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ABSTRACT
gfg;"fcrtdfr; rovement As skiing practice has not changed much in the past decades, an improved product is a
Competiti Orﬁ) necessity to be competitive in the market. The purpose of this study was to develop a new ski-
Ski School instruction approach in the children’s market. A selection of 777 children over two
Social Skills consecutive winter seasons were taught in the first season with a standard instruction
Youth Training approach and then an improved instruction approach based on neuroscientific findings in
Austria the following season. The results of the study were that the improved approach significantly

developed not only the speed of learning, but also the overall achieved skiing and satisfaction
level. Traditional parameters (group size, ski length, etc.) are not as important as previously
considered. By setting the focus for a succeeding ski lesson more on social skills (capacity
for teamwork, cooperation, motivation, empathy, and interaction) children satisfaction can
be improved.
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influence the product ski lessons. A new approach
for instructing children to ski within an Austrian
ski school has been developed according to the
most up-to-date educational methods based on
paediatric neurology and pedagogy. In order to
achieve this goal, the Ski School Toni Gruber was
selected as the case study organisation. The new
learning approaches have raised the need for study
regarding the effects of emotions and relationships
on a ski lesson. It would be very valuable to learn
if a new, differentiated approach of instructing
children, according to the modern educational

1. Introduction

It is obvious that most of the offers from the ski
schools are identical and replaceable. As skiing
has not changed much in the past decades, an
improved product is a necessity to stay and to be
competitive in the market. Most of the ski schools
place greater emphasis on external factors to be
different; however, the core product remains the
same. Contemporary skiing instruction can be a
source of differentiation; therefore, contemporary
scientific findings of learning should be injected
into the teaching methods. An important part of

the product is the quality of the instruction.

The aim of this study is to develop a new and
differentiated ski instruction approach to tap the
full potential of the youth market in Austrian ski
schools. This study scrutinises the factors that

methods based on neuropsychology and pedagogy
could have a positive effect on their satisfaction
and thus strengthen the position of a ski school
with a new high quality product and an improved
brand image. Consequently, the following
research questions were considered:
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1. Would a new ski-instruction approach for
children, as this is the prominent market segment,
based on neuroscientific findings lead to more
customer/child satisfaction?

2. What factors of a new skiing instruction
approach must be considered to attract more
customers/children?

2. Literature Review
New Curriculum and a New Approach to

Quality

For decades general ski lessons consisted of a ski
instructor in front of a group of 10-12 people
forming a snake of learners zigzagging down the
slopes. This was quite reasonable for the first few
in the snake, but the longer the snake was, the less
the children would profit because the model for
skiing would be the individual in front, perhaps an
even worse skier. Clever ski instructors may rotate
the snake so that by the end of the day everyone
would have had the chance to ski behind the ski
instructor at least once. One of the biggest
challenges is the gap between the needs of the
individuals and the group. The task for a ski
instructor is to create a supportive environment for
each individual, to fine-tune different offers on the
different needs of learners, and to combine this
with an amusing experience for the whole group.
These efforts necessitate the ability to differentiate
and competently diagnose the status quo and the
individual needs of each child in a challenging
skiing environment. Therefore, the optimum
would be to create individual ways of learning for
each of the children and form a learning
environment where children can have a self-reliant
learning experience within a highly heterogeneous
group of individuals. Within the framework, each
instructor needs to create opportunities in which
each learner can maximise her/his success and
learn in a satisfying way. Successful learning is a
mixture of individual and cooperative work
(Dyson and Casey, 2016). In this context, social-
emotional relationships become essential. At this
point, ‘learning on models’ and ‘follow me’
approaches have become important. By watching
and imitating others, we learn language, attitudes,
orientation, sympathy, autonomy, aggression, and

motor-skills. This is where mirror neurons come
into play (Brucker et al., 2015; lacoboni, 2009).

Mirror Neurons

Mirror neurons form in the brain of an observing
person, not only actions, but also sentiments and
emotions. Out of these elements, mirror neurons
form finally an overall picture that we gain of
others together with their emotional attitudes, their
motivations, and their strategies. People, whom
we are dealing a lot and intensively with, leave in
us a sort of picture that changes us and even, can
become a part of us (Bauer, 2007, 24-25).

In the learning process, a new motion is stored in
our brains as well as how the action feels. The
better we feel while learning something, which
depends, for example, on self-effectiveness and
the reward we get out of it, the faster we learn. The
overall experience of a successful ski lesson can
be improved drastically. In this regard, a
competent, well-trained ski instructor is thus seen
as the key driver of improved ski instruction and
the creation of positive emotions and a supportive
learning environment. However, that is easier said
than done, because intensive research on the
functioning of the brain and the discovery of
mirror neurons shed a different light on current
views.

Neuroscientists have been researching how our
brains work as an isolated organ in a single
individual but not in relationship to others. They
were not looking for the way we intuitively share
our experiences, our thoughts, or emotions.
However, with the discovery of mirror neurons
that argument has changed completely. These
unimposing neurons amaze with their double
functions. They discharge while coordinating
goal-directed actions, no matter whether an
individual performs them or just watches others
(Billard, 2001; Immordino-Yang, 2008).
According to that, they are found in the areas of
the brain where actions are planned and initiated,
for example, in the primary motor-cortex where
they have the task to plan and coordinate complex
motion sequences (Rizzolatti and Craighero,
2004; Mattar and Gribble, 2005). The scientists
from the University of Parma (Gallese et al., 1996)
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discovered that by just watching other people
doing certain motion sequences (that is violinists
watching other musicians playing a concert), areas
in our brains were triggered that are combined
with motion sequences. This means that simple
observations launch an inner simulation, an
imitativeness of foreign actions. When a pianist
listens to piano music, neurons in areas in the brain
that control and coordinate the movement of the
fingers would fire the same way as they would if
he/she were playing the piano. In the course of
research over the past 20 years, it has turned out
that the phenomenon of mirroring other people is
of central importance for gaining and passing on
knowledge. It is the key to detect the intentions of
our counterparts, providing information about
what the people next to us feel and allowing us to
sympathise with their joy or pain. In sum, it can be
said that mirror neurons are the basis of emotional
intelligence. They are the neuro-biological reason
for empathy and provide us with the ability to
love. Mirror neurons build a sort of social
resonance system, which is activated by watching
others’ gestures and facial expressions (Gallese,
2001). Mirror neurons can be found congenitally
but form between the ages of three and four.
Mirror neurons have a neurobiological correlation
with ‘learning on models’ (Zemlin, 2013), and
they are the place where all knowledge based on
experience is stored. They are exceptionally
important for teaching and learning. Furthermore,
they are not only responsible for knowledge
transfer between persons but also from generation
to generation (that is cultural knowledge) (Iriki,
2006; Immordino-Yang, 2008; Arbib, 2011).

No matter whether these findings really influence
the way we learn new things or understand others’
emotions by creating an inner movie in ourselves,
they have led us to rethink the way we have taught
skiing for decades, towards a more modern,
customer-centred approach. For this reason,
customer satisfaction to tap the full potential of
learners in Austrian ski schools should be looked
more closely.

3. Research Methodology
Study Design

The empirical study was designed as a
longitudinal study of two samples of children, who
visited the ski school in the winter seasons
2012/13 and 2013/14, in order to evaluate the
skiing progress and customer satisfaction with two
different skiing curricula, the standard skiing
instruction approach in the first season and a
differentiated new instruction approach in the
following. It contained, on one hand, an evaluation
of their progress in learning how to ski over a
period of three days for each group and, on the
other hand, a questionnaire that examined the
satisfaction of the customers with the ski lessons.
The focal point is the determination and
comparison of the differences between the results
of the conventional method and the changed
skiing educational method.

Participants of the Study

For the field research, a sample of juvenile skiers
(between 8 and 18 years of age) being part of
English school classes, as they represent the most
homogenous sample of children in every season,
over the winter seasons 2012/13 (n = 369) and
2013/14 (n = 408) were recruited (December 2012
to April 2013 and December 2013 to April 2014).
The following preconditions of the sample were
important. All interviewed respondents were part
of the predominant market segment ‘children’,
were participating in a ski course lasting five to six
days. Therefore, they met the specification of a
minimum of three days of skiing, and were part of
an English school group. The English ski
instructors are core personnel during a season and
do not change between consecutive seasons.

Description of the Case

The investigation for this research was performed
at the Ski School Toni Gruber, which was
established by Toni Gruber (state certified ski
instructor, snowboard instructor, and guide) in
December 1989 in Austria. In an average winter
season, a turnover of 391,500 euro can be
achieved over a period of 18 weeks. High season
periods are around Christmas, February (half
term), and Easter. The number of employees
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varies per week between 20 and 110. Additionally,
two secretaries are employed, one half-time and
one part-time. The Ski School Toni Gruber in
Sankt Johann/Pongau offers a variety of
possibilities to learn or improve technical skills in
skiing and snowboarding. Lessons start from a
minimum of a one-hour private lesson up to six
days of group lessons with a maximum of five
hours of instruction per day. Children are
instructed in separated classes either in skiing
(Alpine, cross-country, telemark) or
snowboarding.

The Customers and Market

There are two main customer groups: children and
adults. Children come mostly from England,
Germany, the Netherlands, Denmark, and Austria.
Children ski lessons start at about three years of
age (kindergarten kids) and go up to 16 years of
age. Adult lessons start with 17 years of age and
are not limited upwards. Although most of the
people learn to ski in their childhood (Arbesser et
al., 2008), it is quite interesting to see that
obviously only a few ski schools really
concentrate on and give their attention to this
group of customers. Only a few ski schools in
Austria focus specifically on children, although
each ski school has its own children ski area where
several ski instructors look after the children. The
prices of ski lessons are not substantially different
in the offerings from all the ski schools.

Problem Statement of the Case

The management of the school has decided to
differentiate the present instruction approach.
Their first thoughts about improving the ski
schools’ curricula were mainly about optimising
extrinsic/external/technical factors like ski length,
group size, time, etc. They conducted a survey
with a focus groups to figure out what measures
must be taken to increase progress and fun in
skiing. They founded expert groups that made
suggestions that they thought would benefit the
customer. In the end, it turned out that none of
these measures would be interesting enough for
the customers. The speed of learning how to ski
was considered by the ski school managers as one
of the main factors for enjoying ski lessons.

Unexpectedly, people indicated that the quality of
ski lessons made them more valuable for them, not
the speed of progress or the achieved skills or
difficulty levels, which the managers and other
experts thought would be important. Customers
explicitly indicated that they should focus not on
the packaging, but on the product itself (ski
lesson).

Procedures of the Study, Data Collection, and
Evaluation

In a designed questionnaire, a number of
demographic criteria were collected. These
variables (age, body height, weight, gender, ski
length, group size, ability, etc.) have generally
been considered essential for making progress in
learning how to ski. The ‘progress tool’ consisted
of the basic milestones in learning how to ski
counting from A upwards to Q, which was filled
in along a timeline of 15 hours.

Table 1: Basic Skills and Milestones on the Way to Skiing

Beginners | A Get familiar with equipment, carry
skis, put them on, etc.

B  Improve balance, exercises

left/right, up/down, with and w/o

poles, schussing

Snowplow, controlled stop

Left and right turns

Linking turns

Use of ski-lift  (preparation,

information, exercises in flat)

Improve snowplow and turns, pick

up speed

Use of chairlifts

Ski longer blue runs

Use of edges, side slipping

Traversing

Carving Basic

Use of ski-poles

Parallel Steering - long radius

Parallel Steering - short radius

Carving - long radius

Carving - short radius

mmogoO

()

Advanced

O ovozZZIr X< —I

By means of the standardised scale/scheme, the
children’s progress could easily be assessed by
specially coached instructors, rendering reliable
results that could be easily reproduced. The basic
assumption to achieve more customer satisfaction
and subsequently a bigger market share was a
changed instruction approach. There are only a
few variables that influence the progress of the
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learning how to ski. Among them, ski length in
relation to body height, the group size, as smaller
groups would mean that the instructor could teach
each child more, and finally the time factor, as it
was assumed that faster progress would also mean
higher satisfaction. Therefore, the designed survey
measured the progress over a three-day period and
put this progress in relation to the skiers’ ability at
the beginning (beginner or advanced) of the
course, the ski length, and the group size. The
three-day period is considered by the ski
instructors as the time a fit person of average talent
would need to advance from beginner to advanced
with the help of a highly qualified instructor. On
an evaluation form, the ski instructor rated the
progress over a period of three days, each day
having five hours of ski lessons. Fifteen hours of
instruction should be the average for learning and
teaching the basics.

Ski lessons were anonymously rated by the
children after the last day of their course by a form
containing questions that were considered
essential by an expert group prior to the study. The
child satisfaction questionnaire was handed out to
the children who rated their experience of the last
three days. Survey questions were designed based
on a Likert scale with school Grades 1 to 4.

4. Results
Reliability and Bias

The results are considered reliable, as the skiing
progress was evaluated in completely different
weather conditions, sunshine, snowstorm, good
and bad snow, over quite a long period of time
(December 2012 to April 2013 and December
2013 to April 2014). In the beginning, the
researchers thought that there could be a bias in
the study, as perhaps some of the especially
committed ski instructors would rate their children
better by thinking that they could be
complimented on their work. However, it turned
out that their work was reliable, and the results
completely met the expectations of ability
distributions within an instructed group, as some
proceeded faster and some did not. The replication
of the results in the second season in the follow-
up proved this. By maintaining anonymity in the
satisfaction survey, it is ensured that the answers

were filled in correctly. The data collected
remained blinded throughout the process. When
evaluating the data of the first season, the
researchers were cautious about the interpretation
of the data because all customers were rather
content with the services. Furthermore, the
reliability of the questions by measuring the
internal consistency with Cronbach’s alpha has
been evaluated. According to the SPSS results, the
calculated alpha value was 0.711 that is
considered as reliable (Nunnally, 1978: 245).
Similar results in the second season back these
findings.

Results for the Season 2012/13

A sample of 369 children who were instructed
according to the ‘old’/typical instruction approach
was assessed in the winter season 2012/13 by their
instructors. Before the age of 17, mainly girls were
attending the courses, and 62 percent never
previously stood on skis. Almost 62 percent of the
girls wanted to learn how to ski, whereas in the
advanced sample, the ratio of female to male was
almost equal. On the other hand, beginners
dominated the market. Almost two-thirds of the
children (231) were 13 and 14 years old.

Table 2. Distribution of beginners and advanced children
the season 2012/13

Gender Beginners Advanced

Number % Number %
Female 140 61.4% 67 47.5%
Male 88 38.6% 74 52.5%
Total 228 100% 141 100%

Customer satisfaction was measured with school
Grades 1 to 4. This was correlated with the highest
skill level reached after 15 hours of instruction.
Children who progressed less were unhappier with
the course they attended. The main complaint was
that children felt that there was not enough time.
Also, a lack of personal progress was criticised.

Main Study Results for the Season 2013/14

After creating a new instruction approach, training
the ski instructors beforehand and changing the
focus to factors like personal interaction, a
concentration on positive feedback and positive
reinforcement, and the abilities that already work
well, the researchers went out in the following
season to test their assumptions. In total, 408
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children were interviewed out of which 218 were
girls and 190 boys (55 percent vs 45 percent). The
average age was 14 years.

Table 3. Distribution of Beginners and Advanced Children

the Season 2013/14
Gender Beginners Advanced
Number % Number %
Female 168 57.9% 50 42.4%
Male 122 42.1% 68 57.6%
Total 290 100% 118 100%

Out of the more than 400 respondents, 71 percent
were beginners, and their group sizes were 10.4
children on average, which was a bit higher than
the advanced skiers whose groups had only 9.8
people on average. While among the beginners,
the female skiers represented 57.9 percent of the
total, among the advanced skiers the ratio was
almost vice versa.

The overall progress in the season 2013/14 was
better than the previous season. The average skill
level after a three-day course was ‘traversing’
(two notches higher than the first season level on
the skill ladder; see Table 1), and the highest
overall skill reached was ‘carving - short radius’,
which was also a higher level than the previous
year. The learning curve also showed no
stagnation after 12 hours, but proceeded
continuously.

Furthermore, the results showed an overall
increase of customer satisfaction in the winter
season 2013/14. The ‘sufficiency of time’ factor
that was underlined in the first season was not
considered significant in the subsequent analysis
period. Furthermore, the average satisfaction of
the children interviewed increased in every aspect.

5. Discussion and Conclusions

In the aftermath of the economic crisis in 2008, the
ski schools have been considered a vital part of the
winter tourism industry in Austria. They need to
be overhauled in order to be better prepared for
future crises. By scrutinising the ski school
landscape, a complete standstill is recognisable by
the absolutely interchangeable offers, which
would only differ in the colours of the ski school
uniforms or the names of the ski school mascots.
Placing emphasis and investment on logos,
slogans, colours, labels are very common
activities on the way of developing brands

(Guschwan, 2016). Therefore, in the beginning, it
was very hard to determine the factors to renew
and improve the existing product (ski lesson).

Discussion of Demographic Results

Empirical results of this study, observations, and
interpretations provide insight for the industry and
academic arena. Surprisingly, more girls than boys
wanted to learn how to ski. Under 17 years of age,
girls are the main customers. With the purpose of
meeting the demands of the girls in a ski lesson,
the focus on social skills and successful
relationships is certainly a big advantage and can
provide success and satisfaction opportunities for
all parties. Furthermore, the researchers have
learned that focusing on external factors like
group size or ski length did not yield the result that
children learned skiing faster nor were they
satisfied with the ski lesson. The concentration on
social skills, such as the ability to recognise the
special needs of each child or to set adequate goals
for a given situation is more important to a
successful and motivating atmosphere than
anything else. For the effectiveness of the
instruction program, special educational needs of
the children should be mapped and social skills
play the key roles in this process (Vlachou et al.,
2016). By tweaking only minor aspects in the
workings of a ski school and its main product,
namely ski lessons, the whole system will operate
in a different way in the future. Since the training
of instructors continues to take place according to
the usual and proven standards in Austria, the ski
school will develop an internal training approach
after which their instructors will receive additional
training.  Instructional  videos,  especially
developed training materials, weekly training
sessions, or regular supervision could be a part of
it.

For advanced skiers, ski lessons are probably not
attractive anymore. In this study, the beginners
formed the majority of children, and in the
beginner group, the girls dominated, whereas the
genders were almost equally distributed among
the advanced skiers. One of the findings that will
affect the daily work and the future design was that
the most interested beginner group of ski lessons
increasingly comprises female children; therefore,
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the ski lesson must be tailored to this target group.
How this might look in the coming seasons will be
a challenging question to answer and perhaps the
subject of future research. On the other hand, the
ways to increase motivation for male children to
attend the lessons can be another question for
further researches.

Progress between the Seasons: 2012/13 wvs
2013/14

The evaluation of the progress showed in both
groups that all children proceeded continuously
until the twelfth hour of instruction. The reason
both the advanced and beginner groups stagnated
in the following three hours in the first season is
difficult to determine. During the second season,
with differentiated instruction approach, there was
no stagnation, and the children medially
progressed until the end of the instruction. The
learning curve of the advanced skiers varied more
than in the first season, and the progress curve was
roughly the same as in the first season. The highest
reached point on the skill ladder in the first season
was ‘skiing longer blue runs’ (level I) among the
beginners, and in the second season, it was
‘traversing’ (level K). By changing the skiing
instruction approach, a better learning progress
could be achieved, especially for the beginners.
This proves that a safe and supportive
environment produces significant successes
among skiers that ski for the first time. This also
proves the hypothesis that concentrating on social
skills rather than on the technical skills of the ski
instructors could increase the quality of the ski
lessons for beginners.

Comparison of Child Satisfaction

The concentration on the new instruction approach
in the season 2013/14 brought a significant gain in
customer satisfaction. While in the first season
‘lack of time’ was criticised, especially by
children who were not advancing as fast as they
may have hoped, satisfaction in this area could be
improved. This is especially interesting because
the newest trend in instructing is ‘to learn skiing
in three days’. Applying the old and countrywide
taught curriculum in the first season did not please
those who obviously needed more attention and

perhaps more time. By offering a ski lesson
tailored to the special needs of each child in the
second season, the instructors were not only able
to achieve better progress, but also made the
customers happier, which in fact is clearly
connected. The researchers also found with the old
instruction approach that children (who were not
progressing well) were disappointed enough to not
want to repeat ski training as offered. With the
modified instruction approach, the practitioners
could also meet more of the expectations of the
customers, not only as a remarkable jump in the
children’s learning progress but also in the
children’s self-satisfaction about their progress.
Therefore, more children, at the end of their first
three days on skis, considered doing it again,
which was a big success.

This study aimed to discover a differentiated ski
instruction approach that would increase the child
satisfaction level. With this goal, the determinants
that affect child satisfaction should be discovered
and assessed. After a disappointing pre-study, the
researchers proposed a new ski school instruction
approach over the seasons 2012/13 and 2013/14
by differentiating the core product, the ski lessons,
focusing on the individual needs of their
customers. Many employees in the case study
organisation (Ski School Toni Gruber) were
involved in the implementation of surveys and
new workflows in their courses. As a ski school,
they have learned a lot of from the results of the
studies about the needs of their customers by
guestioning supposedly important things and
setting new priorities. A new culture of
mindfulness arose out of which a new focus on
quality for customers has emerged. The managers
had to deal not only with the maintenance of day-
to-day operations, organising staff, and checking
the weather, but also with things like teaching with
books on neuroscience and education. They
adopted new scientific results not only
theoretically but allowed the knowledge flow into
the daily work of the ski school and altered the
whole ski school approach.

Communication and positive interaction with
children were neglected in instructing in the last
few decades. Setting the focus on social skills
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seems quite a logical point; however, having
scientific proof is something different. Although
there is a trend in the tourism sector in the last
years that customers book shorter stays in their
destinations to be more flexible, it could be shown
that the answer for the ski schools to this trend
with the reduction of course time down to three
days is good marketing, but customers are not
necessarily happy with the outcome. The ‘learn
skiing in three days’ paradigm of the last years is
an unsteady development, perhaps in the wrong
direction. It could be shown that all children in the
groups did progress steadily over the period of
three days, but especially the weaker ones were
unhappy. By differentiating the curricula, they
could largely avoid this. This approach is
necessary to be able to motivate children to visit a
ski school repeatedly in a highly competitive
market within interchangeable offers and
competitors.

The discussion below comprises limitations of the
study and recommendations for the industry and
for the future studies.

The ‘progress tool’ has proved a valuable progress
management tool. It would be interesting to see in
future research which teaching methods are most
effective, and consequently incorporate them into
anew standard. Certainly one could envision ways
to offer even more personalised lessons in groups,
because the currently offered ski lessons sacrifice
weaker children for the progress of better and
faster learning. A follow-up study on the special
different requirements of male and female skiers
can also produce very valuable results. A good
product is only good if the weaker are content with
their outcome in the end. For most instructors, it is
probably more fun to work with better children, as
they reflect the efforts of the instructors better than
the weaker ones. However, the challenge is the
less quickly progressing children.

Furthermore, as the study developed a new skiing
instruction approach for children who skied for the
first time, the new approach can be transferred to
adult beginners. After changing the ski school’s
concept gradually in the next seasons, it will be
exciting to see how well this approach is accepted
by customers. More content customers will

certainly influence the working atmosphere in the
team, which in turn will definitely lead to happier
customers, which can create a spiral effect that
hopefully will lead to a higher turnover and a
bigger market share.

According to the steps of developing new
products, it will be a big challenge for the
management to develop strategies out of these
empirical findings for a consistent marketing
concept to commercialise the new product. In that
perspective, it would be obvious to do further
research in order to determine whether it is
possible to gain sustainable market share increases
using the new ski school instruction approach. It
will also be interesting to see how the competitors
on the market will respond to Toni Gruber’s new
offer, since there has not been a change in their
offers for years, except the ever rising prices and
slight changes in the make-up of the companies. A
concept that focuses on the core product, the ski
lesson, has not been seen in years. A change in the
curricula of the last decades was mostly a response
to the development of external factors, like the
invention of carving skis or the ever more popular
‘new school”’ movement. The results of the study
could initiate a broader discussion of the needs of
the customers. Although the overall satisfaction
with the offered services was rather high, a service
provider like a ski school needs to develop
answers that deal with dissatisfied customers and
find strategies that prevent problems in the first
place or that solve them after they have happened.

New business models grew in the last years that
franchised pre-designed ski schools with special
mascots for better recognition value. In contrast, it
could be interesting to develop a special Toni
Gruber teaching method and eventually licence it
to other ski schools in the future, if the approach
is successful and offers a significant additional
benefit. Designing a franchise-concept could be a
worthwhile goal for the company in the coming
years.
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OZET

Yavag Sehir anlam olarak, o bélgede hayatini devam ettiren yerel haklin, dogal ve kiiltiirel
yapist bozulmamusg, ¢evre kirliginden uzak bir sekilde giinliik faaliyetlerine devam etmesi igin
modern sehir kavramina alternatif olarak ortaya atilmigtir. Bu ¢alismada yavas sehir
kavrammmin Persembe ilcesine olumlu ve olumsuz etkileri arastirilmistir. Bu kapsamda
literatiir taramasi yapilarak yavas sehirlerin ortaya ¢ikmasindaki nedenler ve yavas sehir
kriterleri tizerinde durulmus, yapilan anket ¢alismalariyla da yerel halk agisindan etkileri
arastirillarak veriler elde edilmeye ¢alisiimustir. Son béliimde ise yapilan anket ¢calismasinin
verileri analiz edilmis ve genel bir degerlendirme yapilmistir. Bu arastirmada Cittaslow
unvamna sahip Persembe ilce halkinin memnuniyet derecesi arastirilmig ve turist artisindaki
etkisi degerlendirilerek bu unvanin turizme olumlu katki sagladig goriilmiistiir.
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ABSTRACT

Cittaslow meaningly has been put forward as an alternative to the concept of modern city,
for the people who continue to live in that region, in order to continue to their daily activities
away from environmental pollutions and their natural and cultural structure is to be
unspoiled. At the same time, it has been focused on the cultural, natural and economical
structures. In this study, it was aimed to focus on the positive and negative effects of Cittaslow
concept to the Persembe district. Within this context, by making a literature review, it has
dwelled on the reasons how Cittaslow emerged and what is the criterions of Cittaslow and
by the means of survey studies. It has been aimed to obtain data in terms of local people. At
the final section, it has been made a general evolution and analyzed the data of survey
research. In this study, satisfaction degree of the people who live in Persembe district that
has Cittaslow tittle has been researched and by evaluating the impact on tourist increase, it
has been monitored that this tittle contributes positively to tourism

Doi:http://dx.doi.org/10.31822/jomat.489899

1. Giris

Kiiresellesmenin kentlerin birgogunu birbirine
benzetmesi ve her birinde benzer yapilanmalarin
olusmasi, diinya kentlerinin birbirinin ayni
prototipi olarak ortaya ¢ikmasia neden olmustur.
Bunun sonucu olarak kentler 6zgiinliigiinii yitirip
kendi kimliklerinden uzaklasmaktadir (Kiper,
2004). Cagmmizin zorunlulugu haline gelmesi
bircok yararin yaninda zararla da karsi karsiya
kalmamiza neden olmustur (Karatosun ve Cakar,

2017). Kiiresellesme ile diinya monoton bir kdy
haline gelmeye baslamistir. Bu kavram mal,
hizmet ve fikir alig-verigi i¢in essiz bir firsat
olurken, yerel degerlerin ve yaraticiligin
kaybolmasina neden olmaktadir. Boyle bir yasam
tarz1 ekonomik, sosyal ve kiiltiirel dolasimi
artirirken diger yandan bu ¢esitliligin “bolgesel”
ve “yerel” olmaktan ¢ikmasina ve yok olmasina
neden olmaktadir.
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Turist tercihleri incelendiginde, hizli is temposu
ve monotonlasan sehir hayatindan uzaklasip sakin
bir ortamda dinlenmek istedikleri goriilmektedir.
Bu bolgeler turistlerin agisindan sakinlik ve
dinginlik olarak algilanmaktadir (Cosar, 2013).
Son yillarda insanlarin bes yildizli otellerde tatil
yapmak yerine alternatif tatil yorelerini, dogasi
bozulmamis mekanlarda dinlenmeyi ve yoresel
besinleri tiikketmeyi tercih etmektedirler. Yavas
sehir hareketi tam bu noktada ortaya atilarak yerel
iiretimin desteklendigi, siirdiiriilebilir tiiketim
anlayisinin  benimsendigi, sehirlerin mimarisi,
dogas1 ve kiiltiiriiniin korunup gelecek nesillere
aktarilmas1 amaciyla baslatilmistir. Insanlarin
stirekli tiiketim amach yagamdan siyrilip farkl
yasam bicimleri arayisi icerisine girmeleri kentsel
boyutta Cittaslow hareketinin baslangic1 olmustur
(Unal, 2016).

Kiiciik yerlesim yerleri olan sehirlerde yagamini
idame ettiren halkin yasam kalitesini yiikseltmek,
geleneksel ve yerel kiiltiirel degerleri yasatmak ve
korumak, siirdiiriilebilir kalkinmay1 saglamak
amaciyla ‘yavas’ algisi ortaya ¢ikmistir (Akman,
Akman ve Karakug, 2018). Bu g¢aligmada
kiiresellesmenin etkisiyle kentlerin kaybolmaya

yliz tutan ekonomik, sosyal ve kiiltiirel
degerlerinin yok olmasimi Onlemek ve yasam
kalitelerini  yiikseltmek amaciyla baslatilan

Cittaslow hareketinin Onemini, ortaya ¢ikis
siirecini, bu siliregte bu unvana sahip olan
Persembe ilgesinin ekonomik, sosyo-kiiltiirel ve
beseri yapist lizerinde analizler yapilarak
aciklanmas1 amaglanmistir. Cittaslow unvanina
sahip Persembe il¢esindeki yerel halkin bakis
acisinin incelenmesi, bu markanin yerel halk
tizerinde olumlu ve olumsuz etkilerinin
aragtirllmasi 6nem arz etmektedir. Hem bilimsel
literatlire katki saglamak hem de yerel halki bu
konuda daha fazla bilinglendirmek amaciyla bu
arastirma yapilmstir.

2. Slow Food Kavram Yemek

Kavram)
Diinya’da saglikli ¢evrede yasayabilmek adina
bir¢ok girisim ‘fast food’ (hizl1 yemek) kiiltiiriiniin
hizla gelismesi, insanlar arasi iletisimi ve duygu
paylasimmin azalmasina tepki olarak ‘yavag
yemek’ (slow food) hareketinin baglatilmasidir.

(Yavas
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Sonrasinda kiiresellesmenin getirdigi siradanlik,
insanlar arasi iletisim ve kaynagmanin azalmaya
basglamasi1 {izerine farkliliklarin yok olmaya
baslayip tekdiize bir hayatin gelecegi diisiincesiyle
“Yavas Sehir’ (Cittaslow) hareketi baslatilmustir.

Slow Food kelime anlami olarak sozliikte, “bir
gidanin, bir icecegin, bir yemegin kiiltiirel
degerlerle kesfedilmesine firsat vermesi, tadinin
gergek anlamda anlasildigi somut ve duygusal bir
tecrilbe” olarak tanimlanmaktadir (Petrini ve
Padovani, 2012). Slow food hareketi, Mc
Donalds’in Roma’daki Ispanyol merdivenlerinden
birine fast food restoran1 agmak istemesi iizerine
Roma’da, Italyan bir gastronom olan C. Petrini
liderliginde tabaklar dolusu makarna atilarak
protesto edilmesiyle dogmustur (Ergiiven, 2011).
Yeni agilan bu restoranin sehrin estetigini
bozdugu diisiiniilerek, dogaglama olarak ortaya
atilan bu hareket hizli yemek yemeye tepki olarak
giderek artmistir. Daha sonraki yillarda ise sadece
yemek iizerinde degil, seyahat, egitim, para,
yagsam ve diger alanlarda gelisen bir akim haline
gelmistir (Sahinkaya, 2010).

Unutulmaya yiiz tutan lezzetlerin gelecek nesillere
aktarilip  siirdiirtilebilirliginin ~ saglanmas1  ve
kiiltiirel ¢esitliligin artmast akimm en Onemli
ilkesidir (Leitch, 2013). Slow Food hareketi, Fast
Food hareketine karsi olarak yerel ve dogal
lezzetleri destekleyerek saglikli  beslenmeyi,
doyasiya yemek degil yerken yemegin tadina
varmayl hatta yiyecegi besinleri yetistirmeyi
amagclar. Cevreyi, tliketiciyi ve iireticiyi koruyan

bir akimdir. Geleneksel iiriinlerin, ekolojik
sistemin,  siirdiiriilebilirligin =~ ve  ¢esitliligin
korunmasini  saglamanin  yani sira  yerel

ekonomiye hareket vermeyi amaclar (Gilinerhan,
Erdem ve Giinerhan, 2010). Bu hareket mevsimlik
ve gilindelik drlinler, unutulmaya baslayan
gelencksel yemek tarifleri ve el sanatlar ile bir
arada yenilen yemekleri temsil eder (Honore,
2008).

Yavas yemek hareketi, ayn1 zamanda fastfood
kiiltirtine, geleneksel gidalarin unutulmasina,
insanlarin yediklerinin tadinin nasil oldugu, nasil
tretildigine ve sectikleri yemek cesitleri diinyay1
nasil etkiledigi konusundaki umarsiz tavirlarina
karst1 kurulmus, kar amaci olmayan eko-



Journal of Multidisciplinary Academic Tourism

2018,3(2):11-22

gastronomi  organizasyonudur (Slowfood
Genglik, 2018). Slow Food, her kiiltiiriin kendine
O0zgli tatlarmin  oldugunu ve genetigi ile
oynanmamis triinler ile geleneklerin yansitilmasi
gerekliligini amaclamaktadir. Marketlerdeki ve
sanayilerdeki seri iiretime karsi el sanatlarina
yonelen ve yerel iriin yetistiren ciftcilerin
desteklenmesini Ongoérmektedir. Yavas yemek,
unutulan yemek cesitlerini yeniden yagatmak ve
piyasada yeniden bilinmesini saglamay1 amagclar.
Yerel iireticilerin biirokrasi engellerinden siyrilip
diinyanin her yerindeki market zincirlerine
kolayca ulasip yerel tatlarin1 tanitmalarini saglar
(Honore, 2008).

Slow Food hareketi besinlerin yerel olmasini,
dogal mevsimlerinde yetismesini ve taze olarak
sunumunu savunan bir disiincedir. Ik elden
tilketici ile bulugmasini ve boylece paketleme,
ambalaj ve nakliye zorunlulugu olmaksizin
cevreye zarar vermeden dogrudan tiiketiciye
ulagsmasini saglamay1 amagclar. Tiiketici ile iiretici
arasinda kisa yoldan iletisim saglanarak iiretici ve
titketici arasindaki mesafe kisalir ve tiiketicilerin
dogru bilgi ile bilinglenmesi saglanir. Arada
herhangi bir tedarik¢i olmamasi da iireticinin
emeginin karsiligini almasi saglanir (Giinerhan,
Erdem ve Giinerhan, 2010).

[k Uluslararas1 Slow Food Kongresi 1990 yilinda
Venedik — italya’da diizenlenmistir. Almanya’da
ise 1992 yilinda Kénigstein sehrinde, Isvigre’de
ise ilk yavas yemek hareketi 1993 yilinda
baslamustir. Merkezi Italya — Bra’da olan yavas
yemek hareketinin amaci yoresel yiyeceklerin 6n
plana ¢ikarilarak damak tatlarinin gelistirilmesidir
(Glinerhan, Erdem ve Giinerhan, 2010). Yavas
Yemek hareketine katilim tamamen goniilliilik ve
demokratik esaslar dogrultusunda olur. Katilim
bireysel ve herkese aciktir. Diinya’nin birgok
noktasinda Slow Food merkezleri bulunmaktadir.
Bu merkezlerin iyeleri yerel gruplar tarafindan
organize edilmektedir. Slow Food, yoresel iiretim
ve Urlinlerin siirdiiriilebilirligini, yoresel pisirme
yontemlerinin devamliligini, Slow Food mesajinin
yayilarak ¢ogalmasini ve eglenmeyi kendine amag
edinen bir harekettir (Yurtseven, 2007).

Genetigi bozulmamis tarim ve gida giivenligi gibi
toplumsal tabanli bir gida hareketi olan Slow

Food, kiiltirel  kimlige ve  beslenme
aligkanliklarina yaptigi vurgu ile digerlerinden
farklilasir (Hayes-Conroy ve Martin, 2010).
Ozgiin kiiltiir ve yoresel mutfak kiiltiirii yoluyla
stirdiirebilirligin saglanmasi ve uluslararasi bir ag
tarafindan desteklenmesi fikri, zararli katki
maddeleri iceren gidalarin tiikketiminin artmasi,
genetigi degistirilmis {riinlerin satiginin artmasi
ve gidalarin lezzetlerindeki azalmadan rahatsiz
olan tiiketicilerin sikayetlerinin artmasina neden
olmustur (Meneley, 2004). Bu tiir iiriinlerin
giinimiiziin en biiylik saglik sorunu halini alan
obeziteye neden oldugu disiiniiliirse, gida
giivenligine verilmesi gereken Onemi ortaya
cikartmaktadir. Bu nedenle dogal, yiiksek kaliteli
ve saglikli  drlinlerin  tercih  edildigi
gbzlemlenmektedir (Ursulo Sto ve Unni, 2010).

3. Cittaslow (Yavas Sehir) Kavrami

Yavas Sehir kelime anlami vurgulandiginda, bir
bolgede yasayan yerel haklin, dogal ve kiiltiirel
yapist bozulmamis, doga ve cevre kirliginden
uzak bir sekilde hayatlarina devam etmesi igin
modern sehir kavramina alternatif olarak ortaya
atilmistir (Mayer ve Knox, 2006). Yavas Sehir
hareketi, geleneksel ile moderni, yerel ve kiireseli
bir araya getirerek insan iligkilerinin cevreye
duyarlihgm dikkate alan bir harekettir (igli,
2017).

Italyanca Citta (Sehir) ve Ingilizce Slow (Yavas)
kelimelerinden olusan Cittaslow kelimesi, ‘Yavas
Sehir’ anlaminda kullamilmaktadir. Slow Food
hareketinden sonra ortaya ¢ikan Cittaslow
Hareketi, kiiresellesmenin ~ sonucu  olarak
monotonlagan sehirlerin dokusunun ve yasam
tarzinin standartlagmasina engel olmak amaciyla
bir araya gelen kentler birligidir. Kiiresellesmenin
yol actig1 homojen yapilardan uzaklasmak, 6zgiin
kimligini koruyarak varligini siirdiirmek isteyen
kiiciik kasabalarin ve kentlerin olusturdugu bir
birliktir (Cittaslow Tirkiye, 2018 ). Yavas
Sehirler Birligi sadece var olan degerlerin
korunmasint  amaglamamis, ayn1 zamanda
periyodik  kontrollerle siirekliligi  saglamay1
hedeflemistir (Bilgi, 2013). Bu birlik toplumlarin
ilerlemesini  engellemenin aksine sehirlerin
kendilerine has kimlikler olusturulmasi ve bu
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kimliklerinin yasatilmasina yonelik bir harekettir
(Kiigiikali ve Sen, 2017).

Yavas Sehir Slogam: Italyanca “Cittaslow Rete
Internazionale delle cittd del buon vivere”,
Ingilizcesi * International network of towns where
quality of life is important”, Tiirk¢ce anlami ise
“Cittaslow Birligi: Yasamin Kolay Oldugu
Kentlerin Uluslararas1 Ag1” seklindedir (Cittaslow
International Charter, 2011). Bu aga katilimin ilk
sirasinda  Avrupa Tlilkeleri olmak iizere diger
kitalarda da hizli bir sekilde yayilmaktadir. Bu
kentlerin neredeyse yiizde ellisi Italya’da
bulunmaktadir. Cittaslow hareketi italya disinda
pek cok sehrin ilgisini ¢ekmektedir. Almanya,
ABD, Avustralya, Ingiltere, Norveg, Polonya ve
Yeni Zelanda’da Cittaslow sayis1  gittikge
artmaktadir. (Miele, 2008).

Cittaslow felsefesi sehirlerdeki yagsam kalitesinin
arttirllmasinin yam sira tek tip sehir statiisiini
ortadan kaldirp yerel sehirlerin ortaya ¢ikmasini
amagclar. Cilinkii yerel degerler ekonomik, sosyal
ve Kkiiltiirel agidan daha uzun Omirlidir ve
strdiirilebilirdir (Ergiiven, 2011). Kaliteli gida,
stirdiiriilebilir finans, dogal ve saglikli cevre ile
kiiltiirel etkinliklerin devam ettirildigi bir ortam
olusturularak, bireylerin yasamdan daha fazla
zevk almasini amaglayan hareketin en 6nemli
etkeni yiyeceklerdir. Yiyecekler, kiiltiirel kimligin
6nemli bir kismini olusturur. Bu kimlik sayesinde
yerel kiiltiir, kiiresellesme ile basa ¢ikabilmektedir
(Loades, 2005). Diger taraftan Yavas Sehir
hareketinin mihenk taslarindan birinin yerel
ekonomiler oldugunu sdylemek miimkiindiir.
Endiistri Devrimi ile birlikte gelen kiiresel
sorunlara ¢oziim olacagi diisliniilen teknolojik
gelismeler, yerel ekonomiye ve kiiltiire ¢oziim
degil daha ¢ok sorun getirmistir. Yerel {iretimin
dogal siirecini olumsuz yonde etkilemesinin yan1
sira hava, toprak, su kirliligi ve genetigi
degistirilmis iriinlerin ortaya ¢ikmasina neden
olmustur (Yurtseven, 2007).

Hiz, kalitesi diisiik, siirdiiriilebilirlikten uzak,
tarihi ve kiiltlirel degerlerin unutuldugu, birbirinin
kopyast olan yapilar ve yasamlara neden
olmaktadir. Yavag kavrami ise toplumlara ve
bireylere 6zgii ve yiiksek kalitede iiretim ve
titkketim yapilan, kisilere alternatiflerin sunuldugu,
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yerel geleneklerin ve lezzetlerin
strdiirtilebilirliginin ~ saglanmasidir  (Grzelak-
Kostulska, Holowiecka, Kwiatkowski, 2011).

Cittaslow, Yavas Yemek hareketini kiigiik
kentlerin gelisim ve planlamasinda kullanmay1
hedefleyen uluslararast bir agdir (Miele, 2008).
Cittaslow, yerel kimlik ve geleneksel dokuya
onem vermektedir (Radstrom, 2011). Son yillarda
Diinya’da hizla artis gosteren harekete katilim
Tiirkiye’de de olduk¢a hizli artmaktadir. isminin
tam tersine hizla gelisen ve biiyliyen bu agin

Tiirkiye’deki onciliigiini Seferihisar
yapmaktadir.  Seferihisar’in ~ Yavas  Sehir
hareketine  katilimiyla kente  bir  turizm

hareketliligi gelmis, bu hareketlilik 60°1n iizerinde
sehrin bu aga bagvurmasi i¢in ¢aligmalara 6n ayak
olmustur (Olgun, 2016). Yavas Sehir Hareketi ile
kentlerin kendilerine 6zgii kimliklerini korumasi
ve gelistirilmesi hedeflenmektedir (Nilsson,
Svard, Widarsson ve Wirell, 2011).

Cittaslow, kiiciik sehirlerdeki yasam kalitesinin
sirdiriilebilir olmast igin ¢alisgan  kiiciik
sehirlerdeki biiyliyen bir agdir. Bu ag, 1999
yilindaki belediye bagkani olan P. Saturnini‘'nin
onderliginde Greve in Chianti kentinde, sehirlerin
yasam kalitesini yilikseltmek amaciyla baglamistir.
Kisa siirede Bra (F. Guida), Orvieto (S. Cimicchi)
ve Positano (D. Marrone) belediye baskanlar
tarafindan kabul gormiistiir (CittaslowTiirkiye,
2018). Bu gelismelerin ardindan Slow Food
hareketinin bagkani olan C. Petrini’den de destek
alarak uluslararasi alanlara yayilmaya basladilar
(Dogutiirk, 2010). Boylece adim adim gelisen
nitelikli agirlama, kentsel anlamda 6zgiin olmak
icin bir araya gelen uluslararasi bir ag olarak
ortaya ¢ikan Cittaslow ag1 (Dogutiirk, 2010)
giiniimiizde 30 tlkede 252 iyeye ulasmistir
(Cittaslow International, 2018).

Yerel kimligin canlandirilmast i¢in yavag sehir
hareketi olduk¢a etkendir. Bu dogrultuda bu
hareket igerisinde yer almak isteyen bazi kurallar
uygulamak zorundadirlar (Sezgin ve Uniivar,
2011). Bu kurallar:

eYavas Sehir hareketi i¢in kullanilan uluslararasi
logonun kullanilmasi,
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eHarcketin  bashca hedefleri dogrultusunda Sekil: Cittaslow Logosu
dogrudan ve dolayli c¢alisan kamu ve 0Ozel
sektore destek verilmesi, Logonun uistiindeki

eYasanilan c¢evrenin korunmasi, sehrin kendine

has ozelliklerinin stirdiiriilebilirliginin
saglanmast ve dogayla i¢ ice bir hayat
saglanmasi,

oSes ve giirtiltii kirliligini azaltilmasi,
eTeknoloji ile altyap1 ¢aligmalar1 desteklenerek
sehrin tarihi yapisin1 korunmasi,

oSehir merkezinin motorlu tasitlardan
arindirilarak  yayalara  ayrilan  alanlarin
arttirilmasi,

eTamamen yerli iiretim iriinlerin kullanilarak

gida iiretimi yapilmasi,

eYerli pazarlarin desteklenmesi ve yerel

iiriinlerin temin edilebilecegi aligveris yerlerinin

kurulmasi,

eYerel halka ve gelen turistlere Yavag Sehir

hareketi bilincinin her firsatta anlatilmasi.
Cittaslow agina katilmak isteyen bir sehir, bazi
yiikiimliilikleri kabul ederek Birlik Tiizligline
imza atmak zorundadir. Biitiin {iye sehirler yilda
bir kez farkli sehirlerde olmak sartryla toplanirlar.
Bu toplantilarda bir yillik siire¢ degerlendirilir ve
sonraki bir yillik siireclerle ilgili olarak
uygulamalar planlanir. Ayrica bu toplantilarin bir
bagska amac1 da aga yeni katilan iiye sehirlerin
yetkililerine Cittaslow hareketinin diizenlenen
seminerde ayrintilarinin anlatilmasidir
(Keskin,2010).

Bir sehrin Cittaslow unvanina sahip olmasi i¢in
sehrin siirekli kontroliiniin saglanmasi ve belirli
periyotlarla gorevliler araciligiyla denetlenmesi
gerekmektedir. Yavas sehir logosu ise turuncu
renkli salyangoz bocegidir (Giinerhan, Erdem,
Giinerhan, 2010). Salyangoz yavashk ve
dinlenmeyi temsil eder (Weiner, 2005). Evini her
yere tasiyabilmesi, yol alabilmek i¢in oldukca
fazla c¢aba harcamasi ve acele etmemesi en
belirgin 6zelligidir. Cittaslow bu 6zellikten yola
cikarak bu felsefeyi gelistirmeyi amaglar.
Salyangozlarin yasamindan iki temel sonug ¢ikar:

e Salyangoz yavag harcket eder (Hizli olmak
diislincesiz ve acele hareket etmeyi gerektirir).
Salyangoz evini sirtinda tasir (Gittigi her yere

evini gotiirebilir) (Yurtseven, 2007).
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binalar donuk, ruhsuz
ve zevksiz betonarme
binalar1 ifade ederken,
ontinde bulunan
salyangoz bu ifadeyi
protesto etmek amaciyla sembollestirilmistir.
Yemek kiiltiiriinden sehir planlamasina kadar her
bir detayin geleneklere ve tarihi miraslara da
uygun olacak sekilde sakinlik esasina gére olmasi
gerektigini ifade eder.

Cittaslow sehrin dokusunun, gelenek-
goreneklerinin, kiiltiir ve tarihi miraslarinin,
miiziginin ve eglencelerinin uyum igerisinde
olmasi, sehre gelen ziyaretgilerin bu uyumu fark
edip bundan hosnut kaldiklar1 bir ortam olusmasi
demektir. Yerel kiiltiiriin ve dokunun sadece
yorenin yaglilar1 degil, gelecek nesillerin de bu
kdiltiiri taniyip korumast amaglanir
(Kabacik,2015).

Yavas Sehir Hareketinin temel bileseni yavagliktir
ancak bu yavashgin yanlis kurgulanmamasi
gerekmektedir. Yavas hareketi, teknolojiye karst
degil, teknoloji ile birlikte gelisen bir akimdir.
Yavaglik denilince her seyi yavas yasamak
anlamina gelmemelidir. Hayatin akisi icerisinde
yapilan eylemlerin daha tatmin edici seviyede
olmasi1 gerekmektedir (Olgun, 2016). Giintimiizde
teknoloji ile diinyanin diger ucu ile goriintiili
konusma yapilirken, bu mekanin anlamini
yitirmesi gibi algilanmaktadir (Gottscholk, 1999).
Yavag hareketinin temelini aslinda sahip olunan
zamanin  gerekli ve Onemli isler icin
kullanilmasidir. Yani insanlarin giinliik yagamlar
icerisinde hayatin akist dogrultusunda zamanlarini
dogru kullanmalart  gerekmektedir (Parkins,
2004). Yavas hareketi, sehirlere kendi kimliklerini
kazandirmanin yam sira kisilere de kendi
kimliklerini kazandirma agisindan iyi bir alternatif
hareket olma 6zelligi saglamaktadir (Sagir, 2017).

Yavas Sehir Olmanin Olumlu ve Olumsuz
Yanlar

Yavas Sehir akimimin bulundugu bolgeye
saglayabilecegi katkilar su sekilde siralanabilir:
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Yavas Sechirler saglikli yasam igin gerekli ortamu
saglar, genetigi ile oynanmamis ve geleneksel
triinlerin yerel yetistirme yontemleri ile saglikh
triinler iretilmesini saglar.

e  Hazir gida tiretimini engeller.

e Geleneksel ve modern kentler arasinda bag
olusturup kaliteli yasama olanag1 saglar.

e Tek tip sechirlerin olugsmasmin Oniine geger ve
kentlerin 6zgiin kimliklerinin yok olmasmi
engeller.

e Enerji kaynaklarinin siirdiirtilebilirligini saglar ve
cevreye daha az zararli, temiz ve yenilebilir enerji
kaynaklarmin kullanimimni arttirir.

e Schirlerin kendi markalarinin olugsmasmni saglar.
Ornegin Bursa Iskender ve Akgabat kofte sehirlerin
markalagmasini ve kendini pazarlamasimni saglar.

e  Yavas sehirlerde motorlu tasit kullanimimi azaltip
daha ¢ok bisiklet ve yaya yolu yapilmasini saglar.
Bu sayede sehrin  mimari  tasariminin
deformasyonunu engeller.

e Gittikce swadanlasan ve monotonlasan giinliik
yasamin stresinden uzaklagip hayattan zevk
alinmasint saglar. Psikolojik olarak insanlarin
rahatlaylp hayat1 anlamlandirmalarin1  saglar
(Olgun,2016).

Her ne kadar Cittaslow yerel bir hareket olarak

ortaya atilsa da bu aga katilan sehirler cogaldikca

bu siireg yerel hareket olmaktan ¢ikmaya,
kiiresellesmeye dogru ilerlemeye baslamistir.

Ayrica ortaya atilan kriterler her bir iiye sehir igin

yerine getirilmesi gerekirken bu sehirlerin hepsine

farkli 6l¢lide uygulanmasi tehlikesi vardir. Diger
bir risk ise Cittaslow baskenti olan kentin bagvuru
yapilan kentler arasinda oOn eleme yaparken
tarafsizhigimi  yitirebilme  riskidir.  Diger
olumsuzluklar ise; halk, ¢alismalardan yeterince
haberdar olmayabilir ve bu nedenle ciddiye
almayabilir. Bagka bir sorun ise bir kentin Yavas

Sehir olduktan sonra kontrol ve ydnetilme

mekanizmasinin yeterli olmamasidir (Ergiiven,

2011).

Yavas sehir olan kentlerde planlanan projelerin
hayata gecirilmesi asamasinda oldukca fazla
betonarme binalarin yapilmast halki
endiselendirmektedir. Uyelikle gelen siirecte
mimari alanda yasanan canlanma yesil alan
tahribatina neden olmaktadir (Olgun, 2016).
Yavas sehirlerde yasayan halk bu durumdan
memnun goriinmektedir ancak bir taraftan da
ilerleyen asamalarda bu Ozelligi kaybetme
korkusu  yasamaktadirlar. Aymi = zamanda

markalasan sehirlerde bu durumdan ¢ikar
saglayan, bu durumu rant amaciyla kullanmaya
calisan insanlar da ¢ogalmaktadir.

Yavas sehir hareketini, baslangi¢ noktasi olan
Italya’nin ~ disina  cikarak ¢esitli  bolgelere
yayllmasiyla kiiresellik kazanmistir. Yavas
sehirlerin Diinya’daki dagilimina bakildiginda ilk
{i¢ iilke italya, Polonya ve Almanya’dir. Ardindan
Giiney Kore ve Tirkiye gelmektedir. Diger
gelismis iilkelerde ise yavas sehir sayilarinin
oldukga az oldugu goriilmektedir (Vatansever
Deviren ve Yildiz, 2015).

Tiirkiye’de Yavas Sehir hareketinin bagkenti
[zmir’in Seferihisar ilgesidir. Ilcenin Cittaslow
agina katilmasi ile birlikte turizm canlanmis ve
birgok ilgenin Cittaslow olma yolunda Oniinii
agmigtir (Olgun, 2016). Tirkiye’de toplam 15
sehir bu aga katilmaya hak kazanmistir. Bunlar
2009 yilinda izmir/Seferihisar, 2011 yilinda
Canakkale/Gokceada, Mugla/Akyaka,
Sakarya/Tarakli, Aydin/Yenipazar, 2012 yilinda
Isparta/Yalvag, Kirklareli/Vize, Ordu/Persembe,
2013 yilinda Sanlwrfa/Halfeti, 2015 yilinda
Artvin/Savsat, 2016 yilinda Erzurum/Uzundere,
2017 yilinda Isparta/Egirdir, Sinop/Gerze,
Bolu/Goyniik ve 2018 yilinda Bolu/Mudurnu’dur
(Zengin ve Geng, 2018). Tirkiye’deki Yavas
Sehir sayisinin artmasi sahip oldugumuz kiiltiirel
ve dogal degerlerin gelecek nesillere bozulmadan
aktarilabilmesi anlamina gelmektedir (Y1ldirim ve
Karaahmet, 2013).

Tiirkiye’deki Yavas sehir statiisiine ulagmig
kentlerden higbiri dogrudan Italya’daki Cittaslow
Merkezi tarafindan denetlenmemistir.
Tiirkiye’deki iyelik bagvurularmin
degerlendirilmesi Ulusal Koordinatorligii yiiriiten
Seferihisar Belediyesi ve Cittaslow Bilim Kurulu

ile Yavas Yasami Destekleme Dernegi
yiirtitmektedir (Savas Yavuzgehre ve
Donat,2017).

4. Arastirmanin Yontemi

Arastirmanin  evrenini, Persembe ilc¢esinde
yasayan yerel halk olugturmaktadir. Aragtirmanin
Persembe  ilgesinde  yapilmasinin  nedeni,

Persembe ilgesinin Karadeniz Bolgesi’ndeki ilk
Cittaslow unvanini alan ilge olmasinin yam sira
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ulkemizdeki 15 biri

olmasidir.

Cittaslow sehrinden

Arastirma kapsaminda arastirma evreninin ¢ok
genis olmasi, biitlin evrene ulasabilmeyi olanaksiz
kilmaktadir. Bu nedenle evreni temsil edebilecek
bir 6rneklem belirlenmesi hem zaman hem de
maliyet acisindan  kolaylik  saglayacaktir.
Orneklem iizerinde yapilan arastirmalar gogu
zaman biitiin evrenin incelenmesiyle elde edilen
sonuglar kadar gecerlidir.

TUIK 2016 ADNKS verilerine gore Persembe
ilgesi niifusu 31.064 kisi olarak aciklanmistir
(Persembe Kaymakamligi, 2017). Persembe
ilgesinin evren biiyiikliigiine bakildiginda 50000
oldugu varsayilarak gecerli anket uygulanan kisi
sayis1 381 olarak belirlenmistir.

Andarabi (2010), yapmis oldugu tez ¢alismasinda
kullanmis oldugu ‘Cittaslow Markasina Sahip
Sehirlerde Yerel Halkin Turizme Yaklasimi
Uzerine Bir Analiz: Seferihisar Ornegi’ adli anket
caligsmasindan yararlanilacaktir.

Anketin birinci béliimiinde katilimcilarin bireysel
ve demografik ozelliklerine iliskin 6 soru ve o

yoredeki turizm faaliyetleri konusunda tavirlarini
belirlemek icin 7 soru yer almaktadir. Anketin
ikinci  bolimiinde aragtirmaya katilanlarin
Cittaslow markasma yaklagimlarini belirlemek,
yerel halkin Cittaslow markasinin turizmle
etkilesimini 6lgmek icin kapali uglu ifadeler yer
almaktadir.

5. Bulgular Ve Yorumlar

Bu boliimde, Persembe ilgesinde yasayan yerele
halka uygulanan anket ¢aligsmasi sonucunda elde
edilen verilen analiz edilmistir. Ankete katilim
saglayan yerel halkin demografik &zellikleri (yas,
cinsiyet, medeni durum, mesleki durumu, ¢aligtig
sektor ve gelir seviyesi) ile frekans ve ylizdelik
oranlarina iligkin veriler elde edilmistir. Elde
edilen veriler dogrultusunda agiklama ve yorumlar
yapilmugtir.

Orneklem grubunun demografik 6zelliklerine gore
dagilimi  Tablo 1°de incelenmistir. Alinan
sonuglara gdore bu arastimaya katilanlarin %
18,4°1 18-25 yas araliginda, % 25,2°si 26-35 yas
araliginda, % 37,4’ 36-45 yas araliginda ve %
19,0’u 46 yas ve tizerindedir.

Tablo 1 Yerel Hallan Demografik Ozelliklerine Iliskin Dagilimi (n=385)

Arastirmaya katilan Kisilerin Demografik Ozelliklerine iliskin Degerlendirmeler

Degiskenler Grup Frekans Degeri (%)
18-25 70 18,4
Yas 26-35 96 25,2
36-45 144 37,4
46 Yas ve Uzeri 75 19,0
Cinsiyet Erkek 140 36,4
Kadin 245 63,6
Evli-Cocuklu 142 36,9
Medeni Durum  Evli-Cocuksuz 86 22,3
Bekar 157 40,8
Esnaf 69 17,9
Kamu ve Yerel Idare Gorevlisi 92 23,9
Ogrenci 60 15,6
Mesleki Durum Ev Hanimui 47 12,2
Ciftci/Hayvanct 33 8,6
Isci 41 10,6
Emekli 43 11,2
Turizm Diginda Bir Sektoérde Caligirim 220 57,1
Calistig1 Sektor Turizm Sektoriinde Caligirim 85 22,1
Gelirimin Bir Kismi Turizm Sektoriindendir 80 20,8
Diisiik Gelirli 139 36,1
Gelir Seviyesi ~ Orta Gelirli 203 52,7
Yiiksek Gelirli 43 11,2
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Orneklem grubunun cinsiyete gore dagilimima
bakildiginda % 36,4°i erkek, % 63,6’s1 kadin
oldugu goriilmektedir. Medeni duruma gore
incelendiginde orneklem grubunun % 36,9’unu
evli-cocuklu, % 22,3’tinii evli-gocuksuz ve %
40,8’ini  bekar  bireylerin  olusturdugunu
gormekteyiz. Orneklem grubu meslek durumuna
gore incelendiginde arastirmaya katilanlarm %
17,9’unu esnaf, % 23,9’u kamu ve yerel idare
gorevlisi, % 15,6’s1 6grenci, % 12,2’si ev hanimu,
% 8,6’s1 giftgi/hayvanci, % 10,6’s1 is¢i ve %
11,2°si emeklidir. Arastirmaya katilanlarin gelir
seviyesine bakildiginda % 36,1°1 diisiik gelirli, %
52,7’si orta gelirli ve % 11,2’si yiiksek gelirlidir.
Omeklem  grubunun  calistign  sektorlere
bakildiginda arastirmaya katilanlarin % 57,1’inin
geliri turizm digindan, % 22,1 inin gelirinin turizm
sektoriinden, % 20,8’inin ise gelirinin bir kismi1
turizm sektoriindendir.

Tablo 2 Katilimcilarin Yoredeki Turist Yogunluguna Iliskin
Goriisleri (n=385)

isaretleme 6zgiirligliniin olmasi nedeniyle toplam
cevap sayist 673 c¢ikmistir. Bu veriler 1s1ginda
katihmeilarin % 20,40 ¢ogunlukla Avrupali
turistlerin gelmesini istedikleri goriilmektedir.
Avrupali turistlerin ardindan ikinci sirada % 17,4
ile Yerli ‘Tirk® turistler yer almaktadir.
Aragtirmaya katilanlarin % 3,1°1 ise verilen iilke
seceneklerinden higbirini tercih etmemistir.

Tablo 3 Arastirmaya Katilan Kisilerin Yoreye Gelmesini
Istedikleri Turistlerin Ulkelerine Gére Dagilimi
Aragtirmaya Katilan Gelmesini Frekans

Istedikleri Turist Ulkeleri Degeri (%)
Yerli "Tiirk" 117 17,4
Avrupa 137 20,4
Amerika 82 12,2
Uzak Dogulu 48 7,1
Orta Dogulu 48 7,1
Orta Asyali 66 9,8
Arap Ulkeleri 70 10,4
Fark Etmez 84 12,5
Higbiri, Diger 21 3,1

Tablo 4’te elde edilen veriler 1s18inda verilen

Aragtirmaya Katilan Yoredeki

tfadelerin her biri incelendiginde “Cittaslow, turist

Turist  Yogunluguna iliskin lF)re‘kar?s (%) sayisinin artisinda etkili bir markadir” ifadesine
Goriisleri ceer! yerel halkin % 50,4’t ‘katiliyorum’, % 21,0°1
Evet 56 14,5 ‘kismen  katiliyorum’, %1740 ‘kesinlikle
Hayir 329 85,5 1 v o e ¢ v o Ve -
= — katiliyorum’, % 9,1’i ‘katilmiyorum’, % 2,1°1 ise
Orneklem grubu igerisinden arastirmaya katilan 7 , .
kesinlikle katilmiyorum’ seklinde cevaplar

kisilerin % 14,5’1 turist yogunlugundan endise
ederken, % 85,51 bu konuda endise etmediklerini
belirtmistir.

Orneklem grubuna yéneltilen soruda, turistlerin
gelmesini istedikleri iilkeler gruplandirildiginda
aragtirmaya katilanlarin birden fazla secenegi

verirken, aragtirmaya katilanlarin ‘katiliyorum’,
‘kismen katiliyorum ve ‘kesinlikle katiliyorum’
cevaplarinda yogunlasmasi ile ortaya ¢ikan 0,92
standart sapma Cittaslow unvaninin turist
sayisinin artisinda etkili bir marka oldugunu
gostermektedir.

Tablo 4 Yerel Halkan Cittaslow Unvamina Yonelik Algismna Iliskin Goriisleri

g =)

LE  E - R
Yerel Halkin Cittaslow Unvanina Yonelik Algismna X 2 2 = S = S -
iliskin ifadeler c £ £ £z £ £z x

EIRS] 5] 2= Gl EIRS]

X M M Mo ¥ NV

1 2 3 4 5
Cittaslow, turist sayisinin artiginda etkili bir markadir.  %2,1  %9,1 % 21,0 % 50,4 % 17,4 3,71 0,92
%(t)tja;lgi\;v’ yorenin kalkinma ve gelismesi i¢in iyi bir %21 %119 %374 % 26,2 %223 354 1,03
.Clhtta.slhov‘/, yerel ha.lkln yasam kalitesinin yiikseltilmesi %36 %153 %312 %30,1 %197 347 1,08
icin iyi bir modeldir.
Yasadigim sehrin Cittaslow olmasindan memnunum. %88 % 10,6 % 26,8 % 35,6 % 18,2 343 1,16
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Cittaslow unvanmnin etkisiyle ilgili “Cittaslow,
yorenin kalkinma ve gelismesi i¢in iyi bir
modeldir” ifadesine verilen yanitlar % 37,4 ile
‘kismen katiltyorum’, % 26,2 ile ‘katiliyorum’, %
223 ile ‘kesinlikle katiltyorum’, % 11,9 ile
‘katilmiyorum” ve % 2,1 ile ‘kesinlikle
katilmiyorum’ seklindedir. Verilen yanitlarin %
85,9 oraninda ‘kismen katiliyorum’, ‘katiliyorum’

ve ‘kesinlikle katiliyorum’  seceneklerinde
yogunlagsmas1 ~ Cittaslow unvaninin yorenin
kalkinma ve gelismesi ig¢in iyi bir model

oldugunun belirtisidir.

“Cittaslow, yerel halkin yagam kalitesinin
yiikseltilmesi i¢in iyi bir modeldir” ifadesine %
31,2 ‘kismen katiliyorum’, % 30,1 ‘katiliyorum’,
% 19,7 ‘kesinlikle katiliyorum’, % 15,3
‘katilmiyorum”  ve % 3,6  ‘kesinlikle
katilmiyorum’ seklinde verilen yanitlar gosteriyor
ki Cittaslow unvan1 yerel halkin yasam kalitesini
yiikseltmek i¢in uygun bir modeldir.

Cittaslow ile ilgili verilen son ifadede “Yasadigim
sehrin  Cittaslow olmasindan memnunum”
yargisini, arasgtirmaya katilan kisiler % 35,6’s1
‘katiliyorum’, % 26,81 ‘kismen katilmiyorum’, %
18,2’si  ‘kesinlikle katiliyorum’, % 10,6’s1
‘katilmiyorum’, %  8,8’i ise  ‘kesinlikle
katilmryorum’ olarak cevaplandirmistir. Verilen
cevaplarin ortalamasinin 3,43 olmasi yerel halkin,
yasadig1 sehrin Cittaslow olmasindan memnun
oldugunu ifade etmektedir.

6. Sonuc

Yakin donemlerde Cittaslow agina katilan sehirler
cevresel ve kiiltiirel degerleri korumakta dnemli
gorevler istlenmistir. Kentlere 06zgii kiiltiirel
degerler ve farkliliklar turistlerin son donemlerde
ilgisini ¢eken faktorlerin  basindadir. Yavas
sehirler de bu taleplerin sonucu ortaya ¢ikmig bir
kavramdir. Turizmdeki siirdirilebilirlik kavrama,
kaynaklarin ~ dogal  haliyle, kirletilmeden,
tiketilmeden gelecek nesillere aktarilmast ve
korunmasini ifade etmektedir (Unal, 2016).

Yavas Sehir kavramu ile yavas yemek ve turizm
endiistrisi arasinda oldukga yakin bir iligki vardir.
Aralarindaki iligkinin temel bileseni
siirduriilebilirliktir. Cittaslow hareketinin yerel
halkin  yasam  kalitesi lizerindeki  etkisi
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arastirildiginda turizm gelirlerinin artmas1 yerel
halkin ekonomik anlamda kazancinin da artmasi
ve bu etkenle birlikte yerel halkin turizm ve yavas
sehir olgusuna daha sicak baktig1 sdylenebilir.
Yeni istihdamlarin artmasi, yapilan c¢evre
diizenlemeleri, dogal ve kiiltirel yapmin
korunmasa, gelenek ve goreneklerin gelecek
kusaklara 6zgiin bir sekilde aktarilmasi ve insanlar
arasi iletisimin korunmasi, ayrica diizenlenen
sosyal etkinliklerde artigin saglanmasi kentsel
yasam kalitesinin arttigini1 gostermektedir. Yavas
sehir akiminin en 6nemli hedefi yerel toplumun ve
Ziyaretgilerin yagsam kalitesini arttirmaktir.

Alanyazin incelendiginde o&zellikle Karadeniz
Bolgesi’nde ilk Cittaslow unvanma sahip olan
Persembe ilgesi ile ilgili arastirmalarin kisith
oldugu goriilmiistiir. Bu baglamda, Yavas Sehir
hareketinin daha iyi anlasilarak, alanyazindaki
boslugu doldurmak ve literatiire katki saglamak
amaglanmistir. Bu c¢alismanin amaci 2 Kasim
2012 yilinda Uluslararasi Yavas Sehirler Agina
katilan Ordu’nun Persembe ilgesinde yerel halkin,
turizme yaklagimini  belirlemek, Cittaslow
unvanma iligkin yaklagimlarint ve Cittaslow
unvanmin ekonomik, sosyo-kiiltiirel ve doga ve
cevre etkilerinin algisini 6lgmektir.

Arastirmaya katilanlara yasadiklar1 sehrin Yavas
Sehir olmasindan duyduklari memnuniyet ve
Yavas Sehir unvaninin turist sayisinin artisinda
etkili bir marka olmasina yonelik yoneltilen
sorulara verilen cevaplar, Yavas Sehir unvaninin
etkili bir marka oldugunun gostergesidir.

Arastirmaya katilan kisilerin % 85,51 yoredeki
turist yogunlugundan endise etmemektedirler.
Ortaya ¢ikan sonu¢ katilimcilarin yorelerindeki
gelisen turizm faaliyetlerine olumlu baktiklarimi
gostermektedir. Yoreye gelen turist profilinin
bilingli olmasi ve Yavag Sehir kriterlerine uygun
davranmalar1 bu sonucu ortaya cikartmigtir
denilebilir.

Persembe yoresi de sanayilesme ve ticaret
acisindan, Karadeniz bolgesinde bulunan diger
sehirler gibi; olduk¢a geri kalmigtir. Olumsuz bir
etki gibi goriinen bu geri kalmislik neticesinde
dogasi ve gelenekleri deformasyona
ugramamigtir. Ayni zamanda iilkede gelismekte
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olan ve gelisen bolgelerin maruz kaldig1 hatalar
ve sorunlari gozlemleme sansina sahiptir. Bu
avantaj kullanilarak yoredeki dogal ve kiiltiirel
degerlerin siirdiiriilebilirligi saglanarak turizm
sektoriinde gelisme saglanabilir. Persembe ilgesi,
dogal ve kiiltiirel degerlerini {ilke ve hatta diinya
genelinde yeteri kadar pazarlayamadig asikardir.
Ancak Cittaslow unvani alindiktan sonra diger
sehirlerden farklilagip turizm arzina yanit
verebilecek duruma gelmistir.

Ozellikle yerel iiretime verilen destek ve yerel
irlinlerin  tiiketilmesini, organik {iiretimle bu
triinlerin deger kazanmasim saglanarak yerel
ckonomide hareketlilik yaratilmaktadir. Yerel
iiretim teknikleri ile hem dogaya ve ¢evreye zarar
vermeden iiretim yapilmakta hem de ekonomide
istihdam ve refah artisi1 saglamaktadir. Ornegi
ilk Yavas Sehir olan italya’min Bra sehrinde
verilen destekle birlikte agilan peynir fabrikalar
sayesinde hem istthdam saglanmis hem de
hayvanciligin  gelismesi saglanmigtir  (Sirim,
2012). Bunun yaninda rekreasyonel faaliyetler
kapsaminda gerceklestirilen geleneksel
uygulamalar (6rn. Urfa Sira Geceleri) kiiltiirel
degerlerin korunmasina da katki saglayabilir.

Bu arastirmada Cittaslow unvanina sahip olan bir
sehirde yasadiklarindan duyulan memnuniyetin,
turist sayisindaki artisinda etkili bir marka
oldugunu diisiindiikleri goriilmektedir. Bu bilgiler
dogrultusunda Yavas Sehir akiminin tilkemizde
gizli kalmis sayisiz dogal, tarihi ve kiiltiirel
degerlerin giin yliziine ¢ikmasi saglanacaktir. Bu
sayede bircok sehrimiz uluslararasi statiide bir
deger kazanacak ve iilkemizin tanmitimina katki
saglayacaktir. Yavas sehirlerin bir diger 6zelligi
de trafik ve hizin olmadig: sehirler olmasidir. Bu
sehirlerde toplu tasima araglar1 daha cazip hale
getirilerek kullanimin yogunlagmasi igin gerekli
tesvik ¢aligmalar1 yapilmalidir. Ornegin sehrin
belli noktalarina toplu tagima araglar1 disinda arag
girisinin engellenmesi ve bu sekilde toplu tasima
araclarmin daha hizli hareket etmesi saglanarak
trafik yogunlugunun azaltilmasi saglanabilir.
Yavas Sehirlerde gastronomik gelenegi 6n plana
cikartmak, yerel ve Ozgilin {irinlerin kullanimi
destekleyici faaliyetlerde bulunulmalidir. Bu
baglamda okullarda daha oncede var olan yerli

driinler gilinleri diizenlenmeli ve bu gelenek
yeniden yasatilmalidir. Bu sekilde hem ¢ocuklarda
yerel {irtin bilinci olusturulur hem de yerel halkin
desteklenerek yerel iiretime yonelmesi saglanir.

Sehirlerin s6zlii gegmislerini canlandirmak igin
yetmis bes yas istii yetiskinlerin anlattiklari
masallardan yaptiklar1 yemeklere kadar birgok
gelenegin giin yliziine ¢ikmasi saglanabilir (Bilgi,
2013).

Ulusal ve uluslararas: literatiir incelendiginde
Cittaslow unvanina sahip sehirlerde yerel halkin
algisim Olgmek amaciyla yapilan g¢alismalarin
oldukc¢a az oldugu gozlemlenmistir.
Aragtirmacilar farkli destinasyonlarda yapacaklari
caligmalar ile literatiire katki saglayabilirler.
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ABSTRACT

Despite discussions about Brazilian public policies of tourism (PPoT), their evolution and
impacts in this country are still little known. By assimilating various roles over the last
century, Brazilian governments could establish goals and provide different expectations
about PPoT. This study aims to analyze the institutionalization process of Brazilian PPoT,
from their born, in the very beginning of the last century (1930), to the first decade in the
actual century (2010). To reach this objective, the Brazilian public agenda of tourism was
reconstituted, in a retroductive way. The specialized literature —about public policies, in
general, and PPoT, in particular— was mad in order to produce an analytical framework to
support the empirical analysis. The historical, longitudinal, ex post facto, research was
empirically landed by the data collection of normative acts did by the Brazilian Federal
Government. These acts were considered as public policies and they were collected through
the historical archive of the House of Representatives. They were analyzed, in a quantitative
and qualitative manner, by the content analysis technique. The results allow us to recognize
five major periods guiding the PPoT in Brazil agenda, each one having it proper organizing
principle, modus operandi as well its expected effects. As conclusion, we can sustain the
existence of recurrent institutional inconsistency; increased investments and changing
expectations over the PPoT along of the last century. There was also recent change in the
profile of these policies, seeking to conform them to the international standard.

Doi:http://dx.doi.org/10.31822/jomat.492460

1. Introduction

Thomas Dye (2009) gave a definition of public
policy, which has become a classical one due its
synthetic power: public policy is everything what
governments choose to do or not to do. It can have
its themes, formats, goals and purposes diversified
not only when comparing the different national
states but vary according to the roles played by
certain state in the course of its history (Kliksberg,
1998). In this sense, although much has been
discussed recently about the Brazilian public

policies, in general, (Melo, 1996; Faria, 2003,
2005; Souza, 2006; Paiva, 2010); tourism policy,
once having its impact only recently evaluated,
comes gaining prominence (Pimentel & Pimentel,
2011; Pimentel et al, 2011; Pimentel, Pimentel &
Vidal, 2017).

However to assimilate diverse roles throughout
the twentieth century, the Brazilian government
has set goals, create structures, allocate resources,
and provide expectations of the most distinctive
ways to the development national tourism. It is in

* Corresponding Author

Research Paper

Thiago Duarte Pimentel*  prof. Dr., Universidade Federal de Juiz de Fora/UFJF, Brazil, Email: thiago.pimentel@ich. ufif.br, Orcid Id: 0000-0003-1889-069X
Mariana Pereira Chaves Pimentel  Prof. Dr., Universidade Federal de Juiz de Fora/UFJF, Brazil, Email: marianachaves82@yahoo.com.br, Orcid Id: 0000-0003-0624-6127

Jomat is licensed under Creative Commons Attribution-Noncommercial-Derivable 4.0 International License.

**A previous version of this paper was originally written and published in Portuguese


http://dx.doi.org/10.31822/jomat.492460
mailto:thiago.pimentel@ich.ufjf.br
mailto:marianachaves82@yahoo.com.br

Thiago Duarte Pimentel, Mariana Pereira Chaves Pimentel

J [omat

this sense that is built the question that guides this
paper, how the Brazilian State, from 1930 to 2010,
sought to institutionalize tourism public policies?
Thus, the objective of this paper is to analyze the
process of institutionalization of Brazilian tourism
public policies from 1930 to 2010.

The institutional approach in the state study is
interested in issues such as the institutionalization
of procedures and consolidation of government
actions, the effect of political institutions on the
behavior of the actors or the political decisions
content (Arretche, 2007). Thus, the investigation
of the institutionalization process of tourism
policies in Brazil aims to recognize the tourism
policies contents, the practices they have tried to
establish and expected effects at different times.

To achieve this aim, we have attempted to
reconstitute the tourism public agenda in Brazil
(section 2). In the third section, we present the
historical, longitudinal, ex post facto, research was
empirically landed by the data collection of
normative acts did by the Brazilian Federal
Government. These acts were considered as public
policies and they were collected through the
historical archive of the House of Representatives.
In the sequence (fourth section) the data were
analyzed, in a quantitative and qualitative manner
by using content analysis technique—, 369 public
policies with specific contend of tourism, which
covered the period of the last 90 years. The data
allows us to identify the five major periods
structuring the Brazilian tourism public agenda.
Finally, in the last section, we present the five
majors periods characterizing the PPoT in Brazil
agenda, each one having it proper organizing
principle, modus operandi as well its expected
effects.

2. Literature Review

The notion of state, according to Almond (1992),
is shaped differently by two dominant traditions in
political science, the first defending the
sovereignty "classic" of the state and the second
consists of the pluralist theorists “classics.” The
first notion reinforces the state absolute authority,
while the latter denies the sovereignty of the state,
which is characterized as an association among
many.
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Mann (1992) notes that definitions of state
contains two main perspectives of analysis,
institutional and functional, that is, the state can be
defined by their features or their institutional
functions. A mixed view would be to Max Weber
(2006), prominent in studies of the formation of
the national state, which considers the institutional
and functional (establish and enforce laws). His
concept has four main elements: (1) a set of
institutions and employees, (2) centrality, political
relations radiate from the centre, (3) demarcated
territory on which it is legitimate, (4)
establishment of mandatory, sustained the
monopoly of violence.

However, over the last two or three centuries, says
Poggi (2008), many states have ac- quired
additional features to those noted by Weber (1922;
1964; 1978; 2004). Its internal structure is usually
designed and controlled by laws that each state
produces and enforces and governing their own
activities.

Recently, especially in the 1990s, the great task of
the modern state was his reform or reconstruction.
However, neoliberal reforms showed signs of
failure and then emerged as alternative the social
character of state reforms, guarantor not only of
property and contracts, but also of the social
rights. This new positioning of the state and the
consequent changes it causes, leads to realize that
as are changed the roles assumed by the state, are
changed, also, his forms of intervention and
relationship with society.

However, according Souza (2006) we have failed
to consider how minimally designing public
policies to promote social inclusion of the
majority population in developing countries in
recent democracy, especially in Latin America.
Thus, Souza (2006) states that in recent decades
recorded the resurgence of the public policy
importance, as well as the institutions, rules and
models that governs its decision, development,
implementation and evaluation.

There is no one, neither better definition of what
is public policy. A synthetic proposition of
Thomas Dye (2009: 1), which defines public
policy as "what the government chooses to do or
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not do" . According to Howlett and Ramesh
(1995) are five stages of policy cycle, (1) setting
the agenda; (2) definition; (3) decision making; (4)
implementation; and (5) identifying the results
generated.

For Frey (1999), after 20 years of military rule,
Brazil is experiencing in relation to the
institutional structures and political processes an
extremely dynamic and eventful period, and
neither the institutional nor the network of
political actors or patterns conduct political and
administrative arrived to consolidate under the
new democratic conditions.

Regarding to tourism in Brazil, due to its dynamic
growth over the last ten years and the potential for
employment generation, foreign exchange and
income, it is observed that has gained relevance in
economic, political and social scenarios (Beni,
2006).

In the global context, as noted by Sola (1996), the
development of tourism policies for the pure
promotion of tourism is giving way to policies
interested in developing various products in order
to remain the nations competitive. The author
looks at three generations of tourism public
policies in world, (1) which covers the first
decades of the Fordist era of tourism, is
characterized by objective to encourage mass
tourism from a quantitative point of view; (2) the
impacts of tourism are better understood, and the
objectives are redefined searching for the well-
being of residents; (3) the competitiveness became
the focus of tourism strategies and policies.

Given this scenario, we question about the
insertion of the Brazilian nation and expect to
answer that when doing the reconstitution and
analysis of Brazilian tourism public agenda.

3. Data and Methodology

The research is qualitative (Trivifios, 1987). To
Goldenberg (2002) the qualitative and quantitative
method provides an understanding of a
phenomenon in depth, while the quantita- tive
seeks to establish universal rules and laws.

Due to the ex post fact character of the research,
operationally, for reconstitution and analysis of
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Brazilian tourism public agenda, we used the
analysis of documents. One of the most
knowledges and useful techniques is Contend
Analysis (CA), which is defined by Bardin (2016:
42) as "a set of analysis techniques for
communications, aiming for systematic and
objective procedures to describe the content of the
messages, or not obtain quantitative indicators,
which allow the inference of knowledge
concerning the conditions of production /
reception (inferred variables) of the messages."

To this research, regarding the volume of
empirical material (369 normative acts and
thousands of pages), the content analysis
techniqgue was used in order to classify and
analyze the data collected. We used CA as a first
step thematic frequency of the categories to
classify and systematize the data according the
periods originally observed in the literature review
and, than, as a second step, we did thematic use of
CA, in order to analyze in detail the principles and
elements presented in each normative act and how
it had convergence with the period classified.

According Pimentel (2001), studies based on
documents as primordial material organize and
interpret them according to the objectives of
proposed research. Thus, regarding the main
purpose of this research —which was reconstruct
the Brazilian public agenda of tourism— we have
adopted the script proposed by Pimentel (2011)
that follows, in order to showing the
systematization built to achieve the expected
result: (1) identify key tourism public policies in
Brazil; (2) analyze some means used by
governments to institutionalize tourism public
policies, like (a) the institutional arrangement by
which outline policies on tourism, defined by
position in the organizational structure and
proposed investments, and (b) the characteristics
constituents, namely, objectives and expected
effects; (3) armed with this analysis, reconstitute
the tourism public agenda seeking to group the
public policies in periods with distinctive features,
setting up an organizing principle and the
expected effects in each period.

It were searched 1.509 Brazilian public policies!
those contain "tourism" in scope (Brasil, 2011).
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However, many of them were dedicated to internal
norms of the organizational, for example, the acts
of the Act of the Chairman of the Board in the
Brazilian Congress. Others were dedicated
internal amendments of the law, for example in the
case of reedition of a law or its change. And a third
group of normative acts was concerned with
rethoric or general actions, without any specific
material impact, even in terms of budget, for
example, it was the case of laws authorizing
Higher Education Insttitutions (HEI) to work in
the country as well laws concerned with
establishment of Memorandum of Understanding
(MoU) between the Brazil Federal Government
and other countries, but just in general terms,
without any specific practical action. Thus,
considering that the impact of these normative acts
were more symbolic or rhetorical than practical
one, they were eliminated of the sample, which
was compound by 369 policies selected (Brasil,
2011).

4. Results and Discussion

The selected public policies were analyzed for
periods, (1) Vargas 1930-1945, (2) Populism
1946-1963, (3) Military Dictatorship 1964 -1984,
(4) Democratic Transition 1985-1994, (5)
Fernando Henrique Cardoso 1995-2002, (6)
Government Lula 2003-2010. In each one, were
analyzed two categories, each with its own sub-
items: (1) the scope of the policy, (1a) objectives
(1b) expected effects; (2) the institutional
arrangement, defined by (2a) posi- tion in the
organizational structure, (2b) proponent, (2c)
available resources in order to strengthen budget.
With these data, broke into the analysis that
follows.

Vargas Era 1930-1945

During the Getulio Vargas government, it is clear
the centrality of executive power in the definition
of an economic development model focused on
urban-industrial axis and marked by strong state
interventionism.

Related to tourism policy, this period comes with
the (1a) goal of expanding the country economic
base, still tied to trade and financial commitments
abroad. At the time, the tourism policy turns to the
international marketing and to stimulate and
control the activity internally. Are three the (1b)
expected effects of tourism policies. The former
refers to increasing the flow of tourists. The
second, related to the first, but wider, was related
to in-creased revenue coming from foreign
relations. The third, was the organization and
supervision of activities and tourist services.

Assimilation of tourism to (2a) organizational
structure of the state happens in 1939 with the
creation of the Tourism Division responsible for
the promotion, organization and supervision of
internal and external services. With the end of
Vargas Age in 1945, the Division is extinct. The
main (2b) proponent of tourism policies in the
period and in subsequent periods, it is the
executive branch. As for the (2c) resources
allocated in tourism during 1930- 1945, on only
two occasions the sector received investments in
the form of strengthening budget.

Populism 1946-1963

Between 1946 and 1963, Brazil experienced a
populist democracy phase. Based on the input of
international  resources, the  substitution
industrialization model of intermediate goods put
up as an alternative solution for the economic
development in mid-1950. In this context, it
moved to admit the idea of planning.

The (1a) tourism policy objectives were in line
with the national economic times, treating tourism
as an "industry of the century" and "invisible
export"”. The (1b) expected effects of this policies
were, first, to use the "touristic capital”, mainly the
capital from foreign tourist; another, planning of
tourism, which first appeared with the creation of
the Brazilian Tourism Commission (2a); third, to
expand activities and tourist services, through the
study of the potential for tourist use in Brazil.

LAt the time when the paper was originally written they were 1509. Today, in October 2018, they are 1840. Actually, these 1840 normative acts are classified
as it follows: Decree (654); Decree Without Number (330); Provisional Measure (286); Ordinary Law (253); Legislative Decree (169); Decree-Law (65);
Resolution of the Federal Senate (36); Resolution of the Chamber of Deputies (22); Complementary Law (7); Act of the Chairman of the Board (6); Decree of
the Council of Ministers (4); Resolution of the National Congress (3); Act of the President Without Number (2); Act of the Board (1); Act of the Chairman of

the Board Without Number (1); Constitution (1).
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In 1961 it is proposed the National Tourism
Policy, which was confirmed just in the next
government, in 1966. The Decree-Law no. 55 of
1966 (already repealed) created the EMBRATUR
(Brazilian Tourism Company), the National
Tourism Council, and defined the elements of the
first Tourism Policy. While the Council had a
normative function, EMBRATUR was assigned
the executive functions. Were intended (2c)
features such as strengthening the tourism budget
on only two occasions.

Military Dictatorship

The period is marked by two points, the so-called
economic miracle and the miracle retreat. The
state entrepreneurship and economic stagnation
and inflation mark the moments, respectively. In
1966 was established the National Tourism
Policy. The (1a) goal of this policy was the
coordination and adjustment of public and private
initiatives. During the so-called economic miracle,
entered new guidelines on the Brazilian tourism
public agenda as direct financing or tax incentives
for tourism development initiatives. In the late
1970s and throughout the 1980s resurfaced
economic difficulties, and the National Tourism
Policy was not performed.

There were two (1b) expected effects, first was a
larger institutional sector at the state level; second
was a largest distribution of tourism throughout
the country territory. Tourism gains relevance in
(2a) the organizational state structure with the
National Tourism Policy establishment by
Decree-Law 55/66. This Decree-Law created the
National Council of Tourism, EMBRATUR and
Tourism General Fund FUNGETUR. To
coordinate the actions was established the
Tourism National System. The number of
resources transfers (2c) directly to tourism by
strengthening budget increased to four.

Democratic Transition 1985-1994

Economically, the 80’s were a "lost decade" for
the country due to slow growth and rampant
inflation. In the political sphere, the stage was of
intensified democratization. The period was
marked by little state intervention in tourism due
to the impaired ability of governing
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administrations as well, since the 1990s, by
political and economic non- interventionist/liberal
position assumed by governments. Thus,
interventions in the sector were restricted to
EMBRATUR.

EMBRATUR, renamed Brazilian Tourism
Institute in 1991, extends your (1a) objectives in
seeking to improve the quality of infrastructure,
analyze and monitor tourism projects, preserve the
natural, social and cultural environment they were
(1b) expected effects like access democratization
to domestic tourism, reducing social and
economic regional disparities, increased flow,
length of stay and average spending of foreign
tourists, new sights diffusion, equipment and
services expansion and diversification.

As for the (2a) position in the organizational
structure, with the new federal constitution,
promulgated in 1988, the promotion and
encouragement of tourism were instituted to
Union and municipalities as a duty, as a factor of
social and economic development (art. 180). In
1992 was created the Ministry of Industry, Trade
and Tourism. There were 6 strengthening budget
(2c) destined directly to tourism.

Fernando Henrique Cardoso Government 1995-
2002

The first government of Fernando Henrique
Cardoso (FHC) was marked by two main agendas:
monetary stability and constitutional reforms
(Couto & Abruccio, 2003). FHC created the
Ministry of Sport and Tourism, reflecting the
expansion of space for tourism in the political and
financial state (2a), with the (la) goal of
formulating and coordinating national policy for
tourism development, promotion and
dissemination of tourism in Brazil and abroad,
encouragement of public and private to encourage
tourism, and planning, coordination, supervision
and evaluation of plans and programs to stimulate
tourism. One new aspect was the concern with the
quality and productivity of the sector.

As for (1b) expected effects, was observed little
intervention, tourism exploration concessions to
foreign companies and incentives to increase the
flow and foreign currency. The (2c) resources for
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direct and indirect lending to the sector took a big
leap, with 76 direct and indirect transfers the
booster budget for the sector, of which nine
(11.8%) direct lending to tourism.

Luis Indcio Lula da Silva Government 2003-
2010

The tension between social, external and
development resumption agendas, on one hand,
and orthodox focus on inflation, which allocates
trade and fiscal surpluses to finance interest and
debt services, on the other, constitutes an
important  dimension of Lula government
(Martins, 2007).

Was noted the maintenance of (1a) objectives that
since the 1930s prevailing on tourism policies,
associated with the tourists and revenue entry, and
the assimilation of new issues, such as quality and
competitiveness. Were expected effects (1b) the
development of domestic tourism and the increase
in the external flow, but mainly to increase the
competitiveness of the industry both internally and
externally, for the pursuit of quality, productivity
and sustainability of the activity.

While was created the Ministry of Tourism in
2003 (2a), it was noted the incorporation of
sustainability criteria in the formulation and
evaluation of tourism national policy. Direct
investments in tourism (2c), compared to the FHC
government, increased 466.6%.

5. Discussion
Given the above, it is possible to reconstruct the
public agenda of tourism in Brazil, as seen in
Table 1 below.

In seeking its evolution were identified five
periods, each one characterized by an organizing

principle and the expected effects of him. The first
period identified began in 1930, until prior to the
government of Juscelino Kubitschek (JK), from
when tourism policies assumed new dimensions.
The entry of foreign tourists, understood as
"invisible export”, is so driven. It was some
expected effects: the formation of an internal
market potential consumer and strong regulatory
and supervisory presence of tourist activities.

The period following 1950 to 1979, from JK until
the decline of miracle, was marked mainly by the
notion and practice of planning. This period
follows a model of economic development that
enhances the model of import substitution while
reserving to the State an entrepreneurial role. The
creation and consolidation of entities with
responsibilities articulated and complementary
attempt to demonstrate the organization of tourism
in the country.

The 1980s was marked by political
democratization and economic crisis. The tourism
planning and implementation centralization would
be modified in the following decade. The 1990s
were marked by the monetary stabilization that
allowed the rise of a new model of public
administration, called managerialism. It is in this
scenario that was established in 1991 the National
Tourism Policy, which aims to expand the tourism
market, the decentralization of executive actions,
and the expansion of public-private mix.

In the following decade, with the creation of the
Ministry of Tourism, was established a new
structure, created a new National Tourism Policy
and developed plans and programs for its
implementation, seeking to articulate national and
regional public and private bodies. New effects are

Table 1. Public agenda of tourism in Brazil.

Period

Organising principle[Expected effects

Getulism
(1930 — 1949)

Invisible exportation

Foreign tourists; internal market, supervision of tourism activities

Kubitschek to retreat of miracle
(1950 — 1979)

State entrepreneurship

Internally and externally tourism development; planning, coordination of
tourism; fund to programs.

Redemocratization Stabilization Collegiate interventionism; constitutional consolidation of tourism

(1980s)

Liberalism Managerialism Expansion of domestic and external tourist market; productivity;
(1990s) decentralization; public-private mix.

Keynesianism Development and socialllncrease flow internally and externally; community involvement, sustainability,
(2000s) lagenda social inclusion through work, reducing inequality.

Source: proper elaboration.
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expected from the National Tourism Policy, such
as improved quality and productivity,
sustainability, community involvement, social
inclusion through work, etc.

Thus, it is clear that Brazilian tourism policies
follows the global trend of converting the pure
promotion into diversified tourism products
development in order to increase competitiveness.
It is noticed that a third phase of world tourism
policies, as seen in the global context since the
mid-1980s, has been developed in Brazil during
the 2000s. The creation and maintenance of a
framework of competitiveness, which implies the
implementation of methodologies aimed at
achieving quality in tourism services, efficiently
and sustainably, are defining features of this new
phase.

Regardless the government or the historical period
of the normative acts that covers a Brazilian Public
Policy Tourism agenda, we can see, in a more
theoretical terms, that all these policies were
made, implemented and controlled considering —
in a explicit or implicit form — the tourism as a
subsystem organically convergent and determined
by the capitalism system (Dachary; 2015; Dachary
et al, 2018). If in its initial phase (“Getulism”) it
was seen a merely sort of activities related to the
travel, it means as a cluster of services without or
with a minor impact in the economy and society
as a hole, just as a complementary form of sum up
economic ingress; progressively it was gaining a
more formal and proper official bureaucratic
apparatus (“Kubitschek” and
“Redemocratization”  phases), with more
autonomy to integrate and organize the tourism
field (Pimentel, 2017), even with this internal
diversity and divergence in terms of actors and
their expectations. Nevertheless, this effort made
in the 1960s was interrupted by the economic
crisis in the end of the 1970s which persisted
during the hole decade of 1980s, the bureaucratic
organization and the very first general national
norms were important to put together the actors in
the same social and normative space. And, at the
end, both in the “Liberalism” and
“Keynesianism”, the PPoT reaches a broader
character, even nationally with a more robust
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agenda, more programs and more budget (after all
in the Lula’s government) but also internationally,
with a intend of Brazilian government to make the
tourism an institutional way to receive touristic
flux and its money, competing by the tourists in
the international market. In this whole process
tourism always was determined by logic and the
requisites of that system, which confirms its
character no autopoietic (Pimentel et al, 2011).
The main change was just in the terms and the size
of its operation, from the initial vision as a
“service” to the final one as “model” of
development (Dachary, 2016), in which tourism
plays a crucial role to make possible the
intensification of the capitalism process
cumulation by the conversion of the “unusefull
time” (productive time of recreation) into the
useful and productive time of the production of
touristic goods (products and services).

6. Conclusion

This work sought to analyze the process of
institutionalization of Brazilian public tourism
policies by the federal governments from 1930 to
2010. It was possible to observe the institutional
inconsistency of the Brazilian tourism agencies,
the predominance of initiatives of the Executive
Power on the proposal of tourism policies, the
gradual increase in direct investments in tourism
in Brazil, the main changes in the objectives of
tourism policies in the period and the consequent
transformation in expectations regarding the
sector.

As conclusions, it is possible to point out some
issues that still deserve consideration by the
Brazilian governments, and that deserve to be
incorporated into the national tourism agenda.
First, in the five phases of the public tourism
agenda, the goal is to increase international
arrivals. This is understandable given the country's
need to seek alternatives to balance the trade
balance. However, measures for the expansion of
the internal tourism market, which could be
adopted simultaneously with the recurrent policy
of attracting foreign tourists, are rare. This
alternative has shown good results in several
countries and even in Brazil (Reis, 2009; Massida
& Etzo, 2012; Kumar, 2016), such as the
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improvement of indices such as quality of life,
income level and the fight against inequalities
regional authorities.

Another point that deserves attention from
policymakers is the logistic infrastructure, both for
foreign tourists and for Brazilians themselves to
travel in the country. Sports mega-events based in
Brazil, the Football World Cup in 2014 and the
Olympics and Paralympics in 2016, brought to the
fore the need for investments in infrastructure to
support tourism, mainly transportation and urban
mobility, such as airports, ports, highways , public
transport, signage and information. In this sense, a
series of works were carried out in the host cities
of the events, all of them state capitals. However,
in the interior of the states, where there are many
tourist interest areas, the transport and mobility
infrastructure remains very precarious, which
makes it difficult for both foreign tourists and
domestic tourists to access two or three means
transport to reach the final destination, with scarce
supply of transport services, poorly maintained
roads and poor or non-existent tourist signs.

Considering the varied and immense tourist
potential of the interior of the country, another
point to be highlighted for policymakers is the
opportunity, and necessity, of diversification of
the Brazilian tourist offer. This is justified both for
the expansion of the number of foreign visitors
and for the expansion of the time they remain in
the country, and for the growth of domestic
tourism itself. Currently, the main Brazilian tourist
destinations are some state capitals. Rare are the
destinations of the interior internationally visited.
As for the domestic traveler, it circulates mainly
within the state, regionally, due to the size of the
country and the difficulties of transportation.
Accessibility is a difficulty, but also the lack of
format, promotion and marketing of tourism
products in the interior of the country harms the
development of tourism in the interior.

In summary, tourism policies in Brazil have
received increasing attention from governments,
incorporated new themes, grown institutionally
and received more resources, but some problems
persist and are detrimental to the development of
tourism in the country, such as insufficient
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transportation infrastructure and the concentrated
supply of tourist products.
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OZET

Konaklama isletmelerinde ¢alisanlarin orgiitsel adalet algilart ve ige yabancilasma egilimleri
arastirmanin konusunu olusturmaktadir. Bu dogrultuda aragtirmanin amaci, konaklama isletmelerinde
calisan igsgorenlerin algiladiklar: érgiitsel adaletin ise yabancilasma egilimleri iizerindeki etkisini ortaya
koymaktir. Dolayisiyla orgiitsel adalet ve ise yabancilagma degiskenleri dikkate alinarak literatiir
taramast yapumistir. Literatiir taramasi temel alinarak olusturulan ii¢ ana hipotezi degerlendirmek
amaciyla, Nevsehir ilindeki 3, 4 ve 5 yildizli konaklama isletmeleri ¢alisanlart iizerinde bir alan ¢calismasi
yapunustir. Yapilan bu ¢calismanin verileri 2016 Ocak ve Subat aylarinda elden birakip alma ve yiiz yiize
anket teknigi kullanilarak toplanmistir. Verilerin toplanmasinda olasilik dist 6rnekleme yontemlerinden
yargisal ornekleme teknigi kullanilmistir. Arastirmaya dahil edilen 25 otelden toplam 242 analize
elverisli anket geri toplanmigstir.

Bu arastirmanin sonuglar bilgisayar ortaminda, uygun program ve uygun analiz teknikleri kullanilarak
analiz edilmistir. Temel olarak korelasyon ve regresyon analizi yapimistir. Yapilan analizler sonucunda
orgiitsel adalet algisinin orta diizeyde ¢iktigr goriiliirken ise yabancilasma egiliminin ise diisiik diizeyde
ctkng goriilmektedir. Yine analizler sonucunda dagitim adaletinin ise yabancilasma egilimine anlaml
bir etkisinin olmadigi, prosediir adaleti ve etkilesim adaletinin ise yabancilasma egilimine olan etkisinin
ise dogrusal ve negatif yonlii oldugu sonucu elde edilmistir.
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The issue of research constitutes the perceptions of organizational justice and tendencies of alienation to
work the employees of the hospitality enterprises. The aim of the research in this direction is to reveal
the influence of the organizational justice perceived by the occupations in the accommodation enterprises
on the tendencies of alienation to work. In this direction, the literature search was conducted considering
the variables of organizational justice and alienation to work. In order to evaluate the three main
hypotheses based on the literature review, a field study was conducted on the employees of the 3, 4 and
5 star hospitality enterprises in Nevsehir province. The data of this study were collected using face-to-
face survey technique in January and February 2016. Judgmental sampling technique from non-
probability sampling methods has been used for the collection of data A total of 242 analytical surveys
were collected from 25 hotels included in the survey.

The results of this research were analyzed on a computer using appropriate program and appropriate
analysis techniques. Correlation and regression analysis were basically performed. As a result of the
analyzes made, the perception of organizational justice appeared moderate, while the tendency of
alienation to work appeared to be low. Again, as a result of the analysis, it is concluded that the
distribution justice has no meaningful effect on the tendency to alienate the work, whereas the effect of
procedural justice and interaction justice on the tendency to alienate the work is linear and negative.
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1. Giris

Adalet gecmisten giinlimiize kadar sosyal bir olgu
olmustur. Bireylerin sosyal ve orgiitsel hayatinda
hep icinde oldugu adalet konusu, onlar igin
vazgecilmez unsurlardan biridir. Orgiitlerin en
onemli kaynagini isgorenler olusturmaktadir.
Egitimli bircok isgdren, isletmelerde yer
bulmaktadir (Eren ve Onat, 2018; Karakus, Onat
ve Yetis, 2018). Isgdrenler daha vasifli ve
egitimli bir hale geldik¢e sadece iyi isler talep
etmekle yetinmemekte olup, isyerinde saygi ve
samimiyet de beklemektedirler. Bunun yaninda,
isletmelerde adaletli davranilip davranilmadigi
konusu da, iggérenlerin beklentileri arasinda 6n
stralarda yer almaktadir.

Orgiitsel adalet ile ise yabancilasma hakkindaki
olumsuz algt, iggérenlerde motivasyon diistikligii,
verimsizlik, isten ayrilma niyeti, diisiik orgiitsel
baglilik gibi benzer sonuglar dogurabilmektedir.
Orgiitsel ~adalet algis1 sonucu bireylerde
devamsizlik, performans diismesi, isten ayrilma
gibi bazi olumsuzluklar ortaya cikabilmektedir.

Bu olumsuzluklardan biri de bireylerin ise
yabancilagmasidir.
Turizm isletmelerinin  hizmet-yogun olmasi

nedeniyle bireylerde meydana gelen yabancilasma
isletme agisindan biiylik 6nem teskil etmektedir.
Ozellikle yogun bir rekabet ortami igerisinde
faaliyet gbsteren  turizm isletmelerinde
isgorenlerin performanslar1 olduk¢a Onemlidir
(Ozdemir ve Yilmaz, 2016). Bu nedenle turizm
isletmelerinde calisan iggorenlerin ise
yabancilagmalarinin ne diizeyde oldugu ve bu
durumun olugmasina neden olan faktorlerin ortaya
konulmasi, gerekli Onlemlerin alinmasi igin
onemlidir. Bu dogrultuda arastirmanmin amaci,
konaklama isletmelerinde algilanan Orgilitsel
adaletin ise yabancilagma {izerine etkisini ortaya
koymaktir.

Turizm sektorii agisindan turizm isletmelerinin
onemli bir yeri bulunmaktadir. Ulke turizminin,
gelisen diinya turizminden biiyiik miktarda pay
alarak, kendini daha iyi bir diizeye getirebilmesi
acisindan turizm isletmeleri 6nemli bir bilesendir.
Bu noktada turizm isletmeleri ¢alisanlar1 da
turizmin gelismesi agisindan 6nemli bir yer tegkil
etmektedir. Paydas cesitliligi anlaminda zengin
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olan turizm sektoriinde (Karakus ve Coban, 2018)
insan giicli vazgecilmez bir paydas ve toplam
iirliniin bir parcasi olarak karsimiza ¢gikmaktadir.
Bu nedenle turizm isletmesi calisanlar1 iilke
turizmi agisindan her biri ayr1 ayri bir ayna ve
iilkenin temsilcisi konumundadir. Bu agidan
bakildiginda isgorenlerin g¢aligma esnasinda
gostermis olduklar1  verimlilik, etkinlik,
performans vb. unsurlar yapilan isin kalitesini
ortaya koymaktadir. Yani turizm isletmelerinde
yapilan igin kalitesi ¢alisanlarin  gdstermis
olduklar1 davraniglar ve bu davranislarin kalitesi
belirlemektedir.

2. Literatiir Taramasi
Orgiitsel Adalet Kavrami

Insanoglunun diinyaya gelmesiyle birlikte var
olan ve giiniimiizde de gittikge 6nem kazanan
(Kilig¢ ve Demirtag, 2015: 47) adalet kavraminin
temeli felsefe, politik bilimler ve dine kadar
uzanmaktadir (Konovsky, 2000: 489). Adalet,
sosyal bilimlerin inceleme alaninda olan ve bir
cok bakis agisiyla ele alimmig bir konu
durumundadir (Greenberg ve Bies, 1992: 433).

Felsefe ve sosyal bilimciler adalet kavrami
konusunda tanimlamalar yaparken, aralarinda
farkliliklar oldugu go6zlenmektedir. Felsefede
adaletle ilgili kurallar ve normatif tanimlar
gelistirilmeye, etik kararlar verilirken uyulmasi
gereken ilkeler ve standartlar olusturulmaya
calisilirken; sosyal bilimciler ve orgiit bilimcilere
gore adalet, bir davranisin adil olmasi, bireyin o
davranis1 adil bulmasi ile ilgilidir. Bu tiir
tanimlamalar subjektiflik tasimaktadir ve adaletin
algisal bir durum oldugunu ortaya koymaktadir
(Giinsal, 2010: 3).

Son yillarda gelisme gdsteren orgiitsel kuramlarin,
kisiler aras1 etkilesim ile bu etkilesimden
kaynaklanan sorunlar {izerinde yogunlastigi
gozlemlenebilmektedir. Bu baglamda “sosyal
adalet” kavraminin da orgiitlere uyarlandigi ve
orgiit icindeki iligkilere baglh olarak ortaya ¢ikan
kazanimlarm adil dagitimm ifade eden “Orgiitsel
adalet” kavraminin gelistirildigi goriilmektedir
(Cihangiroglu ve Yilmaz, 2010: 198).
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Orgiitsel adalet ile ilgili ¢alismalarin baslangici
Adams’in (1965) “Adalet Teorisi”ne
dayanmaktadir. Esitlik teorisinde, kisilerin is
basaris1 ve tatmin olma derecesi ¢aligtigi ortamla
ya da orgiitle ilgili olarak algiladigi esitlik ya da
esitsizlikle ilgilidir (Ozdevecioglu, 2003: 78).
Adams teorisini, ¢alisanlarin sarf ettigi emekleri
ile orgiite yaptiklarina inandiklar katkiya karsilik
olmak tizere, elde ettikleri sonuglari bagka orgiitte
calisanlarin elde ettikleri ile karsilagtirmalar
Ongoriisiine dayandirmaktadir (Tetik, 2012: 240).

Orgiitsel adalet kavrami daha cok “algilanan”
orgiitsel adalet seklinde ifade edilmektedir. Bunun
nedeni ise bireyin kendisine ne Olc¢lide adaletli
davranildigindan ¢ok, kendisinin bu davranisi ne
Olglide adaletli olarak algiladiginin  6nemli
olmasidir (Greenberg, 1987).

Greenberg ilk kez Oorgiitsel anlamda, adalet
kavramini; “isgdrenlerin orgiitsel uygulamalara ve
kararlara iligkin adalet algilamalar1 ve bu algilarin
isgbren davranislar1 iizerinde etkisi” olarak
tanimlamistir (Ertiirk, 2014: 70).

Bunun yami sira Orgiitsel adalet kavramu,
“iggorenlerin  Orgiitlerde  kendilerine  adil
davranilip davranilmadigi konusunda nasil karar
verdikleriyle ve bu kararlarin isle ilgili diger
degiskenleri nasil etkiledigiyle ilgili bir kavram”
(Moorman, 1991: 845), “bireylerin oOrgiitteki
adalet algilar1” (Schmiesing, Safrit ve Gliem,
2003: 28), “isgorenlerin etik ve ahlaki degerler
dogrultusunda yoneticilerini  bireysel olarak
degerlendirmeleri” (Cropanzano, Bowen ve
Gilliand, 2007: 35), “isgorenlerin is yerindeki
davranislarinda adillik aramasi durumu” (Sahin,
2014: 49) gibi farkl sekillerde
tanimlanabilmektedir.

Kategorik anlamda orgiitsel adalet; “dagitim
adaleti (distributive justice), islemsel adalet
(procedural justice) ve etkilesim adaleti
(interactional justice)” olmak iizere ii¢ boyutta
siniflandirilmaktadir  (Niehoff ve Moorman,
1993).

Dagitim adaleti, “Orgiitte, ¢iktilarin diiriist ve adil
bir sekilde paydaslara paylagtirilmasidir”.
“Isgdrenlerin orgiite sagladiklar katkiya karsilik
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olmak tizere, Orgiitce yapilan paylastirma ve
sonuglarin adilligi konusundaki algilarini ifade
etmektedir” (Yildiz, 2014: 200).

Islemsel adalet olarak da ifade edilen prosediir
adaleti,  “karar alma siirecinin yiiritildigi
duruma iliskin adalet itizerinde durmaktadir”.
Diger bir ifadeyle, “orgiit iginde alinan kararlarin
nasil  alindigiyla  ilgili  olgularin  neler
olabilecegiyle ilgilenmektedir” (Bakhshi, Kumar
ve Rani, 2009: 145). Bunun yaninda isgorenlerin
karar alma siirecinde diisiincelerini  ifade
edebilmeleri, karar alma siirecindeki yansizlik ve
objektiflikle ilgili  algilamalarinin  {izerine
odaklanmaktadir  (Ulukdy, 2014: 214).
Cropanzano ve Folger ise prosediir adaletini,
“kazanimlarin belirlenmesinde kullanilan metotlar
ve siireglerle ilgili adalet algilamasi” olarak
tanimlamaktadir (Cropanzano ve Folger, 1991:
134).

Orgiitsel adaletin ii¢iincii boyutu olan etkilesim
adaleti;  yoneticilerin, dagitim kararlarmin
alimmasina iligkin siiregleri, iggdrenlere Kkarsi
saygilt ve diiriist bir sekilde aciklamalar1 olarak
ifade edilebilir. Etkilesim adaleti kazanimlarin
belirlenmesi ve islemlerin yiiriitiilmesi siirecinde
yer alan yoneticilerin isgorenlerine ne derece
nazik davrandig1, deger verdigi ve saygi gosterdigi
ile ilgili adalet boyutudur (Cetinkaya ve Cimenci,
2014: 244).

Sonug olarak, adalet algilamalari ii¢ temel sekilde
incelenmektedir. Bunlardan birincisi, dagitim
adaletsizligi ile ortaya ¢ikan “sonuglara yonelik
tepkilerdir”. Ikincisi islem adaletsizligi ile ortaya
c¢ikan “biitlin bir organizasyona tepkiler” ve
iciinclisiic de oOrgilit igindeki iggdren-yoOnetici
etkilesimi adaletsizliginden kaynaklanan
“yoneticilere kars1 tepkilerdir” (Ozdevecioglu,
2003: 79).

Ise Yabancilasma Kavram

Her disiplinin yabancilagsmaya yiikledigi anlam,
kendi bakis agisi, yaklasim ve yontemleri
dogrultusunda olmustur. Bu da, yabancilagsma
kavraminin gegerli tek bir tanimimin yapilmasin
zorlagtirmistir (Elma, 2003: 11). Bu nedenle
bir¢ok tanimlamalarda bulunulmustur.
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flgili literatiir incelendiginde yabancilasma,
“kisilerin kimligini kaybetmesi durumu” (Bell,
1959: 933), “kariyer hedeflerinden uzaklagsma ve
profesyonel normlara uyum saglayamamadan
olusan olumsuz duygular” (Aiken ve Hage 1966:
497). “kavram olarak bireylerin kendilerini bir
biitiin olarak algilamamasi durumu” (Bonjean ve
Grimes, 1970: 366), caligmaya kars1 alaka
gostermemek (Hirschfeld ve Field, 2000: 790),
gibi farkli sekillerde tanimlanmistir. Blauner
(1964) ise ise yabancilasmay1 genel olarak, “isin;
ozerklik, sorumluluk, toplumsal etkilesim ve
kendini gercgeklestirme gibi bireyin insan olarak
degerini ortaya koyan kosullarin ve ortamlarin
saglanamamasi durumu’ olarak tanimlamaktadir.

Yabancilasma kavrami kuramsal boyutta ele
almanin 6tesinde deneysel ¢alismalar da yapilarak
Olgiilebilir ~ hale  getirilmeye  calisilmistir.
Calismalariyla ismini duyuran Melvin Seeman
yabancilagmayt; giicstizliik, anlamsizlik,
kuralsizlik, yalitilmighk ve kendine yabancilagma
(yalitilmislik)  olarak bes farkli  sekilde
boyutlandirmistir (Seeman, 1959).

Seeman giligsiizliik kavramini, kisilerin kendi
trettigi Urlinler ile iiretim siirecinde kullandig:
aracglar arasindaki iliskide ortaya ¢ikan sonuglar
iizerinde bir kontrol hakkinin bulunmamasi olarak
ifade etmistir (Seeman, 1959: 784-785).
Anlamsizlik, insanin kendi durumunu anlama
yoksunluguna ve yasaminda amag, hedef ya da bir
tasarinin yokluguna isaret etmektedir (Simsek ve
Akdemir, 2015: 3). Kuralsizlik, “birey ya da
toplum hayatindaki bunalimli bir durumu ifade
etmektedir.” Kuralsizlik, “toplumda ya da bireyde
Olcli ve degerlerin ¢okmesi ya da amag ve iilkii
yoksunlugu sonucunda olugan dengesizlik olarak”
da tanimlanmaktadir. (Dean, 1961: 754-755;
Giineri, 2010: 60). Yaltilmislik, “bireyin genel
anlamda bulundugu fiziksel ¢cevreden ya da diger
insanlarla iligkide bulunmaktan kaginmasi ya da
bu iliskiyi en aza indirgemesi olarak”
tanimlanmaktadir (Elma, 2003: 36). Seeman gore
kendine yabancilagma, “bireyin belirli bir
davraniginin, gelecege yonelik beklentileri ile
uyusmamast ve kisinin beklentilerinin disina
cikarak farkli davranmasi seklinde” ifade
etmektedir (Seeman, 1959: 789-790).
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Yapilan arastirmalar incelendiginde oOrgiitsel
adalet ve ise yabancilasma ile ilgili ¢aligmalarin
oldukea az oldugu goriilmektedir. Ceylan ve Sulu
(2010) tarafindan, Tirkiye’deki saglik calisanlar
arasinda yliriitiilen iki ayr1 ¢aligmada, orgiitsel
adalet ve igse yabancilasma arasinda negatif bir
iligkinin oldugu bulunmustur (Ceylan ve Sulu,
2010; Sulu, Ceylan ve Kaynak, 2010).

Giinsal (2010) tarafindan, Tirkiye’deki banka
calisanlari lizerinde yiiriitiilen aragtirmanin amaci,
algilanan orgiitsel adalet ile 6rgiitsel yabancilasma
arasindaki iliskinin incelenmesidir. Yapilan
analizlerden elde edilen bulgularla, algilanan
orgiitsel adalet ile Orgiitsel yabancilasma arasinda
negatif yonde anlamli bir iliskinin oldugu
sonucuna ulagilmigtir.

Giircii (2012) tarafindan, kamu ve Ozel sektor
calisanlar iizerinde yiiriitiilen aragtirmanin amaci,
calisanlarin algiladig1 orgiitsel adaletin, Orgiitsel
yabancilagsma diizeyi iizerindeki etkisinin ortaya
konulmasidir. Arastirma sonuglarina gore orgiitsel
adalet algis1 ile Orgiitsel yabancilasma diizeyi
arasinda anlamli, negatif yonde ve orta diizeyde
bir iliski oldugu ortaya ¢ikmastir.

Sayii (2014) tarafindan, Istanbul’da faaliyet
gosteren elektrik-elektronik {riinler ve dayanikli
titketim mallar1, sanayi mallari—yar1t mamul iiretici
firmalari, telekomiinikasyon  firmalar1  ve
bankacilik/finans kuruluglar galisanlari lizerinde
yiirlitiilen arastirmanin amaci, Orgiitsel adalet
algis1 ile ise yabancilagsma arasindaki iligkiyi
incelemektir. Demografik degiskenler dikkate
almarak yapilan testler sonucu, Orgiitsel adalet
algis1 ile ise yabancilagma davranmig1 arasinda
negatif bir iliskinin oldugu sonucuna ulasilmistir.

Kasapoglu (2015) tarafindan yapilan arastirmanin
amaci, ilkogretim okullarinda gorev yapan
Ogretmenlerin ise yabancilasma diizeyleri ile
orgiitsel adalet algilarinin ¢esitli degiskenler
acisindan incelenmesi ve Orgiitsel adalet
algilarinin, ise yabancilagsma diizeylerini yordayip
yordamadiginin  belirlenmesidir. ~ Arastirma
sonuglarina bakildiginda ise iglemsel adalet
algisinin giigsiizliik bi¢imindeki ise
yabancilagmay1, etkilesimsel adalet algisinin ise
yalitilmiglik bigimindeki ige yabancilagsmayi
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aciklamada Onemli bir etkisinin

goriilmektedir.

oldugu

Aydin (2015) tarafindan yapilan arastirmanin
amaci, kamu ilkokul ve ortaokullarda gérev yapan
Ogretmenlerin ise yabancilasma diizeyleri ve
orgiitsel adalet algilar arasindaki iliskiyi ortaya
koymay1 amaglamaktadir. Aragtirmanin
sonuglarina gore; dgretmenlerin dagitimsal adalet,
islemsel adalet ve etkilesimsel adalet algilar ile
giigstizlik ve yalitilmiglik algilar1 arasinda
herhangi bir iliski yoktur. Ancak &gretmenlerin
dagitimsal  adalet  algilari,  Ogretmenlerin
anlamsizlik algilarim olumsuz yonde
etkilemektedir. Ayrica dgretmenlerin dagitimsal
adalet ve islemsel adalet algilari, 6gretmenlerin
okula yabancilagma algilarim1 olumsuz yonde
etkilemektedir.

3. Yontem

Arastirmanmin Amaci

Konaklama isletmelerinde c¢alisan isgorenler
temel alinarak yapilan bu c¢alisma, algilanan
orgiitsel adaletin ise yabancilasma {izerindeki
etkisini  incelemektedir. ~ Yani  konaklama
isletmelerinde calisan isgorenlerin algiladiklar
orgiitsel adaletin igse yabancilagma {izerine etkisini
ortaya koymak arastirmanin amacini
olusturmaktadir. Boylece orgiitsel adalet algisi ile
ise yabancilasma egilimi arasinda iliskinin veya
etkinin olup olmadig1 varsa da ne boyutta bir iligki
veya etki oldugu belirlenecektir.

Aragtirmamn Hipotezleri

Mevcut degiskenler dikkate alinarak literatiir
taramas1 yapilmistir. Literatiir taramasi sonucunda
ulagilmak istenen amaca uygun olarak ii¢ hipotez

gelistirilmis ve uygun istatistiki yOntemler
kullanilarak analiz edilmistir.
H1:  Dagitim  adaleti  isgorenlerin  ise

yvabancilasma egilimlerini olumsuz yonde etkiler.

H2:  Prosediir  adaleti  iggorenlerin  ise
yvabancilasma egilimlerini olumsuz yonde etkiler.
H3:  Etkilesim  adaleti  igsgorenlerin  ise

yvabancilasma egilimlerini olumsuz yonde etkiler.
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Veri Toplama Araci ve Giivenilirlik Analizleri

Birincil veriler toplamak iizere hazirlanan anket
formunda demografik oOzellikleri belirlemek
amaciyla dokuz kapali uclu soru anket formuna
yerlestirilmistir.

Orgiitsel adaleti olusturan her bir boyuta iligkin
Olcek olusturulurken, literatiir taramasi1 sonucunda
Niehoff ve Moorman (1993) tarafindan gelistirilen
“Orgiitsel Adalet Olgegi"nden yararlanilmistir. 20
ifadeden olusan orglitsel adalet 6lgeginden bir adet
ifade eksiltilerek  kullanilmistir.  Olgekteki
ifadelerin 5’1 “dagitim adaleti”, 6’s1 “prosediir
adaleti” ve 8’1 “etkilesimsel adalet” boyutlarmi
Olcmeye yonelik olarak olusturulmustur.

Ise yabancilasma degiskeni arastirmada bagiml
degisken olarak analiz edilmistir. Buna bagh

olarak anket cevaplayicilarinin ise
yabancilagmalarini 6lgmek amaciyla,
yabancilagmanin giicsiizliik, anlamsizlik,

kuralsizlik, yalitilmiglik ve kendine yabancilagma
boyutlar1 dikkate aliarak bir 6l¢ek hazirlanmistir.
Hazirlanan bu o6l¢ekte, Giinsal (2010), Giirci
(2012) ve Kasapoglu (2015) ¢alismalarinda
kullanilan yabancilagsma Olgeklerinden
yararlamlmistir.  Olgekteki  ifadelerin = 6’s1
“glicsiizliik”, 5’1 “anlamsizlik”, 4’4 “kuralsizlik”,
6’s1 “yalitilmishik” ve 4’11 “kendine yabancilagsma”
boyutlarini Olgmeye yonelik olarak
olusturulmustur. ~ Orgiitsel adalet ve ise
yabancilagma degiskenlerindeki ifadeler “Hig
katilmiyorum” (1), “Az katiliyorum” (2), “Orta
derecede katiliyorum” (3), “Katiliyorum” (4) ve
“Tamamen katiliyorum” (5)” olmak iizere besli
Likert dlgegi ile derecelendirilmistir.

Arastirma dahilinde olusturulan 6rgiitsel adalet ve
ise yabancilagma diizeyi Olgeklerine yonelik
giivenilirlik analizi yapilmigtir. Buna gore,
dagitim adaletinin giivenilirlik katsayisi, Alpha
() = 0,90; prosediir adaletinin giivenilirlik
katsayisi, Alpha (o) = 0,83; etkilesim adaletinin
giivenilirlik katsayisi ise, Alpha (o) = 0,92°dir.
Genel oOrgiitsel adalet Olceginin giivenilirlik
katsayisina bakildiginda Alpha (o) = 0,95 olarak
goriilmektedir. Ise yabancilasma dlgeginin
giivenilirlik katsayisi ise, Alpha (o) = 0,92 olarak
hesaplanmigtir. Bu sonuglara gore, arastirmada
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veri  toplama  aract  olarak  kullanilan
anketin/6lcegin giivenilirlik diizeyinin yiiksek
oldugu soylenebilir.

Arastirmanin Evreni ve Orneklem Biiyiikliigii

Arastirmanin evrenini Nevsehir ilinde bulunan

konaklama isletmelerinde c¢alisan iggdrenler
olusturmaktadir. Arastirmanin evreni
belirlenirken, maliyet ve zaman gibi baz
kisithliklar dikkate alinarak, cografi

sinirlandirmaya gidilmis olsan da, tam sayima
gidilmesi rasyonel goriilmemektedir. Bu nedenle
aragtirmada ornekleme yontemine
bagvurulmugtur. Bu dogrultuda olasilik dist
omekleme yontemlerinden yargisal Srnekleme
teknigi  kullanilmistir. Bu  teknikte, Ornegi
olusturan elemanlar arastirmacinin arastirma
problemlerine  cevap bulacagina  inandig1
kisilerden olusur (Altumisik vd., 2012: 142).
Dolayisiyla arastirmanin 6rneklemini Nevsehir
ilinde bulunan 3, 4 ve 5 yildizl1 otel isletmelerinde
calisan 242 isgoren olusturmaktadir. Nevsehir
ilinde toplam 25 tane 3, 4 ve 5 yildizli otel
isletmesi bulunmaktadir
(nevsehirkulturturizm.gov.tr, 2016). Bu otel
igletmelerine toplam 350 adet anket dagitilmigtir.
Dagitilan  bu  anketlerden 265  tanesi
doldurulmustur ancak eksik veri nedeniyle 242
adet anket kullanirma uygun goriilmiistiir.
Turizmin mevsimsel 6zellige sahip olmasi ve buna
bagli olarak da kis aylarinda konaklama sektorii

basta olmak {izere diger turizm sektor
calisanlarin  sayisinda azalma  goriilmesi,
aragtirmanin orneklem say1sint biraz
sinirlandirmisgtir.

Anket ¢aligmasi 2016 yil1 Ocak ve Subat aylarinda
yapilmustir.  Arastirmada anket formlari otel
igletmeleri ¢aliganlarina elden birakip alma
yontemi kullanilarak doldurtulmustur. Toplanan
veriler bilgisayar ortaminda, uygun program ve
uygun analiz teknikleri kullanilarak analiz
edilmistir.

4. Bulgular
Aragtirmanin evreni ve Orneklem biyiikligii

kisminda belirtildigi gibi bu c¢alisma, 3, 4 ve 5
yildizl1 otel ¢aliganlar1 iizerinde yapilmistir. Bu
dogrultuda  calisanlara  iligkin  demografik
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ozellikler Tablo 1’de detayl bir bicimde ortaya
konulmustur.

Tablo 1: Calisanlarin Demografik Ozelliklerine Gore

Dagilimi
Demografik Ozellikler Say1 (n) | (%)
Cinsiyet
Bay 160 66,1
Bayan 82 33,9
Toplam 242 100
Yas
20 ve altr 19 7.9
21-30 122 50,4
31-40 76 31,4
41-50 24 9,9
51 ve iizeri 1 0,4
Toplam 242 100
Medeni durum
Bekar 127 52,5
Evli 115 47,5
Toplam 242 100
Egitim durumu
Tlkégretim 16 6,6
Lise 87 36
Onlisans 51 21,1
Lisans 83 34,3
Lisansiistii 5 2,1
Toplam 242 100
Yillik gelir
10 000 ve altr 36 14,9
10 001- 20 000 139 57,4
20 001-30 000 43 17,8
30 001- 40 000 16 6,6
40 001 ve iizeri 8 33
Toplam 242 100
Sektorde ¢alisma siiresi
I yildan az 19 79
1-5 il 90 37,2
6-10 y1l 72 29,8
11-15yd 36 14,9
16-20 yul 12 5
21 yil ve iizeri 13 54
Toplam 242 100
Bu is yerinde ¢aligma siiresi
1 yildan az 50 20,7
1-5 il 143 59,1
6-10 y1l 39 16,1
11-15 yil 6 2,5
16-20 yil 3 1,2
21 yil ve iizeri 1 0,4
Toplam 242 100
Calisilan departman
Onbiiro 66 27,3
Yiyecek-Igecek 73 30,2
Kat Hizmetleri 44 18,2
Insan Kayn.- Muhasebe 18 7.4
Diger(Tek.Ser.- Giivenlik) 41 16,9
Toplam 242 100
Oteldeki gorev
Yonetici 34 14
Isgoren 208 86
Toplam 242 100




Journal of Multydisciplinary Academic Tourism

2018,3(2): 33-44

Arastirmaya katilan otel caliganlarinin cinsiyete
gore dagilimi incelendiginde katilimcilarin biiyiik
bir kismmin erkek c¢alisanlardan olustugu
goriilmektedir. Toplam 242 g¢alisanin 160’11 (%
66,1) erkekler, 82’sini (% 33,9) ise kadmlar
olusturmaktadir. Otel ¢alisanlarinin yasa gore
dagilimina bakildiginda, katilimcilarin biyiik bir
kismm 21-30 yas arast (n= 122; % 50,4) geng
calisanlar olusturmaktadir. Otel ¢alisanlarinin
medeni durumlarina gore dagilimi incelendiginde
127’sinin (% 52,5) bekar, 115’inin (% 47,5) evli
oldugu goriilmektedir.

Katilimcilarin egitim diizeylerine iligkin sonuglar
incelendiginde, biiyilik bir kismini lise (n= 87; %
36) ve lisans (n= 83; % 34,3) egitimi almig
calisanlarin olusturdugu goriilmektedir. Nevsehir
ilinde turizm egitimi veren lisans programinin ve
turizm meslek lisesinin olmasi, otel isletmelerinde
lise ve lisans mezunu calisanlarin daha fazla
olmasmin nedenini agiklamaktadir. Arastirmaya
katilan otel ¢alisanlarimin yillik gelir oranina
bakildiginda, biiyiik bir cogunlugunun 10 001-20
000 TL (n= 139; % 57,4) aras1 gelir elde ettigi
goriilmektedir.  Aragtirmaya  katilan  otel
calisanlarinin  sektdrdeki  ¢alisma  siiresine
bakildiginda, % 37°2’sinin (n= 90) 1-5 yil; %
29,8’inin (n= 72) 6-10 yil; % 14,9’unun (n= 36)
11-15 yil; % 7,9’unun (n= 19) 1 yildan az; %
5,47tniin (n= 13) 21 y1l ve tizeri; % 5’inin (n= 12)

16-20  yil  arasinda  sektorde  galigtigt
goriilmektedir. Arastirmaya katilan c¢alisanlarin
mevcut otellerdeki calisma stirelerine

bakildiginda, biiyikk bir ¢ogunlugunun 1-5 yil
arasinda (n= 143; % 59,1) calistig1 goriilmektedir.
Arastirmaya katilan otel calisanlarmin
departmanlara gore dagilimina baktigimizda, %
30,2’si (n= 73) yiyecek-igecek; % 27,3l (n= 66)
onbiiro; % 18,2°si (n=44) kat hizmetleri; 16,9’u
(n=41) diger (teknik servis ve giivenlik); %7,4’
(n= 18) insan kaynaklari-muhasebe
departmaninda galigmaktadir.

Otel isletmesi ¢alisanlarinin 6rgiitsel adalet algist
ile ise yabancilasma egilimlerine iliskin genel
ortalamalara ve iki degisken arasindaki iliskinin
siddetini ve yoOniinii ortaya koyan korelasyon
analizi sonuglarina Tablo 2’de yer verilmektedir.
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Tablo 2: Orgiitsel Adalet ve Ise Yabancilasmaya Iliskin
Genel Ortalama ve Korelasyon Katsayilar

Degiskenler Art. Std. @ | @ ?3) 4

Ort. Sap

ma

Dagitim 2,60 1,06 ,7102* ,703** -
Adaleti * *2*38
1)
Prosediir 2,78 0,88 787** | -
Adaleti :%*73
2
Etkilesim 3,19 0,92 K
Adaleti *3*84
6)
Ise 2,10 0,69
Yabancilagma
4
N 242

Yapilan korelasyon analizinde orgiitsel adaleti
olusturan boyutlardan dagitim adaleti, prosediir
adaleti ve etkilesim adaleti ile ise yabancilagsma
arasinda anlamli bir iliski oldugu saptanmuistir.
Dagitim adaleti ile igse yabancilagsma arasindaki
iliskinin yonii negatiftir (= -0,238, p=,000<0,05).
Ay sekilde prosediir adaleti ile igse yabancilagma
arasinda da negatif yonlii bir iligki bulunmaktadir
(r="-0,373, p= ,000<0,05). Orgiitsel adaletin son
boyutu olan etkilesim adaleti ile ise yabancilagma
arasinda da negatif yonli bir iliskinin oldugu
saptanmistir (r= -0,384, p= ,000<0,05). Genel
olarak korelasyon analizi sonuglarina bakildig
zaman, otel ¢calisanlarinin orgiitsel adalet algis1 ile
ise yabancilagma egilimi arasinda negatif yonlii
bir iligki saptanmigtir. Yani otel ¢alisanlarinda
orgiitsel adalet algis1 arttikga, ise yabancilagsma
egilimleri azalmaktadir.

Tablo 3: Orgiit§el Adaletin Ise Yabancilasma Egilimine
Etkisini Inceleyen Coklu Regresyon Analizi

BAGIMSIZ BETA | T SIG. (P)
DEGISKENLER (B)

Dagitim Adaleti ,132 1,492 ,137
Prosediir Adaleti -,237 -2,330 | *,021
Etkilesim Adaleti -,290 -2,840 | *,005

F 16,032

R 410

R? ,168

* Deger 0,05 diizeyinde anlamhdir ** Deger 0,01
diizeyinde anlamlidir

Model: Ise Yabancilasma= f (Dagitim Adaleti, Prosediir
Adaleti, Etkilesim Adaleti)

Arastirmaya konu olan degiskenler arasindaki
etkilesimi belirlemek ve arastirma dahilinde daha
once gelistirilen hipotezleri test etmek amaciyla,
bu calisma kapsaminda c¢oklu regresyon analizi
yapimis ve sonuglar degerlendirilmistir. Tablo
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3’te oOrgiitsel adalet algisinin ige yabancilagsma
egilimi tiizerindeki etkisini inceleyen ¢oklu
regresyon analizi sonuglarina yer verilmistir.
Burada dagitim adaleti, prosediir adaleti ve
etkilesim adaleti bagimsiz degiskenler olup, ise
yabancilagma egilimi ise bagimli degiskendir.

Model ise yabancilasma degisiminin % 16,8
(R2)’ini agiklamaktadir. Tablo 3’e bakildiginda,
dagitim adaletinin ise yabancilagma egilimine
anlamli bir etkisinin olmadig1, prosediir adaleti ve
etkilesim adaletinin ise yabancilagsma egilimine
olan etkisinin ise dogrusal ve negatif yonlii oldugu
sonucu ortaya ¢ikmaktadir. Dolayisiyla prosediir
adaleti puani bir birim arttiginda ise yabancilagsma
puanin1 0,237 (Beta2) kadar azaltacagini
sOylemek miimkiindiir. Etkilesim adaleti puani bir
birim arttifinda ise ise yabancilasma puaninin
0,29 (Beta3) kadar azaltacagini sOylemek
miimkiindiir. O halde hipotezleri test etmek
amaciyla olusturulan regresyon modeliyle
belirlenen hipotezlerden H2 ve H3 hipotezleri
kabul H1 hipotezi ise reddedilmistir. Bu sonuglar
dogrultusunda  konaklama  isletmelerindeki
faaliyetler siirecinde ve bu faaliyetlerde
etkilesimde bulunan caligsanlar arasinda algilanan
adalet arttikca calisanlar yaptiklari isleri daha
icten severek yapacak ve c¢aliganlarin ise
yabancilagsmasi azalacaktir. Aksi durumda ise
caliganlar ige yabancilasacaktir.

5. Sonug ve Oneriler

Giinlimiizde, siirlarin ortadan kalkmasi ve her
alanda yasanan hizli degisimlerin etkileri,
toplumlar {izerinde ¢ok farkli yansimalar
dogurabilmektedir. Bu degisimin yansimalari
bazen olumlu olurken bazen de “yabancilagsma”
gibi olumsuz sonuglarin dogmasina neden
olabilmektedir. Bireyin yasadigi toplumdaki
degisen degerlerle kendi degerleri arasinda
uyumsuzluk sezmesi ve Kkendini toplumdan
cekmesi sonucu, yabancilagsma ortaya
¢ikmaktadir.

Isgdrenlerin giiniin énemli bir kismini 6rgiit iginde
gecirmeleri bedenen veya psikolojik olarak
olumlu ya da olumsuz yonde etkilenmelerine
neden olmaktadir. Orgiitlerde adaletsizlik algis
sonucu, bireylerde devamsizlik, performans
diismesi, isten ayrilma gibi bazi olumsuzluklar
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ortaya ¢ikabilmektedir. Bu olumsuzluklardan biri
de yine bireylerin ige yabancilagsmasidir.

Turizm isletmelerinin  hizmet-yogun olmasi
nedeniyle bireylerde meydana gelen yabancilagma
isletme acgisindan biiylik 6nem teskil etmektedir.
Bu nedenle turizm isletmelerinde calisan,
isgorenlerin ise yabancilagsmalarinin ne diizeyde
oldugu ve bu durumun olusmasina neden olan
faktorlerin ortaya konulmasi, gerekli 6nlemlerin
alinmasi i¢in 6nemlidir.

Otel galisanlarmin orgiitsel adalet algilar ile ise
yabancilagma egilimleri arasindaki iliskinin
siddetini ve yOniinii ortaya koyan korelasyon
analizi sonuclaria arastirmada yer verilmistir.

Yapilan korelasyon analizi sonucunda orgiitsel
adaleti olusturan boyutlardan dagitim adaleti,
prosediir adaleti ve etkilesim adaleti ile ise
yabancilagma arasinda anlamli bir iliski oldugu
saptanmistir. Bu sonuglarinda literatiirdeki Ceylan
ve Sulu (2010), Sulu, Ceylan ve Kaynak, (2010),
Sayii (2014), Kasapoglu (2015) calismalar ile
uyumlu sonuglar gosterdigi sdylenebilir.

Bu dogrultuda konaklama isletmelerinde giinliik

yapilan iglerde, c¢alisanlar arasi iligkilerde,
calisanlara onem verilmesinde,
odiillendirmelerde, maaslarin dagitiminda vb.

orgiitsel durumlarda adalet algis1 ile ¢aliganlarin
ise yabancilagsmalarn arasinda negatif yonli bir

ilisgki  saptanmistir.  Bdylelikle  konaklama
isletmelerinin ~ gergeklestirmis oldugu biitiin
faaliyetlerde c¢alisanlarin  algiladiklar1 adalet

arttikgca, calisanlar yaptiklari islere daha ¢ok
baglanacak ve calisanlarin ise yabancilagsmalari
azalacaktir.

Arastirmada ayni1 zamanda, korelasyon analizi
sonucu elde edilen bulgulari desteklemek ve
arastirma  dahilinde daha Once belirlenen
hipotezleri test etmek amaciyla yapilan regresyon
analizi sonuclarma yer verilmistir.

Orgiitsel adalet algisinin  ise yabancilasma
egilimine olan etkisini incelemek amaciyla,
aragtirma dahilinde H1, H2 ve H3 hipotezleri
gelistirilmisgtir.
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Gelistirilen ilk aragtirma hipotezi dagitim adaleti
algisinin ige yabancilagma {izerindeki etkisini test
etmeyi amaglamaktadir.  Yapilan analizler
sonucunda hipotezin desteklenmedigi
goriilmektedir. Cilinkii dagitim adaleti algisinin ige
yabancilasmayr  negatif yonde  etkilemesi
beklenmektedir. Ancak sonuglar dogrultusunda
anlaml bir etki ortaya ¢ikmamistir. Anlamli bir
etki ¢ikmadigi i¢in H1 hipotezi reddedilmistir.
Dagitimsal adaletsizlik yabancilagmadaki
giigsiizlilk ve izolasyon hissine neden olan en
etkili adaletsizlik sekli degildir (Kurtulmus ve
Karabryik, 2016). Bu dogrultuda dagitimsal
adaletin ise yabancilagma iizerinde anlamli bir etki
gostermemesi bu nedene baglanabilir. Konaklama
isletmesi calisanlarinin islerine kars1 giligsiizlik
duymasi, isilerin anlamasiz gelmesi veya
calisanlarin yaptiklart islerden uzaklagsmasinda
dagitimsal adaletten ¢ok baska faktdrlerin etkili
olabilecegini sdylemek miimkiindiir.

Gelistirilen ikinci hipotez ise prosediir adaleti
algisinin ise yabancilagma tizerindeki etkisini test
etmeyi amaglamaktadir.  Yapilan analizler
sonucunda hipotezin desteklendigi ve sonuglarin
literatiirdeki Aydin (2015) ve Kasapoglu (2015)
calismalari ile uyumlu oldugu soylenebilir.

Konaklama isletmelerinde isgoérenlerin karar alma
siirecinde diisiincelerini ifade edebilmeleri, karar
alma siirecindeki yansizlik ve objektiflik,
yoneticilerin kararlarina ulagsma siireci ile ilgili
konularda algilanan adaletin yiiksek olmasi
calisanlarin  ise  yabancilasmasinin  diigiik
oldugunu gostermektedir.

Son hipotezde ise etkilesim adaleti algisinin ige
yabancilagma tizerindeki etkisi test edilmis ve
yapilan analizler sonucunda bu hipotezin
desteklendigi ve Aydin (2015) ve Kasapoglu
(2015) caligmalartyla aynm1 dogrultuda oldugu
goriilmektedir.  Konaklama  isletmelerindeki
yoneticilerin, isletme iginde isgérenlere karsi
saygili ve diiriist davranmalari, isgdrenlere ne
derece nazik davrandigi, deger verdigi ve saygi
gosterdigi ile ilgili konularda adilligin artmasi
isgbrenler arasindaki iliskileri giiclendirecek,
isgdrenlerin bir birlerine kars1 glivenini artiracak
ve dolayisiyla iggorenlerde ise yabancilagma
egilimi oldukca azalacaktir.
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Genel olarak bakildiginda, elde edilen sonuglarin
Aydin (2015) “dagitim adaleti, prosediir adaleti ve
etkilesim adaletinin  giigsiizlikk, anlamsizlik,
yalitilmighk ve okula yabancilagama iizerinde
anlamli bir etkisi oldugu sonucuna ulagmistir”
sonuglart ile uyumlu oldugu sdylenebilirken
sadece dagitim adaletinin anlamli ¢ikmayigindan
dolay1 bu yonde bir uyumsuzlugun oldugu
sOylenebilir. Ayrica Kasapoglu (2015) yaptigi
calismada dagitim adaleti, prosediir adaleti ve
etkilesim adaletinin  giigsiizlikk, anlamsizlik,
yalitilmiglik iizerinde anlamli bir etkisi oldugunu,
okula yabancilasama {izerinde ise anlamli bir
etkinin olmadigini belirtmistir. Yine elde edilen
bulgularin Kasapoglu (2015) tarafindan yapilan
calisma ile benzerlik gosterdigi gortilmektedir.

Orgiitsel adaletin yan1 sira is tatmini, tiikenmislik,
sinizm gibi degiskenlerin de ise yabancilagma ile
iligkisi veya lizerinde etkisi oldugu Kirict (2016)
tarafindan  yapilan ~ “Turist ~ Rehberlerinin
Tiikenmislik Diizeylerinin ise Yabancilasma
Uzerine Etkisi”, Turan ve Parsak (2011)
tarafindan yapilan “Yabancilasma ve Is Tatmini
[liskisi: Bir Devlet Universitesi Idari Personeli
Uzerinde Arastirma”, Anas tarafindan yapilan
(2016)  “Vakif  Universitesi ~Calisanlarinda
Orgiitsel Sinizm Tutumunun Ise Yabancilasma
Uzerine Etkisi” vb. calismalar incelendiginde
goriilmektedir.

Bu arastirma ile Orgiitsel adalet algisinin ise
yabancilagma iizerindeki etkisi  Olglilmeye
calistlmistir ve bu iki konunun literatiirde
konaklama sektoriide yapilmis bir g¢alismasina
rastlanilmamistir. Bu dogrultuda hem orgiitsel
adalet ve ise yabancilasma ile ilgili yapilan
caligmalarin yeterli olmayisi hem de oOrgiitsel
adalet algisinin ise yabancilagsma {izerine etkisi
seklinde olan bu calismanin turizm alaninda
yapilan ilk caligmalardan biri olmasi ve
konaklama isletmeleri  c¢alisanlart  {izerine
uygulanmis olmasi nedeniyle literatiire katki
niteligindedir. Ayrica elde edilen sonuglar turizm
isletmesi calisanlarinin bu konularda yasadiklar
sorunlarin ¢oziimlenmesi agisindan bir kaynak
niteliginde  olacaktir. =~ Bdylelikle  yapilan
aragtirmanin literatiirle birlikte otel ¢alisanlarinin
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meslegine de teorikte ve pratikte katki saglayacagi
distiniilmektedir.

Yapilan galisma ile daha 6nceden de ifade edildigi
gibi otel isletmesi ¢alisanlarimin 6rgiitsel adalet
algilar1 ile ise yabancilasma egilimleri ortaya
konulmustur. Turizm sektorii agisindan turizm
isletmelerinin &nemli bir yeri bulunmaktadir.
Boylelikle turizm isletmeleri c¢alisanlart da
turizmin geligsmesi agisindan énemli bir yer teskil
etmektedir. Dolayisiyla hizmet yogun olan turizm
sektoriinde insan giicli vazgecilmez bir unsur
olarak karsimiza ¢ikmaktadir. Bu nedenle turizm
igletmesi galigsanlari iilke turizmi agisindan her biri
ayrt ayrt bir ayna ve {lkenin temsilcisi
konumundadir. Calisanlarin sergilemis olduklari
davranislar turistlerin diisiincelerine dnemli etkide
bulunmaktadir. Bu  ag¢idan  bakildiginda
iggorenlerin  ¢alisma  esnasinda  gOstermis
olduklar1 verimlilik, etkinlik, performans vb.
unsurlar  yapilan igin  kalitesinin  ortaya
koymaktadir. Yapilan bu aragtirmada da turizm
isletmesi ¢alisanlarinin orgiitsel adalet algilari ve
ise yabancilagsma egilimlerinin iyi diizeyde ¢iktig1
sOylenemez. Bu durumdan anlagilacagi gibi
turizm isletmesi ¢alisanlarinin yaptiklar1 islerden
adaletsizlikler algiladiklar1 goriilmektedir. Buna
bagli olarak da galisanlarin yaptiklar islerden
uzaklastig1 goriilmektedir. Bu baglamda yapilan
bu aragtirmada turizm igletmesi ¢alisanlarinin
orgiitsel adalet algilari ve ise yabancilagma
diizeyleri ortaya konmasi sebebiyle hem turizm
igsletmesi  c¢alisanlarina  hem  de  turizm
isletmelerine bir katki niteligindedir.

Gilin gectikge karmasiklasan insan iligkileri,
dinamik bir yapiya sahip olan otel isletmeleri ve
buna bagli olarak ortaya g¢ikan gelismeler hem
sosyal agidan hem de turizm isletmeleri
bakimindan adalet sorununu ortaya ¢ikarmaktadir.
Bu nedenle bu konuda turizm alaninda yapilan
aragtirmalarin gelecek donemlerde de
tekrarlanmasinda fayda olacagi diigiiniilmektedir.

Bu c¢aligmanin, farkli sektorlerde uygulanmasi
farkli sonuglar verebilir. Dolayisiyla ileride
yapilacak bu konudaki bilimsel ¢aligmalar farkli
sektorlerde ve farkli bolgelerde yer alan turizm
isletmesi calisanlart veya turizm isletmesi
yoneticileri lizerine de uygulanabilir.
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Turizm igletmelerinin emek yogun olmasi, insan
unsurunun Onemini One ¢ikarmaktadir. Bu
baglamda turizm igletmelerinin basarili bir sekilde
amaglarina ulasabilmesi, c¢alisanlara gereken
onemin verilmesine baghidir. Bu konuda
incelenmesi  gereken  konulardan  biri  de
calisanlarin algiladiklar1 adaletsizliklere neden
olan faktdrlerdir. Bu faktorler lizerine gerek nicel,
gerekse nitel yontemler kullanilarak cesitli
arastirmalar yapilabilir.

Yapilan arastirmanin anket ¢aligmalar1 sezon dist
donemde uygulanmistir. Bu konu ile ilgili yapilan
aragtirmalarin  anket caligmalart sezon igi
donemde yapilmasi halinde farkli sonuclar
bulunacag: diisiiniilmektedir. Dolayisiyla ileride
yapilacak olan ¢alismalarin sezon i¢i donemlerde
ve evrenin daha iyi temsil edilmesi agisindan 242
orneklemden daha yiiksek sayida Orneklem
kitlesine ulasilarak yapilmasi dnerilmektedir.
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ABSTRACT

In this study the relationship between tourism and economic growth examined with panel
data analysis for the Commonwealth Independent States (Azerbaijan, Russian Federation,
Ukraine, Armenia, Kazakhstan and Kyrgyzstan except Uzbekistan and Tajikistan — due to
lack of data) for the period between 1995 and 2015. The data has been downloaded from
World Bank Development Indicators with their natural logarithmic forms. At the empirical
part of the study GDP per capita (%) represents economic growth and international
tourism receipts (of % total export) have been chosen as an indicator of tourism sector.
The model has been tested with dynamic panel data analysis. Firstly preliminary tests have
been applied to be sure about the the homogeneity of series (Delta test) and the cross-
section depence ( test) of each individuals. After that second generation unit root test
(Hadri Kurozomi-2012) used to find out the level of stationary. Durbin-H, co-integration
test showed that there is co-integration between variables and finally Hurlin-Dumetriscu
causality test (2012) does not support tourism-led growth hypothesis. So there is one-way
causality from economic growth to tourism for selected countries.

Doi:http://dx.doi.org/10.31822/jomat.451676

1. Introduction

Since beginning of the ancient times, the desire
to learn and discover new places and cultures
fostered mankind to move (travel) from one place
to another. Tourism is just the commercial
version of organizing and operating holidays and
vacations. Because of its commercial role, this
directly links it to the economic business.
According to “tourism-led growth hypothesis”,
tourism is the engine of the economy and it is not
only in a relation with economic growth but also
with the macroeconomic indicators of a country.
The study of Gwenhure and Odhiambo (2017)
shows that tourism is linked with foreign
exchange, sustainability, income, employment,
cultural values, infrastructural development,
poverty-reduction and environmental and social
impacts.

First in national-macro level later in micro level
tourism promotes economic growth with
currency earnings (Furmolly ve Kirkulak Uludag,
2018). Rising income and employment will help
to balance regional development. Tourism is one
of the world’s largest industries and tourism has
seen also as a regional policy tool. Mazumder,
Sultana and Al-Mamun (2013) state that
Southeast Asian nations have political boundaries
but strong links in geographical, cultural,
historical, archaeological and social (regional)
similarities such as; blue water beaches, sunny
and warm (tropic) weather, wildlife and exotic
cultures.

Many researchers claim such as; Bryden (1973),
De Kadt (1979), Blackman (1991), and Bull
(1995), that tourism will affect economic growth
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positively because of the following reasons:

e Fostering import of consumer’s, intermediate

goods and capital thanks to foreign earnings.

e Positive linkages with agriculture,
manufacture sectors and other service
industries.

e Infrastructure improvements to promote
tourists.

Factor endowment, utilization of resources.
Contributing balance of payments.

A particular type of export (tourism spending)
causes trade-driven growth. So tourism
spending and economic growth have a
relationship.

The strong correlation between tourism and
growth does not mean always a causality
between them (Neurality hypothesis claims that
there is no linkage between tourism and
economic growth) or just a positive feedback.
High demand for tourism can cause negative
effects as well (rising costs may lower the
employment and the wellfare) if the tourism
industry does not well-managed. For example;
Holzner (2011), found out Dutch Disease effect

(re-industrialisation) in  tourism  dependent
countries because of real exchange rate
distortion.

In this study the causality (vice versa) between
tourism and economic growth re-investigated for
Commonwealth of Independent States (CIS)
during the period 1995-2015. The purpose here
does not only to examine the relationship
between chosen variables but also to update
empirical methods and fill the gap in literature.
Because the studies about the CIS countries
especially in this topic are not more than fingers
of a hand. Another reason of working with CIS
countries that they have common linguistics and
culture, cold climate (not certain forecasts even
for summer) and similar cuisines, cheap charters
and tours to warm destinations with all included
concepts and modest prices. So it is expected to
have one way causality from economic growth to
tourism but not the opposite. Due to being a
sender of tourists not being attractive side.

The rest of the paper is divided into three
sections. The following one gives information
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about CIS countries and their transition in time
structurally and economically. Section 3 is about
written quantitative literature on tourism and
economic growth. Section 4 explains empirical
model and methodology (panel data analysis)
with gained results. Last section gives the

interpretations of  findings and  policy
suggestions.
2. Transition in Commonwealth of

Independent States

The fall of Berlin Wall brought a new era to the
world economy. Especially two years later (in
1991), while the Soviet Union collapsed, a group
of countries were formed by structural changes
and this process is called as transition and those
countries called as transition economies. In
literature there 25 of them; some Central and
Eastern European countries, Baltic countries and
former Soviet Union members outside of the
Baltic countries in otherly word Commonwealth
of Independent States (CIS) (Bal, 2011: 88). The
current CIS countries are; Azerbaijan, Armenia,
Belarus, Kazakhstan, Kyrgyzstan, Moldova,
Russia, Tajikistan, Uzbekistan and Ukraine.
Turkmenistan has left in 2005 and contributes to
the Community as an observer country.

The main charachteristics of transition economies
are adopting market economy instead of
centralled one. Liberalization of trade and
financial markets. Privatization as a policy tool to
attract foreign direct investments or to get short-
run portfolio investments and low GDP (gross
domestic produtcs) rates in the beginning of
transition process. Legal framework does not
work properly and is not completed yet all along
the line. Saving habits (low investment rates of
households) of communistic times continued a
while. Trying to be independent as a country but
still want to be a part of a community such as
WTO (World Trade Organizaton) or EU
(European Union) to integrate with market
economy. Changings in exchange rate regimes
and using export-led growth strategy as a trade
policy and as an engine of the economy.

According to the report of Interstate Statistical
Committee of CIS, in September 1993, an
agreement has signed by CIS states for the
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creation of Economic Union to form common
economic space. Thus, free movement of goods,
services, labour force, capital has grounded.
Monetary, tax, price, customs, external economic
policy were coordinated to bring together
methods of regulating economic activity and
create favourable conditions for the development
of direct production relations. Firstly, in 2000
and later in 2005 Eurasian Economic Community
agreement has signed and enlarged with
Uzbekistan. In 2008 for strengthening of an
organizational component of the Commonwealth,
the Belarusian member introduced an initiative
about implementation of chairmanship for one
state during one year in all charter bodies of the
CIS. In 2011 the Treaty “On free-trade area” was
signed. The provisions of articles of a new treaty
are based on the norms and rules of the WTO.
During 2013 chairmanship in the Commonwealth
of Independent States was implemented by the
Republic of Belarus. In 2015 chairmanship in the
CIS is granted to the Republic of Kazakhstan.

CIS is behind of its true potential for tourism but
still the industry plays an important role and
fosters economic growth and creates friendly
enviroment with Europe. This is why CIS
member states are interested in establishing a
single (common) tourism space with the same
visas to interconnected with EU. Geographical
distance, weather conditions, visa process, the
income level of local tourists and many more
reasons can be written to explain why CIS
countries fall behind of their potential in tourism
industry. In a nutshell domestic tourism
spending, travel expenses increase economic
growth and being dependent on domestic tourism
is the reason of negative travel shocks (Chou,
2013: 230). So travel conservation policies may
have negative effect on economic growth in CIS
countries because of those countries are mostly
not receiving too much travel expenses and
foreign currency. The tourist from those
countries mostly prefers Europe or close
geography such as European countries or Turkey
to travel.
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3. Literature

The tourism literature has mainly focused on the
relationship between tourism and economic
growth, such as the determining factors that
affect tourism demand (inbound-outbound) -
supply or the convergence hypothesis the factors
that affect productivity improvement. In general
the relationship between variables are tested with
panel co-integration or causality tests and some
other methods. So the very few empirical studies

collected in this section related to their
techniques and summed up with their results.
Skerritt and Huybers (2007), point that

international tourism may has positive effect on
economic development in selected 37 developing
countries. Econometric model based on an
aggregate production function. GDP per capita
represents economic development and capital
stock per worker has been chosen as dependent
variable in each country for different periods.
Bahar and Bozkurt (2010), in the long-run there
is a relationship between tourism activities and
economic growth for selected 21 countries. The
data has been tested with GMM (generalize
method of movements) during 1998-2005.
According to findings TLG hypothesis is valid
for developing countries.

Ekanayake and Long (2012), heterogeneous
panel co-integration test has been used to analyze
the relationship between tourism development
and economic growth in developing countries for
the period between 1995-2009. There is no
support for TLG hypothesis, so it is rejected for
selected countries. Tourism is just a potential
source which can promote economic growth.
Seghir et al. (2015), find out co-integration and
bidirectional  causality = between  toursim
spendings and economich growth for 49
countries with Granger Causality test. Tourism-
led growth (TLG) hypothesis is valid for selected
period 1988-2012. Buthaina and Hussam-Eldin
(2017), tested the co-integration and the
relationship between tourism (real international
tourism receipts) and economic growth (GDP)
with linear and non-linear methods for Jordan.
1998Q1-2015Q4, quarterly data downloaded
from Central Bank of Jordan and World Travel
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and Tourism Council. According to findings
there is unidirectional relationship from tourism
to growth and TLG hypothesis is accepted.

Chou (2013), 10 transition countries (Bulgaria,
Cyprus, Czech Republic, Estonia, Hungary,
Latvia, Poland, Romania, Slovakia and Slovenia)
are analyzed for the selected period between
1988 and 2011. According to the results of
bootstrap Granger causality test for Bulgaria,
Romania and Slovenia neutrality hypothesis is
valid. So there is no causality between tourism
spendings and economic growth. In Cyprus,
Latvia and Slovakia growth hypothesis is valid
but in Estinoa and Hungary reverse relationship
is existed. Gwenhure and Nicholas (2017), state
that causality relationship between tourism and
economic growth differs from country to country
and articulated through different channels. In
literature studies examin relationship with time
series, panel data analysis, input-output analysis.
Majority of them supports tourism-led growth
hypothesis.

Fawaz et al. (2014), the period between 1975 and
2010 has been tested with panel data analysis for
144 countries to find out the relationship between
tourism and economic growth. Static and
dynamic effetcs taken into account seperately in
emprical part of the study. It is evident that
international tourism is an indepenedent factor
enhancing growth. International tourism has
positive effects on growth except in low-income
countries. In the short-run investing in tourism
industry should be the strategical policy of
countries to accelarate development. Kamaci and
Ogan (2014), study with Azerbaijan, Kazakhstan,
Kyrgyzstan, Uzbekistan, Macedonia and Turkey
for the period between 1995 and 2011 to find out
the effect of tourism revenues on economic
growth with panel data analysis. In the long-run
there is two-way causality between tourism
revenues and economic growth for selected
countries.

4. Empirical Model and Findings

According to Baltagi (2005), panel data analysis
is the modeling of economic behavior and
relationships by combining cross sections of time
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series observations of economic units. The
definiton of unit root has been clearly made by
John Taylor in 1989. Shocks and structural
fractures have long-lasting effects on series with
unit root and this approach is contrary to the
traditional view. Because the traditional view
assumes that time series return to the same mean
and variance level after shock and they do not
have a lasting effect on time series. According to
Utkulu and Kahyaoglu (2005), -coefficient
estimations, which gained from time series
including unit root, are biased and incoherent and
it causes wrong policy recommendations. Nelson
and Plosser (1982) have shown that trends of
macroeconomic time series are not exempt from
fluctuations. Thus, except for temporary shocks,
the existence of long-lasting permanent shocks
has been understood. The trend of permanent
shocks prevents the series from approaching a
certain average. The trend means non-stationary
and this trend is sthocastic because trend is also
shifting.

In comparative analyzes across countries,
dynamic panel data techniques are frequently
used. Because, according to Cameron and Trivedi
(2005), it allows for the analysis of changes in
cross-sectional units over time. For this reason,
the nexus between tourism and economic growth
has been tested with non-stationary, dynamic
panel data techniques. Firstly, preliminary tests
(Delta and ) are applied to consider homogeneity
and cross-section dependence. After that,
stationary of the series has been checked with
second generation, Hadri-Kurozomi (2012) unit
root test just before proving the co-integration
between variables with Durbin-Hausman (DH)
test. Finally, causality has been tested with
Dumetriscu-Hurlin (2012) test.

Chosen data (GDP per capita % and international
tourism receipts of total export %) has been

downloaded from World Bank (WB)
Development Indicators with their natural
logarithmic forms for Azerbaijan, Russian

Federation, Ukraine, Armenia, Kazakhstan and
Kyrgyzstan for the period between 1995 and
2015. The previous years and other countries of
the CIS could not include due to lack of data.
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Mathematical function and econometrical
regression in the long-run can be written as
follow;

Y=Ff(T)orT=f(¥)

InY, =cc +§,InT, +u,

)
)

Y represents GDP per capita % and T
represents tourism receipts of total export %. &<
is a constant number and £ gives the slope of

the function. it shows error term. In the long-run
GDP per capita is a function of tourism receipts
of total export vice versa.

Delta test has been developed by Pesaran and
Yamagata in 2008, the null-hypothesis claims
that “series are homogeneous”, (H,:8; =g and

Hy: B; # B;).

Table 1: Homogeneity Test Results

Delta Test Test Stat. Prob.
A -0.680 0.752
Agas -0.732 0.768

Source: Authors Calculations with Gauss 10.0 program.

According to table 1, probability values for small
(=0.752) or big ( samples are bigger than 0.05
and statistically significant. Null hypothesis is
accepted. Series are homogeneous.

Table 2: Test Results of Cross-Section Dependence

Constant InT
Model In¥
T-stat.  Prob. T-stat. Prob.
CDypy
(BP,1980) 28.149 0.021* | 131.967 0.003*
CDpp-
(Pesaran,
2004) 27578 0.024* | 2.296 0.011*

Source: Authors Calculations with Gauss 10.0 program.

(*) represents the significance at 5 %. CDpp test,
developed by Pesaran (2004), is ran for each variables
separately. According to table 2, null-hypothesis
Hy:p; =py = Cor[:E:Jirr Ez,g'r) =0
Because cp,,,, and CD,,, Pprobability values are smaller
than 0.05 and statistically significant. So there is cross-
section dependence between units.

is  rejected.

Hadri and Kurozumi (2012) has developed the
study of Hadri’s under the light of Pesaran (2007)
and proposed a new unit root test which is just
the adjusted form of kpgsg (Kwiatkowski—
Phillips—Schmidt-Shin) unit root test for panels.
This test gives unbiased and coherent results
even there is a trend and the cpaF test is weak.
Also considers cross-section dependence. Two
types of test statistics are calculated such as
ZA__,. and £A_;,. It is assumed that statistics
both have infinite, normal distribution.

Table 3: H-K Unit Root Test Results

Constant Constant and Trend

Level T-stats. p-value T-stats. p-value
InY

ZA o 0.9832 0.1628 4.8520 0.0000*
ZA 1.9813 0.0238* 7.3436 0.0000*
InT

ZA o 0.8402 0.2004 7.0253 0.0000*
ZA 5, 0.6279 0.2650 47756 0.0000*
First difference

Iny

ZA on: 2.0409 0.0206* 6.9213 0.0000*
ZA 3.8631 0.0001* 10.5748 0.0000*
InT

ZA o 8.6919 0.0000* 21.5677 0.0000*
ZA 10.0837 0.0000* 37.1091 0.0000*

—la

Source: Authors Calculations with Gauss 10.0 program.

(*) represents the significance at 5 %. Table 3 reports the results for model with constant, constant and trend in both level
and first difference. According to findings variables are not stationary in the level but their first difference is stationary.
The null hypothesis which is claimed the opposite of the first generation unit root tests, “the series are not stationary” has

been accepted.
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Durbin-Hausman co-integration test has been
preferred because if series are homogeneous but
have cross-sectional dependency. There are two

test statistics are calculated. DH, when series are
heterogeneous and DH, when series are
homogeneous. The null-hypothesis claims that
“there is no co-integration for all > Hy: ¢p; = 1
(Westerlund, 2008).

Table 4: Co-integration Test Results

is one-way causality from economic growth to
tourism and TLG hypothesis is rejected for
selected CIS countries.

The results are supporting the study of
Ekanayake and Long (2012) and Chou (2013).
As it is mentioned in this paper, tourism potential
of the CIS countries is lower than it is expected
not only because of geographical (distance,
climate, nature) reasons but also political issues

Test Statistics Bootstrap Prob.

that especially are going on between Russia and
Ukraine. Neutrality hypothesis also has rejected

DH, 2.267 0.012*
DH

g 13.362 0.000*

according to empirical results. For sure there is a
relationship between GDP per capita and tourism

Source: Authors Calculations with Gauss 10.0 program.

(*) represents significance level at 5 %. According to table

4, DHp probability value is smaller than 0.05 then null-

hypothesis rejected. There is co-integration between tourism
and economic growth.

Dumetriscu and Hurlin developed a new Granger
Causality test which considers cross-section
dependence and works in existence or not co-
integration. Also series can be homogeneous or
heterogeneous. Three different test statistics are
estimated such as; Whne, Zhne, Ztild
((Dumetriscu and Hurlin 2012:1-5).

Table 5: Causality Test Results

Null Hypothesis Test Statistics | Prob.

InY does not Granger | yn . | 5058 0.047983*

cause InT.
Zhne 1.832 0.074390%*
Ztld | 1.273 0.177202

InT does not Granger

cause InY. Whne | 0.838 0.280666
Zhne | -0.279 | 0.383660
Ztld | -0.405 | 0.367385

Source: Authors Calculations with Gauss 10.0 program.

(*) represents significance level at 5 % and (**) represents
significance level at 10 %). Table 5 shows that TLG
hypothesis is rejected for CIS during 1995-2015. There is
only one-way causality from economic growth to tourism.

5. Conclusion

Nexus between tourism and economic growth has
been discussed many times and researchers could
not agree in one common decision. In this study
the causality has been quesioned one more time
with new methodology and new group of
countries. According to empirical findings, there
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receipts of total export in the long-run. Because
tourism is linked with trade especially via export.
But the direction of the relationship is opposite,
compare to majority of the studies. The reason of
this can be insufficient integration of the CIS
region with European Union or other instutional
organizations. For  example; even the
membership of Russia to the WTO was quite late
(in 2008) compare to other European countries.

While the direction of the relationship is from
economic growth to tourism than sustainability of
growth (the stability of macroecomic indicators)
is becoming crucial because of the role of
tpurism for being a potential policy tool.
Naturally, tourism planning, development of
tourism and investments on tourism industry
(human and and physical capital) have potential
support by governments. Export-led growth
strategy can be converted to the tourism-led
growth one by trade (via rising tourism receipts
of total export).

For further researches to examine the
determinants of tourism demand or supply in the
CIS countries; the relationship between number
of tourist arrivals and economic growth or
tourism receipts and economic growth can be
tested with co-integration or causality tests as
well. Also coefficient estimation (with CCE
Model) will give more information about the
contribution of determinants to the tourism sector
and the direction of the correlation between
variables can be seen better.
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OZET

Giin gectikce artan rekabet ortaminda geleneksel pazarlama yontemleri yetersiz
kalmaktadwr. Artik tiiketici ¢ok fazla tiriine, bilgiye hizli bir sekilde ulasabilmektedir. Bu
nedenle tiiketicinin karar verirken neyi énemsedigi, neyi dikkate aldiginin derinlemesine
incelenmesi gerekmektedir. Isletmeler icin geleneksel pazarlama yéntemleri hem var olan
miisteriyi elde tutmak hem de yeni miisteriler kazanmak icin artik yetersiz kalmaktadir. Bu
yetersizligin  farkinda olan pazarlama arastirmacilart yeni pazarlama anlayislart
gelistirmektedir. Tiim bunlar yeni bir yapi ve diisiince olan giincel pazarlama anlayiglarini
ortaya ¢tkarmigtir. Bu amagla bu ¢alismada geleneksel pazarlama ve satis anlayisindan
Jfarkly olarak son yillarda iizerinde c¢alisilmaya baslanan yeni pazarlama yontemlerinden
olan olan gerilla pazarlama, girisimsel pazarlama, toplumsal pazarlama ve icerik
pazarlamasi ve bu pazarlama yontemlerinin turizmde uygulanabilirligi kavramsal ¢ergevede
ele almmistir. Calisma sonucunda farklt yeni pazarlama yontemlerinin turizmde
uygulanabildigi ozellikle farkly iilkelerde buna yonelik ornekler oldugu ortaya ¢ikmistir. Bu
orneklerin Tiirkiye 'de de uygulanabilecegi ve turizmde kullanim igin uygun oldugu sonucuna
varimigtir.
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ABSTRACT

Traditional marketing methods are inadequate in the increasingly competitive environment.
Now the consumer is able to access the information quickly, with so many products.
Therefore, the consumer’s deciding what he cares about, consider what that should be studied
in depth. Traditional marketing methods for businesses are no longer sufficient for both
retaining existing customers and acquiring new customers. Marketing researchers who are
aware of this inadequacy are developing new marketing insights. All of this reveals current
marketing insights, a new structure and thought. For this purpose, in this study, some of the
new marketing methods which have been started to be studied over the recent years are
discussed, which are different from traditional marketing and sales understanding. In this
study, the applicability of guerrilla marketing, initiative marketing, social marketing and
content marketing, which are marketing approaches, in tourism is discussed in conceptual
framework. As a result, it has emerged that different new marketing approaches can be
applied in tourism, especially in different countries. Examples of this can be implemented in
Turkey has been concluded and is suitable for use in tourism.
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I. Giris

Kiiresellesmenin ortaya ¢ikmasi bilginin ve
teknolojinin kullanimini arttirarak yeniliklerin
daha genis kitlelere ulagsmasini saglamaktadir.
Degisen ve gelisen teknoloji ile birlikte diinyadaki
tim  dinamikler de geliserek  degisime
ugramaktadir. Bu dinamiklerden biri olan
ekonomik ortam da bilgi ve teknolojinin hizla
yayllmasi ile farkliliklara yonelen bir hale
gelmistir. Yeni ekonomik ortamda yogun
rekabetin oldugu, isletmelerin siirekli farklilik
arayisina girdigi ve pazarlama faaliyetlerinin
farklilastig1 pazarlar olugsmustur.

Farklt pazarlarin olugsmasi beraberinde farkli
pazarlama anlayislarin1 da getirmistir. Pazarlama
insanoglu var oldugundan giinden giiniimiize
kadar var olmus ve hayatin vazgegilmez bir
unsuru haline gelmistir. Artik tiiketicileri de, en az
iireticiler kadar ilgilendiren bir kavram haline
gelen pazarlama, hi¢ siiphesiz geliserek ve
farklilasarak hayatin her asamasinda yer
almaktadir (Ozgiil, 2008:27). Philip Kotler’e
(2006: 13) gore pazarlama “Bir hedef pazarin
ihtiyaglarimi belli bir kar elde ederek karsilamak
icin deger arama, yaratma ve sunma bilimi ve
sanatidir”.  Isletmeler i¢in olmazsa olmaz bir
konumda  olan pazarlama  yapilmaksizin
isletmelerin ayakta kalmasi olduk¢a giictiir. Bu

nedenle isletmeler biitcelerinin  6nemli  bir
boliimiinii pazarlama kaynaklarina
ayirmaktadirlar ~ (Arslan,  2009:1).  Ancak

geleneksel pazarlama artik igletmeler igin yeterli
olmamakta bunun yani sira yeniliklere de ihtiyag

duyulmaktadir. Bu da pazarlamada yeni
anlayislar1 ortaya ¢ikarmaktadir. Geleneksel
pazarlama anlayisinda kitlesel pazar hedef

alinirken yeni pazarlama anlayislar ile birlikte
isletmeler her bir miisteriyi kazanabilecegi yeni
faaliyetlere yonelmektedir. Miisteriler teknoloji
sayesinde istedigi bilgiye istedigi anda ulasabilir
hale gelmistir. Miisteriler artik sunulan iiriin ya da
fiyatla yetinmeyip hemen arastirma yaparak en
uygun fiyata en iyi rline rahatlikla
ulasabilmektedir. =~ Miisterilerin  bu  kadar
seceneginin olmasi da isletmelerin miisteriyi
kazanmak icin yeni pazarlama faaliyetlerine
yonelmesini ihtiyag haline getirmektedir. Yeni
pazarlama anlayislarinin  ortaya c¢ikmasinda
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tilketicilerin ~ degisen  tilkketim  anlayislari,
rakiplerin artmast sonucu rekabet ortaminin
dogmasi, devletin ve sosyal orgiitlerin isletmelere
olan tepkileri ve haberlesmenin globallesmesinin
etkisi bilyliktlir. Bunlarin yani sira ortaya atilan
yeni modeller bir dnceki modelin eksikliklerini de
giderme amaci glitmektedir (Urganci, 2015: 9)

Pazarlamada rollerin degismesi ile birlikte hedef
pazarlar, pazar konumlandirma, miisteri istek ve
ihtiyaglari, rekabet ortami gibi birgok unsur da
degisime ugramistir (Giineren ve Karakus, 2015).
Bu degisimle birlikte gerilla pazarlama, girisimsel
pazarlama, toplumsal pazarlama ve igerik
pazarlamasi gibi yani pazarlama kavramlari ortaya
cikmigtir. Bu pazarlama kavramlari igletmelerin
farkliliklarimi ortaya koymasi agisindan oldukga
Oonemli hale gelmistir. Yogun rekabet ortaminin
oldugu turizm sektoriinde de farklilagma agisindan
onemli olan yeni pazarlama anlayislarinin
kullanilmas1  olduk¢a  Onemlidir  (Giineren
Ozdemir ve Yilmaz, 2016). Turizm isletmelerinin
yogun kullanmadigi bu pazarlama yontemleri
sektorde rakiplerinden One c¢ikmak isteyen
isletmeler i¢in Onemli bir aragtir. Tiiketicilerin
degisen taleplerine yonelik olarak da turizm
isletmelerinin ~ gerilla pazarlama, girisimsel
pazarlama, toplumsal pazarlama ve igerik
pazarlamas1 gibi yeni pazarlama yOntemlerini
kullanmalar1 gerekmektedir.

Diinya’da turizm sektérinde bu pazarlama
stratejilerinin 6rneklerine rastlamak miimkiin olsa
da Tirkiye’de bu stratejileri uygulayan turizm

isletmesi sayisinin oldukca yetersiz oldugu
goriilmektedir. Bu c¢alismada bu pazarlama
stratejilerinin secilmesinin en onemli

amaglarindan biri de bu stratejilerin turizmde
uygulanabilirligini Diinya’daki 6rneklerle ortaya
koymaktir. Calismada yontem olarak literatiir
taramasi kullanilmustir.

Bu c¢alismanin amaci; turizm isletmelerinin
satislarin1 ~ arttiracak ayn1  zamanda hedef
kitlelerine kolay ve hizlica ulasabilmelerini
saglayacak alternatif bir yontem olan yeni
pazarlama yontemlerinin yOnteminin akademik
alanda ve sektorde bilinirligini ve uygulanmasini
arttirmay1 saglamaktir. Ayrica bu ¢alisma ile bu
yontemlerin turizmde uygulanabilirliginin ortaya



Journal of Multidisciplinary Academic Tourism

2018,3(2): 53-65

koyulmast amaglanmaktadir. Bu kapsamda
belirtilen  pazarlama  stratejilerine  yonelik
tanimlayici  bilgiler  verilerek  geleneksel
pazarlamadan farkli yonleri ortaya koyulmustur.
Ayrica Diinya’da ve Tiirkiye’de bu yeni
pazarlama yontemlerine dair uygulamadaki
ornekler ele alinmaktadir.

2. Gerilla Pazarlama ve Turizm

Teknolojik gelismeler ve iiriinlerde farklilagmanin
artmas1 sonucu ortaya cikan rakiplerin Oniine
gecme cabasi, turizm isletmelerini rekabet
piyasasinda daha yogun faaliyetler yapmaya
yonlendirmektedir. Isletmeler pazarlarda farkli
stratejilere yoOnelerek rekabette {istlinlik elde
etmeye caligmaktadir. Geleneksel pazarlama
faaliyetlerinin disinda farkli pazarlama stratejileri
uygulamak isletmeler i¢in biiyiik avantajlar
saglamaktadir. Bu yeni stratejilerden birisi olan
gerilla pazarlama geleneksel ortamlardan farkl

olan ortamlarda, tahmin edilmeyen yontemler ve
en az pazarlama maliyetleri ile geleneksel
pazarlama araglarinin saglayacagi etkiden daha
fazla bir etki saglayacak pazarlama faaliyetleri ve
stratejilerinden olusmaktadir (Gerilla Pazarlama,
2017). “Guerilla” kelimesin Ispanyolca kokenli
olmakla birlikte ilk kez 19. yiizyilda Ispanyollarin
Fransiz Napolyon’a kars1t uzun yillar stirdiirdiigii
direniste kullanmilmustir. “Guerilla” kelimesi “cete
harbi”, “cete miicadelesi” anlaminin yani sira
taktiksel olarak da, diismana “asker” olarak
goriilmeden diismani yenmek, geri piliskiirtmek
anlamma gelmektedir. Ayrica gerilla taktigi
“Ozgiirliik Savascis1” olarak bilinen “Ernesto Che
Guevara” tarafindan Avrupa’ya tamtilmustir
(Alena, 2012: 9). Geleneksel pazarlama ile gerilla
pazarlama arasinda farkliliklarin oldugu bazi
noktalar bulunmaktadir. Gerilla pazarlama ve
geleneksel pazarlama arasindaki farklar Tablo
1’de yer almaktadir.

Tablo 1: Gerilla Pazarlama ve Geleneksel Pazarlama Arasindaki Farkliliklar

Geleneksel Pazarlama

Gerilla Pazarlamasi

Temel Giicii Isletmenin ekonomik gii¢ ve olanaklari temel giici  Hayal giicii, zaman, enerji ve yeni fikirler isletmenin temel giiciinii
konumundadir. olugturmaktadir.

Degerlendirme Araci Isletme satis rakamlari ile degerlendirilmektedir. Kar esastir ve faaliyetler karlilik ile degerlendirilmektedir.

Biiyiime Araci Biiylimenin yeni miisteriler bulunmasiyla gergeklesecegi  Eski miisterilerle daha ¢ok iliski kurmak ve onlar araciligryla yeni
diigiiniilmektedir. miisterilere ulagarak biiyiime saglanmaktadir.

Teknolojiye Bakis  Teknoloji maliyetleri arttiran, karmagsik ve sinirli imkanlar1  Teknoloji kullanimi daha kolay, az maliyetli ve isletmeye gii¢ katacak

Acqist olan bir faktordiir. bir faktordiir.

Rekabete Bakis Agisi Her zaman rekabet halinde ve rekabet ederek basarmin  Rekabeti gegici bir siire unutarak, rakip isletmelerle is birligi

ortaya cikacagl bunun igin de yeni firsatlar bulunmasi  saglayarak yeni firsatlar elde etmek gerektigini vurgulamaktadir.

gerektigini vurgulamaktadir.

Reklam  Araglarimin  Oldukca maliyetli harcamalarla geleneksel reklam araglari  Bilinenden farkli olarak insan viicudu, evcil hayvanlar ve televizyon

Sec¢imi tercih edilmektedir.

monte edilmis tisort gibi haber degeri de olan araglar kullanilarak daha
az maliyetle tiiketicinin ilgisi ¢ekilmektedir.

Kaynak: Levinson, 1998:8-9 (Aktaran: Ay ve Unal, 2002: 82)

Isletmeler, pazarlama faaliyetlerini olustururken
bilinenin disinda, farkli, daha fazla etkileme giicii
olan, daha az maliyet gerektiren ve rekabette
ustiinlilk  saglayacak  stratejiler arayisinda
olmaktadir. Isletmeler bu farkliliklar1 olustururken
geleneksel pazarlama faaliyetlerinden farkli
pazarlama faaliyetlerinde bulunmaktadir. Bu
faaliyetlerin de i¢inde bulundugu bir pazarlama
stratejisi olan gerilla pazarlama bircok konuda
geleneksel pazarlamayla ortak noktalar1 olsa da
amaca ulasmak icin gerekli olan teknikler ve
yontemler acisindan geleneksel pazarlamadan
farkli oldugu ve bu pazarlama stratejisini
uygulayanlara ~ 6nemli  katkilar  sagladigi
goriilmektedir.
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Gerilla pazarlama kapsaminda  geleneksel
pazarlamadan farkli olarak gelistirilen baz1
taktikler kullanilmaktadir. Ornegin; “fiyat indirim
stratejileri, piyasalara daha az kaliteli ama daha
ucuz mal sunma veya daha kaliteli daha pahali mal
sunma stratejileri, iiriin farklilagtirma stratejileri,
servis stratejilerinde farklilagmalar (eve teslim
vb.), tiiketiciyle direkt temas kurma, dagitimda
yenilik/etkinlik stratejileri, ilgi ¢ekici, sasirtici,
karsilastirict yogun reklam kampanyalari, iiriinde
yenilik stratejileri, pazarlarda hedef sasirtma (mali
gecici bir siire tamamen piyasadan ¢ekme veya
mal piyasaya yigma)” gibi farkl taktikler gerilla
pazarlama faaliyetlerinde kullanilabilmektedir
(Ay ve Unal, 2002:78 ).
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Gerilla pazarlama kullanim alan1 ve amaglari
incelendiginde daha ¢ok insanlarin aklinda kalici
yer edecek, onlar sasirtacak ve diisiik maliyetli
etkili faaliyetler oldugu goriilmektedir. Gerilla
pazarlama stratejilerini kullanan ve akilda kalici
uygulamalar yapan birgok isletme bulunmaktadir.

Gerilla pazarlama faaliyetlerine baktigimizda
birgok drnegini gdrmek miimkiindiir. Ornegin; bir
kahve firmas1 “Hey, City that never sleeps. Wake
up” slogant ile reklam afisini zemine
yerlestirmektedir. Ancak siradan bir zemine degil
de her sabah  dumami tiiten kanalizasyon
rogarlarinin iistiine bu yerlestirmeyi yapmaktadir
(Gerilla pazarlama nedir?, 2018). Boylece
kahvenin dumanin1 da tamamlamaktadir. Bu
faaliyet oldukcga akilda kalici, insanlar1 etkileyen
ve gerilla pazarlamada yaraticilikta sinir
olmadigini gosteren en iyi orneklerden biri olarak
gerilla  pazarlama uygulamalarinda  yerini
almaktadir. Bir bagka oOrnek ise; sivilce kremi
ireten bir isletmenin uygulamasidir. Sivilce
Onleyici lirlinler i¢in yapilan bu calismada ise,
iiriiniin ve piiriizsiiz bir yiiz resminin yer aldigi
poster, piiriizlii duvarlara asilmistir. Sonrasinda
posterin lizerine bastirilinca da duvardan dolay
posterdeki yiiz sivilceliymig gibi bir goriinti
olusturmustur (Ozgiil, 2008: 231)

Bu orneklere ilave olarak Tiirkiye’de de gerilla
pazarlama uygulamalar1 yapilmaktadir. Ornegin
bir terlik firmas1 terlikleri poster sanati teknigi ile
Istanbul’da liiks gece kuliiplerinin yogun oldugu
sahil seridinde afisleri ile donattig1 tekneleri
gezdirmistir. Bir GSM firmasi ise sinav
doneminde, 6grencilerin sinav streslerini atmasi
icin otoblis duraklarina kum torbas1 koymustur.
Bu sekilde eglenen 6grencilerin marka algis1 da
yaratilmaya caligilmistir (Urganci, 2015: 57).

Rakiplerine kars1 {stiinliik saglamak isteyen
turizm isletmeleri yenilikleri takip ederken yeni
pazarlara yeni miisterilere de ulagsma gabasi i¢inde
olmaktadir. Yeni miigterilere ulagsmanin bir¢ok
yolu olmakla birlikte bunlardan birisi de gerilla
pazarlama uygulamalaridir. Gerilla pazarlama
belirli bir siirece dayali olan bir pazarlama
stratejisidir. Tim pazarlama yOntemlerinde
oldugu gibi gerilla pazarlamada da sonuca ulagana
kadar olan siirecte belirli avantaj ve dezavantajlar

bulunmaktadir (Ozgiil, 2008: 221). Turizm
sektoriinde uygulanabilirligi bakimindan gerilla
pazarlamanin avantaj ve dezavantajlar1 Tablo 2’de
goriilmektedir.

Tablo 2: Gerilla Pazarlamanin Turizm Sektérii [¢in Avantaj ve
Dezavantajlari

i Avantylan IS
*Genills pazarlumada Sllamlan pazarlua metodianmm %662'3 licresizd,
sTorem selodrimde yer sl igletmeler icm dahe a2 mubiyetle pzarkuna

faadivets yapma imbant smeaktadur,
Selrdede  faalrvet iteren mkiplere daln iyl mlcadel imkses
sadiamaktndir,
*fsbetmelerin poza poywm ve Sarlarum azalmass bnleumekredi,
o[detmelere mimum malivelle maksimum kan elde ctme  mkm
sunaktad.
o[gletmelenta elinde varols kaymakan bzh ve ethil bir sekilde yend firsatlara
gevimuesine ik smemaktedar,

Dezavantilan |

* Pazarbama calismalarumn nes ¢ditlan olmayabily,

*Gerilln mesaj yeterli kitleye ulassmabelir,

+Turzm sletmelermde kanakhyr atkili sekabde kulbamlnmavabilis,

*Gerilla tekniklen mygulinm igetnelerde bagnh olocak diye kesin bir

varngya vanimmsalude, basansibk komasunda sk vardar

Kaynak: Ozgiil, 2008: 221-222.

Gerilla pazarlama yontemi Tiirkiye’de turizm
isletmeleri tarafindan c¢ok benimsenmis bir
yontem olmamakla birlikte Diinya’da turizm
sektorline  yonelik  uygulamalarin  oldugu
goriilmektedir.  Ornegin; Ingiliz havayollari
Moskova’da bir aligveris merkezinin ortasina koca
bir valiz yerlestirerek Ingiliz havayollarim
seyahatlerinde  tercih  etmeleri ~ mesajim
vermektedir (Havayolu Reklami, 2018). Bir diger
ornekte ise Tokyo’da bir trenin vagonunda zemine
plaj grafitisi yapilarak tatile ¢ikma mesaji
verilmektedir (Gerilla Pazarlama Uygulamalari,
2014). Baska bir uygulamada da bir seyahat
acentas1 duraklara yerlestirdigi uygulama ile
yoldan gecenlerin tatil temas: igerisinde
kendilerini  gorebildigi  interaktif  gorseller
sunmaktadir (Seyahat Acentas1 Reklam, 2018a).
Boylece insanlar1 tatile gitmeye ve acentayi
ziyaret etmeye ydnlendirmektedir. Destinasyon
tanitimina giizel bir &rnek olan bu gerilla
pazarlama uygulamasinda bir otobiis duraginda
kis destinasyonuna uygun olarak otuma yerleri
telesiyej koltugu  seklinde  tasarlanarak
destinasyona ziyaret tesvik edilmektedir (Seyahat
Acentast Reklami, 2018b). Gerilla pazarlama
stratejileri giiniimiiz rekabet kosullarinda turizm
isletmelerinde kabul gérmeye baslamig stratejiler
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arasinda yer almaktadir. Isletmeler bu etkin

pazarlama  taktigini  kullanarak  insanlarin
akillarinda kalic1 etki birakarak pazarlarimi
genisletebilmektedir. Ayrica insanlarda bu

pazarlama taktigi uygulanarak turizmin temel
glidiisii olan merak harekete gecirilmektedir.
Carpict ve dikkat ¢ekici teknikleri ile gerilla
pazarlama turizmde rahatlikla uygulanabilecek
pazarlama stratejilerinden birisidir.

3. Girisimsel Pazarlama ve Turizm

Artan kiiresellesme ve yogun rekabet ortami
isletmeleri yeni arayislara yonlendirmektedir.
Isletmeler rekabet giiciinii arttirmak igin yeni
pazar arayiglarina girmektedir. Yeni pazarlara
hitap edebilmek ve karliliklarini arttirmak igin ise
birgok pazarlama faaliyetlerinde bulunmaktadir.
[sletmelerin yapmus oldugu faaliyetlerden birisi de
girisimciliktir. Gilinlimiizde 6lgek ekonomileri ve
verimlilikten daha ¢ok bir firmanin rakiplerine
gore daha girisimci olmasi ve bunun yaninda
rekabet ortaminda ona avantaj saglayacak yepyeni
bir pozisyon almadaki basarisi rekabet avantaji
saglayacak olandir (Bulut, 2007: 11). Girisimcilik,
halihazirda var olan bir iiretim siirecine yeni
tarzlar  ekleyip, farkli {iretim teknikleri
kullanilarak, iiriinii pazarlayabilme, satabilme ve
kara donistirebilme faaliyetidir (Kiigiikaltan,
2009: 22). Girisimcilik; birey ve toplum icin deger
olusturan, ekonomik olarak firsatlar1 ortaya

cikaran, olusturdugu yeniliklerle ekonomik
sistemde degisiklikler saglayan bir siire¢ olarak
tanimlanmaktadir  (Muzyka, De Koning ve
Churchill, 1995:352).

Pazarlama ve girisimcilik birbirinden farkl
disiplinler olarak goriilse de her iki disiplin
arasinda  Oonemli  noktalar  bulunmaktadir.
Pazarlama ve girisimeilik arasindaki
koordinasyon girisimsel pazarlama tarafindan
saglanmaktadir (Oztiirk, 2012: 26). Girisimsel
pazarlama, sinirh kaynaga sahip ve belirsizligin
var oldugu piyasa sartlarinda, firmalarm
pazarlama siireglerinde firsat kovalamasi olarak
kullanilmaktadir. Beverland ve Lockshin (2004)
girisimsel pazarlamayi, “kii¢iik firmalarin belirli
ihtiyaglarinin pazarlama teorisine adapte edilmesi
veya etkili olacak sekilde harekete gegirilmesi”
olarak tammlamaktadir. Birbirinden farkli iki
alan1 bir araya getiren girisimsel pazarlama
kavrami, kisith kaynaklarla net olmayan pazar
ortamlarinda firsatlar1 kovalayan isletmelerin
pazarlama siireclerini tanimlamak i¢cin
kullanilmaktadir (Becherer vd., 2006). Geleneksel
pazarlama anlayis1 ile girisimsel pazarlama
anlayis1 arasinda bazi farkliliklar bulunmaktadir.
Tablo 3’de Morris ve arkadaslarinin (2002:6 ),
geleneksel pazarlama ile girisimsel pazarlama
karsilastirmasi yer almaktadir.

Tablo 3. Geleneksel Pazarlama ile Girisimsel Pazarlamanin Karsilagtirilmasi

Geleneksel Pazarlama

Girisimsel Pazarlama

Temel Onerme

Degisimin kolaylastirilmas1 ve pazarin kontrolii
temel 6nermesidir.

Deger yaratici yenilik yoluyla siirdiiriilebilir rekabet avantaji esas alinmaktadir.

Yonelim

Pazarlama hedef odakli, tarafsiz bilimdir.

Tutku, istek, siireklilik ve yaraticilik pazarlamanin merkezinde yer almaktadir.

icerik

Kurulu, nispeten istikrarli pazarlar bulunmaktadir

Yiiksek seviyede karisiklik ile planlanmus, gelismekte olan ve boliimlendirilmis
pazarlar bulunmaktadir.

Pazarlamacinin Rolii

Pazarlama karmasmnin koordinatdrii, markanin
kurucusu roliindedir.

I¢ ve dis degisimin temsilcisi ve kategorinin yaraticisi roliindedir

Pazar Yaklasim

Artan yenilikler ile mevcut pazara tepkisel ve
uyarlanabilir yaklagimlar sergilenmektedir.

Dinamik yenilikler ile miisteriyi yonlendiren onleyici (proaktif) yaklasimlar
sergilenmektedir.

Miisteri Thtiyaglart

Miisterilerin anket aragtirmalar1 ile bahsedilen,
varsayilan, belirtilen ihtiyaglari belirlenmektedir.

Miisterilere yol gosteren, daha once bahsedilmemis, kesfedilmemis,

tanimlanmamus ihtiyaglar belirlenmektedir.

Risk Algisi

Pazarlama faaliyetlerinde riski minimize etmek
gerekmektedir.

Hesaplanmis risk alma i¢in pazarlamanin ara¢ olmasi; riski azaltmanin,
yiiriitmenin ve paylagmanin yollarini bulmaya vurgu yapilmas: gerekmektedir.

Kaynak Yonetimi

Var olan kaynaklarin etkin kullanimi, kitlik
zihniyeti mevcuttur.

Baskalarimin kaynaklarmi etkin kullanmak; daha az ile daha ¢ok yapmak; hali
hazirda kontrol edilen kaynaklar ile faaliyetler zorlanmali felsefesi
benimsenmistir.

Yeni iiriin/hizmet
gelistirme

Arastirma gelistirme ve diger teknik boliimlerin
yeni {riin/hizmet  gelistirme  faaliyetlerini
desteklemektedir.

Pazarlama faaliyetleri yeniligin yuvasi olarak goriilmekte ve miisteri ortak calisan
tiretici olarak nitelendirilmektedir.

Miisterinin rolii

Zeka ve geri beslemenin dig kaynagidir.

Sirketlerin pazarlama karar siireclerinde, {riinlerin tammlanmasinda, fiyat,
dagitim ve iletisim yaklagimlarinda aktif katilim saglayandir.

Kaynak: Morris vd., 2002:6.
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Girisimsel pazarlamanin yedi temel boyutu
bulunmaktadir.  Bunlar;  proaktiflik, firsat
odaklilik, hesaplanmig risk alma, yenilikgilik,
miisteri yogunlugu, kaynak kaldiraci ve deger
yaratma boyutlaridir (Morris vd., 2002) Ilk bes
boyut girisimcilik odakli, son iki boyut ise pazar
odakli olan bu boyutlar girisimsel pazarlamay1
geleneksel pazarlamadan ayirmaktadir (Hills vd.,
2008).

Turizm  isletmeleri  geleneksel  pazarlama
faaliyetlerinin yani sira girisimsel pazarlama
faaliyetlerinde bulunarak rekabette iistlinliik elde
etmektedir. Miisteri odakli, proaktif, deger yaratan
ve yenilik¢i turizm isletmeleri girisimsel
pazarlamay:1 etkin kullanarak rakiplerinden 6ne
gecmektedir. Girisimsel pazarlama faaliyetleri
kiigiik ve orta dlgekli konaklama isletmelerinin
kullanimmna olduk¢a uygun bir pazarlama
stratejisidir (Eren, vd. 2013: 98). Butik oteller bu
kapsamda ele alindiginda girisimsel pazarlama
uygulamalar1 i¢in oldukca uygun isletmelerdir.
Butik otellerin  farkli pazarlara agilmasi,
isletmelerinde farkli milliyetten turist gruplarina
hizmet vermesi girisimsel pazarlama
uygulamalarina drnek olarak gosterilebilmektedir.

Girigimsel pazarlama yogun olarak kiigiik ve orta
Olcekli isletmelerin  kullanmig oldugu bir
pazarlama faaliyeti olsa da biiyiikk o6l¢ekli
isletmelerde bundan faydalanmaktadir. Ornegin
Tirkiye’ye yurt disindan turist getiren tur
operatdrlerinin 2000’li yillarin basinda mevcut
pazarlara ilave olarak Rusya pazarini hedef pazar
haline getirmesi girisimsel pazarlama kapsaminda
pazar yeniligi yapma faaliyetidir. Benzer sekilde
Tiirkiye’den yurt digina tur organize eden seyahat
acentalar1 gegmiste programda yer almayan birgok
destinasyonu diizenledikleri tur programlarina
dahil ederek girisimsel pazarlama faaliyetlerinde
bulunmustur.

Girisimsel ~ pazarlama  stratejileri  turizm
literatiirlinde ¢ok fazla kullanilmasa da aslinda
turizm igletmelerinin  yapmis oldugu yeni
pazarlama stratejilerini kesfetmek, yeni miisteri
gruplarina odaklanmak, hedef pazar1 genigletmek
gibi stratejiler girisimsel pazarlamanin bir pargasi
olan stratejiler olarak bilinmektedir. Bu noktadan
hareketle  girisimsel  pazarlamanin  turizm
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isletmelerinin artan rekabet ortaminda
devamliliklarini stirdiirebilmek icin yogun olarak
kullanmak  zorunda  kaldiklar1  pazarlama
stratejilerinden biri oldugunu sdylemek yanlis
olmayacaktir.

4, Toplumsal Pazarlama ve Turizm
Diinyadaki hizli gelismeler sonucu, yaniltici satig
ve reklamlara, keyfi fiyat uygulamalarina,
kalitesiz tirtinlere, ¢evre kirliligine kars tiiketiciyi
korumaya yonelik uygulamalar giderek artmaya
baglamistir. Bu gelismeler “sorumlu tiiketim”,
“ekolojik pazarlama”, “insancil pazarlama”,
“toplumsal pazarlama” ve “derneksel pazarlama”
gibi kavramlarin ortaya ¢ikmasina yol agcmistir
(Tenekecioglu, 2004). Toplumsal pazarlama,
Ozellikle  gelismis  toplumlarda  modern
pazarlamanin da iizerinde bir gelismisligi temsil
etmektedir. Dogal ortamlarin tahrip oldugu, enerji
ve tabii kaynaklarin hizl tiiketim sonucu azaldig:
bir donemde modern pazarlamanin yetersiz
kaldig1 diistiniilmektedir. Modern pazarlama
anlayisi, tiiketici beklenti, istek ve menfaatleri ile
toplumun uzun donemli menfaatleri arasindaki
potansiyel ¢atigsmalara karsi kayitsiz kalmakta ve
bu da modern pazarlama anlayisinin uygunlugu
sorgulanmasina neden olmaktadir (Basok, 2007:
43).

Toplumsal pazarlama isletmelerin, hedeflenen

pazarlama  gereksinimlerini, isteklerini  ve
menfaatlerini  belirleyip, arzulanan tiiketici
tatminini  rakiplerinden daha etkili ortaya

koyarken, tiiketiciyi tatmin etme isini, tiiketicinin
ve toplumun refahimi koruyacak veya daha da
artiracak sekilde yapmasidir (Tenekecioglu,
2004). Toplumsal pazarlama anlayisina gore;
kurumlar misteri ihtiyaglarii ve beklentilerini
karsilarken kar elde etme ve topluma ydnelik
sorumluluklar1 yani sosyal sorumlulugu yerine
getirme niteligi de tasimalidir (Singhapakdi ve
Vitel, 1994: 66). Toplumsal pazarlama anlayisinin
modern pazarlama anlayisina gore farkli yoni ise
tiikketiciye yonelik olarak {irtinlerin gelistirilmesi
ve hatta tiiketicilerin daha o6zel ihtiyaglarim
kargilayacak friinler {izerinde c¢aligilmasidir.
Modern pazarlama anlayisinda ise tiiketiciye
yonelik iretilen iriinler, tiiketicilerin arz ve
taleplerine yonelik degil, genel tiiketici profili
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iizerinden ortak ihtiyacglara hitap eden, uzun vadeli
gereksinim ve istekleri karsilayan bir nitelik
tasimaktadir (Tek, 1997).

Toplumsal pazarlama isletmelerin kullanmsg
oldugu pazarlama faaliyetlerinden birisi haline
gelmistir ve bu kapsamda yapilan bir ¢ok
uygulama gériilmektedir. Ornegin, bir mesrubat
firmasinin ambalajlarinin {izerine ¢dpe atiniz
ibaresi yazmast bir toplumsal pazarlama
uygulamasidir (Tigl ve Gilinaydin, 2002: 94).
Sigara paketlerinin iizerinde sagliga zararhidir
uyarisinin ~ bulunmasi  da  ornek  olarak
gosterilebilmektedir.  Bunlarin ~ yan1  sira
isletmelerin {iriinlere satistan elde edilecek gelirin
bir kisminin dezavantajli gruplara aktarilacagini
belirten ifadeler yerlestirmesi de toplumsal
pazarlama uygulamalar1 arasinda yer almaktadir.
Isletmeler toplumsal pazarlama uygulamalarinda
miisterilerin ihtiyaglart1 dogrultusunda iiretim
yaparken ayni zamanda sosyal sorumluluk bilinci
ile ¢cevreci bir yaklasim icerisinde ¢alismakta ve
dogal ¢evreyi korumaya 6zen gostermektedir.

Toplumsal pazarlama temel sektorlerden biri
haline gelen turizm sektoriiniin de ihtiyaglar
arasinda yer alan bir pazarlama faaliyetidir.
Turizm  sektoriindeki  gelismelerle  birlikte
gelecege yonelik tahminler, gelecekte kisisel
giivenlik ve emniyet, artan toplumsal ve ¢evresel
kaygilar ile ekonominin kiiresellesmesi gibi
etmenlerin  temel  belirleyiciler  olacagini
vurgulamaktadir (Eagles, McCool ve Haynes,
2002: 18).  Cevresel  bilincin  artmasi,
stirdiiriilebilirligin 6nemli bir kriter haline gelmesi
turizm isletmelerini de bu yonde uygulamalara
yonlendirmektedir. Turizm isletmeleri kar elde
etmenin yani sira toplumsal fayda bilinci ile
faaliyetlerini  siirdlirir ~ hale  gelmektedir.
Toplumsal faydaya yonelik pazarlama faaliyetleri
de toplumsal pazarlamanin temel konusunu
olusturmaktadir.

Bilingli tiiketiciler artik aldiklar1 tiim {irlin ve
hizmetlerde dogaya en az zarar verecek
uygulamalar1 tercih etmektedir (Ardi¢ Yetis,
2018:88). Turizm isletmeleri ¢evreye duyarli,
¢evre dostu, siirdiiriilebilirlik ilkesini temel alan,
toplumun faydalarin1 6n planda tutan isletmeler
haline gelerek rakiplerinden oOne gegmeye

59

¢abalamaktadir. Giinlimiizde  misafirlerini
gereksiz yere havlularin ve nevresimlerin her giin
yikanmast sonucu olusan su israfina, dogal
¢evreye zararlara karsi bilinglendiren konaklama
isletmelerinin sayisi giderek artmaktadir. Ornegin;
Holidayy Inn, konaklama hizmeti misafirlerinin
odasma biraktigi geri doniisiimlii  kagitlara
“Cevreye yardim i¢in bize yardim eder misiniz?”
yazmakta ve agiklama olarak da “Her giin
diinyadaki tiim otellerde gereksiz yere yikanan
tonlarca nevresimi ve onlart yikamak ig¢in
kullanilan kimyasallarin sularimiza verdigi zarar1
hayal edin. Simdi siz de harekete gegin ve liitfen
bu kirliligi durdurmamiza yardimci olun. Bu karti
yataginiz iizerine birakmaniz halinde yataginiz
aymi carsaf ile yapilacaktir. Saglikli bir cevre

LR

icin...” climlelerine yer verilmektedir (Holiday
Inn, 2010).
Turizm isletmelerinin yapmis oldugu yesil

otelcilik, yesil etiket, mavi bayrak, eco etiket gibi
uygulamalar toplumsal pazarlama kavrami iginde
ele alinabilmektedir. Ornegin Diinyada yesil dostu
ekolojik otellerin siniflandirilmasinda "EcoHotels
of the World" isimli birlik tarafindan onemli ve
karsilagtirilabilir ~ bir  yildizlama sistemi
gelistirilmistir. Bu sisteme gore oteller, bes ayri
kategoride yaptigi uygulamalara gore bir
yildizdan bes yildiza kadar yildiz almaktadirlar.
Her bir kategori i¢in alinan yildizlarin ortalamasi
almarak, otelin yesile ve c¢evreye Kkarst
duyarliligmi  gosteren  yesil yildiz  sayist
belirlenmektedir (Holiday Inn, 2010).

Turizm igletmeleri gerek konaklama sektoriinde
gerekse seyahat sektoriinde tiim bu faaliyetleri
yaparken toplumsal fayday1 gozetmektedir. Ancak
toplumsal faydanin yani sira  toplumsal
pazarlamanin temeli olan kar elde etmek her
zaman Oncelikleri arasinda olmaktadir. Turizm
igletmeleri bu faaliyetlerde bulunurken farklh
pazarlara hitap edebilmeyi amacglamaktadir.
Ormnegin cevre dostu otel sloganiyla pazarlama
faaliyetlerini yiiriitmekte bdylelikle ¢evre dostu
olan, ¢evresel konularda hassasiyeti olan turist
gruplarimi miisteri olarak kazanmayi
hedeflemektedir. Ayn1 sekilde mavi bayrakli plaja
sahip otel olma Ozelligi turistler igin bir tercih
sebebi  olmaktadir.  Toplumsal pazarlama
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anlayisini benimseyen turizm isletmeleri bu gibi
ozellikler araciligiyla topluma fayda saglamayi bir
pazarlama faaliyeti haline getirmektedir.

5. Icerik Pazarlamasi ve Turizm

Rekabetin yogun oldugu, iirtinlerin fazla ve benzer
kalitede oldugu, bir markanin yerine tercih
edilebilecek  bircok  markanin  bulundugu
pazarlarda, isletmelerin tiiketicileri kazanmasi ve
elde tutmasi oldukca zor olmaktadir. Bu sebeple
ginlimiiziin en Onemli pazarlama anlayist
“insanlara satis yapma, onlarla bag kur”
seklindedir. Reklamlar dogrudan satisa yonelik
olmakta ve tiiketiciler reklamlara kars1 bir dirence
ve savunma mekanizmasina sahip olmaktadir.
Ancak igerik pazarlamasi tiiketiciler farkinda
olmadan markaya dahil ederek farklilik
olusturmaktadir (Ozcan, 2014). Markalar artik
hedef kitlede marka hikayelerine kars1 ilgi
uyandirarak c¢ekme stratejileri uygulayan birer
yaymevine doniismektedir (DuPlessis, 2015b:
124). Isletmeler teknolojiyi kullanarak bir¢ok
icerik tiretmekte, kullanilan her aragta tiiketicinin
kargisina c¢ikmaktadir. Bu da tiiketici agisindan
igerik kirliligi olusturmakta ve dikkate alinmasini
giiclestirmektedir. Bu nedenle tiiketiciler satin
almaya yonelik igeriklerden ¢ok, kendilerini
eglendiren, giiven veren, merak uyandiran,
dikkatlerini ¢eken veya tiiketici katilimlarinin da
saglandig1 iceriklerden etkilenmektedirler.

Igerik pazarlamasinin literatiirde birden fazla
tanimu bulunmaktadir. ilk olarak 2001°de “Joe
Pulizzi”  tarafindan ortaya atilan igerik
pazarlamasi, tam olarak tanimlanmig ve dogru
anlasilmis hedef Kkitleyi etkilemeye ve Kkarli
miisteri faaliyeti yiiriitmeye yonelik degerli, tutarl
ve uygun igerigi olusturmaya ve dagitmaya
odaklanan stratejik bir pazarlama faaliyeti olarak
tanimlanmaktadir (Igerik Pazarlamasi, 2017).
Icerik pazarlama, bir hikdye ve konuya dayanan,
okuyucu ya da izleyicinin dikkatini ¢eken igerikler
ile marka hakkinda zihinlerde olumlu tepkiler
olusturmay1 saglamaktadir.

Igerik Pazarlama, medyada goze ¢arpmayan fakat
merak uyandiran marka iletisimi araciligiyla
tilketicilerin pasif davraniglarini  degistirmeyi
amagclayan stratejik bir marka dykiileme teknigidir
(DuPlessis, 2015a: 3). Pulizzi (2010: 116-117)
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icerik pazarlamasi kavraminin uzun siiredir var
oldugunu fakat gelisen teknolojinin getirdigi
engelleri asmak ve medya dis1 isletmelerin de artik
icerik retebilmesi gibi nedenlerden dolayi
giiniimiizde bu kavramin daha fazla 6n plana
ciktigmmi ifade etmistir. Genellikle kurumsal
Oykiiciiliige verilen ilk Ornek John Deere’in
“Furrow” adli dergisidir. John Deere dogrudan
tarim malzemelerini satmak i¢in degil, ¢iftcileri
yeni  teknolojinin  kullanimi ~ konusunda
bilgilendirmek amaciyla bu dergiyi ¢ikarmustir.
Bu sayede, John Deere giftgiler icin bir bilgi
kaynagi haline gelerek, ¢iftciler tarim aletlerine
ihtiyag duydugunda konunun uzmanindan satin
almayi tercih etmislerdir. Benzer strateji 1900°1i
yillarn ~ baglarinda ~ JELL-O  markasinin
taninabilirligi ve satiglarin artmasi i¢in kullanilmig
ve bu kapsamda iicretsiz olarak yemek tarifi kitab1
dagitmistir (Pulizzi, 2012: 117).

Giiniimiizde bir¢ok pazarlama anlayisi tiiketiciyi
satin alma baskis1 altinda bulundururken icerik
pazarlamas1 hedef kitle ile giiven ve ortaklik
anlayis1 temelinde gercek, diirlist ve samimi bir
iligki kurmay1 amaglamaktadir. Bu anlayis hedef
miisterilerin kendilerine sunulan {irlinleri giiven
icinde takip etmelerini saglayan bir pazarlama
anlayisidir (Lieb, 2011). Kilang’in yaptig1 bir
arastirmada, Oykiilenmis internet reklamlarinin
hedef kitle iizerindeki etkisi sorgulanmis, reklami
izleyen kisilerin yiizde 69,8 kadari satin alma
yoniinde etkilenebilecegini belirtmistir. Yiiz yiize
goriismelerde yiizde 71.09’luk dilimin kiiltiirel
degerlerin i¢inde oldugu reklamlar izledikten
sonra marka-oykii etkilesimlerinden etkilenip
driinii alma egiliminde olacaklar1 yanitlarina
ulagilmigtir  (Kilang, 2013). Marka igerigi
genellikle, tiiketicilerin kendi yasamlariyla
isletmenin marka kisiligi arasinda baglanti
kurabilecekleri marka hikayelerinden
olugsmaktadir. Bu hikayeler daha sonra sosyal
medyada, bloglarda, e-kitaplarda, video, 6rnek
olay, web semineri, basin duyurusu vb. seklinde
paylasilmaktadir  (DuPlesis, 2015b). Igerik
paylasimi genellikle internet {lizerinde agizdan
agiza pazarlamaya yoneltmek, sosyal medya
katilimin1 etkinlestirmek ya da hedef kitleyi uzun
vadeli sadik miisteri haline getirmek icin
yapilmaktadir (Pulizzi, 2010; 2012). Igerik
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pazarlamasi, insanlar1 harekete gegirmek ve
onlarin da kendi igeriklerini lretebilecekleri bir
ortam  olusturmaktadir. Ideal bir igerik
pazarlamasi marka kadar tiiketicilerin de
konustugu bir ortam olusturmay: amaglamaktadir
(Aksoy, 2014 ).

Geleneksel pazarlama anlayiginda  iiriiniin
tanitimi, Uriin hakkinda bilgi verme sadece
iireticiler tarafindan yapilmakta, iletisim tek yonlii
saglanmaktadir. Giiniimiizde ise {irlin hakkinda
yalnizca iretici degil, tiiketici de bilgi
sunabilmektedir (Aksoy, 2014). Kullanilan igerige
tiikketiciyi de dahil ederek  etkilesim
saglanmaktadir. Ornegin Ulker firmasi, mutluluk
her yerde adiyla bir mikro site olusturarak,
insanlarin  mutlu  anlarinin  fotograflarini
yiikleyebilecekleri, video olusturabilecekleri bir
icerik hazirlamistir (Ulker, 2018). Bir baska
ornekte ise lkea’nn “aramizda ¢ozdiik”
mikrositesinde miisterilere sorulan 4 soruya
karsilik aldiklar1 yanitlar1 kullanarak ‘miisteriye
Ozel’ olusturulan stand-up videolar sunularak
paylasimlari saglanmaktadir. Mikrositenin hedefi,
evde yasanan kiiciik tatsizliklarin Ikea kataloguyla
coziilebilecegi mesajin1 vermektir (Ikea Reklam,
2018).

Facebook, Twitter, Instagram, Youtube gibi
bircok  dijital ortamda  bireyler igerik
paylasmaktadir. Igerigin eglendiren, kizdiran,
disiindiiren, bilgilendiren, giildiiren vb. igerik
olmasi paylasimi saglamaktadir. Artik sadece
bireyler degil markalar da igerik tiretmektedir.
Icerik Pazarlamasi “degerli igerik” ve “igerigin
pazarlanmasi”  unsurlarindan  olugmaktadir.
Degerli icerik isletmeler tarafindan satisa
sunulacak {iriiniin 6zellik, kullanim sekli, yenilik¢i
yapist ve diger benzer iriinlerden farkin
vurgularken; icerigin pazarlanmasi yaratilan bu
degerli icerigin nerede ve ne sekilde (sosyal
medya, bloglar, web sayfalar1 ve tasarimi vs.)
sunulacagini ele almaktadir (Karkar, 2016: 336 ).

Isletmelerin igerik pazarlamasmin kullanmaya
karar vermeden once bazi noktalara dikkat etmesi
gerekmektedir. Oncelikle isletmeler halihazirda
var olan igeriklerin hedef kitle ile iliskili olup
olmadigi, konular, yaymlanma sikligi, kaynaklar,
format, etkilesim diizeyi gibi Ozellikleri
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inceleyerek genel ve tarafsiz bir degerlendirme
yapmalidir. Mevcut icerikleri analiz ederken hangi
iceriklerin nasil etkilesim saglayacagi, bu
iceriklerin  nasil  tiiketildigi  ve  tiiketici
davraniglarini nasil etkileyecegi belirlenmeli ayni
zamanda rakip markalarin igerikleri takip edilerek
hangi konulart hangi kanallar araciligiyla
paylastig degerlendirilmelidir. Analizler
sonrasinda secilen hedef Kkitlenin beklentilerine
uygun icerik hedefleri belirlenmelidir. Ierikte ele
alman konunun, olaym vb. hedef kitleye
uygunlugu denetlenmelidir (Kizilirmak, 2015).
Icerik pazarlamasi markalarin dijital ortamda
miisteriye ulasabildikleri her sekilde
yapilabilmektedir. Yogun olarak kullanilan
yontemler ise su sekildedir; (Ozcan, 2014):

Viral bir video hazirlamak,

Sosyal medyada yararli veya eglendirici bir icerik
girmek,

Bir mikro site olusturmak,

Ilging icerikler barindiran bilgi grafikleri (infographics)
olusturmak.

Turizm isletmelerinde icerik pazarlamasi farkl
uygulamalarla kullanilmaktadir. Subat 2015°de
JollyTour’'un  korku  tiirlinde  yaymladigi
“Cinnetten Bir Kose” adli video ¢ok defa
izlenmistir. 2:48 dakika siiren videonun igeriginde
tur sirketi disinda tercih edilen tatilin nasil kabusa
doniistiigii ele alimmustir (Jolly Tour, 2015). Tiirk
Hava Yollari’nin 23 Nisanda yayinladig1 “Hayal
Edince” isimli reklam videosunda Anadolu’daki
dort c¢ocugun hayalini  konu almaktadir.
Gokytiziindeki bir ucagin Igdir’a indigini hayal
etmeleriyle baslayan videoda, g¢ocuklar kendi
havalimanlarini inga ederek hayallerinin gercek
olmasmma  zemin  hazirliyorlar.  Igeriginde
cocuklarin ve yerel &gelerin kullanildigi video
“Tirkiye’de u¢madigimiz tek bir yer kalsa,
diinyada en ¢ok noktaya u¢musuz ne fayda”
mesajiyla tiiketicinin duygularim1  etkilemeyi
basarmustir (Tiirk Hava Yollar1 Reklami, 2018).

.

Bu 6rnekler géz 6niine alinarak Bilge (2016: 139),

icerik pazarlamasinin turizmde
uygulanabilirligine  iligkin ~ bazt  Oneriler
sunmustur:

Seyahat Bloglari: Tiiketicilere sunulacak faydali igerik
olarak igletmeler kendi web siteleri diginda olusturduklart
mikro site ya da blog siteleriyle bulunduklari bolgeye ait
bilgi paylasimi yapmaktadir.
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Sosyal Medyada Odiil Sistemi: Isletmenin iceriklerinin
sosyal medya iizerinde paylasilmasi durumunda o6diil
verilmesine dayal1 bir sistemdir.

Kataloglardaki Bilgilendirme Farkliliklari: Kataloglarda
yer alan siradan ve her konaklama isletmesinde bulunan
bilgilerin, digerlerinden farkli, dikkat g¢eken yapida
hazirlanmasi ile yapilan bir uygulamadir.

Sektorel Bilgiler: Miisterilerin  yaniltici1  bilgilerden
kurtarici, dogru sektorel bilgilerin verildigi ortamlarin
olusturuldugu bir uygulamadir.

Viral Videolar: Sosyal medyada, turizme veya isletmeye

yonelik  eglenceli  videolarn  kurgulanmasi ile
olusturulmaktadir.
Glinlimiiz postmodern tiiketici tatil karari

vermeden oOnce sanal ortamda konuya iliskin
aragtirma yapmaktadir. Turizm isletmelerinden
oteller ele alindiginda, web sayfalarinda sadece
nerede oldugu ile ilgili veya ¢cevrimi¢i rezervasyon
ile ilgili  bilginin  bulunmasi  potansiyel
misterilerin dikkatini ¢ekmemektedir. Pazarlama
calisanlarmin  neden  otellerinde  kalmalar
gerektigi ile ilgili daha yaratici, ilham verici,
etkileyici yontemler bulmasi gerekmektedir.
Bunun yollarindan biri de merak uyandiran,

inandirict, gilivenilir, ikna edici igeriklerin
olusturulmasidir.
Ciria (2016), otel yoneticilerinin igerik

pazarlamas stratejilerini nasil gelistirebilecekleri
konusunda 3 énemli ara¢ oldugunu belirtmektedir.
Bu araclardan ilk sirada yer alan1 “Web Sitesi”dir.
Web sitesinde kullanilan ilgi ¢ekici resimlerin
yaninda metinler de dikkat ¢ekici olmalidir. Otel
web sitelerinde yapilan en biiylik hatalardan biri
genel ve motomot bilginin verilmesidir. Halbuki
belirlenen hedef kitleyi yansitacak {islup
kullanilarak, sahip olunan imkanlar1 belirtmeleri
gerekmektedir. Diger bir yanlis da belirsiz, agik ve
net olmayan bilgi verilmesidir. Net sekilde otelde
verilen hizmetleri ve sunulan imkéanlarin
belirtilmesi tiiketici i¢in deger kaynagi olacaktir.
Igerik pazarlamasinin gelistirilmesi konusunda
kullanilabilecek bir diger arag ise “Sosyal Medya
Icerigi”dir. Web sitesinde igerik olustururken
izlenecek metotlarin aynist sosyal medya igerigi
olustururken de izlenmelidir. En sik sorulabilecek
sorular1 énceden tahmin ederek hizmetlerle ilgili
(wifi, dcretsiz  kahvalti, ulasim) igerik
olusturulmali ve belirli araliklarla facebook,
twitter, instagram gibi platformlarla belirli
araliklarla paylasilmalidir. Paylagilan igeriklerin
sadece otelle ilgili ve satis yapmaya yonelik
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olmamasi1 tiiketicilerin faydali bulacagi diger
bilgilere de yer verilmesi icerik pazarlamasinin
asil amacidir. Otelin bulundugu boélgede turistlerin
katilabilecegi diger faaliyetler, seyahat ipuglari
vb. bilgiler icerikte yer alabilecek bilgilerdendir.
Pazarlama uzmanlari igeriklerin %80 inin ¢evreyi,
%20’sinin otelin sundugu hizmetleri igermesini
tavsiye etmektedir. Ugiincii ve son arag ise
“Blog”dur. Bloglama ile web sitesine diizenli
icerik girilmesi  kolaylasmakta ayrica web
sitesinin ziyaretci trafigi artirilabilmektedir. Ayni
sekilde sadece oteli yansitan icerik yerine, bolgede
yer alan restoran, plaj, konser ve alternatif spor
aktiviteleri gibi konulara da yer vermek
tiikketicinin dikkatini ¢cekmektedir (Ciria, 2016).

6. Sonug¢
Yeni ortaya ¢ikan rekabet ¢ercevesinde geleneksel

pazarlama yoOntemleri yetersiz kalmaktadir.
Ciinkii tiiketici ¢ok fazla iirline, bilgiye hizli bir
sekilde ulasabilmektedir. Bu nedenle tiiketicinin
karar verirken neyi onemsedigi, neyi dikkate
aldiginin derinlemesine incelenmesi
gerekmektedir. Bu  ¢alismada  geleneksel
pazarlama ve satig anlayisindan farkli olarak son
yillarda {izerinde c¢alisilmaya baslanan bazi
pazarlama yontemleri ele almmistir. Yogun
rekabetin yasandig1 turizm sektoriinde tiiketicinin
tercih ettigi isletme olabilmek igin, turizm
isletmelerinin farkli pazarlama uygulamalarini
kullanmasi1 ~ zorunluluk  haline  gelmistir.
Tiketicileri ikna etmek i¢in kullandiklar
pazarlama stratejilerinin etkili olabilmesi ig¢in
isletmeler biiyilkk ¢aba ve biitge harcayarak en
fazla etkileyen yontemi belirlemeye
calismaktadir.

Teknoloji her alanda oldugu gibi pazarlama
alaninda da yerini almistir. Tiiketiciler satin
alirken ve karar verirken, iireticiler uriinlerini
pazarlamak icin teknolojiyi kullanmaktadir. En
yogun kullanilan ara¢ olan sosyal medyada konu,
tiir ne olursa olsun igerik iiretimi yapilmaktadir.
Turizm sektorii gelisen teknoloji ve yeniliklerden
yakindan etkilenen ve yenilikleri takip etmek
zorunda kalan sektorlerden biridir. Turizm
isletmeleri yenilige acik olmali ve yenilikleri
kolayca benimseyebilmelidir. Turizm isletmeleri
dikkat ¢ekmek igin kaliteli, stratejik, yaratici,
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tilketicinin duygularina hitap edebilen farkh
pazarlama yontemlerine yonelmelidir. Aksi halde
bu yontemlere yonelmeyip yenilikten kacinan
isletmeler rekabet ortaminda sayisiz isletme
arasinda yer edinemeyip kaybolup gitmek zorunda
kalacaktir.

Turizm sektorii iginde ortaya ¢ikan birbirinden
farkli ihtiyaclar, beklentilerin {ist seviyeye ¢ikmasi
ve rekabetin yogun yaganmasi igletmelerin siirekli
bir yenilik i¢inde olmasini ve g¢aba gdstermesini
gerektirmektedir. Yogun rekabet ortaminda basari
elde etmenin en 6nemli unsurlarindan birisi turizm
isletmelerinin sunduklar1 hizmette, bu hizmeti
sunum agamalarinda ve sunum tarzlarinda yenilik
yapmalaridir.  Farklilik  olusturmak  turizm
isletmeleri igin tercihten ziyade bir zorunluluga ve
ihtiyaca donilismiistiir Turizm isletmelerinin
sunduklar iiriinlerde farkliliklar yapabilecegi gibi,
bu {rlinlerin pazarlanmas1 asamasinda da
yenilikler yapmalidir. Farkli ve yeni pazarlama
anlayislan ile farkli pazarlara girilebilir, varolan
pazardaki potansiyel miisterilere ulasilabilir ayn
zamanda varolan miisterilerde de miisteri sadakati
olusturabilir. Yeni pazarlama anlayislar1 turizm
isletmeleri i¢in ekonomik olarak yeni girdiler de
saglayacaktir. Ornegin gerilla pazarlama ozellikle
biitcesi sinirli olan ve belirli hedef kitleye ulasmak
isteyen turizm isletmeleri igin Onerilmektedir.
Ciinkii maliyeti diisiik olan gerilla pazarlama ile
isletmeler tiiketicilerin dikkatini c¢ekerek satin
alma istegi uyandirabilmektedir. Isletmelerin
temel olusum sebebinin kar elde etmek oldugu goz
oniinde bulunduruldugunda turizm isletmelerinin
geleneksel yontemler yaninda yeni pazarlama
yontemlerine de yonelmeleri gerektigi
goriilmektedir. Isletmelerin pazarlama planlarini
olustururken farkli pazarlama stratejileri hakkinda
bilgi sahibi olmasi, kendisine onemli faydalar
saglayacaktir. Sonu¢ olarak bu pazarlama
stratejilerinin ~ yaygin  olarak  kullanilmasi
isletmeye saglayacagi faydalar, nasil yapilacagi/
kullanilacagimin bilinmesiyle yakindan ilgilidir.
Bununla birlikte bu pazarlama stratejilerinin her
iilkede, her kiiltiirde farklilik gosterecegi hatta
isletmeler arasinda bile hedefe uygun hale
getirilmesi gerektigi unutulmamali, taktikler buna
gore gelistirilmelidir.
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Bu calisma sonucunda turizme yonelik verilen
orneklerin Tirkiye’deki turizm isletmeleri ve
destinasyonlar tarafindan da uygulanabilir oldugu
goriilmektedir. Ozellikle seyahat acentalarinin
gerilla pazarlama stratejilerini, kiigiilk ve orta
Olcekli konaklama igletmelerinin  girigimsel
pazarlama stratejilerini, daha biiyiik 6l¢ekli turizm
isletmelerinin toplumsal pazarlama stratejilerine
ve tim turizm igletmelerinin ise teknolojik
gelismeler dogrultusunda icerik pazarlamasi
stratejilerine pazarlama ¢aligmalarinda yer vererek
rekabette One c¢ikacagi disliniilmektedir. Bu
pazarlama stratejilerinin Tiirkiye’de uygulamada
¢ok Ornegi olmamasi sebebiyle bu c¢alismada
ozellikle Diinya’da uygulanmis olan 6rneklere yer
verilmistir.

Bu calisma ile giincel pazarlama yontemlerinin
turizmde uygulanabilirligi ele alinmistir. Calisma
sonucunda farkli yeni pazarlama yontemlerinin
turizmde uygulanabildigi 6zellikle farkli tilkelerde
buna yonelik 6rnekler oldugu ortaya ¢ikmistir. Bu
orneklerin  Tiirkiye’de de uygulanabilecegi
turizmde kullanim i¢in uygun oldugu sonucuna
varilmistir. Bundan sonraki ¢alismalarda ise farkl
giincel pazarlama yontemleri ve turizmde bu
yontemlerin nasil uygulanacagi konusunun ele
alinabilecegi diistiniilmektedir.
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