlerin alinmast ve politikalarin  belirlenmesi
gerekmektedir.

Turizm iriinleri destinasyon kaynaklarina son
derece bagli olmakla birlikte bu kaynaklar turizm
endiistrisinin kontroliinde degildir. Destinasyonlar
turistler sayesinde popiiler olmakta ancak ayni
kendisi de destinasyonun
cekiciliklerine veren bir gelisim
izleyebilmektedir. Dolayisiyla siirdiiriilebilir gelisim

zamanda  turizmin

zarar

stratejileri, hem gelecek nesillerin ihtiyacim1 goz
Onlinde tutarak gelecege deger katmanin hem de
kaynaklar korumanin Onemini vurgular.
Stirdiiriilebilirlik turizm i¢in 6nem tagimaktadir, ¢linkii
turizm de bir bakima madencilik gibi sinirh kaynaklara

sahip bir sektor olarak degerlendirilmektedir.

3. Yavas sehir — turizm paradoksu

Diinyada sanayilesme siirecinin baglamas1 ile
birlikte tarim toplumlarinin kullandig1 arag geregler
insan emeginin yerini almaya baglamis ve kirsal
alanlarda is giicii fazlalig1 ortaya ¢ikmistir. Bu durum
yogun olarak tarimdan sanayiye ya da kirsaldan kente
dogru bir go¢ hareketi olusturmustur (Cerrutti &
Bertoncello 2003, Zhang & Song 2008). Diinyada
oldugu gibi Tiirkiye’de bu siirecten etkilenmis 1950’li
yillardan itibaren koyden kente gd¢ hizlanmistir
(Giiresci & Yurttas 2008).

Ulkemizde 1920’1i yillarda 10 kisiden 8’i kirsal
yerlesim alanlarinda yasarken giiniimiizde 10 kisiden
8’1 kentsel yerlesim alanlarinda yasamaktadir.
Ozellikle 1950°’li yillardan itibaren ekonomik
faktorlerin etkisi ile kirsal yasam alanlarindan kentsel
yasam alanlaria yogun bir gé¢ yasanmistir (Anonim
2017). Kentlesmenin sonucu olarak hizli yasamin var
oldugu, kiiltiirel degerlerin unutuldugu, hizli yemek,

hizli alis wveris, trafik, gilriltl, hava kirliligi
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problemlerinin yasandig1 sagliksiz beslenen tiiketim
toplumlar ortaya ¢ikmistir. Toplumlar tiiketim odakls,
hizl1 yagam bi¢iminin kendilerini mutsuz ettigini fark
edince yeni alternatif arayiglar icerisine girmeye
basladilar. Tam da bu noktada yavas sehir felsefesinin
bir ¢ikis yolu olabilecegi umudu olustu.

Yavas schir kavrami, baslangicta yerel halkin
yasam kalitesi i¢in diigiiniilmiis olsa da, ilerleyen
yillarda turizm acismndan da bir c¢ekicilik olarak
tanitilmaya  baglanmistir.  Siirdiiriilebilir  turizm
kapsaminda da ele alinmaktadir. Bir yandan turizm
alaninda geligsmek isteyen destinasyonlarin yavas sehir
kavrami ile 6n plana c¢ikmasi, bir yandan kentlerde
modern ve hizli yasamin zorluklarindan bunalmis
insanlarin kiiglik kasabalara gé¢ etmeye baglamasi ile
birlikte lilkemizde yavas sehirlerde beklenenin aksine
olumsuz gelismeler yagsanmaya baglanmistir.

Diinyadaki yavas sehir uygulamalarini
inceledigimizde  lilkemizden  farkli  Orneklerle
karsilasmaktayiz. Mendrisio (Isvigre), kent

yonetiminin enerji politikalar1 ile “enerji kenti”
(Energiestadt) unvanini almistir (Bott ve digerleri,
2009, s.29). Uberlingen (Almanya), 2004 yilinda
gevresel yoOnetim  sistemlerin  arazi  kullanimi
planlamasii uyarlayan ilk Avrupa Birligi kenti olmus
ve siirdiiriilebilir arazi kullanimim ile ilgili planlar
yapmaktadir (Knox ve Mayer, 2012, s. 62-63). Orvieto
(italya), kent ici ulasim sistemlerini yeniden
yapilandirmig, karbon ayak izi birakmayan teleferik
hizmeti getirmistir (Knox ve Mayer, 2012, s. 54).
Levanto’da (Italya) kent merkezi trafige kapatilmistir.
Levanto’da (Italya), kamusal ve agik alanlarin
yasanabilirligini arttirmak i¢in kente 6zgii sokaklar1 ve
meydanlar iyilestirilmis; tarihi meydanlar ve yapilarin
koruma ve restorasyon calismalar1 yapilmis; diger
kentsel alanlar ise cagdas bir yaklasim ile yeniden

tasarlanmigtir (Bott ve digerleri, 2009, s.40).

Ludlow’da
korunmasi i¢in ¢iraklik sistemine dayanan bir egitim
programi baslatilmistir (Pink, 2008, s.100). Ludlow’da
(Ingiltere), kent ydnetimi kent planlamas1 konularinda

(Ingiltere), geleneksel tekniklerin

halkin da katilimi ile onaylanmigtir (Multinovic, 2010,
s.7). Slow Food’un merkezi olan Bra’da (italya), okul
kantinlerinde saglikli ve yerel ¢giinler sunulmaktadir
(Bott ve digerleri, 2009, s.35). Uberlingen (Almanya),
tarimda genetigi degistirilmis mikro organizma
kullanmay1 reddettigini beyan etmis ve goniillii olarak

70°den fazla giftci toplam 200 hektarlik bir alanda bu
dogrultuda tarim yapmay1 onaylamistir (Knox ve
Mayer, 2012, s. 54).

Ulkemizdeki  yavas  sehir  uygulamalarinin
belediyelerin nezdinde olmasi siyasi bir kurum olan
belediyelerin yoneticilerinin degismesi ile kriterlerin
yerine getirilmesinde sorunlar yasanma olasiligini da
diistindiirmektedir. Yasalarn {ilkeden {iilkeye farklilik
gbstermesi yavag sehirler ag1 icinde bir biitlinliik
olusturmanin o6nilinde bir engel olusturabilmektedir.
Ulkemizde 2012 yilinda biiyiik sehir yonetmeliginde
yapilan degisiklikle bazi iller biiyiik sehir statiisiine
alimmig bu durum ilgelerin bazilarinin mahalle
olmasina bazilarmin da simirlarinin ve niifuslarinin
degismesine neden olmustur. Aydin, Ordu ve Mugla
illeri 2012 yilinda yapilan degisikliklerle biiyiik sehir
olduklar igin, bu bolgelerde bulunan ilgelerin bazilart
mahalle olmus, bazilarn mabhallelerin
eklenmesi ile birlikte niifuslarinda ciddi artiglar

goriilmektedir.

ise yeni

Akyaka (Mugla)2011 yilinda yavas sehir unvanim
aldiginda niifusu 2.539 iken, Mugla ilinin 2012 yilinda
biiylik sehir olmast ile birlikte su anda Ula ilgesinin bir
mahallesi olmustur. Ula (Mugla) ilgesinin 2017
yilindaki niifusu24.419 dir. Bu nedenle Akyaka’nin
yavag sehir olup olmama
degerlendirilmeye almmistir. Ordu’nun Persembe
ilgesinde 4 yil gibi kisa bir siirede ciddi bir niifus artigi

durumu yeniden

goriilmektedir. Persembe (Ordu) yavas sehir unvanini
aldigr 2012 yilinda niifusu 9.168 iken,2017 yilinda
niifusu 30.812 olmustur. Bu artigin nedeni yavas sehir
unvanini almis olmasi ile baglantili olmadig1 agiktir.
Ulkemizin siyasi yapisina baktigimiz zaman yasa ve
yonetmeliklerde yapilan degisiklikler yavas sehirlerin
niifuslarin1 ve biiyiikliiklerini de etkilemektedir. Bu
durumda siyasi yapimizla yavas sehir uygulamalarinin
ortlismeyen bir yan1 oldugunu sdyleyebiliriz.

Yavag schir lizerine yapilan calismalar
inceledigimizde aragtirmacilarin olumlu ve olumsuz
etkilerini degerlendirdiklerini gérmekteyiz. Yapilan
caligmalarda  agirlikli  olarak  olumlu  yonlere
deginilmistir. Yavas schir unvanina sahip olmanin
kriterler olumlu  ydnde

gelistirmeyi, daha yasanilir kentler yaratmayi, yerel

gerektirdigi sehirleri
halkin yagam kalitesini yiikseltmeyi hedeflemektedir.
Bu kriterler dogrultusunda bu sehirlerde c¢evre
diizenlemeleri, restorasyon caligmalari, kiiltiirel ve
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dogal wvarliklarin korunmasina yonelik ¢aligmalar
yapilmasi gelmektedir.
Yavas schir kriterler iginde yerel {retimin
desteklenmesi yer almaktadir. Bu amagla kiiciik
isletmelerin desteklenmesi, insan emeginin deger
bularak kadinlarin ve genglerin iiretime katilmasi igin
yeni istihdam alanlarinin yaratilmast ile siirdiiriilebilir
yerel ekonomik bir kalkinma modeli
hedeflenmektedir. Bu amagla projeler gelistirilmekte,
kooperatifler kurulmakta ve el sanatlarinin korunmasi
ve gelistirilmesine yonelik ¢alismalar yapilmaktadir.
Bu bdlgelerin turizm ¢ekiciliginin artmasi ile birlikte
ev pansiyonculugunu gelistirmeye yonelik ¢aligmalar

yapilmaktadir.

Yavas sehir unvanini alan boélgelerde turizmin
artmasi ile birlikte yeni istihdam alanlan yaratilmas,
araziler deger kazanmis ve halkin refah diizeyinde artis
yasanmistir. Dogal ve kiiltiirel mirasin 6neminin
anlagilmasi ile dogal ve kiiltiirel mirasin korunmasina
yonelik uygulamalar baglatilmistir. Bu uygulamalar
arasinda yenilenebilir enerji kaynaklarimin kullanimu,
geri doniisiime Onem verilmesi, ¢evreyi korumaya
yonelik onlemler alinmasi, trafik sorununun ¢oziimii,
giiriltii kirliliginin 6nlenmesi ve ¢evre diizenlemeleri
sayilabilir. Tim bu c¢aligmalar o bolge hakkinda
olumlu imaj yaratilmasina katki saglamaktadir.

Tablo 1.Yavas Sehir/Turizm konusunda daha 6nce yiiriitiilen aragtirmalarda ele alinan olumlu-olumsuz yonler

No Yazar/lar

Calisilan
Mekan/sehir

Olumlu yonler

Olumsuz yonler

1 Mutdogan
(2010)

Seferihisar,
[zmir

Yasam kalitesinin yiikseltmesi, gecmis
degerlere, kiiltiire, geleneklere ve
lezzetlere sahip ¢ikilmasi ve yasatilmasi,
dogal ¢evrenin korumasi.

2 Sahinkaya
(2010)

Bra, Italya

Trafik sorunu ve giiriilti olmamasi,
bisiklet
reklam panolar1 ve ¢anak antenlerin

kullaniminin  yaygin olmasi,

bulunmamasi, binalar restore edilmis,
yoresel yiyecekler liretimi, istihdam, gida
festivali diizenlenmesi, geri doniisiime
onem verilmesi, yerli iiriinlerin iiretim ve
satisi.

3 Sahinkaya
(2010)

Seferihisar,
[zmir

Cocuklar i¢in dogal iiretim bahgelerinin
yapilmasi, bisiklet yollarinin yapilmasi ve
kullaniminin yayginlagmasi, koy
kurulmasi,  balkon  ve
cigeklendirilmesi,

sozli  tarih  kitabinin
ruzgar ve glnes
yararlanilmasi, ev

pazarimn
pencerelerin
Seferihisar
hazirlanmasi,
enerjisinden
pansiyonculugunun desteklenmesi, yerel
yemek lokantalarinin agilmasi.

4 Yurtseven,
Kaya
(2011)

Seferihisar

Yavas sehir ve yavas yemek hareketi
dogrudan  turizm amagh  degildir.
Destinasyon gelisimi ve kaliteli bir itibar
olusturulabilir, Seferihisar’a gelen
turistleri adanmus, ilgili ve kazara turistler
olmak {izere {i¢ gruba ayirmislar.
Adanmis ve ilgilenen turistlerin yavas
sehirlere olan ilgisi yiiksek, bilingli ve
¢evreye duyarli turistler. Yavas turizm nis
turizm olarak algilanabilir.

Kazara turistinin gelmesi, kitle

turizminin bir pargasi olan turistler.
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5 Ergiiven Vize Cittaslowlagmanin problemleri baglig1
(2011) altinda deginilmistir. Yavas schirlerin
kiiresellesmesi, ayni kriterler farkli
Ol¢lide uygulanmasi, elit olarak
algilanmasi.
6 Karabag, Tiirkiye Ozgiinliik, kiiltiirel ~ gesitlilik, marka
Yiicel, kimligi, destinasyonun tanitimi, kiiltiirel
Inan mirasin korunmasi, kiiltiir turizminin
(2012) gelismesi, ekonomik biiylime, bolgeler
arasindaki gelir dagiliminin esitlenmesi,
halka ek gelir imkanlar1 yaratmasi,
stirdiiriilebilirlik anlayiginin
benimsenmesi, yerel hizmetlerin
gelismesi.
7 Keskin Tiirkiye Yerel siirdiiriilebilir ekonomik kalkinma
(2012) modeli, yenilenebilir enerji kaynaklarinin
kullanimi,  yerel iriinlerin  deger
kazanmasi, kentsel yasam kalitesini
arttirmaya yonelik caligmalar, dogal
kaynaklarin korunmasi, kdilttirel
zenginliklerin korunmasi ve diinyaya
tanitilmasi.
8 Sirrim Tiirkiye Yerel ekonomide canlanma, istihdam ve | Avustralya'nin bir zamanlar gelisen
(2012) refah artig, farkli ve Ozgiin tarzlartyla | bir nehir limani sehri Goolwa’nin,
yavag sehirler turistik cazibe haline | Sakin Sehir olduktan sonra turist
gelmekte, ana  girdisinin  turizm | akinina ugradigm, tarihi binalardaki
gelirlerinden olustugu yerel ekonomik | sanat galerilerinin, kafelerin ve kiigiik
kalkinma modeli olugsmakta. pansiyonlarin ziyaretgilerin hizmetine
sunuldugunu goriiyoruz (Serin, 2009).
9 Sungur Mevcut Yavas | Ev pansiyonculugu, halicilik, deri ve
(2013) Sehirler kegceden el sanatlar, geleneksel
lezzetlerin {iretilmesi, hayvancilik ve
organik tarimin gelismesi, kooperatiflerin
kurulmasi.
10 Cosar Seferihisar, Ek gelir yaratilmasi, organik tarmmn | Trafik ve  giriltiniin  artmasi,
(2013) [zmir tesvik edilmesi, kadmlarin iiretime | yapilasmanin artmasi, fiyat artisi,
katilmasi, yeni istthdam alanlarmin | niifus artisi, hizli yapilagsma, rant artist
yaratilmasi, arazinin deger kazanmasi. ile birlikte sit alanlarinin yapilagmasi,
biiyiikk otellerin kurulmasi, otopark
sorunu, gog, Kkiiltirel yozlagmaya,
dokusunun bozulmast, halkin bilingsiz
ve kisa vadeli ¢ikarlarmi diistinmesi,
¢ok fazla bilinirliginin artmast ile
birlikte biiytlik sehre yakin oldugu i¢in
korunmasi zor bir bolge,
yatirimeilarin ilgisini gekmesi.
11 Cakici, Seferihisar, Istihdam artis, kamu hizmetlerinin
Yenipinar [zmir gelismesi, yasam standartlarinin
ve Benli yiikselmesi, yerel ekonominin
(2014) canlanmasi, yatirimlarm artmasi, yesil
alanlarin ve dogal kaynaklarin korunmasi.
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12 Sahin, Tiirkiye Yavas schir ve siirdiiriilebilir kalkinma | Biiyiik kentler agisindan Cittaslow’un
Kutlu anlayis1  birbirini teorik  olarak | uygulanabilirliginin  niifus  kistasi
(2014) desteklemektedir. Aligildik  turizm | nedeniyle olmamast,
anlayismin  yavas  sehirle  birlikte | Siyasal bir kurum olan belediyeler
degisecegi, geri doniisime Onem | nezdinde iiye olunmasi devamli bir
verilmesi. baglilik, agisindan risk olusturabilir.
Yasalarin tilkeden tilkeye farkli
olusu c¢evre, ekonomi ve yasam
parametreleri  alaninda da  bir
cesitlilige neden olmaktadir. Bu
durum birlik i¢inde yekpare bir
yapmin olusmast Oniinde bir engel
teskil etmektedir.
13 | Karadeniz Persembe, Dogal ve kiiltiirel kaynaklarin korunmasi, | Halkin bilingli olmamasi, yavas olarak
(2014) Ordu bozulmamis doga ve kiiltiiriin | algilanmak, liiks tiiketim olarak
degerlendirilmesi, yerel iiretimin ve | algilanmasi, ilerleyen zamanda talebin
kiigiik isletmelerin desteklenmesi, yavas | karsilanamamast, kontrol
sehir unvanmi alarak imaj olusturmak, | edilememesi ve yonlendirilememesi,
organik tarimin yayginlagsmasi, insan | siirdiiriilebilirligin ii¢ boyutu arasinda
emeginin deger bulmasi, goriintii | ¢atiyma yasanmasi, halkin tepkisi,
kirliliginin en aza indirgenmesi, yerel | yavas seyahat eden turistlerin
halkin yasam kalitesinin artmasim | beklentilerini karsilayamamak.
desteklemesi.
Tunger ve Seferihisar Ekonomik mali yapi, kadin istthdami ve | Sehirlerin taninirhigr arttikga nasil bir
14 Olgun yenilenebilir enerji iizerine etkilere | sonu¢ dogacagi tahmin edilememesi
(2017) deginilmis. ve niifus artig1.
15 | Ozmenve | Mevcut Yavas | Cittaslow Hareketi’ne Elestirel Bir Bakis | Seferihisar’da  emlak  piyasasinin
Can (2018) Sehirler hareketlenmesi, g0¢ almasi,
soylulagsma riski, yore halkinin fazla
katilim gdstermemesi, yerel
yonetimlere ve siyasete bagimli
olmasi, yavas sehirlerin ekonomik
odakli goriilmesi sonucu plansiz ve
kontrolsiiz turizm gelisimi.

Aragtirmalar yavas sehir unvanina sahip olan
bolgelerde turizmin ve arazi degerlerinin artmasinin ilk
yillarda olumlu algilandigin1 zamanla bu durumun
olumsuz yonlerinin ortaya ¢iktigimmi gostermektedir.
Ozellikle bu bélgelerde goc ile birlikte niifus artisi
goriilmekte bu durum trafik ve giiriiltii kirliligine yol
acmakta, arazinin deger kazanmasi ile rant olugsmakta
ve fazla yapilagma goriilmektedir. Bunun sonucu
olarak bu sehirlerde de biiyiik sehirlerde yasanan
karmasa yaganmaya baslamaktadir.

Aragtirmalarin  sonuglarin1  degerlendirdigimizde
yavas schirlerin varolus amaci ile {ilkemizdeki
algilanmisi ve wuygulama bigiminden kaynaklanan
farkliliklar dikkati ¢ekmektedir. Ik yillarda yavas
sehirlerin goérmiis oldugu ilgi olumlu algilanirken
ilerleyen yillarda artan talebin karsilanamamasi

olumsuz sonuglar dogurabilir. Turizmin plansiz
gelisiminin sonuglarinda biri olan kapasite agimi yavas
sehirler icin gelecekte olasi sorunlar arasinda yer
alabilir. Yavas schir anlayisinin sadece ekonomik
gelisme olarak goriilmesi de gelecekte bu sehirlerin
dokusunun bozulmasma ve yerel halkin yasam

kalitesinin diigmesine yol acabilir.

4. Sonuc¢

Yavas schir {iyelik siirecinde yapilan g¢aligmalar
sirdiiriilebilirlik  ilkesi  ile  Ortlismekte  ve
destinasyonlara kentsel tasarim, yerel {iretim, kentsel
yasam kalitesi ve yenilenebilir enerji, kullanimi i¢in
farkli bakis agilar1 ve firsatlar sunmaktadir. Sosyal ve
kiiltiirel yonde olumlu degisimler ile yasam kalitesinin
arttirmast  hedeflemektedir. Uluslararast bir birlik
olmas1 orgiit icerisinde igbirligi ve gii¢ ile basariyi
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arttirmaktadir. Yavas sehir anlayigmin
benimsenmesinde yerel yonetimlerin, halkin ve karar
vericilerin igbirligi biiylik Onem arz etmektedir.
Olumlu bir bakis agisiyla kurulmus uluslararasi bir
birlik olmasina karsin bazi yavas sehirlerde olumsuz
durumlarla da karsilasilabilmektedir. Yerel bir hareket
olarak, yerel degerlerin korunmas ilkesi benimsenmis
olsa da kiiresellesme  yoOniinde  gelismeler

goriilmektedir.

Yavas sehir yerel kalkinma modelini benimseyen,
stirdiiriilebilirlik ilkesi ile hareket eden bir anlayisla
kurulmasina karsilik yerel halk tarafindan bir rant
kapisi olarak goriilebilmektedir. Yerel halkin boyle bir
yaklagim i¢inde olmamasi igin Oncelikle yavas sehir
anlayisin1 benimsemesi gerekmektedir. Yerel halk ne
kadar katilim gosterirse yavas sehir farkindaligi ve
basaris1 o derece artacaktir. Yavas sehirde yagamanin
ayricalik olarak goriilmesi bu sehirlere olan talebi
artirmaktadir. Bu durum yavas sehirlerin gé¢ almasina
ve bunun sonucunda niifus artisi, trafik ve giiriiltii
sorunlarina, konut ve arsa fiyatlarinda artisa neden
olmaktadir. Yavas sehir sayilarinda goriilen artis farkli
ve 0zel olma algisim1 zamanla ortadan kaldirabilir ve
sehirlere olan ilgiyi azaltabilir (Knox, 2005).

Ozgiin ve yerel degerlerin ekonomik kalkinma
odakli ele alinmas1 bolgeye yeni yatirimlar: gekmekte
ve turizmin hizla gelisimini desteklemektedir.
Kontrolsiiz ve plansiz turizm gelisimi bolgede kitle
turizminin gelisimine neden olabilir. Oysa yavas sehir
anlayis1 kitle turizmine karst duran bir anlayistir.
Ancak yerel halkin beklentisi bu unvana sahip olmakla
birlikte ekonomide ve turizmde beklenen hizli
gelismeler oldugu goriilmektedir.Yavas sehir ve
turizm konulu ¢aligmalarin gogunda ekonomik gelisim
potansiyeli iizerine vurgu yapildig1 goriilmektedir.

Yavas sehirlerin pazarlanmasi ve tanitimi igin fazla
reklam  yapilmast bu bolgelere olan ilgiyi
arttirmaktadir. Bunun sonucunda bazi yavas sehirlerde
agr1 talep artig1 goriilmektedir. Zaman igerisinde olugan
talebin  karsilanmasinda, yonlendirilmesinde ve
kontrol edilmesinde sorunlar yasanabilir. Bu bakimdan
yavas sadece  turizm
odaklanmamalt ve bu sekilde
doguracagi olumsuzluklar

sehirler gelisimine
pazarlanmasinin
g0z onilinde

bulundurulmalidir.

Kisa kiiltiirel
yozlagmaya, sehrin dokusunun bozulmasina ve yerel

vadeli ¢ikarlarin  diisiiniilmesi

ozelliklerin kaybolmasina neden olmaktadir. Bu
sehirlere olan talebin artmasi zamanla talebin
karsilanamamasi ve kontrol edilememesi riskini
olusturmaktadir. Turizmde daha ¢ok nis pazara hitap
etmesi gereken yavas schirler kitle turizminin bir
parcasi olan destinasyonlara doniiserek 06zelligini
kaybetme riski ile kars1 karstya kalacaktir. Sehirlerin
dokusuna uymayan biiyiikk otel ve tatil koylerinin
destinasyonlar  haline riski

bulundugu gelme

tagimaktadirlar.

Ulkemizde yerel segimler 5 yilda bir yapilmakta ve
bu siire sonunda yerel yoneticiler degisebilmektedir.
Bu durum yerel yoneticinin degisimi ile birlikte yavas
sehir anlayisinin siirdiiriilebilirligini de etkilemektedir.
Bunun sonucunda aym kriterler farkli sehirlerde farkli
bigimlerde uygulanabilmektedir. Yavas sehir unvanina
sahip kentlerin siyasetten bagimsiz, yerel yonetimler
istli bir kurulus tarafindan yonetilmesi siirekliligin
saglanmasi agisindan 6nem arz etmektedir.
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Extended abstract in English

When the world tourism sector faced serious
problems before entering the new millennium, the
question of “what could be done?” started to be asked
more intensely in order to make us think. What were
these problems? Firstly, it was marketing of certain
types of products. The other problem was that tourism
activities were similar in countries or regions.
Therefore, different regions or countries had to meet
the tourism market by introducing alternative products.

While focusing on individual tourism, mass tourism
has emerged such as emergence of luxury tourism,
coastal tourism, social and culture/city tourism.
Similarly, as in hotels, all-inclusive concept has
emerged as an alternative product to bed & breakfast
or half-board. Perhaps in the future, nothing inclusive
could be an alternative product to all inclusive.
Suddenly slow-food appeared as an alternative to fast-
food. With the success of the slow food movement, the
concept of slow-city came out. This study focuses on
the concepts of slow city and slow tourism which are
alternative to mass tourism made with package tours,
and the study will analyse how these two terms conflict
with each other in tourism context.

The concept of slow city and sustainable
development supports each other. The purpose of
concept of slow cities is to increase public investment
and living standards in cities, to revive the local
economy, to protect and maintain cultural and natural
resources. However, in recent years, especially when
the slow cities examined in our country, some
developments that go against the spirit slow city has
emerged. This study aims to form a critical view by
slow city practice in our country and the aim of slow
cities.

The research on the slow city accession process
align with the principle of sustainability and offer
different perspectives and opportunities for urban
design, local production, urban quality of life and
renewable energy use. The positive changes in social
and cultural aspects of the city improves the quality of
life. The cooperation of local governments, the public
and decision-makers is of great importance in the
formation of the slow city concept. Slow city is an
international union and this increases the success and
cooperation within the organization. Despite this,
there may be some problems in slow cities. As a local

movement, the principle of the protection of local
values has been adopted but globalisation also plays a
role in this process.

Local people may regard slow city as a source of
commerce to make profit although it was established
to support local development and adopted principle of
sustainability. In order to avoid such a profit-based
approach, the local people should first adopt a slow
city approach. The more the local people participate,
the more slow city awareness will increase. Living in a
slow city is also considered as a privilege, which
increases the demand for these cities. This causes slow
cities to receive migration and they face population
growth, traffic and noise problems, and increase in
housing and land prices. The increase in the number of
slow cities can disrupt the perception of being
different and special and decrease the interest in cities
(Knox, 2005).

The focus on the development of original and local
values and economic development attracts new
investments in the region and supports the rapid
development of tourism. Uncontrolled and unplanned
tourism development may lead to mass tourism in the
region whereas slow city is based on an understanding
against mass tourism. However, there are rapid
developments in economy and tourism and in most of
the slow city and tourism studies, there is an emphasis
on potential economic development.

Increasing advertisement, marketing and promotion
of slow cities increases interest in these regions. As a
result, there is an increasing demand in some slow
cities, which may create problems in meeting and
controlling this demand. In this respect, slow cities
should not only focus on tourism development, but also
the possible disadvantages the marketing may bring.

The consideration of short-term interests causes
cultural degeneration, deterioration of the city's
structure and loss of local characteristics. Although the
demand for these cities increases, there is always a risk
of not being able to meet and control this demand. The
slow cities need to address the niche market in tourism
but they face the risk of losing their fame by turning
into destinations that are part of mass tourism. They
may also become a destination with large hotels and
holiday villages that do not fit the spirit of the cities.
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In Turkey, local elections are held every 5 years and
at the end of this period, local administration can
change. This situation affects the sustainability of the
slow urban understanding with the change of the local
administration. As a result, the same criteria can be

applied in different ways in different cities. It is
important that the cities with slow city title are
managed by an independent local administration units
which do not have any political influence on them.
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What does the hotel logo say? And what do consumers perceive?
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Abstract

The main purpose of this research is to comparatively evaluate the goals of hotel enterprises while designing their logos and
the perception those logos create on consumers by using a method of surveying hotel managers and guests. This research
deploys a qualitative method approach. The research was conducted on hotel managers in Bodrum and people of various
professional groups in Isparta. The data were obtained by face-to-face interviews with 3 hotel managers and 20 people
belonging to various occupational groups through semi-structured questionnaire in February-April period. The data were
evaluated by making direct references to the original expressions of the participants as much as possible. As a result, logo
itself may not be of great significant for the customers. For this reason, companies need to make their names visible in the
logo. Business should create logo in accordance with the sector they operate. And also, the survey of hotel managers and
consumers, in designing hotel logos matching colors, letter fonts, memorability, and compatibility with the sector are
significant factors.

Keywords: Logo, Logo design, Awareness, Hotel logo

Otel logosu ne soyler? Tiiketiciler ne algilar?

0z

Bu aragtirmanin temel amaci, otel igletmelerinin logolarim tasarlarken hedeflerini ve bu logolarin tiiketiciler iizerinde
olusturdugu algilar belivlemek ve logonun vermis oldugu mesaji otel yoneticileri ile tiiketiciler agisindan karsilastirarak
ortaya koymaktir. Bu ¢alismada nitel arastirma yontemi kullaministir. Avastirma Bodrum'daki otel yoneticileri ve Isparta'da
cesitli meslek gruplarindan tiiketicilerle yapilmistir. Veriler Subat-Nisan doneminde yar: yapilandirilmis anket yoluyla 3
otel miidiirii ve gesitli meslek gruplarina ait 20 kisiyle yiiz yiize goriisiilerek elde edildi. Verilerin analiz ve yorumlanmasinda
miimkiin oldugunca katilimcilarin ozgiin ifadelerine bagl kalinarak degerlendirilmistir. Sonug olarak, tiiketiciler agisindan
logo tek basina ¢ok fazla anlaml olmayabilir. Otel isletmelerinin bunu da diisiinerek logoyu anlasilir sekilde tasarlamast
gerekir. Isletmeler is diinyasinda faalivet gosterdikleri sektore gore logo olusturmahdir. Ayrica otel yoneticileri ve
tiiketicileri acisindan logolardaki renkler, yazi tipleri, akilda kalicilik, sektorle uyumluluk gibi faktorler de onemlidir.
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1. Giris

Kiiresellesen diinyada ayni tiir mal veya hizmeti
iireten kurum ya da kuruluslarin tiiketiciler nezdinde
kalite haricinde ilk gorliste ayirt edilebilmesi
miisterilere  karst ilk izlenimin  olusturulmasi
anlaminda oldukca 6nemlidir. Kurum ya da kuruluslar
bdyle bir izlenimi marka gorsel kimliginin olusturdugu
logo ile saglayabilirler. Logo, hizmet 6ncesi kurumun
hedefledigi pazarlama ve satis
tutturulmasi agisindan o6nemlidir. Ciinkii, logonun
tiiketici algisinda yaratacagi olumlu veya olumsuz etki

rakamlarinin

markanin tercih edilip edilmemesine yol agabilir.

Logo ve marka arasinda dogrudan bir iligki vardir.
Marka, benzer iiriin ya da hizmetleri diger kurum ya da
kuruluglarm {iriin ya da hizmetlerinden ayirt etmek
amaciyla kullanilan veya belirli bir hizmetin sunulmasi
sirasinda kullanilan ayirt edici isaretlerdir (Cakirer,
2013:7). Bu ayirt edici isaretlere markanin gorsel
kimligini olusturan logolar 6rnek verilebilir. Logonun
zihinde yarattif1 etki markanin dikkat c¢ekiciligine
emsal teskil etmektedir. Logo, kurumsal kimlik
olusumunun bir gostergesi, kurumun taniabilirligi ve
prestijini arttirabilmesi i¢in segilen bir yoldur. Dogru
yonetildigi takdirde, rekabet avantaji da yaratir
(Hynes, 2009: 545-546). Logo tasarimi yapildiktan
sonra, kurum tarafindan benimsenir ise, artik ilgili
kurum ya da kurulug bir gorsel kimlige sahip olmus
demektir. Bu gorsel kimlik logo olarak ifade edilir.
Logo, kurumu ya da kurum biinyesinde yer alan
markay1 temsil etme giiciine sahiptir. Aym1 zamanda
kurumun kiiltiir ve degerlerini temsil giicli yliksek olan
bir aractir (Ustaoglu, 2012: 30).

Bu calismada logo, otel igletmeleri paralelinde ele
alimmaktadir. Otel isletmelerinin tiiketiciler tarafindan
tercih  edilmesinin nedenleri tesisin bulundugu
cografyaya, otelin hizmet kalitesine, popiilaritesine,
giivenilirligine hatta son dakika rezervasyonlaria gore
degisebilmektedir. Bu olgularin her biri bile bagh
basina bir sebeptir. Ancak, belirttigimiz gibi logo da
bir gorsel kimlik olgusudur. Herhangi bir konaklama
tesisinin olusturmus oldugu logo tiiketiciler tarafindan
tesisin tercih edilmesine etki edebilir zira insanlar

iizerinde ilk algi ¢ok Onemlidir. Bir otel logosunun

miisteriler ilizerinde olusturacag: algi ise olumlu veya
olumsuz olabilir. Ornegin, logoda tercih edilen renk,
logonun ¢izim teknigi, logoyu olusturan font (yaz1 tipi)
gibi bicimsel 6zellikler bu algida s6z sahibi olabilir.
Aym sekilde logonun sade ve yalinligi da miisteri
iizerinde satin alma algisini olusturmada etkilidir.

2. Literatiir taramasi

2.1. Logo

Kurumsal kimligin duayeni olarak gosterilen ve
diinyadaki sayil1 usta grafik tasarimcilar1 arasinda yer
alan Paul Rand logoyu, “bir bayrak, bir imza ve bir
arma” olarak tanimlamaktadir (1). Bir logo, bir iiriin ya
da hizmetin tiiketicilere sundugu kalite gostergesinden
daha az Onemli oldugu halde, markanin neye
benzedigini temsil etmesi agisindan daha onemlidir
(Sevildi, 2014:34). Logo, temel amac1 markanin hitap
ettigi i¢ veya dis cevresinde iletisim kurmak olan ve bu
ama¢ dogrultusunda marka gorsel kimligine
farkindalik kazandiran bir isaret sistemidir (Henderson
ve Cote, 1998:14).

Logo, bir iiriiniin, firmanin ya da hizmetin isminin,
harf ve resimsel ogeler kullanilarak
sembollestirilmesidir (2). Bir bagka deyisle logo,
ticaretin bagladig1 yillardan beri iiriinleri, kuruluslart
ya da hizmetleri birbirinden ayirt etmeyi saglayan bir
ya da birkag tipografik karakterden meydana gelen bir
nevi igaretlemedir (3) Logoyu tamamlayan bir baska
kavram olan amblemden de s6z etmek miimkiindiir.
Amblem, en basit anlamiyla bir kurumu, bir iiriin ya da
hizmeti gorsel olarak temsil eden simgeler olarak ifade
edilirken, logo ise markanin gorsel kimlik sembolii
konumundaki amblem ile marka isminin dikkat ¢ekici
bicimde bir araya gelmesiyle olusmaktadir (Al ve Ries,
2004:131).

Logo ve amblem {iriin, hizmet ve kurumlar
tanimaya yardimci olan gorsel kimliklerdir. Tiiketicide
kalite algis1 yaratip, Ozglinlik garantisi verirler.
Boylece, birgok alternatifle karsilagilan durumlarda
tiikketicinin karar verme konusunda hazir olmasini
saglar. Bu bakimdan, logolar tiiketicinin
arzuladig1 kalite ve giivenilirlik soziinii veren “giliven
isaretleridir” denilebilir (Parlak, 2006:127).

igin,
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Sekil 1. Otel logolar
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ISIS HOTEL

2.2. Logonun énemi

Logolar insanlar {izerinde se¢im yapmak zorunda
oldugu iiriine karsi, olumlu veya olumsuz etki birakma
giicline sahip oldugundan, son derece dnemli sirket ve
marka sembolleridir (4). Bu 6zelligiyle logolar,
tiikketicilerin {irlin satin alma karar iizerinde dogrudan
etkilidir. Logonun, tiiketicinin algisinda yarattig1 etki
olumlu ya da olumsuz olabilir. Bu son derece dogaldir
fakat kurumun karlhlik iizerinden ayakta durabilmesi
logonun tiiketici zihninde yarattigi olumlu algi ile
miimkiindiir. Tiiketici algisinda olumlu bir satin alma
karar olusturan logolar amacina ulasmis demektir ve
satig gergeklesiyorsa ‘basarili bir logodan’ bahsedilir.

Bazi kurumlarin ya da markalarn kendilerini
sadece tek bir isim ile ifade etmeleri akilda kalicilik ve
tiketici  dikkatini ¢ekme konusunda  basarili
olmayabilir. Iste, bu gibi durumlarda akilda kalicilig
ve dikkat g¢ekiciligi stirekli kilmak, goriildiigiinde o
akla gelmesini saglamak amaciyla
olusturulmus sembollere logo denilmektedir. Bu

markanin

sebeple logo, marka veya kurumlarin igerisinde
barmdirdiklar tiim anlami ve ilgili sirketin kurumsal
kimligini hizli bir gorsel ile yansitmakta oldugundan
ciddi derecede 6nem arz eder.

Logo, tasarim agisindan da olduk¢a Onemlidir.
Tiiketici tarafindan dikkat g¢ekici bir nitelige sahip
olmasi gereken logolarda, tasarim asamasinda secilen
font, renk biiyilk énem tasir. Bunun yaninda logo
tasarimi yapilirken 6zgiinliik ve kolay anlasilabilirlik
gibi 6zellikler de hatir1 sayilir bir 6nem arz eder. lyi
tasarlanan bir logo {irlinli, markayr veya kurumu
oldugundan daha iyi yerlere tagiyabilir. Ancak logo
dogru tasarlanmadig: takdirde, kurumu veya markay1
bulundugu seviyeden daha geriye de gotiirebilir.

Logo, markalarin hatirlanmasinda, isletmelerin
pazardaki diger rakiplerinden ayirt edilmesinde,
tiiketiciler {izerinde marka farkindaligi yaratmada
Oonem teskil eden ve marka ile biitiinlesmis bir
Isletmeler barindirdiklari

unsurdur. bilinyesinde

markalarin1 tanimlamak icin, markayla birlikte ya da
marka olmadan kendi logolarin1 kullanirlar (Selvi,
2008: 95-96).

Logo estetik agidan markaya gorsel bir farkindalik
kazandirdigindan, iiriin ya da hizmetin tiiketiciler
tarafindan tercih edilmesine olanak saglar (Demir ve
Demir, 2015). Logolar, herhangi bir kurum ya da
kurulusun yiziidiir. Bu nedenle tamamiyla 6zgiin
olmali ve piyasadaki diger rakiplerini taklit eder
nitelikte olmamalidir. Taklitgi bir nitelige sahip olan
logolar, kurum ya da kurulusa kars1 olan giliven ve
prestiji biiyiik olciide sarsar. Herhangi bir marka ya da
sirketin kurumsal kimligini tiiketicilere dogru bir
sekilde yansitiyorsa logolar, basli basina bir satig ve
pazarlama unsuru olarak goriilebilir. Zira satis
sonrasinda marka tizerinden kuruma kéarlilik ve prestij
sagliyorsa “basarili bir logo sec¢ilmistir” demek
miimkiindiir. Bu nedenle logonun gerek isletme
(Demir, 2017) gerekse tiiketici agisindan (Demir,
Demir ve Nield, 2013) etkisi olduk¢a fazla ve
rekabetteki katkis1 6nemlidir.

Birgok firmanin sadece logolar1 sayesinde
topladiklart miisteri sayisi, toplam miisteri sayisinin
yarisindan fazla oldugu diistiniiliirse, logolarin ne denli
onemli oldugu daha kolay kavranabilir. Gliniimiizde
spor kuliiplerinden gazetelere, marketler zincirinden
yaymevlerine, nakliyat firmalarindan internet
sitelerine hemen hemen her ckonomik kurulus
kurumsallasma konusunu en Onemli hedefi haline
getirmistir. Kurumsallagsmanin olmazsa olmazi da

kurumun bir logosunun olmasidir.
2.3. Logotype

Bir firmanin ismini yansitan yazi, ¢izgi ve resimle
yapilan isaretlere logotype denilmektedir. Yani
logotype, bir kurumun, bir iirlin veya hizmetin, harf ya
da kelime dizisinin resimsel &geler yardimiyla
kullan1lmas1 sonucunda olusturulan, yasal olarak tescil
edilmis isaretler olarak tanimi yapilabilmektedir (Cam,

2006:15).
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Sekil 2. Logotype logotype drnegi

RAMADA
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Bir marka ya da kurulusun ismini iceren hem marka
hakkinda bilgi veren hem de tipografi harf
tasarimlarinda semboller igeren resim ve metin igerigin
biitiinii olan logotype, lizerinde sadece marka ismi
bulunan ve anlaminin Tiirkce karsiligi
bulunmadigindan 6tiiri, yazili logo, metin igerikli
logo, sadece harflerden olusturulmus logo tasarimi

olarak ifade edilen bir kavram niteligi tagimaktadir (5).
2.4. Amblem

Amblemler, tek bir simgeyle yahut gorsel ile bir¢ok
anlami birlikte sunmay1 hedeflemektedir. Bu hedef

Sekil 3. Otel amblemleri

dogrultusunda, tiiketicide yarattig1 etki dikkat ¢ekici ve
merak uyandiric1 olmalidir.

Bazi uzmanlar amblemi; “ilgili oldugu markay1,
kurum ya da kurulusu, en yalin ve 6zgiin bicimde ifade
eden bir sembol” olarak tanimlamaktadir (Odabasi,
2002:175). Kurumlarin mal veya hizmetini simgeleyen
markalara, gorsel kimlik kazandirma gayesi icinde
olan, sozciik 6zelligi gdstermeyen, soyut ya da nesnel
goriintiilerle olusturulan isaret yahut figiirlere amblem
denilmektedir (Selvi, 2008:95-96). Amblemler, logo
biitiinli icerisinde yer alarak ya da tek basma bir
kurumun veya markanin sembolii olabilir. Sekil ve
isaretlerin sozciiklere gore akilda kaliciligi daha

yiiksektir (Ozer, 2015:15).

Ramada Resort Hotel

Isis Hotel

Xanadu Island Hotel

2.5. Amblem logo ve logotype arasindaki farklar

Markanin gorsel sembol 6geleri olarak ifade edilen
amblem, logo ve logotype’in birbirlerinden ayirt
edilmesini saglayan birtakim farklar mevcuttur. Bu

farklar sunlardir (7):

e Amblem genellikle bir logo ile birlikte

kullanilir.
o  Logolar tek basina da kullanilabilir.
e  Logotype ise bir biitiindiir, yalniz kullanilir.

e Logo tasarimlan genellikle font (yaz1 tipi)
katalogundan alimmis gercek harf karakterini yansitir.

e Logotypte’ta ise yeni bir tasari, yeni bir

grafiksel diizenleme s6z konusudur.

e Logotypte’ta birlikte resimsel

semboller kullanilir.

yaz1 ile

e Amblem sadece semboldiir. Logo ve logotype
sirketin ismini ifade eden yazilardir.

Belirtildigi lizere, amblem, logo ve logotype aslinda
bagli bulunduklart markay1 temsil etme bakimindan
ortak bir Ozellikle gosterseler de bigimsel olarak
birbirlerinden farkliliklar gdstermektedir. Logo, bir
kurumun ya da {irliniin isminin harf ve resimsel 6geler
kullanilarak sembollestirilmesidir. Logo, amblemden
farkl1 olarak kurum ya da markanin ismini de yansitir
(Isikli, 2012: 22).

3. Arastirma

3.1. Orneklem

Calismada nitel aragtirma yontemi tercih edilmistir.
Dolayisiyla arastirmanin 6rneklemini 3 otel yoneticisi
ile, Isparta ili siirlar igerisindeki yerel halktan 20 kisi
olusturmaktadir.

3.2. Veri toplama araci

Bodrum’daki
Isparta’daki ¢esitli meslek gruplarina ait kisiler

Aragtirma otel yoneticileri ve
iizerinde yapilmistir. Veriler, 2017 yili Subat-Nisan
doneminde yar1 yapilandirilmis soru formu araciligiyla

3 otel yoneticisi ve cesitli meslek gruplaria ait 20
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kisiyle yliz ylize ger¢eklestirilen miilakat sonucu elde
edilmisgtir.

3.3. Veri analizi

Veri analizinde, bir aragtirmanin bulgularini
genelleyebilmek icin Ongoriilen bir hipotezi/teoriyi
olgme ve gelistirmeyle ilgili olan analitik tlimevarim
yontemi uygulanmigtir (Sozbilir, 2009:2). Veriler,
katilmcilarin 6zgiin ifadelerine miimkiin oldugunca
bagli  kalmarak  ve
degerlendirilmistir.

karsilastirma  yapilarak

4. Bulgular ve tartisma

Arastirma kapsaminda Ramada Resort Hotel, Isis
Hotel ve Xanadu Island Hotel yoneticilerine 8 adet
ortak soru sorulmustur.

olustururken  kurum  olarak

e Logoyu
hedeflediginiz nedir?

e @Gorsel kimliginizin olugmasina vesile olan
logonuzun herhangi bir hikayesi var midir?

e Logo tasariminda kimler rol oynuyor? (Bir
kurul ya da tek bir kisi mi karar veriyor?

e Kurumsal logonuz ile birlikte herhangi bir
logo yarismasina katilip, derece elde ettiniz mi?

e Logonuz ile ilgili olarak otel misafirleri
tarafindan bugiine kadar olumlu ya da olumsuz bir
degerlendirme aldiniz mi1 ?

e  Kurumsal logonuzun insanlarin algisi izerinde
farkindalik yarattigin1  disiinliyor musunuz? Bu
farkindaligin  belirlediginiz  satis  hedeflerinize
ulagsmada etkili bir rol oynadigma kanaat getiriyor
musunuz?

o  Sektorde rekabet icerisinde oldugunuz diger
kurumlarin logolartyla kiyasladiginizda, logonuzun
ayirt edici bir nitelige sahip oldugunu diisiiniiyor
musunuz?

e  Sizce basarili bir logo se¢iminin kriterleri
nelerdir? llgili kriterleri degerlendirdiginizde logo
seciminde kendinizi kurumsal olarak basarili buluyor
musunuz?

Logoyu olustururken kurum olarak hedeflediginiz
nedir? sorusuna ii¢ otelin yoneticisi de ayni1 dogrultuda
cevap vermistir. Ramada Resort Hotel, kurumsal
logoyu olustururken, logonun géze hos gelen, estetik
acidan giizel bir gorlinlime sahip olmasinin yani sira,
insanlarin ~ zihninde  farkindalik  olusturmasini
amaclamistir. Isis Hotel, kurumsal logoyu meydana
getirirken, giiclii bir marka imajimin logonun akilda

kalic1 olmasiyla dogru orantili olduguna inanmaistir.
Xanadu Island Hotel, kurumsal logoyu olustururken
igveren ve ¢alisanlar arasinda karsilikli giiven, sevgi ve
sayglyl, misafire sunulan hizmetlerde yliksek kalite
prensibi ve siirekli iyilestirme ilkesiyle birlestirerek
otel ylizde yliz
memnuniyetini  saglamay1 hedeflemistir. Ramada
Resort Hotel ile Isis Hotel kurumsal logolarinin
tasarimida farkindalik olusturmayr hedeflerken,
Xanadu Island Hotel ise otel misafirleri ile otel

misafirleri ile ¢alisanlarin

calisanlariin =~ %100 memnuniyetini  saglamayi
hedeflemistir.
Gorsel  kimliginizin  olugmasina  vesile olan

logonuzun herhangi bir hikayesi var nidir? sorusuna,
Isis Hotel, Isis’in tanrica anlaminda kullanildigini
belirterek logo {izerinde yer alan Goddess of Bodrum
(Bodrum’un Tanrigasi)

oldugunu ifade etmistir.

slogan1
Dolayisiyla Isis

ile bir baglanti
Hotel
logosunun olusturulmasinda tanrica figiirlinden yola
cikildig1 ve bu dogrultuda bir logo hikayesinin mevzu
bahis oldugu belirtilmistir. Xanadu Island Hotel’in
logosunun da Mogol Kagani1 Cengizhan’in torunu olan
Kubilayhan’in yazlik saray1 anlamindaki Xanadu’nun
isminden geldigi ifade edilmistirr Ramada Resort
Hotel’in logosu olusturulurken herhangi bir hikayeden
esinlenilmedigi belirtilmistir.

Logo tasaruiminda kimler rol oynuyor? Sorusuna,
Ramada Resort Hotel logo tasarimimin New Jersey’de
yer alan markalama ve pazarlama merkezinde
hazirlandigini belirterek, logo kullaniminda son karar
vericilerin yonetim kurulu oldugunu belirtmistir. Ayn1
sekilde Isis Hotel ve Xanadu Island Hotel yoneticileri
ile gorisildiiginde logo tasariminda yOnetim
kurulunun etkili oldugu ve son karar vericilerin de bu
dogrultuda yonetim kurulu oldugu cevabi alinmistir.
Kurumsal logonuz ile birlikte herhangi bir logo
yarigmasina katilip, derece elde ettiniz mi? sorusuna
ilgili i¢ otelin de cevab1 (Ramada Resort Hotel, Isis
Hotel, Xanadu Island Hotel) kurumsal logolariyla
herhangi bir logo yarigmasina katilmadiklar1 yoniinde
olmustur.

Bugiine kadar logonuz ile ilgili otel misafirleri
tarafindan olumlu ya da olumsuz bir degerlendirme
aldiniz mi1? sorusuna ii¢ otelin yoneticisi de olumlu
degerlendirme aldiklarini belirterek Ramada Hotel’in
logosundaki renk uyumu, Isis Hotel’in tanriga figiirii
ve Xanadu Island Hotel’in rozet, bagaj etiketleri,
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anahtarlik vb tirlinlerde otel logosunun estetik bir deger
tasimasindan dolay1r otel logolaryla ilgili birgok
olumlu degerlendirme aldiklarini ifade etmislerdir.

Kurumsal logonuzun insanlarin algisi iizerinde
farkindalik  yaratagim  diisiiniiyor -musunuz? Bu
farkindaligin  belirlediginiz ~ satis  hedeflerinize
ulagsmada etkili bir rol oynadigina kanaat getiriyor
musunuz? sorusuna aragtirmaya dahil olan {i¢ otelin
yoneticisinin de cevabi1 olumlu yodnde olmustur.
Ramada Resort Hotel, logo tlizerinde tercih edilen renk
ve yazi tipinin miisterilerinin
farkindalik  olusturdugunu ifade
hedefleriyle, logo farkindaligi arasindaki iliskinin
baska bir arastirma konusu dahilinde

degerlendirilebilecegini belirtmistir. Isis Hotel, renk

algis1  lizerinde
etmigtir. ~ Satis

uyumu, slogan (goddess of bodrum) ve tanriga
figlirlinlin tiiketici zihninde farkindalik
olusturabilecegini ifade ederek, satis hedeflerine
ulagsmada logonun gorsel ¢ekiciliginden ziyade reklam
ve tanitimin etkili olduguna vurgu yapti. Xanadu
Island Hotel ise, logonun akilda kalici bir nitelik
tasimasi  ile insanlarin  zihninde farkindalik
olusturmasimin dogru orantili olduguna deginerek,
kendi logolarmin da o&n plana g¢ikmasmin yiiksek
kalitede hizmet sonucu olusan misafir memnuniyeti ile
birlikte
olduklarini1 savunmustur.

degerlendirerek, bu anlamda basarili

Sektérde rekabet
kurumlarin logolariyla kiyasladiginizda, logonuzun
ayurt edici bir nitelige sahip oldugunu diigiiniiyor
musunuz? sorusunu ii¢ otel yoneticisi de kendi

icerisinde oldugunuz diger

logolarinin ayirt edici nitelik tasidigini belirterek
cevaplamistir, Ramada Resort Hotel, kurumsal
logolarinin ayirt edici oldugunu ifade ederek, rekabet
igerisinde oldugu diger isletmelerden bu yoniiyle
avantajli konumda oldugunu savunmustur. Isis Hotel,
logo tizerindeki renk uyumu, yazi tipinin okunakli
olusu ve otel isminin tanriga figiiriiyle desteklenmesi
hususunda diger otel isletmelerinden farkli bir
konumda oldugunu ifade etmistir. Xanadu Island Hotel
ise, kurumsal logonun tesis hedeflerini yansitmasi

bakimindan ayirt edici nitelik tagidigini belirtmistir.

Sizce basarili bir logo se¢iminin kriterleri nelerdir?
Igili kriterleri degerlendirdiginizde logo seciminde
kendinizi kurumsal olarak basarili buluyor musunuz?
sorusuna Ramada Resort Hotel, logo seciminde
estetigin yam sira ilgili logonun akilda kalic1 olmasi

gerektigini ve bunun yolunun da markaya karsi
vurgulamayla olabilecegini ifade etmistir. Bu anlamda
degerlendirildiginde Ramada Resort Hotel kurumsal
logosunun, basarili smifina girebilecegi otel yoneticisi
tarafindan belirtilmistir. Isis Hotel ile yapilan
goriismede, logonun isletme ile insanlar arasindaki en
giiclii baglardan birisi oldugu ve logolarin bu énem
derecesiyle tasarlanarak miisterilerin  begenisine
sunulmas1 gerektigi, ayrica logo tasarlanirken ortaya
konan firiinii iyi ifade eden, kolay anlasilir, akilda
kalici, carpici unsurlart tasimasi gerektigi otel
yoneticisi tarafindan belirtilerek logonun bu unsurlart
renk, yazi tipi veya iizerindeki semboller vasitasiyla
desteklemesi gerektigi inanci mevcuttur. Isis Hotel
logosu incelendiginde, slogan olarak kullanilan
‘Bodrumun Tanrigast’ logoda kullanilan
renkler ve misir piramitlerinde bulunan bir parca yazit

anlami

figilirli ile ifade edildigini ve basarili bir logonun s6z
konusu oldugunu ifade etmektedir. Xanadu Island
Hotel ise, basarili bir logo sec¢iminin kriterlerini,
sektorle biitlin olmak, hedef kitlenin ilgisini ¢ekmek,
global olmak ve globallige ragmen 6zgiin bir kimligi
yansitmak, markanin simgesi oldugu i¢in tasarimda
titiz davranmak seklinde 6zetlemistir. Xanadu Island
Hotel yoneticisi de kendisiyle yapilan goriismede
Ozetledigi hususlart degerlendirerek logo seciminde
kurumsal anlamda kendilerini basarili buldugunu ifade
etmistir.

Arastirma kapsaminda Ramada Resort Hotel, Isis
Hotel ve Xanadu Island Hotel’in logolariin
degerlendirilmesi amaciyla Isparta ili siirlarn
icerisinde yasayan cesitli meslek gruplarina (esnaf,
Ogrenci, is¢i, Ogretim gorevlisi, saglik personeli,
otobiis soforii, devlet memuru) ait 20 kisiyle yapilan

yiiz ylize miilakatta asagidaki sorular sorulmustur.

e GOrmiis oldugunuz logo hangi sektorde

faaliyet gosteren bir isletmeye ait olabilir?

e GoOrmiis oldugunuz logolardan hangisi bir
otele ait olabilir?

e Logo igerisindeki sembol (amblem) neyi ifade
ediyor?

e Logo lizerindeki yaz tipinin sade ve okunakli
olmas1 hususunda en basarili logo hangisidir?

e Logo-otel ismi iligkisini g6z Oniinde

bulundurdugunuzda bu anlamda en basarili logo
hangisidir?
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e En iyi renk uyumuna sahip olan logo
hangisidir?
e GoOrmiis oldugunuz logolardan  hangisi

aklinizda kald1?

e  Bir oteliniz olsaydi hangi logoyu oteliniz i¢in
kullanirdimiz?

Tablo 1. Tiketiciler tarafindan logolara gore
kurumlarin yer aldig1 sektor tahminleri

isletme ad Sektor n %
Ramada 7
Resort Hotel Ulagtirma 35
Ramada . 6
Resort Hotel Turizm 30
Isis Hotel Eglence 6 30
Isis Hotel Tekstil 4 20
Isis Hotel Turizm 3 15
Xanadu Island Miizik 4 20
Hotel
Xanadu Island Banket 3 15
Hotel Organizasyon
Xanadu Island Kozmetik 2 10
Hotel
Xanadu Island Otomotiv 2 10
Hotel

Calismanin temelini olusturan tiiketicilere yonelik
miilakat sorularinda ilk olarak, ilgili logolarin bir otele
ait oldugu bilgisi verilmeden, logolarin hangi
sektordeki kurumlara ait olabilecegi sorulmustur. Bu
dogrultuda, Gormiis oldugunuz logo hangi sektorde
faaliyet gosteren bir isletmeye ait olabilir? sorusu
yerel halka sorularak, {i¢ otelin (Ramada Resort Hotel,
Isis Hotel, Xanadu Island Hotel) logosu icin ayr
cevaplar alimmigtir. Tablo 4.1°e gore tiiketicilerin
Ramada Resort Hotel’in logosu i¢in %35 lik bir oranla
ulastirma sektdriinde faaliyet gosteren bir isletmeye ait
olabilecegini ifade ettikleri goriilmektedir. Ulastirma
sektoriiniin ardindan katilimcilarin %30’u ise bu
logonun turizm sektoriinde hizmet veren bir isletmeye
ait  olabilecegini  belirtmislerdir. ~ Katilimecilarin
cogunlugunun Ramada Resort Hotel logosunun, bir
ulagtirma sektoriindeki isletmeye ait olabilecegini
belirtmesinin nedeni, logo iizerindeki semboliin bir kus
figlirlinii ¢agristirmas1 ve bir yerden baska bir yere
ulagimi1 temsil ettigini diistinmeleridir.

Isis Hotel logosunun hangi sektorde faaliyet
gosteren bir igletmeye ait olabilecegi sorusuna Isparta
yerel halkindan %30 oraninda ilgili logonun Eglence
sektoriinde hizmet veren bir isletmeye ait olabilecegi
yoniinde cevaplar alinmistir. Eglence sektoriinden

sonra, %20 oranindaki bir kisim Isis Hotel logosunun
Tekstil sektoriinde faaliyet gosteren bir isletmeye ait
olabilecegini ifade etmistir. Genel cogunlugun Eglence
sektoriinii ifade etmesinin sebebi, logo iizerindeki
bayan figiirliniin dans eden bir bayani ¢agristirmasi ve
bu yoniiyle de ilgili logonun gece kuliibiine ya da dans
egitimi veren bir igletmeye ait olabilecegi yoniinde
cagristm yapmasidir. Tekstil sektoriinii savunan bir
kisim katilime1 da bayan figilirlinii zarafet ve giyimi
temsil edebilecegini ve bu yiizden ilgili logonun bir
tekstil firmas1 tarafindan kullanabilecegini ifade
etmislerdir.

Xanadu Island Hotel logosunun hangi sektérde
faaliyet gisteren bir isletmeye ait olabilecegi sorusuna
ise Isparta ili sinirlan igerisinde yasayan 20 kisiden
%75’lik oranindaki kisim, Miizik sektorii (%20),
Banket Organizasyon sektorii (%15), Doviis Sporlari
(%10), Kozmetik (%10), Otomotiv (%10) ve Yiyecek-
Icecek  Sektdrii  (%10) cevabini  vermislerdir.
Katilimeilarin, ilgili logonun miizik sektoriinde yer
alan bir isletmeye ait olabilecegini ifade etmesinin
sebebi, logo tizerindeki X simgesinin bir miizik
notasina benzedigini, bu nedenle de logonun miizik
sirketi tarafindan kullanabilecegini diistinmeleridir.
Katilmeilarin, %15 oranindaki kisminm logonun
Banket Organizasyonlar1 gerceklestiren bir isletmeye
ait olabilecegini belirtmelerinin sebebi ise, logo
iizerindeki X simgesinin italik olarak yazilmasiyla, bir
diigiin davetiyesi yahut kurdele simgesini ¢cagristirmasi
olarak agiklanabilmektedir.

Gormiis oldugunuz logolardan hangisi bir otele ait
olabilir? sorusuna tiiketicilerin %60’1 Isis Hotel
logosunun  bir oteli ¢agristirabilecegini  ifade
etmiglerdir. Geriye kalan %25’lik kisim Ramada
Resort Hotel’in, %15°lik kisim ise Xanadu Island
Hotel logosunun bir otele ait olabilecegini
belirtmiglerdir. Katilimcilarin biiyiik ¢ogunlugunun
Isis Hotel logosunun bir oteli c¢agristirabilecegini
savunmasinin sebebi, logo {lizerindeki bayan figiiriiyle
birlikte giinesi, denizi, tatili ve konukseverlik algisini
pekistirici 6gelerin yer almasidir. Ramada Resort Hotel
logosunun bir otele ait olabilecegini savunanlarin
(%25) ortak diisiincesi, logo iizerindeki kus simgesinin
martiy1 c¢agristirabildigi gibi, aym1 simgenin deniz
dalgasi1 sekline biiriinmesi olarak ortaya ¢ikmaktadir.
Xanadu Island Hotel logosunu bu anlamda
degerlendirenlerin orani ise %15 dir. Bu logonun
iizerindeki X simgesinin uzak dogu motifleriyle
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yazildigim diisiinerek, uzak doguda hizmet veren bir
otele ait olabilecegini ifade etmislerdir.

Katilimcilara tiglincii soru olarak {i¢ otel logosu i¢in
de logo iizerindeki semboller size gore neyi ifade
diyor? seklinde soru yoneltilmistir. Ilgili sorulara
verilen cevaplar tablo 4.2. de yer almaktadir.

Tablo 2. Logo iizerindeki sembollerin tiiketici
algisindaki ¢cagrisimlar

isletme ad1 | Tiiketici cevabi n %

Ramada Kus Figiirii 10 50

Resort Hotel R Harfi 6 30

. Kadin Figiirii 10 50

Isis Hotel Tanrica 6 30

X Harfi 5 25

Xanadu Island Miizik Notast 4 20

Hotel Uzakdogu 4 20
Alfabesi

Tablo 2’ye gore, Ramada Resort Hotel logosu i¢in,
katilimcilarin %50°si kus sembolii cevabini verirken,
%30’u da logo iizerindeki semboliin R harfi oldugunu
ifade etmislerdir. Ayni soru, Isis Hotel logosu igin
soruldugunda katilimcilarin %50°si logo iizerindeki
yer
belirtmislerdir. Katilimcilarin %35°1 ise tanriga figiirii
olarak ifade etmislerdir. Xanadu Island Hotel logosu
icin ise X harfi (%25), Miizik notas1 (%20) ve
Uzakdogu iilkelerinin alfabesindeki bir harf (%20)
yoniinde cevaplar alinmistir.

simgede bir bayan figlirliniin aldigim

Tablo 3. Logo tizerindeki yazi tipi sade ve okunakli
mi? sorusuna tiiketicilerin verdigi cevaplarin orani

Soru isletme ad n %
Ramada Resort 13 65
Yazi tipi sade Hotel
ve okunakl Xanadu Island 4 20
mi1? Hotel
Isis Hotel 3 15

Logo iizerindeki yazi tipinin sade ve okunakl

olmast hususunda size gore en basarii logo
hangisidir?  sorusuna tablo 3. incelendiginde
katilimcilarin %65°inin  Ramada Resort Hotel,

%20’sinin Xanadu Island Hotel, %15’inin ise Isis
Hotel cevabmi verdigi goriilmiistiir. Katilimeilarin
biiylik cogunlugunun Ramada Resort Hotel logosunun
iizerindeki yazi tipinin sade ve okunakli oldugunu
ifade etmesinin sebebi, tek renk ile biiyiik puntolarla
yazilmasinin

diisiinmeleridir.

kolay anlagilabilir oldugunu

Arastirmada tiiketicilere yoneltilen diger sorular ise
sunlardir:

e Logo ve otel ismi iligkisini géz Oniinde
bulundurdugunuzda bu anlamda en basarili logo size
gore hangisidir?

e En iyi renk uyumuna sahip olan logo
hangisidir?

e GoOrmiis oldugunuz logolardan  hangisi
aklinizda kaldi1?

e Bir oteliniz olsaydi hangi logoyu
kullanirdiniz?

Tablo 4. Tiiketicilere yoneltilen diger sorular

Soru isletme Adx n %
Amblem-otel ismi Isis Hotel 13 65
uyumu?

Ramada Resort 8 40

Renk uyumu? Hotel
Isis Hotel 8 40
Ramada Resort 9 45

Akilda kalicilik? Hotel
Isis Hotel 9 45
Hangi amblemi Isis Hotel 12 60

kullamirsiniz?

Arastirmada tiiketicilere yoneltilen bir bagka soru,

logo ve otel ismi iliskisini g6z  Oniinde
bulundurdugunuzda bu anlamda en basaril logo size
gore hangisidir? seklindeydi. Bu soru sorulduktan
sonra katilimcilara otelin ismi ile sembol hakkinda
bilgi verilmistir. Ornegin, ii¢ otel yoneticisiyle yapilan
yiiz yiize miilakat neticesinde Ramada Resort Hotel
iizerindeki simgenin R harfi oldugu, Isis Hotel
iizerindeki simgenin bir tanrica figiirii oldugu ve
Xanadu Island Hotel {izerindeki simgenin X harfinin
Vivaldi yaz1 tipiyle olusturulan bir simge oldugu
yoniinde cevaplar alindigi, sorunun muhatabi olan
yerel halka bildirilmistir. Yerel halka bu bilgiler
verildikten Tablo 4. incelendiginde
katihmeilarin %65°1 logo-isim uyumu olarak Isis

Hotel’i bu anlamda daha basarili bulmustur. Bunun

sonra,

nedeni, Isis’in Misir tanrigasit olmasi sebebiyle ilgili
mitolojik olguyu logolarinda yansitmasiyla birlikte
logo-otel ismi uyumu bakimindan 6n plana ¢ikmasidir.
Logo-otel ismi uyumu bakimindan katilimcilarin,
%20’si Xanadu Island Hotel’i basarili bulurken, %15’
de Ramada Resort Hotel’i bu anlamda basarili
bulmustur.

Otel logolarinda kullanilan renklerin birbirleriyle
ahenk icerisinde olmasiyla ilgili yerel halka sorulan en
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iyi renk uwyumuna sahip olan logo hangisidir?
seklindeki soruya, katilmcilarm iki otel logosuyla
ilgili ortak paydada bulusmalann dikkat c¢ekmistir.
Tablo 4.’e gore, katihmcilarin %80°1 Ramada Resort
Hotel (%40) ve Isis Hotel (%40)’in renk uyumu
bakimindan basarili oldugunu ifade etmistir. Ramada
Resort Hotel’in tema olarak kirmizi renk kullanmasi
tiiketiciler tarafindan uyumlu olarak ifade edilirken,
ayn1 sekilde Isis Hotel’in de altin sar1s1 ve mavi rengi
uyum icerisinde kullandig1 katilimcilar tarafindan
belirtilmistir. Renk uyumuyla ilgili katilimcilarin
%20’si de Xanadu Island Hotel’i bagarili bulmustur.

Logolarin  katihmcilarin  zihninde olusturdugu
farkindalig1 belirlemek amaciyla, yerel halka gormiis
oldugunuz logolardan hangisi aklinizda kaldi?
seklinde bir soru yoneltilmistir. Tablo 4.
incelendiginde  katilmcilarin =~ %90’Ihik  kismmin
Ramada Resort Hotel (%45) ve Isis Hotel (%45)
cevabint verdigi goriilmiistiir. Ramada Resort Hotel
logosunun  akilda  kalict  nitelikte  oldugunu
savunanlarin biiylik ¢ogunlugu, ilgili logoda tema
olarak kullanilan kirmiz1 rengin dikkat ¢ekici 6zellige
sahip olmasiyla dogru orantili oldugunu ifade
etmiglerdir. Isis Hotel logosunun akilda kalic1 olmasini
ise katilmcilar, logo {izerindeki bayan figiiriiniin
mitolojik  bir 6geyle birlikte tanrica olarak
degerlendirilmesinin zihinlerinde yer etmesi seklinde
ifade etmislerdir. Akilda kalicilikla ilgili katilimeilarin
%10’u ise Xanadu Island Hotel logosunun 6n plana
ciktigini belirtmislerdir.

Son olarak, yerel halka sorulan bir oteliniz olsayd:
hangi  logoyu seklindeki  soru,
katilimcilarin genel olarak hangi logoyu renk uyumu,

kullanmirdiniz?
logo-otel ismi uyumu, akilda kalicilik ve logo
iizerindeki yazi tipinin sade ve okunakli olusu
bakimindan  bagsarili  buldugunun  genel  bir
degerlendirmesi olarak kargimiza ¢ikmaktadir. Sorulan
bu soruya, tablo 4. incelendiginde katilimcilarin
%60’lik kismi, Isis Hotel logosunu estetik ve hikayesi
bakimindan begendiklerini belirterek bir otelleri
olsaydi ayni logoya benzer bir temayr logolarinda
kullanabileceklerini ifade etmislerdir. Katilimcilarin
%40’1 Ramada Resort ve Xanadu Island Hotel
logolarin1  hikaye, estetik, uyum bakimindan
begendiklerini ifade ederek, bir otelleri olursa bu
tarzdaki logolar otellerinde kullanabileceklerini ifade
ettiler.

Bulgular igerisindeki birinci boliimde Ramada
Resort Hotel, Isis Hotel ve Xanadu Island Hotel
yOneticilerine ortak olarak sorulan sorulara, yoneticiler
tarafindan verilen cevaplar, ikinci bdliimde Isparta ili
smirlar1 igerisinde yasayan yerel halktan 20 kisiye
sorulan sorulara katilimcilarm  verdigi cevaplar
incelenmistir. Bulgular kisminin {i¢lincii boliimiinii ise
ilgili aragtirmanin temel dayanak noktasini olusturan
otel logolarmin tiiketici algilarimi Slgmeye yonelik
olacaktir. Bu dogrultuda hem otel yoneticilerine hem
de yerel halka sorulan 4 adet ortak soru cevaplariyla
birlikte  karsilastirilarak  degerlendirmeye  tabi
tutulacaktir. Otel yoneticileri ile yerel halka sorulan

ortak sorular agagida yer almaktadir;

e Logo icerisinde tercih edilen yaz1 tipinin sade
ve okunakli oldugunu diisiiniiyor musunuz?

e Logo 1zerinde tema olarak kullanilan

renklerin uyumlu oldugunu diisiiniiyor musunuz?

e Logonuzun akilda kalict bir nitelik tagidigini
diisiiniiyor musunuz?

e  Logo tlizerindeki semboller neyi ifade ediyor?

Tablo 5. Otel yoneticisi cevaplan ile tiiketici
cevaplariin karsilastirilmasi

Tiiketici
; Otel cevaplarinin
Isletme Y
Sorular adi yoneticisi sayisal ve
cevabi yiizdesel dagilhim
n (%)
Ramada 13
Resort Evet 65
Yazi tipi Hotel
sade ve Xanadu 4 20
okunakli Island Evet
m1? Hotel
Isis Hotel Evet 3 15
Ramada p
Resort Evet 40
Hotel
Renk Isis Hotel Evet 8 40
uyumu?
Xanadu 4
Island Evet 20
Hotel
Ramada 9
Resort Evet 45
Hotel
Akilda . 9 45
Kalicilik? Isis Hotel Evet
Xanadu )
Island Evet 10
Hotel
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Logo igerisinde tercih edilen yazi tipinin sade ve
okunakli oldugunu diigiiniiyor musunuz? sorusuna
Ramada Resort Hotel yoneticisi yazi tipinin marka i¢in
0zel olarak tasarlandigim belirterek, sade ve okunakli
buldugunu belirtmistir. Ayni1 soru yerel halka
soruldugunda da katilimcilarin %65 i Ramada Resort
Hotel logosu tizerindeki yazi tipinin sade ve okunakli
oldugunu ifade etmistir. Bu acidan degerlendirecek
olursak Ramada Resort Hotel’i yazi tipi se¢imi
bakimindan yerel halk tarafindan bagarili bulundugunu
ifade etmek miimkiin olmaktadir (Tablo 5.)

Logo iizerinde tema olarak kullanilan renklerin
uyumlu oldugunu diigiintiyor musunuz? seklindeki
soruya, tablo 5. incelendiginde ii¢ otel yoneticisinin de
uyumludur cevabi verdikleri goriilmektedir. Ayni
soru tiiketicilere en iyi renk uyumuna sahip olan logo
seklinde sorulmustur. Katilimcilarin
verdigi cevaplar incelendiginde, Ramada Resort Hotel
(%40) ve Isis Hotel (%40) aym oranda basarili
bulunmustur. Ramada Resort Hotel’in logo {izerinde

hangisidir?

kullandig1 kirmizi renk, Isis Hotel’in logo {izerinde
kullanmis oldugu altin saris1 ile mavi renk katilimcilar
tarafindan ¢cogunluk olarak uyumlu bulunmustur. Bu
anlamda renk uyumu bakimindan hem Ramada Resort
Hotel’i hem de Isis Hotel’i basarili olarak ifade etmek
miimkiin olmaktadir.

Logonuzun akilda kalict bir nitelik tasidigin
diigiiniiyor musunuz? sorusuna {li¢ otel yoOneticisi de
evet cevabini vermislerdir (Tablo 5). Ramada Resort
Hotel yoneticisi akilda kaliciligi, logonun sahip oldugu
renk uyumu ile yazi tipinin kolay anlasilabilir olmasina
baglarken, Isis Hotel yoneticisi de logolarimin akilda
kaliciligim1 logonun semboliiniin tanri¢a figiiriinii 6n
plana ¢ikarmasina borglu oldugunu belirtmistir.
Xanadu Island Hotel yoneticisi ise, logonun tizerindeki
X simgesinin italik olarak yazilmasinin estetik acidan
degerlendirildiginde akilda kalic1 olabilecegi yoniinde
degerlendirmede bulunmugtur. Aym soru tiiketicilere
gormiis oldugunuz logolardan hangisi aklimizda kald?
seklinde sorulmustur. Katilimcilarin verdigi cevaplar
incelendiginde Ramada Resort Hotel (%45) ve Isis
Hotel (%45) aym oranda basarili bulunmustur.
Ramada Resort Hotel logosu {iizerinde kullandigi
kirmiz renk ile dikkat ¢ekici nitelik tagidigindan, Isis
Hotel logosu ise bayan figiiriiyle mitolojik bir simge
olan tanricay1 birlestirdiginden yerel halk tarafindan
akilda kalic1 olarak degerlendirilmistir.

Tablo 6. Logo fizerindeki
cagristirdigina yonelik tiiketicilerden alinan cevaplar

sembollerin neyi

ile otel yoneticilerinden alinan cevaplarin
karsilastirilmast
Tiiketici
isletme N O.t(fl. . Tiiketici cev abunun
ad1 yoneticisinin cevab yiizdesel
cevabi dagilim
n %
Ramada Kus Figiirii 10 50
Resort R Harfi 6
Hotel R Harfi 30
Kadin 10 50
Isis Hotel | Tanriga Figiirii Figiird
Tanriga 6 30
Figiirii
X Harfi 5 25
Xanadu Miizik 4 20
Island X Harfi Notasti
Hotel Uzakdogu 4 20
Alfabesi

Tablo 6. incelendiginde, Logo tizerindeki semboller
neyi ifade ediyor? seklindeki soruya iic otel
yoneticisinin de kendi ¢alistiklar otellerin logolar igin
ayrt cevaplar verdikleri goriilmektedir. Ornegin,
Ramada Resort Hotel yoneticisi, logo iizerindeki
simgenin R harfi oldugunu ifade ederek, marka
vurgusunun  yapildigimi  belirtmistir.  Ayni  soru
tiiketicilere soruldugunda, katilimcilarin %50’si logo
iizerindeki simgenin bir kusu cagristirdigini, %30’u ise
bu simgenin R harfi olabilecegini belirtmislerdir
(Tablo 6). Bu dogrultuda otel yoneticisinin belirttigine
gore simge R harfi olarak olusturulurken arastirma
kapsamindaki yerel halkin yaris1 aym1 simgeyi bir kus
sembolii olarak ifade etmistir. Buradan hareketle, otel
logosunun belirttigi simge ile tiiketicilerin algiladigi
simgenin farkli oldugunu ifade etmek miimkiin
olmaktadir. Katilimcilarin %30’u semboliin R harfi
oldugunu belirtmistir. Bu agidan degerlendirildiginde,
yerel halkin otel ile ayn1 dogrultuda diisiindiigii ortaya
cikmaktadir. Isis Hotel yoneticisi, logo iizerindeki
semboliin tanriga figiirli oldugunu ifade etmistir. Ayni
soru yerel halka soruldugunda, katilimeilarin %50°si
bayan figiirli, %35°1 de tanrica figiiri olarak cevap
vermistir (Tablo 6). Burada otelin logoyu olustururken
tasarladigi semboliin ismi ile tiiketicilerin ayni
sembolden algiladig1 figiirlin birbirleriyle uyumlu
oldugundan s6z etmek miimkiindiir. Zira, gerek bayan
figliri, gerekse tanriga figiirli yonilindeki cevaplar
otelin hedefledigi tanrica figiirii simgesi ile ayn1 anlami
olusturmaktadir. Son olarak Xanadu Island Hotel
yoneticisi ile yapilan goriismede, logo iizerindeki
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simgenin X harfinin Vivaldi yaz tipiyle yazim sekli
oldugu belirlenmistir. Aym soru yerel halka
soruldugunda katihmecilarin %25°1 X harfi, %20’si
Miizik notas1 ve Uzakdogu alfabesindeki bir harf

olarak cevap vermistir. Bu acidan
degerlendirildiginde, ilgili simge i¢in X harfi
yorumunu yapan katilimcilarin, otel ile aymi

dogrultuda diisiindiikleri ortaya ¢cikmaktadir (Tablo 6).

5. Sonuc ve oneriler

Logo, kurumlarm gorsel kimligini olusturmada
onemli bir gorev listlenmektedir. Tiiketici ihtiyaglarina
yonelik mal veya hizmet lireten isletmeler, tiiketicilerin
zihnine ilk olarak gorsel kimlikleriyle
girebilmektedirler. Hizmet odakli faaliyet gosteren
turizm igletmeleri i¢in de bu durum gecerlidir. Bir
turistin, herhangi bir otel isletmesini logolarindaki
estetik 0gelerin nitelikli olmasiyla tercih edebilir. Bu
acidan bakildiginda, kurumun marka degerini
artirmasiyla tiiketicilerin ilgili kurumu tercih etmesi
arasindaki dogru orantinin sonucu isletmenin
kullandig1 logonun niteligi ile ilgilidir seklinde bir
degerlendirmeden soz edilebilir.

Logo igerisinde tercih edilen yazi tipi, logonun
etkilemektedir.

Resort Hotel logosunun
cogunluk tarafindan, kolay

anlasilabilirligini Aragtirma
kapsaminda Ramada
kullandig1 yaz1 tipi
anlasilabilir, sade ve okunakli olarak ifade edilmistir.
Bu acidan bir degerlendirme yapildiginda logo
tasartm1  gergeklestirilirken, isletmenin  isminin
gorlinlir ve anlasilir olmasinin son derece Onemli
oldugunu belirtmek miimkiin olabilmektedir. Logolar
tek baglarina bir anlam ifade etmeyebilir. Bunu
nedenle igletmelerin logo icerisinde kendi isimlerini de
goriiniir kilmalar1 gerekmektedir. Ayrica, logoda
kullanilan koyu renklerin isletme adim silik
gostermemesi, igletme ismini ikinci plana atmamasi da
gerekmektedir. Logolarin tiiketici zihninde birakacagi
etki de okunakli ve algilanabilir bir yaz tipiyle dogru
orantili olabilmektedir. Logo {izerindeki yazi tipi
biiyiik puntolarla yazildiginda ya da renklerin arasinda
kaybolmadiginda tiiketici zihninde farkindalik yaratip,
olumlu etki birakabilir. Aksi yapildiginda tiiketiciler
tarafindan fark edilmeyip, isletmenin rekabet
igerisinde oldugu bagka bir kurum bir adim O&ne
cikabilir. Dolayisiyla, logo tasariminda her kurum titiz
davranmali ve isletme ismini olusturdugu yaz1 tipini,

okunakli ve anlagilabilir olarak belirlemelidir.

Logolarin renk uyumu bakimindan uyumlu olmasi
estetik agidan onemlidir. Logonun estetik bakimindan
dikkat ¢ekici nitelige sahip olmasi, isletmenin rakibi
olan diger isletmeler arasinda ayirt edilebilmesini
olanakl hale getirmektedir. Yapilan arastirmada logo
iizerindeki renk uyumu bakiminda en basarili logolarin
Ramada Resort Hotel ve Isis Hotel’e ait olan logolar
oldugu tespit edilmistir. Tiiketiciler, renk uyumunu
nitelendirirken renklerin tek renk olarak secilmesi ya
da birbiriyle ahengi olan iki rengin uyum igerisinde
kullanilmas1 gerektigini diislinerek, bu dogrultuda
yorum yapmiglardir. Buradan anlasilacagi {izere,
isletmeler logolarinda kullandiklar1 renkleri 6zenle
secip, kontrol ettikten sonra logolarin1 faaliyete
gecirmeleri  gerekmektedir. Tasarlanan logolarin
faaliyete gecirilmesi hususunda son karar vericiler olan
yonetim kurulunun renk uyumu anlaminda hassas
davranmasi isletmenin yararina olacaktir.

Isletmelerin kurumsal kimliginin bir kolu olan
logolarin olusturulmasinda diger 6nemli bir etken de
logonun  zihinde kaliciliinin  hedeflenmesidir.
Logonun zihinde kalicilig1 arastirma igerisindeki
akilda kalicilik 6gesiyle ifade edilmistir. Otel
yoneticilerine yoneltilen, logonuzun akilda kalic
oldugunu diigiiniiyor musunuz? sorusu ile, yerel halka

sorulan, gérmiis oldugunuz logolarin hangisi aklimizda

kaldi?  sorusu aynmi  dogrultuda  sorulmustur.
Tiiketicilerin ¢ogunluguna gore, Ramada Resort Hotel
ve Isis Hotel logolarn akilda kalici olarak

nitelendirilmistir. Tiiketiciler akilda kaliciligi renk
uyumu, yazi tipinin anlasilabilirligi, logo tizerindeki
figtirler ve figtirlerin hikayesi bazinda
degerlendirmistir. Ozellikle, hikayesi olan mitolojik
Ogelerin  logolarda sembol olarak kullanilmasi
tiikketicilerin dikkatini ¢ekmektedir. Ciinkii mitoloji her
dikkat ¢ekici  olmustur.  Dolayisiyla,
isletmelerin logolarinda bu tlir mitolojik 6gelere yer

vermesi tliketici zihninde farkindalik yaratacak ve

zaman

belki de isletmelerin tiiketiciler tarafindan mal veya
hizmet satin almak amaciyla tercih edilmesini
miimkiin hale getirecektir. Bu nedenle logolarin
tasarlanmasi sirasinda, hedef kitle olan tiiketicilerin
zihninde yer etmek amaglanmalidir.

Logolarin bigimsel 6zellik bakimindan bulundugu
sektorii yansitmast gerekmektedir. Bagka bir deyisle,
isletmeler faaliyet gdsterdigi sektdrle uyumlu bir logo
meydana getirmelidir. Ornegin; Tekstil sektdriinde
hizmet veren bir ayakkabi firmasinin olusturdugu
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logoyu, tiiketici incelediginde tekstil sektoriinii
animsamalidir. Bu dogrultuda, ilgili ¢alismamizda
Ramada Resort Hotel, Isis Hotel ve Xanadu Island
Hotel logolar tizerindeki otel isimleri gizlenerek yerel
halka, bu logolardan hangisi bir otele ait olabilir
seklinde bir soru yoneltildiginde tiiketicilerin biiylik
cogunlugu Isis Hotel logosunun bir otele ait
olabilecegini ifade etmistir. Tiketiciler, Isis Hotel
logosunun bir otele ait olabilecegini ifade ederken,
logo tizerindeki sembol ile birlikte denizi, giinesi, tatili
ve konukseverligi algiladiklarin1  belirtmislerdir.
Dolayisiyla, Isis Hotel’in faaliyet gosterdigi turizm
sektoriinii  logosundaki bu &gelerle pekistirdigi
yoniinde bir sonu¢ ortaya ¢ikmaktadir. Bu nedenle,
kurumlarm kendi logolarinda faaliyet gdosterdigi
sektorii tiiketicilere animsatmasi son derece Onemli
olmakla birlikte, bu durum tiiketici algisim

sekillendirici bir rol oynamaktadir.

Turizm isletmeleriyle birlikte tiim sektorlerde
faaliyet gdsteren diger isletmeler icerisinde kurumsal
kimlige biiriinen ve orgilitsel yapida ¢aligmalar iireten
bir Logo Tasarim Kurulu olusturulmasi, bu isi ehli olan
kisilerin yapmasini olanakli hale getirebilir. Logo
Tasarimi Kurulu orgiit olarak nitelendirilen herhangi
bir igletme departmani igerisinde yonetim kurulundan
bagimsiz olarak caligarak, ilgili isletmenin hedefleri,
miisteri tipi ve faaliyet gosterdigi sektor dogrultusunda
logo alternatifleri {iretmeye yonelik ¢aligmalar
yapabilir. Bu kurul igerisinde ¢alisan kisilerin logo
olusturmada tiiketici 6zelligini de dikkat alacagindan
iiniversitelerin iletisim fakiiltesi mezunu ve logoyu
bicimsel olarak estetik acidan nitelikli hale
getireceginden iiniversitelerin giizel sanatlar fakiiltesi
grafik tasarim bolimii mezunu olan kisilerden
olugmasi isletmenin yararina olacaktir.
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Extended abstract in English

There is a direct relationship between the logo and
the brand. Traditionally, a brand is defined as "a name,
term, sign, symbol, or design, or combination of them
which is intended to identify the goods and services of
one seller or group of sellers and to differentiate them
from those of competitors" (Kotler, 1997, p. 443).
Logos are one of the examples of these distinctive
signs that forms the visual identity of the brand.

As a part of the visual identity, logos are crucial for
businesses as well as for consumers. While designing
business logos, an aesthetically pleasing design creates
a positive consumer perception. The consumer
perception created by logos has an important role on
business goals-consumer perception nexus.

The effect created by the logo in the mind sets an
example for the brand's attention. Logo is important for
both businesses and consumers as being an element of
visual identity. The fact that the logo is aesthetically
pleasing in the design of the business logos enables the
perception on the consumer to produce positive results.
Perceptions of logos caused by consumers have an
important role in the relationship between business
goal and consumer perception.

Purpose of the study: The main purpose of this
research is to comparatively evaluate the goals of hotel
enterprises while designing their logos and the
perception those logos create on consumers by using a
method of surveying hotel managers and guests.

Literature: Paul Rand, one of the world's most well-
known graphic designers and a leading expert on
corporate identity defines a logo as “a flag, a signature
and a blazon. The main purpose of a logo is to
communicate with the internal or external environment
of the brand, and for this purpose, it is a sign system
that gives awareness to a brand’s visual identity.
(Henderson & Cote, 1998: 14). Logo is the
symbolization of the name of a product, company or
service using letter and pictorial elements. As critical
company and brand symbols, logos have the power to
positively or negatively influence people’s choice of a
Thus,
purchase decisions. A logo fulfills its goal if it creates
consumer perception of positive purchasing decision

product. they directly affect consumer’s

and a finalized sale is a sign of a “successful logo”.
Since a logo needs to attract attention of the consumer,

the font and color chosen during design process are of
great importance. In addition, authenticity and
straightforwardness are also important factors that
needs to be considered while designing logos. Any
alphabetical configuration that is designed to identify
by name an individual, product, service, publication or
company is called logotypes. The emblem aims to
provide many meanings with a single icon or visual. In
line with this purpose, emblem’s impact on the
consumer should be remarkable and intriguing. An
emblem can be defined as a symbol that expresses the
brand, institution or organization in the most simple
and original way (Odabasi, 2002: 175). An emblem
can be a symbol of an organization or brand by itself
or as a part of the logo.

Methodology: This research deploys a qualitative
method approach. The research was conducted on
hotel managers in Bodrum and people of various
professional groups in Isparta. The data were obtained
by face-to-face interviews with 3 hotel managers and
20 people belonging to various occupational groups
through semi-structured questionnaire in February-
April period. The data were evaluated by making direct
of the
participants as much as possible. Within the scope of
the research, 10 common questions were asked to the

references to the original expressions

managers of Ramada Resort Hotel, Isis Hotel and
Xanadu Island Hotel. The questions include: (1) What
is your goal as an organization when creating the logo?
(2) Is there any story of your logo, which is the cause
of your visual identity? (3) Who plays a role in logo
design? Does a committee or a single person decide?
(4) Have you ever participated in any logo contest with
your corporate logo? (5) Have you ever received a
positive or negative assessment of your logo by hotel
guests? 6) Do you think your corporate logo creates
awareness on people's perception? (7) Do you believe
that this awareness plays an effective role in achieving
your sales goals? (8) Do you think that your logo has a
distinctive property compared to the logos of other
institutions that you are competing in the sector? (9)
What do you think are the criteria for choosing a
successful logo? (10) Do you find yourself successful
in choosing your logo when you consider the relevant
criteria?

During the interview questions for the consumers,
initially respondents were asked which sector the logo
belongs without informing that the related logo
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belongs to a hotel. Then the following questions were
asked, (2) Which of the logos you have seen belongs
to a hotel? 3) What do the symbols on the logo mean
for you? 4) Which one is the most successful logo for
you? (5) When you consider the relationship between
logo and hotel name, which is the most successful logo
for you? (6) Which logo has the best color matching?
(7) Which of the logos you have seen stick in your
mind? (8) What logo would you use if you had a hotel?
The answers were compared with the answers of the
hotel managers to the questions related to their own
business logos.

Result and conclusion: Logo itself may not be of
great significant for the customers. For this reason,
companies need to make their names visible in the
logo. The darker colors used in logo should not

compromise the visibility of business names and
overshadow the brand. When the letters on the logo are
written on larger fonts and do not disappear in the
background color, they better stick in consumers’
minds and causes a positive impact. From an aesthetic
point of view, color harmony is also important.
Consumers propose that either a uni-color logo or a
Another
important factor in logo designing is how memorable
it is for the consumers. Particularly, logos that include

combination of two matching colors.

well-known mythological segments draw consumer
attention. In other words, business should create logo
in accordance with the sector they operate. As a result
of the survey of hotel managers and consumers, in
designing hotel logos matching colors, letter fonts,
memorability, and compatibility with the sector are
significant factors.
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1. Introduction

In November 2002, following the economic crisis
of 2001 in Turkey, the AKP as a new political party
branded as conservative democrats, blending neo-
liberal economic policies with conservative political
Islam rhetoric gained majority of votes (34.28%) to
form a single-party government. The government
followed an extensive economic and social reform
process in line with the EU accession process and
resulted in substantial economic growth, which helped
the AKP to win four consecutive elections and stay as
the ruling party till this day.

In addition to the reforms in economic and social
areas, one can observe unprecedented changes in
Turkish foreign policy orientation and rhetoric during
this period. This “new Turkish foreign policy” doctrine
includes an emphasis on increasing country’s soft
power particularly towards targeted regions. This
article examines the relation between “targeted soft
power” goals in Turkish foreign policy and their
impact on the origins of tourists visiting the country.
The research question of the article is “how targeted
soft power approach in new Turkish foreign policy
affect the tourist profile of the country?”

In answering this question, the article first defines
“targeted soft power” based on the literature on trade
mark concept of “soft power” by Joseph Nye. It then
puts forward the new priorities in Turkish foreign
policy since 2002. Finally, it addresses the soft power
targets of Turkey and how they correlate with the
origins of in-bound tourists. The findings show a
strong correlation between targeted regions where
Turkey tries to increase its soft power and number of
tourists visiting the country from these regions. The
results of this article lead the way to further research
on how foreign policy priorities of tourism-based
emerging economies can impact the number and
origins of tourists.

2. The Turkish new foreign policy

In addition to several economic and social reforms,
the AKP government, since coming to power in 2002,
is responsible for unprecedented changes in Turkish
foreign policy. Party leaders such as Recep Tayyip
Erdogan (Prime Minister of Turkey 2003-2011,
President of Turkey 2014-today) and Abdullah Gul
(Prime Minister of Turkey 2002-2003, Deputy Prime

Minister and Minister of Foreign Affairs 2003-2007,
President of Turkey 2007-2014), as well as several
party elites contributed to the changes in Turkish
foreign policy during the AKP government. Turkish
scholar Pinar Ipek (2015), based on Goldstein and
Keohane’s theoretical approach, attributes the changes
in Turkish foreign policy to the convergence of
principled and causal beliefs of AKP elites. She points
out some of the major actors in AKP government who
were influential on shaping AKP’s foreign policy
vision.

Among these elites Ahmet Davutoglu (Chief
Advisor of Foreign Policy to the Prime Minister 2003-
2009, Minister of Foreign Affairs 2009-2014, Prime
Minister 2014-2016) is one of the most influential
figures in shaping Turkey’s foreign policy. Davutoglu
in his book “Strategic Depth: Turkey’s International
Position” (2001) formulated a new foreign policy
approach for Turkey, which was the blueprint for
Turkish foreign policy under the AKP government.
The idea of Strategic Depth is rather a simple one.
Turkey, due to its unique geographic location between
Asia, Europe and Africa as well its historical and
cultural ties inherited from the Ottoman era, has the
responsibility to be an active agent in its region.
Turkey’s foreign policy cannot be reduced to one
dimension or one region like the West, as it has been
the case during the Cold War.

During his post as Minister of Foreign Affairs,
Davutoglu wrote an article to Center for Strategic
Research (2011) where he summarizes the strengths of
Turkish Foreign Policy. Firstly, he states that the new
Turkish foreign policy “is formulated with reference to
a holistic understanding of historical trends and a sense
“historical depth,

rich legacy in

of active agency”. Turkey’s
geographical positioning and
international affairs” enables it to formulate a foreign
policy through “a solid and rational judgment of the
long-term historical trends and an understanding of
where we are situated in the greater trajectory of world
history”.

Secondly, Turkey can build a “proactive foreign
policy” as it has established a stable and peaceful
domestic order. Since Turkey has established the
security-freedom balance, now it is “more self-
confident about its international position, and is trusted
by its neighbors and the international community”.

Copyright © 2015 by JTTR

ISSN: 2548-7583



Journal of Tourism Theory and Research, 5(1) 67

And thirdly, Turkey is reintegrating with its neighbors
and consolidating ties with its region. He claims that
one of the strengths of the new Turkish foreign policy
is reconnecting with the people in its region “with
whom we shared a common history and are poised to
have a common destiny”.

In the same article, he states that Turkey is
following a value-based foreign policy while
defending its national interests by assuming “the
responsibilities of a global actor” and being recognized
“as a wise country in the international community”.
While becoming a wise country, he continues that
Turkey needs “new instruments which might be
missing in Turkey’s traditional foreign policy toolkit”.

Another party elite, Ibrahim Kalin (special advisor
to Recep Tayyip Erdogan during his Prime Ministry
and Presidency), also comes from an academic
background like Davutoglu and draws a map of the
changing international environment and Turkey’s
position in his writings. He often emphasizes the
changes in power centers in the world and the declining
importance of the West in world affairs. In a 2009
article in Insight Turkey, he calls for a new vision and
geographical imagination for Turkey in the 21%
century. He also claims that Turkey, which he defines
as “a modern country larger than a nation-state and
smaller than an empire”, still has power and
responsibilities over “Turks, Arabs, Persians, Kurds,
Bosnians, Macedonians and others in its vast
neighborhood”. Putting Turkey in a central position in
the region due to its history, geography and culture is
mirroring Davutoglu’s “Strategic Depth” vision for

Turkish foreign policy.

The principles he puts forward for Turkish foreign
policy includes a new imagination, a different geo-
strategic map and a new set of tools. The new
imagination contains moving ahead of the “bridge”
country image to a central position. The new geo-
strategic map means engaging with previously ignored
regions of the world while maintaining relations with
traditional partners. And the new set of tools entitles
moving beyond the traditional hard power-oriented
tools to ones that meet the changing nature of the
international environment such as soft power
generating tools of foreign policy. His use of the
concept of soft power is rather broader than the original
definition of Joseph Nye. He suggests that “soft power

in the non-Western world...is grounded in some larger
concepts of cultural affinity, historical companionship,
geographical proximity, social imagery and how all of
these create a sense of belonging”.

As can be seen from the writings of the architects
of new Turkish foreign policy, Turkey in this new era
put emphasis on increasing its soft power particularly
towards targeted regions, most of which has been
ignored since the Westernization project of republic
era. Before moving forward with policies that Turkey
has been using in order to increase it is soft power in
target regions and its relation to origins of tourists
visiting country, it is timely to define and
conceptualize “targeted soft power”.

3. Targeted soft power and its place in Turkish new
foreign policy

Despite  their fundamental differences on
theoretical, conceptual and methodological issues, one
commonality —among established International
Relations approaches such as Realism, Liberalism,
Constructivism, Feminism, Post-Modernism is that
power matters in international relations. Since the
beginning of the academic field in early 20" century,
there is an on-going scholarly debate about material
versus relational understanding of power.

A frequently used definition of power by Robert A.
Dahl (1957) defines power as “A causing B to do
something that B would not do otherwise”. This
approach sees power in terms on material resources
such as military, economy and demographics. Power
as relation approach can be traced back to Lasswell and
Kaplan’s seminal work “Power and Society” (1950).
This type of power as defined by in Baldwin’s (2002)
article “is an actual or potential relationship between
two or more actors (persons, states, groups, etc.) rather
than a property of anyone of them”. Based on this
division about power some IR scholars focuses on
“brute material forces” while others on “ideas and
1999). Embedded in
relational approach of power, norms, values, ideas and
cultural contexts matter in defining power.

cultural contexts” (Wendt,

Based on this century long debate Joseph Nye
(1990; 2004; 2007; 2011) introduced the concept of
“soft power” which he defines as “the ability of affect
others through the co-optive means of framing the
agenda, persuading, and eliciting positive attraction in
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order to obtain preferred outcomes” (Nye, 2011: 20).
He adds that “the ability to establish preferences tends
to be associated with intangible assets such as an
attractive personality, culture, political values and
institutions, and policies...” (Nye, 2004, p. 6). He
states that “all power depends on context-who relates
to whom under what circumstances-but soft power
depends more than hard power upon the existence of
willing interpreters and receivers (p. 15-16). He also
claims that culture is a source of soft power “in places
where it is attractive to others” (p. 11).

By reading Joseph Nye’s concept in depth, we can
understand that soft power is related to context which
includes culture and other similarities between nations.
Therefore, while countries are trying to increase their
soft power, they can do so focusing on overall soft
power of the country or relative soft power based on
targeted regions, states or groups of individuals. Some
policies can add to the soft power of a country in the
eyes of international community in general while other
policies can be more channeled towards certain targets.
By this understanding [ introduce the concept of
“targeted soft power”, which is defined as
“attractiveness of a country towards a particular nation,
public or a group of individuals in order to gain
recognized power status and influence policies in line
with national interests of the home country”.

Soft power lays in the center of new geo-political
rhythmic, proactive and
foreign policy of Turkey, as

imagination,
multidimensional
repeatedly stated in Turkish foreign policy rhetoric. In
addition to increasing its military capabilities and
economic growth, Turkey has invested a considerable
amount of resources on soft power generating policies
and institutions over the last decade. In line with
primary resources of soft power which are “the
attractiveness of a country’s culture, political notions
and policies”, Turkey has been following a foreign
policy particularly rooted in this value-based definition
of power.

Cultural attractiveness is particularly emphasized
by Turkish foreign elites. For example, Ibrahim Kalin
(2011) notes that “Turkey’s soft power is different
from that of other countries in its form and content.
Turkey’s soft power potential, which extends from the
Balkans and the Middle East to inner parts of Central

Asia, emerges from the cultural and historical

experience it has inherited”. Similarly, influential
International Relations scholar Meliha Altunisik
(2008) praises increasing soft power of Turkey in its
region by stating that “it is clear that in recent years
Turkey’s soft power in the region has increased. Thus,
Turkey’s military and economic might in the region is
now supported by its soft power, particularly through
its increasing attractiveness and its ties with conflicting
actors in the region”.

Cultural affinity and geographical proximity are
two main pillars of Turkish soft power policies.
Therefore, it can be argued that Turkey tries to increase
its soft power in a targeted fashion. Targeted soft
power aims to increase attractiveness of a country
towards a particular nation, public or a group of
individuals with the goal of creating friendly relations
in order to influence policies in line with national
interests of the home country. The remainder of this
article focuses on whether or not Turkey’s target soft
power policies affect the origins of tourists visiting the
country.

4. Tools of targeted soft power for Turkey

During the AKP government, Turkey has created
several government institutions while redefining the
roles of the existing ones in line with its targeted soft
power policies. Public diplomacy efforts were in the
center of this policy supported by several
governmental and non-governmental institutions such
as TIKA (Turkish International Cooperation and
Development Agency), the Ministry of Foreign
Affairs, the Ministry of Tourism and Culture, The

Presidency for Turks Abroad and Related
Communities, TRT  (the Turkish  National
Broadcaster), Anadolu Agency (Turkish semi-

governmental news agency), Kizilay (the Turkish Red
Crescent), the Yunus Emre Foundation (the Turkish
cultural foundation), and several non-governmental
organizations. With the goal of increasing coordination
among these institutions towards a common goal of
increasing Turkey’s targeted soft power with political,
diplomatic, economic and cultural activities, The
Office of Public Diplomacy under the Prime Minister’s
Office was founded in January 2010 with the motto of
“Turkey has a message and a story to share”.

During this period Turkey used several visible tools
to contribute to its targeted soft power policies. One of
the activities that Turkey pursued over the last 15 years
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was to increase its diplomatic missions. Increasing
official representation of Turkey abroad was one of the
tools that was emphasized in multi-dimensional
foreign policy vision of Ahmet Davutoglu as he states
that “our axis is in Ankara, and our horizon is 360
degrees” (kdk.gov.tr). During this period number of
Turkey’s diplomatic missions increased from 163 in
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2002 to 228 in 2015. The highest number of increases
in Turkish diplomatic missions happened respectively
in Africa and Asia. In 2002, among 54 countries in
Africa, Turkey only had 12 embassies and 2
consulates. In 2015, this number increased to 39
embassies and 4 consulates.
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Figure 1. Turkish diplomatic missions in 2002 and 2014

Number of foreign students in higher education has
been used as one of the indicators of a country’s
attractiveness in several indexes. Increasing number of
foreign students in a country is correlated with a
country’s soft power. According to UNESCO data

base on in-bound internationally mobile students, the
number of foreign students in Turkey has increased
from 18.337 in 2002 to 72.178 in 2015, approximately
300% increase (Unesco.org).

2015

m Europe
m Asia
m Africa
N. America

m S. America

Figure 2. Percentage of in-bound foreign students by continent in 2002 and 2015

The highest increase in absolute number of foreign
students in Turkey was from Asia region which
includes the Middle East. While the number of students
from Asia was 10.504 in 2002, it reached 51.597 in
2015. The number of students from Africa region

reached 9.125 in 2016 from only 376 in 2002. The
highest percentage increase in foreign students in
Turkey has been from this continent. In the same
period, foreign students from Europe, despite its
geographic proximity, did not show any dramatic
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change with 5.367 in 2002 and 5.497 in 2009. With
increasing availability of scholarships to students from
Eastern Europe and the Balkans, number of foreign
students from Europe reached to 10.435 in 2015. As
can be seen in the graph, number of foreign students in
Turkey by region shows a correlation with the regions
where Turkey is seeking targeted soft power.

Table 1. Soup opera exports by country

Targeted Targeted

Regions Regions Other
Afghanistan Lebanon Germany
Albania Macedonia Austria
Azerbaijan Malaysia Czechia
U.AE. Egypt China
Bahrain Uzbekistan Estonia
Bosnia
Herzegovina Pakistan Croatia
Brunei Romania Sweden
Bulgaria Syria Switzerland
Algeria Tunisia Japan
Indonesia Oman Korea
Morocco Jordan Latvia
Georgia Yemen Lithuania
Iraq Ukraine Hungary
Iran Greece Russia
Montenegro Slovakia
Qatar Slovenia
Kazakhstan Thailand
Kuwait Taiwan
Libya Vietnam

Promoting a country’s culture and values through
movie and TV show industry is not a new practice. The
Hollywood was an effective tool in the hands of US
government during the Cold War to gain worldwide
attractiveness to liberal Western values and the
Hollywood effect is still relevant today. Within the last
decade, Turkey has also started to use this tool
particularly through its high-quality production soap
operas. According to Turkish Ministry of Culture and
Tourism, 70 Turkish soap operas are broadcast in 75
countries across the world as of 2014. In addition to its
contribution to the country’s economy, “reaching some
of the highest ratings in the countries they are
broadcast, Turkish soap operas contribute to Turkey’s
image as a strong means of soft power” as stated in the
website of the Office of Public Diplomacy.

Airlines companies have a crucial role on

international tourism and integrating between tourists

and destinations in the world (Demir, 2017). Turkish
Airlines (THY) is arguably the most recognizable
national brand of Turkey. National brands, according
to Gaye Asli Sancar (2015), “serve as tools to
communicate the public diplomacy” by contributing to
“the familiarity, reputation, and quality of the country
in question all over the world”. Turkish government in
recent years put special emphasis on the growth of
THY and as its flag-ship carrier, it is used as an
economic, political and soft power tool, and “one of
the dynamos of Turkey’s active foreign policy”
(kdk.gov.tr). Awarded as best airline in Europe for four
consecutive years, THY now flies to 264 destinations,
219 of which are international. While flying to 55
countries in 2002, THY increased its destination
countries to 108 in 2015, which makes it the airlines
that flies to the highest number of countries in the
world. In addition to its contribution to Turkey’s
economy with 11.1 billion dollars revenue and 603
million dollars net operating profit in 2013, it is used
as a soft power tool following a growth strategy in line
with the priorities of Turkish foreign policy. The
highest increase in THY flights was observed to the
targeted regions of Turkish foreign policy particularly
in Africa, the Middle East and Asia. Since 2002,
destinations in Africa increased from 4 to 42, in the
Middle East from 111 to 34 and in Asia from 15 to 45
(kdk.gov.tr).

Official development assistance (ODA) was added
to Turkey’s foreign policy toolkit and have been an
integral part of the targeted soft power policy. The
Turkish model of foreign aid is neither purely based on
security or economic interest of Turkey nor needs and
democratic performances of the recipient countries.
Rather Turkey’s goal with its development assistance
policy is to create a network of states, nations and
groups of individuals that has a positive view of
Turkey and willing to support Turkey towards reaching
its ambitions of becoming a regional power and an
active agent in international affairs. In doing so,
Turkey focuses on a targeted audience that is
historically, geographically or culturally similar to
itself as it expects to see the highest return for its
investment in terms of soft power. Therefore, cultural
affinity and historical ties are the main determinants of
Turkish aid during this period.

As the evidence supports, Turkey uses several tools
to increase its soft power in target regions during the
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period studied here. The following part addresses the
main question of this article that whether or not the
origins of tourists visiting Turkey during this period
have been affected by the target soft power policies of
90
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Turkey. In other words, do we observe a correlation
between origins of in-bound tourists and the regions
targeted by soft power policies of the new Turkish
foreign policy?

l _l

Asia

Europe

m2002 m2015

Figure 3. Number of THY international flights by region in 2002 and 2015

5. Correlation between targeted soft power and in-
bound tourists

Figure 5 below compares the number of tourists
visiting Turkey from 15 OECD countries in 2002 and
2017. These countries are outside of Turkey’s targeted
soft power regions within the new Turkish foreign

policy. Although important trading partners of Turkey
and traditional origins of in-bounds tourists to Turkey,
during the time period studied in article, we do not
observe a significant increase in number of tourists
from these countries. In fact, in the case of Austria,
Italy, Ireland and Japan, there is decrease in visitors
since 2002.
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Figure 4. Top 10 recipients of Turkish ODA in 2015
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Figure 5. In-bound tourists to Turkey from 15 OECD countries in 2002 and 2017
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Figure 6. In-bound tourists to Turkey from 15 targeted countries in 2002 and 2017
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Figure 6, on the other hand, shows an opposite trend
in number of tourists from targeted regions of Turkey’s
new foreign policy. It is evident that there is a drastic
increase in number of tourists from 15 countries that
are culturally and historically similar to Turkey, which
are the main targets of Turkish soft power policies. As
argued in this article, Turkey mainly focuses on
regions that has a cultural or historical tie, which
includes countries in former Ottoman territories, such
as the Middle East and the Balkans, Turkic republics
in Central Asia, and majority Muslim countries in
Affica.

In all the 15 countries in the figure that are within
the targeted regions for Turkey, we see a significant
increase in number of in-bound tourists as high as
25,15, and 5 folds for Saudi Arabia, Georgia and Iran,
respectively. The relatively stable number of tourists
from OECD countries and the dramatic increase in
number of visitors from targeted regions cannot be
explained with natural fluctuation of tourists to
Turkey. It is a result of a planned shift of foreign policy
priorities for Turkey, particularly a result of its targeted
soft power policies.

There is a visible correlation between origins of
tourists visiting Turkey and official development
assistance recipients, importers of Turkish soup
operas, new destinations of THY flights, origins of in-
bound foreign students and other tools of target soft
power for Turkey. Therefore, we can conclude that for
an emerging economy with a significant tourism
industry, a foreign policy approach that prioritizes
targeted soft power can affect the origins of in-bound
tourists.

6. Conclusion

With its “new Turkish foreign policy” doctrine
under AKP government, Turkey reoriented its foreign
policy priorities within the last two decades. Seeking a
recognized regional power status, the AKP foreign
policy elites have been using several tools including
increasing countries soft power particularly within
targeted regions. Turkey has invested in soft power
generating policies towards regions where it has
historical and cultural ties. This article studies the
impact of targeted soft power policies of Turkey on in-
bound tourists visiting the countries. The data shows a

correlation between the regions that are targeted by
Turkey’s soft initiatives and number of tourists visiting
the country from countries in these regions.

The finding of this study is preliminary and only
leads the way for further research on this topic. This
article only puts forward a hypothesis that there is a
positive correlation between soft power target regions
and number of in-bound tourists from those regions. To
argue a causation between the two, further quantitative
analyses are necessary A study that includes several
other emerging economies with serious tourism
industry and a cross-sectional time-series analysis of
factors that affect the origins of in-bound tourists can
yield more robust results.
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