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Tiirkiye's Tourism Success During and Post COVID-19
(2 Grant Altay TASKIN' () Muharrem TUNA2 2 ibrahim BIRKAN?

Abstract

The number of tourists and tourism revenues announced every year is very important for countries whose
economy depends on tourism. Within the scope of this study, Tiirkiye's tourism success during and post-
COVID-19 has been revealed in the light of the data published by the UNWTO. Qualitative research method
was used in this study. In this context, secondary data were examined using the document analysis method and
inferences were made in the light of UNWTO's tourism statistics. The main research question of this study is
“What might a country have done to achieve what they have achieved in the field of tourism?” In this study,
Butler's (2022) tourism success model was used and the positive and negative actions of Tiirkiye during the
year were evaluated. Policies, prohibitions, incentives, discounts, that is, various areas that can affect the
success of tourism have been researched. Tourism success model consists of 4 main titles. In this study,
Tiirkiye's tourism and planning are examined under the titles of Politics, Environment, Economics, and
Social/Cultural. The top ten countries which hosted the most tourists were included in the study's purview. The
most striking result of the study is that while the effects of the pandemic decrease and the world heal its
wounds, Turkey ranks first in hosting tourists with an increase of 88 percent.

Keywords: Tourism, Success, Tiirkiye, UNWTO Statistics, COVID-19.

JEL Kodu/Code: L83.

Tiirkiye'nin COVID-19 Sirasinda ve Sonrasindaki Turizm Basarisi
Ozet

Ekonomisi turizme dayali olan {ilkeler i¢in her y1l agiklanan turist sayis1 ve turizm gelirleri olduk¢a dnemlidir.
Bu ¢aligsma kapsaminda Tiirkiye'nin COVID-19 doneminde ve sonrasindaki turizm basarist UNWTO™mun
yaymladig1 veriler 1s1ginda ortaya ¢ikarilmistir. Bu ¢alismada nitel arastirma yontemi kullanilmistir. Bu
kapsamda ikincil veriler dokiiman analizi yontemiyle incelenmis ve UNWTO'nun turizm istatistikleri 1s1ginda
¢ikarimlarda bulunulmustur. Bu ¢alismanin temel arastirma problemi “Bir iilke turizm alaninda elde ettigi
basariya ulagsmak icin neler yapmus olabilir?” sorusudur. Bu ¢alismada Butler'in (2022) turizm basar1 modeli
kullanilmig ve Tiirkiye'nin yil igindeki olumlu ve olumsuz eylemleri degerlendirilmistir. Politikalar, yasaklar,
tesvikler, indirimler yani turizmin basarisin etkileyebilecek ¢esitli alanlar arastirilmistir. Turizm basari modeli
4 ana bagliktan olusmaktadir. Bu ¢alismada Tiirkiye'nin turizm ve planlamasi Politika, Cevre, Ekonomi ve
Sosyal/Kiiltiirel basliklar1 altinda incelenmektedir. Arastirmanin kapsamina en ¢ok turist agirlayan ilk 10 iilke
dahil edilmistir. Arastirmanin en dikkat c¢ekici sonucu ise salginin etkileri azalip diinya yaralari sararken,
Tiirkiye’nin yilizde 88 artigla turist agirlamada ilk sirada yer almasidir.

Anahtar Kelimeler: Turizm, Basar1, Tiirkiye, UNWTO Istatistikleri, COVID-19.

Referans/Citation: Taskin, G. A., Tuna, M. & Birkan, 1. (2024). Tiirkiye's tourism success during and post COVID-19,
Journal of Hospitality and Tourism Issues, Vol. 6, No.1, 1-15.
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Taskin, Tuna & Birkan (2024), Johti, 6(1), 1-15
1. INTRODUCTION

Undoubtedly, each country creates different strategies to develop tourism. The measurement of
success in tourism, which is an activity where countries exchange culture, generate income and share
their natural beauties with different civilizations, is a concept that may vary depending on the
perspective of the researcher. Although tourism has numerous positive aspects, it is quite fragile due
to terrorist attacks, political events and pandemics (Acar, 2020). All countries have gone through very
difficult times due to the pandemic in the years covered by the study. The issue of healing the
economic wounds caused by the increase in the size of the crisis can also be reconciled with the return
to tourism. Tourism is one of the most important weapons after the normalization process for
countries that want to quickly heal the wounds of the COVID-19 pandemic that swept the world.
Countries achieve economic prosperity by maintaining their import and export balances or, if
possible, by making a positive contribution in this regard by tourism revenues. The case of widening
the gap in this regard is called the current account deficit in the economy and the current account
deficit issue is of vital importance, especially for developing countries (Lorde et al., 2013). For this
reason, studies have been focusing only on the financial aspect of tourism for many years in order to
measure success. Nowadays, measuring tourism success only economically is harshly criticized. It
would not be wrong to say that tourism has undergone a transformation in itself, both because of the
increased demand for nature after the health crisis and because people now prefer open areas instead
of crowded environments. Researchers who think that different variables, as well as economic factors,
have an impact on the success of tourism checked sustainability with all dimensions like residents
satisfaction, percentage of companies which have sustainable applications, carbon footprint and the
disturbance of overnight stays during seasons to mesure tourism success (Costa et al., 2022), and to
receive mature and valuable customers rather than having more tourists by quantity (Araujo, 2021).
Although it is possible to list many examples like this, the main lines of success can be examined
through Butler’s model. The reason for choosing this specific model is because it checks the economic
issues like former researchers and evaluates the sustainable practices that the destinations apply. The
model is not only about these two dimensions, it also measures the social, cultural and politic
improvement that a country has made.

The main objective of this study is to highlight the successes and failures of tourism in each country
and to reveal what breakthroughs have been made in this regard. In this context, answers to the
research problem will be sought with the innovations, activities, economic and sustainable measures
and statistical data made by the countries. This study will be examined within the scope of the model
in question, and firstly, information will be given about the pandemic period from which the data of
the study was taken, then the model will be explained in detail and what Turkey has done for tourism
success will be examined under 4 headings (Politics, Environment, Economics, Social/Cultural).

2. CONCEPTUAL FRAMEWORK
2.1. COVID-19 and Its Effects on Tourism

It is thought that the COVID-19 pandemic, which was announced in December 2019 and the first
case was known to have occurred in Wuhan, China, was also seen in October-November 2019,
according to recent studies (Stanway, 2021). In the official statement made in March 2020, it was
declared that this was a pandemic, stating that the cases and deaths had increased excessively and that
it would spread to more countries in the future and become more serious (WHO, 2020). This being
the case, many countries have decided to take various precautions and close their borders to visitors
from outside. Acar (2020) emphasized that the continuation of tourism activity after the COVID-19
pandemic will give wings to the disease and cause it to spread to many more countries, and that the
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administrations took the following measures, taking into account the recommendations of the World
Health Organization (WHO):

* Increased border security and bans on entering and exiting countries
* Quarantines applied in regions where the pandemic was detected
* Disinfection practices in public spaces to prevent the spread of the pandemic

» National and international sports and art events that have been canceled or are in question to be
canceled

* Curfews
* Travel restrictions
* Applications for interruption of education

Following these restrictions, large fluctuations were observed in the number of tourists for that year
and in the following years. Some countries went through this pandemic period with little economic
damage, while others experienced serious economic crises. With the closure and reopening of the
borders, tourism activity increased and the wounds began to heal. One of the countries that took the
right steps in this period was Tiirkiye. Within the scope of this study, it was planned to reveal what
was done correctly regarding the number of visitors and their expenditures, which reflected positively
in the statistics. In this context, Butler's (2022) Tourism Success model was used to examine it in
detail.

2.2. Tourism Success Model

There are many studies in the literature to measure the tourism success of destinations. In these
studies, different subheadings of tourism and alternative tourism types are generally evaluated. Some
of those are; in the field of rural tourism (Fotaiadis et al., 2016), in the field of hospitality (Sheresheva
& Kopiski, 2016), in the field of community-based tourism (Goodwin & Santilli, 2009), in the field
of economics (Perles-Ribes et al., 2016), in the field of sustainability (Aydin & Ekmeksiz, 2018) and
some are in the field of wine tourism, which is a more niche field (Getz et al., 1999). It is possible to
increase these examples, but in this study, a more comprehensive model was preferred instead of
examining success in specific areas. In the model put forward by Butler (2022), a country's success
in tourism was measured in terms of economy, socio-cultural aspects, environmental and political
issues. The mentioned tourism success model is as shown in Figure 1 with its details.

= Tourism * Tourism attraction/

resource

Environment
Parks
Reserves

Flcen’ Fansra)

Economics

[Fietum on investeesd

* Tourism
developer

- Figure 1: Tourism Success Model

Source: Butler, 2022.
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While integrating this model into this study, various statistics of all countries were given, but only
the practices of Turkey, which is thought to have gained great momentum, were examined within the
scope of the model. The most basic feature that distinguishes this model from others is that it was
prepared taking into account the COVID-19 period. Considering the fact that the COVID-19
pandemic has dramatically revealed how important tourism is for many countries, it is essential to
reconsider the criteria for success. Real success will mean not only the satisfaction of tourists and
destination residents, but also environmental well-being, sustainability of the economic sector and a
sense of satisfaction of political stakeholders. Their detection will also be very effective in increasing
the sustainability of tourism (Butler, 2022).

3. METHOD

In this study, document analysis, one of the qualitative research methods, was used. The reason for
choosing the document analysis method is that measuring tourism success with surveys and interview
forms may lead to misleading results and the need to explain it through clear data. In addition, Bowen
(2009) listed the beneficial aspects of document analysis as follows.

e Efficiency (Less time consuming)

e Availability (Ability to access resources and references directly)

e (Cost-effectiveness (Less costly than other methods)

e Lack of obtrusiveness and reactivity

e Stability (Researcher cannot present his/her own opinion)

e Exactness (The identity of the work taken is clear)

e (Coverage (Gives the opportunity to cover the subject more broadly)

In this context, tourism statistics announced every year by UNWTO were examined and developing
countries were identified. The reason why UNWTO data was included in the study is that it is an
international institution that publishes the statistics of almost every country in the most transparent
and objective way. The reason for incorporating UNWTO data into the study is due to its status as an
international organization that publishes statistics for almost every country in the most transparent
and objective manner. In addition, this development was examined with Butler's (2022) tourism
success model and what was done for the country's tourism success was compiled from secondary
sources. Within the scope of the study, national and international newspapers, articles and web pages
published between 2020-2022 were examined. The main reason for this is to have the opportunity to
compare data and information during COVID-19 and when the pandemic begins to ease.

4.FINDINGS
4.1. What Has Tiirkiye Done Recently to Develop Tourism?

In order to increase Tiirkiye's tourism success by developing and promoting tangible and intangible
heritages, and establishing short, medium, and long-term communication, Tiirkiye Tourism
Promotion and Development Agency (TGA) was established on 15 July 2019 under the Ministry of
Culture and Tourism (TGA, 2022a). Leaving aside the discussion of whether destination management
organizations (DMOs) are useful (Dredge, 2016), and considering that the period when this
organization was founded was the pandemic period, it would not be wrong to say that it was a very
successful move. Safe tourism certificates and vaccination of tourism personnel have been the most
prominent of the practices made in order to relieve the anxiety of the tourists who will travel to
Tiirkiye and to take the least blow from the tourism sector in these extraordinary conditions (TGA,
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2022b). In order to manage the process properly, this and many similar practices and restrictions have
been put into effect. In this context, to demonstrate the success of tourism, the subject is examined
under four main headings as in Butler's (2022) model. These are; Politics, Environment, Economics,
and Social/Cultural.

4.1.1. Politics

It is obvious that one of the biggest conditions for success in tourism in recent years is to manage the
current pandemic process in the best way. For this reason, each country has tried to provide the tourist
flow in the best way at that moment and in the future by developing its own strategies. It has been
attempted to anticipate the issues that the tourism sector will face from the beginning of the pandemic
phase in Tiirkiye, and measures in this regard have been undertaken. In this context, measures such
as assisting travel and accommodation businesses in taking precautions against COVID-19,
disseminating and promoting the vaccine, and providing rapid testing at airports have been tried to
mitigate the pandemic's negative impact on transportation and tourism sectors (Kilig, 2022). Also, the
Turkish government has produced some applications to control its large population. To mention the
most important of these, the HES Code (Hayat Eve Si8ar) tracking system comes to the fore. HES
Code is a code that allows you to securely share whether you carry any risk in terms of COVID-19
disease with institutions and individuals in your transactions such as transportation or visiting within
the scope of controlled social life. The HES codes you share can be queried through the application
or through the services provided to the institutions (Hayat Eve Sigar, 2022). In this way, it is possible
for the people participating in the tourism movement to feel safe from the first moment they enter the
country, knowing whether the people or the staff around them are in the risky group or not. Perhaps
the most important and groundbreaking innovation in terms of tourism has been the safe tourism
certification. This certification will be discussed in detail under the social/cultural heading, as it
allows tourists to meet their social demands.

In addition to health applications, a specific website has taken the place of fragmentary promotional
applications with a significant breakthrough in this period. Prior to this, each city was carrying out
promotional activities separately, and the person looking for information about the country could
experience confusion. So, a website called “Go Tiirkiye” has been created in order to deal with the
promotional activities of 81 provinces in tourism in Tiirkiye under a single title and to maintain
regular promotional activities (UNWTO, 2021).

4.1.2. Environment

It is well known that being on vacation is not an environmentally friendly movement (Dolcinar, 2022)
and the importance given to this problem is increasing significantly. Countries have started to turn to
green and sustainable practices in order to prevent incredible damage to nature and to affect tourists
who are more sensitive to the environment (Pekovic, 2021). With this awareness, Tiirkiye has focused
on this area with the effective work of the Ministry of Culture and Tourism in order to develop
environmentally friendly practices such as the number of eco-hotels, the number of blue flags, and
effective waste management.

The implementation of green star facilities put into effect by Tiirkiye within the scope of sustainable
tourism has aroused great repercussions. In order to obtain the Green Star certificate, hotels have to
fulfil practices such as reducing the consumption of energy, water, environmentally harmful
substances and the amount of waste, increasing energy efficiency, encouraging the use of renewable
energy sources, planning accommodation enterprises in an environmentally friendly manner from the
investment stage and providing training on environmental awareness (Giritoglu & Giizel, 2015).
According to the statistics, which were last updated on 05.08.2021, it is seen that 456 enterprises were
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entitled to receive a green star and the trend in this regard increased rapidly (Republic of Tiirkiye
Ministry of Culture and Tourism, 2021). In addition, the blue flag issue has never been left behind in
this direction. As of February 2022, the number of blue flag marinas has increased to 22, the number
of blue flag yachts to 6, the number of blue flag tourism boats to 10 and the number of blue flaged
beaches have increased to 519 (Mavi Bayrak Tiirkiye, 2022). The orientation to such practices has
become a necessity at the inevitable point reached in environmental pollution. Tiirkiye ratified the
Paris Agreement on October 7, 2021, with a Presidential Decision (MFA, 2022). In this direction,
Tirkiye makes plans not only for today but also for the future and adds to its green practices every
day. Minister Ersoy highlighted in his 2021 closing statement that Tiirkiye has made one more step
toward meeting the Paris Agreement's requirements by inaugurating a system that would handle
Antalya's wastewater problem for the next 50 years, as well as renewable electricity generation
(Republic of Tiirkiye Ministry of Culture and Tourism, 2021). The importance given by the country
administration to sustainability also affects the country’s preference by tourists, and with the year
2021, it is obvious that the outcomes correspond to the effort put forth.

4.1.3. Economics

An explosion was expected after 2019, which was one of the most important years in the number of
tourists and income for Tiirkiye, but inevitable decreases were experienced due to the global crisis.
In the first months of 2020, limited traces of the virus, which were seen only in one region, had not
yet affected the number of tourists in Tiirkiye, but in the following months, borders had to be closed
and curfews had to be imposed (Ciftci & Acet, 2021). For this reason, states had to declare some rules
and economic incentives in order to protect their citizens and country. The World Tourism
Organization (UNWTO) published the measures which were taken by Tiirkiye in

this period as follows:

Table 1. Economic Measures Taken by Tiirkiye

+An economic relief package of 15.4 billion dollars was announced to alleviate the effects of the crisis (March 2020).

¢ The Credit Guarantee Fund was doubled to reach 50 billion TL.

4 The minimum pension increased to 1500 TL

¢ Citizens were encouraged to purchase loans for social purposes.

#The value-added tax (VAT) rate for domestic flights has been reduced to 1% for domestic flights.

4 Municipalities provided food and cash support.

+The monthly amount transferred to social assistance associations was increased from 135 million TL to 180 million
TL.

¢As of January, the entire discretionary financial support amounted to 646 billion TL. Credit guarantees, credit
deferrals, tax deferrals, VAT reductions on some goods (eg food and accommodation services) until May 2021 are
among the main material measures taken.

Source: UNWTO, 2021.

Although these regulations gave the public a little breather, the effects of the pandemic were reaching
levels that no one could predict. The situation is of course even more difficult for countries like
Tiirkiye, where a considerable part of their income comes from tourism. It is unavoidable that the
economic problems that have accumulated over the years have also triggered this situation. While the
economic problems experienced in 2018-2019 caused the current account deficit to increase, the
pandemic that followed made the situation even more difficult. Even though the Central Bank of
Tirkiye applied a high-interest policy in order to suppress the foreign currency at the beginning, it
switched to a different strategy in 2021 and could not prevent the Turkish Lira from melting against
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foreign currencies with the incessant interest rate cuts (Giingen, 2021). To look at the glass from the
half-full side, the Turkish tourism market was seen as an opportunity for foreign tourists who saw
their own currency increase against the Turkish Lira, and this showed itself in the statistics of the
number of tourists entering the country.

While Tiirkiye has had a good place in the world ranking in terms of tourist numbers for years, the
same success was not reached with regard to income. With the year 2021, it is seen that Tiirkiye
started to get the results of its hard work and started to see the levels it targeted. Amid all these
economic difficulties mentioned in the previous lines, achieving these successes is also admirable.

4.1.4. Social/Cultural

Recently, many projects have been carried out in Tiirkiye regarding social life and cultural values, as
in other fields. In this context, to increase cultural awareness, 2019 was declared the year of
Gobeklitepe, 2020 the year of Patara, and 2021 the year of Yunus Emre. When it comes to 2021
success, it is impossible to think about what has been done in the last period without COVID-19
measures. In this context, Tiirkiye has started the safe tourism certification system, which is an
example to the world (Turkish Ministry of Culture and Tourism). As of 01.01.2021, this certificate is
compulsory for accommodation facilities with 30 or more rooms, optional in other accommodation
facilities, food and beverage facilities, tour and transfer vehicles, congress and art facilities, theme
parks, mechanical lines, and sea tourism. Also, for the tourists visiting the country to feel comfortable
while receiving services and to continue their social life with peace of mind, the program of
vaccination of tourism personnel has also been put into effect. In Tiirkiye, which stands out with its
advanced health system, 11 more hospitals with a 14 thousand-bed capacity were added with the
latest technologies in 2020 alone. In addition to this, more than 1 million 250 thousand tests have
been carried out so far in Tiirkiye. Also, the overall daily test capacity was 50 thousand and it was
mentioned that it can increase if deemed necessary (TGA, 2022b). In this critical period, the practices
carried out in the country were not limited to the field of health. In this difficult period, many cultural
practices were implemented. These cultural events and developments are as follows:

Table 2. Cultural Developments

#The Aeneas Route became the first archacological route of the Council of Europe Cultural Routes program by being
entitled to receive the Council of Europe Cultural Route certificate, thus increasing the number of registered routes
passing through Tiirkiye to 7.

#By the end of 2021, the number of cultural centres put into operation by the Ministry increased to 122.
#2.5 years after the foundation of the Istanbul Atatiirk Cultural Center was laid, it was put into service in record time.

#The number of excavation and research works, which was 502 in 2020, was increased to 602 as of October 2021
with the support given.

#Tirkiye's first national archaeology institute, the "Turkish Archeology and Cultural Heritage Institute," began to be
established.

+#Within the scope of the fight against cultural smuggling, 525 historical artifacts were brought from abroad, reaching
the highest number in the last ten years.

#The number of destinations on the UNESCO World Heritage List increased to 19 with the addition of the Malatya
Arslantepe Archaeological Site.

+Galata Tower, which has been turned into a museum, broke the daily visitor record of all time with 3,754 visitors
on October 29, 2021.

#Tiirkiye took its place among the top 5 countries on the UNESCO Representative List of the Intangible Cultural
Heritage of Humanity with its 20 registered cultural values.

+6 museums were opened in 2021, and the organizing and landscaping of 9 more museums and 2 ruins continue.

#While the number of private museums operating under the supervision of the Ministry was 291 in 2020, it reached
316 as of November 2021.

425 thousand 641 new works were brought to the museums and the total number of works in the museums increased
to 3 million 278 thousand 114.
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#The wrecks of the Dardanelles War were brought into diving tourism, making it one of the most important diving
centres in the world.

#More churches in Cappadocia are being restored, and illegal structures are also being demolished.

#Library buildings that are vulnerable to earthquakes are being demolished and new ones are being built, and local
governments are being supported for the construction of these libraries.

#About 130 concerts were given as part of the "2021 Summer Concerts" project.

#In the last three years, a total of 80 million 967 thousand lira support has been provided to private theatres by the
government.

¢A total of 280 million TL support was provided to approximately 40 thousand musicians and industry workers
within the scope of the "Don't Let the Music Keep Quiet" support program.

#With the Beyoglu Culture Road Festival, a feast was held in which many historical and cultural areas were brought
to the fore and a total of 381 events were held.

¢In order to draw attention to the historical and cultural values of Ankara on an international scale, the Capital
Cultural Road Festival was held with 560 events attended by 5971 artists and 179 academics.

+In 2019, Afyonkarahisar was included in the Unesco Gastronomy Cities, and Bursa entered the Unesco Creative
Cities list in 2021 in the field of Crafts and Folk Arts.

#The presence of the Turkish world in cinema was brought to the silver screen with the "Korkut Ata Turkish World
Film Festival".

Source: Republic of Tiirkiye Ministry of Culture and Tourism, 2021.
4.2.2020-2021 World Tourism Statistics

As in other dynamics in the world in the world, nothing has been the same in tourism since 2019.
While the countries that adapted quickly to the requirements of the new normal have become
advantageous in hosting tourists, some major powers in tourism have experienced serious problems.
Although each crisis has its own characteristics, regardless of the type of crisis, tourism organizations
can accelerate the recovery period by taking measures to mitigate its effects (Scott et al., 2008). In
2020, academic studies in the field predicted that the loss in tourism would remain between 20 and
30 percent with the pandemic (Gdssling et al., 2020), but unfortunately, that wasn’t the case. Also, it
can be assumed that countries were slow to take measures on the assumption that the situation would
get better. It should not be said that this situation is the same for every country. In Table 3, the number
of tourists in 2020 and 2021 and the percentage of increase in tourists are given.

Table 3. International Tourist Arrivals

Country 2020 2021 Rate of Increase/Decrease
1 Tiirkiye 15,89 29,93 88%
2 Spain 18,93 31,18 65%
3 Mexico 24,28 31,86 31%
4 France 41,7 48,4 16%
5 USA 19,21 22,1 15%
6 Denmark 16,07 18,41 15%
7 Italy 25,19 26,89 7%
8 United Kingdom 11,1 - Not in the top 10 in 2021.
9 Germany 10,89 - Not in the top 10 in 2021.
10 Austria 9,57 - Not in the top 10 in 2021.
11 Greece - 14,7 Not in the top 10 in 2020.
12 Arab Emirates - 11,48 Not in the top 10 in 2020.
13 Croatia - 10,64 Not in the top 10 in 2020.

Source: UNWTO, 2023.
* The nations in this table are those whose statistics were made public and which also occurred to be among the ten
most visited nations in 2020 and 2021. This list is ordered according to the percentage increase in the number of
tourists.
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An important limitation in the table is that countries such as China, Spain, the United Kingdom, and
Russia, which host a significant amount of tourists, including France, the leader in the number of
tourists in 2019, did not share all their data at the beginning of this study. However, since the data
from some countries were entered into the system while the research was being conducted, the study
was revised again, and the missing countries were taken into account. While China cannot find a
place in the list due to the bans it has implemented, the United Kingdom happened to publish their
data for 2020 but they have not been able to find a place in the list with their low statistics in 2021.
France, which is also a major tourist destination among the countries whose data were uploaded later,
was ranked 4th by looking at its percentage increase rate.

In this context, the data is quite remarkable in terms of understanding the situation of the countries
and the trends they are in. According to Dodds and Butler (2019) and many researchers who rightly
defend this idea, reaching the number of tourists above capacity is a very risky situation and they
explain this situation as over tourism with a new word for an old problem. While we fully agree with
this, the increase in tourist numbers has a lot to do with increasing tourist demand, which in turn has
a lot to do with a country doing some things right. The fact that Tiirkiye, which ranks first on the list,
has surpassed the United States, which had lagged behind in previous years, is a serious and
undeniable success. In addition, with the recovery from the pandemic between 2020 and 2021, it is
seen that countries have started to host more tourists. From this point of view, while some countries
are slightly improving or even declining, it is admirable that Tiirkiye's increase is 88%. Nevertheless,
it should not be ignored that the number of tourists is not the only determinant in the success of
tourism, which is often on the agenda, and even the fact that it drags the countries to a dead end in
terms of sustainability. In other words, countries that want to develop tourism must fulfill their
responsibilities in many respects, as we mentioned in the research model. Then, if we leave aside
which country hosts more tourists in tourism and take a look at the revenues, the situation becomes
even more interesting. The rankings of the seven countries that host the most visitors are listed in
Table 4 according to the expenditures made by tourists per capita.

Table 4. International Tourism Receipts

Country 2020 2021 Rate of Increase/Decrease
1 Tiirkiye 839§ 890% 6%
2 Spain 9773 1048$ 7%
3 Mexico 4538 620% 37%
4 France 781$ 843% 8%
5 USA 3773% 3177% -16%
6 Denmark 247% 245% -1%
7 Italy 7863 935% 19%

Source: UNWTO, 2023.

* This table shows the per capita tourist expenditure data of the top 10 countries in terms of visitor numbers in both 2020
and 2021. This list is ordered according to the percentage increase in the number of tourists.

It is clear that some countries do not share their tourist expenditure or arrival numbers with the United
Nations World Tourism Organization (UNWTO). Although there may be various reasons for this, it
is not within the scope of our research. Rather than producing conspiracy theories, it is useful to
examine the situation through the clear data disclosed. It is noteworthy that Mexico has shown a
major increase in tourist revenues as well as in the number of tourists. But what did they compromise
in doing so? Was it really worth it? Perhaps these are the questions to ask. Mexico has decided not to
impose restrictions on its citizens during the pandemic because the country's people had suffered
under authoritarian regimes in the past. They argued that people had had very bad experiences and
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that the people and the law enforcement officers should not come face to face once again. This idea
was carried to the headlines of the Washington Post with the following statements: "No police. No
curfews. No fines. No regrets.” (Sheridan, 2021).

Another important result seen in the light of the statistics is the negative divergence between Tiirkiye
and the USA once again. As for the number of tourists, Tiirkiye has shown an increase in the
expenditure of tourists per capita. On the other hand, the USA experienced a 15% decrease. Of course,
it must be said that the gap is still very large, but progress is also of great importance. In 2019, when
Tirkiye had a historic peak in the number of tourists, its per capita income from tourists was only
670 dollars. The success of tourist expenditure of 890 dollars in 2021 was only approached in 2003
(850 dollars) in the last 20 years (TURSAB, 2022). The following years will show the sustainability
of the success of Tiirkiye, which is one of the countries that best met the extraordinary conditions in
2021.

4.3. 2022 World Tourism Statistics and 2023 Scenarios

It was very important whether Tiirkiye's 6% increase in tourism revenues for the year 2020-2021
mentioned in the study would continue in the following years, and if so, what kind of trend it would
enter. In the provisional 2022 data, we see that Tiirkiye is in the first place by making a big difference
compared to the other countries whose data are announced, compared to the year 2019 before the
pandemic, which is one of the years when tourism picked up in the world. While the most dramatic
decrease was in the United States with -34%, Turkey showed an increase of +40% in this period.
Romania follows Turkey with 25% and Portugal with 15%. It is also remarkable that European
countries are at the top of the percentage increase. These statistics are shown in Figure 2.

Turkiye
Romania
Portugal

Latvia

Mexico
Pakistan +6%
Morocco +6%

France +1%

-1% 0 Slovenia Americas
2% Jordan Europe
-3% Greece B Africa

b Mautie s B Asia Pacific

-4% Spain
-5% Italy Middle East

Cyprus

Brazil
Bulgaria
Germany
Israel

United States

Figure 2. International Tourism Receipts 2022 (% change vs. 2019)*
Source: UNWTO, 2023.

As stated before, the data for the year 2022, which was not published at the beginning of the study as
a result of the continuous updating of the data, were shared with the public at the last stage of the
study, and the opportunity to evaluate the finalized table was found. The table of UNWTO's 2022
number of tourists and tourism revenues are as follows, in order.

It should be noted that France's data is excluded because it cannot be viewed without paying a 35
euro fee. While this data has been provided free of charge all over the world for years, it is confusing
that this is the case in only one country. Although the reason is beyond the scope of our research, it

4 These are provisional data for 2022.
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is open to criticism. After emphasizing this limit, the success of Spain, which found itself in first
place in the list and gradually increased its momentum, should not be overlooked. After 2021 which
is the year when Tiirkiye surpassed Italy and the United States in the number of arrivals, it was a huge
question if this was a coincidence. It is seen that Tiirkiye passed Italy once again and hosted 50 million
tourists just as the states have done.

Table 5. International Tourism Arrivals and Receipts in 2022

2022 Country Arrivals Receipts
1 Spain 71,66 1017%
2 USA 50,87 26588%
3 Tirkiye 50,45 8163
4 Italy 49,81 8903
5 Mexico 38,33 731%
6 United Kingdom 30,54 22328
7 Germany 28,46 1108$
8 Greece 27,84 669%
9 Austria 26,21 732%

10 Arab Emirates 22,65 -

Source: UNWTO.

UNWTO has also set up an expert panel to predict the future tourism trends. In this panel, the
participants were asked about their predictions regarding the year 2023. The experts, who were asked
to share their expectations about the development in their own destinations, were asked to give one
of these answers to the question "Much Worse, Worse, Equal, Better, Much Better". While the
percentage of those who answered "Much Worse" remained at 1%, the answer "Worse" remained at
7%, and the option "Equal" remained at 20%. The pleasing part is that the expectations for the future
are generally positive. “Better”, the most marked option, received 53%, and “Much Better” received
19% at the Expert Panel.

UNWTO Panel of Experts Survey Percentage of responses : Global

What are your
prospects for your
destination in 20237

Source: UNWTO Panel of Experts Survey
(January 2023)

Much better Equal Worse Much worse

Figure 3. Expectations from 2023 (Expert Panel)
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Source: UNWTO, 2023.
5. DISCUSSION AND CONCLUSION

In 2019, the year tourism peaked in the world, many countries broke their own records, but with the
ensuing COVID-19 pandemic, countries that set higher goals for the following years were literally
disappointed.

In 2020, each country took its own measures according to its own tourism and health policies. While
some countries completely closed their borders, others allowed tourism movement, albeit limited,
with milder measures.

The fact that the period covering the study was a pandemic brought about some limits in the study.
China, which has a very good position in tourism, closed its borders to foreign tourists, and some
countries which haven’t shared their data completely with the public could not find a place for
themselves in this study. Since the data were constantly updated during this study, the study had to
be prepared again several times. UNWTO emphasizes this situation on the database page where it
publishes the data with the following words:

“Please note that this rating by indicators does not always coincide with the official UNWTO rankings
as it only ranks countries based on existing data for the selected year. As data will be updated
regularly throughout the year the rankings therefore will change as well.”

The most important result of the study is that Tiirkiye showed the highest increase of 88% among the
countries that received the most visitors annually during the years 2020-2021. In addition, even
though a record was broken in the number of tourists in 2019, the per capita expenditure for Tiirkiye
remained at 670 dollars. This number has increased to $839 in 2020 and $890 in 2021. Tiirkiye is in
the 4th place in per capita tourist expenditures in 2021 among the countries that meet these criteria
and share their data with the public. When the number of visitors is ranked according to the percentage
increase, the biggest increase in the world has been in Tiirkiye. After analyzing 2020-2021 and 2022
data it is obvious that Tiirkiye's 2023 data, which have entered an upward trend, are an issue that
should be emphasized for future studies. Especially since it is the 100th anniversary of the
establishment of the Republic of Tiirkiye, it can be expected to make remarkable increases in light of
2023 targets and policies. In addition, for future studies, it is of great importance to go through a
specific country, as in this article, and to reveal what is done right and wrong in order to ensure
tourism success. The correct practices discussed in this study, which play a role in Turkey's success,
can be applied in practice in countries that want to increase their tourism success through the
benchmarking method. In this context, it is thought that the study can be a great guide for the tourism
policies of countries.
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Etik kurul raporu karar tarihi: Karar Say1 No:

(X) Etik kurul onay1 gerekmemektedir. Nedeni asagida belirtilmistir.

() Veriler 2020 tarihinden 6nce toplandigindan etik kurul izni alinmamaistir.

(X) Calismada kullanilan yontem etik kurul izni gerektirmemektedir.

Yazar(lar)in Katki Oram

1.Yazar: %34
2.Yazar %33
3. Yazar %33

Bilgilendirilmis Onam Formu: Tiim taraflar kendi rizalar ile ¢alismaya dahil olmuslardir.
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Azerbaijan and Tiirkiye's Tourism Ties: The Role of Zangezur Corridor*

(2 EdakAYA' () Yusuf KARAKUS? () Gokhan ONAT?

Abstract

This paper evaluates the impacts of the Zangezur Corridor between Azerbaijan and Turkey on regional
tourism. The Zangezur Corridor is a connecting road linking the Nakhchivan region of Azerbaijan to Turkey
and has significant potential for regional tourism. Opening the corridor could increase the attractiveness of
tourism in the region by facilitating tourists' access to a wider range of destinations. In addition, the
development of energy transportation and border infrastructure can contribute to the construction of a
suitable infrastructure for the tourism sector. However, the region's historical history of geopolitical tensions
raises security concerns. The safety of tourists and the maintenance of political stability are of paramount
importance. In this study, a literature review was conducted, and studies conducted in the existing field were
utilized and analysis of secondary data sources was used as a method. This paper highlights the potential of
tourism as a catalyst for regional cooperation and development and provides a basis for future work. Factors
such as security, infrastructure development, and promotion need to be taken into account for a more
effective use of the corridor for tourism.

Keywords: Zangezur Corridor, Tourism, Tiirkiye, Azerbaijan, Nakhchivan

JEL Kodu/Code: L83.

Azerbaycan ve Tiirkiye'nin Turizm Baglari: Zengezur Koridoru'nun Rolii

Ozet

Bu calisma, Azerbaycan ve Tiirkiye arasinda kurulan Zengezur Koridoru'nun bolge turizmi {izerindeki
etkilerini degerlendirmektedir. Zengezur Koridoru, Azerbaycan'in Nah¢ivan bolgesini Tiirkiye'ye baglayan
bir baglant1 yolu olup, bolge turizmi i¢in énemli bir potansiyel tasimaktadir. Koridorun agilmasi, turistlerin
daha genis bir yelpazedeki yerlere erisimini kolaylastirarak bolge turizminin g¢ekiciligini artirabilir. Ayrica,
enerji tasimaciligl ve sinir altyapisinin gelistirilmesi turizm sektorii i¢in uygun bir altyapinin insasina katki
saglayabilir. Ancak, bolgede tarihsel olarak jeopolitik gerilimlerin yogunlukla yasanmasi giivenlik
endiselerini giindeme getirmektedir. Turistlerin gilivenligi ve siyasi istikrarin korunmasi biiyiikk Onem
tasimaktadir. Bu aragtirmada literatiir taramasi yapilarak mevcut alanda yapilmis ¢alismalardan
faydalanilmistir ve ikincil veri kaynaklarinin analizi yontem olarak kullanilmistir. Calisma, turizmin bolgesel
is birligi ve kalkinma i¢in bir katalizér olma potansiyelini vurgulamakta ve gelecekteki ¢aligmalar i¢in bir
temel olusturmaktadir. Koridorun turizm agisindan daha etkili bir sekilde kullanilabilmesi igin giivenlik,
altyapi gelisimi ve tanitim gibi faktérlerin dikkate alinmasi gerekmektedir.

Anahtar Kelimeler: Zengezur Koridoru, Turizm, Tiirkiye, Azerbaycan, Nahgivan
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1. INTRODUCTION

Tourism offers a range of benefits for local communities, such as economic growth, cultural
exchange, social progress and environmental sustainability, while also serving as a mechanism to
strengthen ties between two culturally shared nations. Accordingly, tourism development in
neighboring countries can trigger various economic, social-cultural and environmental impacts on
the tourism destination (Rivera et al., 2016). Cooperation between countries bordering each other
encourages tourism movements. Visits to a neighboring country for various purposes (e.g. health,
shopping, various activities) contribute to the rapprochement of local communities (Sergeyeva et
al., 2022).The relations between Turkey and Azerbaijan, which are already very close historically
and culturally, can be strengthened by intensifying mutual tourism activities. This study focuses on
the implications of the opening of the Zengezur Corridor on regional tourism, with a particular
focus on the close geographical location and historical ties between Azerbaijan and Turkey.

It is emphasized that tourism has the potential to facilitate social development in local communities.
In this way, tourism offers opportunities to increase social cohesion, promote intercultural
discussion, and facilitate the exchange of ideas and values. Tourism also provides an opportunity
for local communities to showcase their hospitality, which can foster a sense of pride and identity.
In addition, the tourism sector has the potential to create pathways for community engagement,
enabling local people to actively participate in the tourism business and reap the development
benefits (Garakhanova, 2023). Tourism, which also contributes to the preservation and
revitalization of cultural heritage, can help preserve intangible cultural assets for future generations.
In particular, the opening of the Zangezur Corridor between Azerbaijan and Turkey could be an
important step for the positive development of tourism mobility between these two countries. This
corridor would connect Azerbaijan's Nakhchivan region to Turkey, facilitating access to tourist
destinations in the region. At the same time, pipelines for energy transportation, as well as the
development of border infrastructure, could provide a suitable infrastructure for tourism. This
reflects the potential for cooperation between Azerbaijan and Turkey to promote economic and
cultural progress in the wider region.

This study will assess the possible impacts of the Zengezur Corridor on tourism in the region and
discuss the opportunities that this corridor offers to the region in terms of tourism. However, it is
important to note that factors such as security, infrastructure development and promotion need to be
taken into account. This study highlights the potential of tourism as a catalyst for regional
cooperation and development and provides a basis for examining the growth of the tourism sector
between Azerbaijan and Turkey.

2. CONCEPTUAL FRAMEWORK
2.1. Being A Neighboring Country for Tourism Industry

The status of being a neighboring country is of great importance for tourism efforts. The potential
for neighboring countries to engage in cooperative efforts and cross-border tourism cooperation
offers an avenue for mutual benefit and socio-economic development (Park et al., 2022). According
to Wani et al. (2023), cooperation between neighboring countries in the tourism sector has the
potential to promote cross-border linkages, facilitate peace-building efforts and stimulate economic
growth. Accordingly, it is of great importance in the marketing of regional tourism destinations as it
provides benefits such as efficient use and optimization of resources in the region (Naipaul et al.,
2009).
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One of the main benefits of being a neighboring country is the possibility of spillover effects in the
tourism sector. According to research by Park et al. (2022), there is evidence that international
tourists tend to spread their travel experiences to neighboring countries, leading to a phenomenon
often referred to as "spillover". This spillover effect is associated with increased levels of tourism
activity and successive economic advantages for the countries involved. The spillover effect
phenomenon occurs when visitors engage in cross-border travel, visiting a specific country and then
expanding their itinerary to include neighboring countries. This practice has positive consequences
for the whole region and provides various benefits. A study by Mordecki et al. (2019) found that
tourism demand in Mexico and Uruguay is influenced by an important border country. This
underlines the importance of neighboring countries in attracting tourists and enhancing tourism
efforts.

Building cooperative efforts among neighboring countries in the tourism sector has the potential to
make a significant contribution to poverty reduction. The importance of tourism as a key element in
the economic development strategies of developing countries is recognized (Kaya et al., 2022). As
highlighted by Kim et al. (2016), tourism has the ability to reduce poverty rates, especially in the
least developed countries. According to Croes (2014), cooperation between neighboring countries
has the potential to create tourism initiatives that not only support the local population but also help
reduce poverty. Vanegas et al. (2015) examined the impact of tourism and agriculture on poverty
reduction in Costa Rica and Nicaragua and found that tourism exhibited a statistically significant
higher poverty reduction rate than agriculture in both countries. Moreover, the proximity of a
country can increase the competitiveness of the tourism industry. According to Batala et al. (2017)
and Costea et al. (2017), the overall attractiveness and competitiveness of a region can be enhanced
through cooperation in various areas, including tourism marketing, cultural exchange and
infrastructure development. For example, Smith (2015) emphasizes that there is effective
cooperation among the Baltic States in the field of tourism promotion. This collaborative effort has
been crucial in overcoming the challenge of the absence of a distinct image and has enabled these
states to establish a prominent presence in the tourism industry. Moreover, the presence of a strong
transportation infrastructure, including both air and land transportation, plays a crucial role in
shaping the competitiveness of a particular location (Costea et al., 2017).

In the field of cross-border tourism, neighboring countries also contribute to mitigating hazards and
challenges. The tourism industry has experienced a significant impact globally as a result of the
COVID-19 pandemic. However, neighboring regions of neighboring countries have been shown to
exhibit a faster recovery in tourist flows compared to interactions with geographically distant states
(Ivanov et al., 2021). This underlines the resilience and potential advantages of collaborative efforts
in cross-border tourism under difficult circumstances.

2.2. The Importance of Cultural and National Ties between Countries in Terms of Tourism

The importance of tourism activities for two nations with common national and cultural ties is
multifaceted and encompasses various dimensions such as economic progress, cultural exchange,
social progress and ecological sustainability (Akyol, 2020). Tourism has the potential to act as a
catalyst in the process of improving relations between nations, as well as promoting mutual
understanding and cooperation (Weiermair, 2000; Bilgin, 2023).

From a cultural perspective, tourism serves as a platform that facilitates the exchange of traditions,
customs and cultural practices between two nations. According to Zhang et al. (2020), this
opportunity encourages the development of cultural appreciation and understanding by enabling
individuals to interact with the host country's distinctive cultural heritage, artistic expressions and
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traditional practices. According to Underberg-Goode (2014), cultural exchange has the potential to
contribute to the preservation and advancement of cultural heritage. The process of cultural
exchange also facilitates the revitalization of traditional crafts and arts. In addition, the presence of
tourism can act as a catalyst for the creation and promotion of cultural tourism offers and activities
that highlight the shared cultural history of both countries, thus strengthening their cultural links
(Wang, 2016).

Tourism has the potential to facilitate social development in local communities in both countries.
According to Wani et al. (2023), using this approach has the potential to facilitate social cohesion,
promote intercultural discussion, and facilitate the exchange of ideas and values. According to
Trivellas et al. (2016), local communities can use encounters with tourists as a means to showcase
their way of life, traditions and hospitality. Thus, they can develop a sense of pride and identity.
According to Woyo and Slabbert (2019), the tourism industry has the potential to create pathways
for community engagement and participation, enabling local people to actively participate in the
tourism business and reap the development benefits. In addition, tourism has the potential to
contribute to the preservation and revitalization of intangible cultural assets, including practices
such as traditional music, dance and storytelling, which have significant value for national and
cultural identity (Nurjaya, 2022).

In sum, tourism activities serve as an important mechanism for strengthening ties between two
nations that share national and cultural ties. The aforementioned factors such as economic growth,
cultural exchange, social progress and environmental sustainability are all influenced by this
phenomenon. Through the promotion of cooperation and the adoption of sustainable practices, both
countries have the potential to optimize the benefits derived from tourism, while at the same time
preserving their national and cultural heritage for the benefit of future generations.

2.3. The Importance of Easy and Fast Physical Transportation for Tourism

The importance of transportation in the context of tourism is extremely important as it increases the
ease of reaching a particular place and allows tourists to move more comfortably once they get there
(Albalate & Fageda, 2016). The choice of tourism destinations is influenced by several factors, such
as spatial dependence and the proximity of neighboring cities. In addition to these criteria, other
important considerations include distance, population density, income levels, accessibility and the
presence of attractions (Marrocu & Paci, 2013). There are differences in overall mobility routines
between regular life and vacation scenarios, with physical activity tending to be stronger and more
frequent during vacations (Schlemmer et al., 2019). The concept of universal design prioritizes the
creation of appropriate conditions that meet the needs of all users, covering both physical access
and information accessibility (Senkiv & Tserklevych, 2021). The choice of a preferred tourism
destination is significantly influenced by mobility and accessibility criteria (Martincevi¢ et al.,
2022).

Transportation plays a crucial role in facilitating connectivity between tourism destinations, as well
as enabling tourists to increase their mobility and travel between their points of origin and their
desired destinations (Darmawan & Chen, 2020). Transportation plays a crucial role in increasing
tourism attractiveness, facilitating accessibility and mobility, and providing transportation services
in a given destination (Zheng et al., 2016). Decisions on destination and mode of transportation are
closely linked, as various criteria such as travel time, distance, online presence and walkability play
a role in determining the choices made by visitors (Juschten & Hdossinger, 2020). As highlighted by
Chen et al. (2021), establishing transport connectivity is an important prerequisite for the progress
and growth of the tourism sector. According to Zhao et al. (2021), improving transportation
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infrastructure plays an important role in increasing the comfort, safety and overall satisfaction of
tourists during their travels. In this context, the active use of the Zengezur corridor could positively
improve tourism flows between Turkey and Azerbaijan.

The impact of reduced travel time on tourism demand in the area of tourist travel is a multifaceted
phenomenon that encompasses various conceptual perspectives, as supported by the references
provided (Mckercher, 1998; Hergesell & Dickinger, 2013; Atar, 2020). The following discourse
provides a broad review of the outcomes linked to time savings in the tourism sector. The increased
convenience and accessibility of tourist attractions can be attributed to a reduction in travel time and
hence an increase in their attractiveness (Sit, 2016; Koo et al., 2017). As a result of the reduced
effort and time required to travel, individuals are increasingly inclined to engage in the exploration
of various destinations (Aydin et al., 2015; Zang et al., 2019; Kim et al., 2021). The optimization of
travelers' trips is achieved by minimizing transit time. This function enables tourists to optimize
their limited travel time by effectively exploring multiple destinations within a compressed
schedule. The need for tourism is greatly influenced by the concept of time efficiency, as it allows
tourists to see a wider range of areas within a limited time, increasing the overall value and appeal
of their trip (Gozgor & Demir, 2018). Tourists may experience reduced levels of fatigue,
encompassing both physical and mental dimensions, as a result of their increased capacity to take
additional time to engage in tourism activities and immerse themselves in local culture.

Increased flexibility is a notable advantage resulting from reduced transportation time, as it allows
individuals to have more control over the timing of their trip. Individuals have the capacity to make
spontaneous travel decisions and participate in the exploration of various destinations within a
limited time window. Onafowora & Owoye (2012) argue that the inclusion of flexible travel
alternatives has the capacity to attract a wider range of tourists who might otherwise be deterred
from the idea of a longer and laborious journey. In other words, increased accessibility can lead to a
significant increase in overall tourism demand.

Reductions in travel times result in economic advantages beyond convenience for individuals
traveling. Rather, these gains have a positive impact on both the tourism industry and local
economies. Attracting more tourists to a destination leads to an increase in visitor spending,
facilitating the creation of employment opportunities and revenue generation for local businesses.
Mazzola et al. (2022) argue that the region has the potential to experience a significant and
advantageous ripple effect due to economic growth associated with an increase in tourism demand.

2.4. Importance of Zengezur Corridor in Terms of Tourism Potential

The opening of the Zangezur Corridor linking Azerbaijan and Nakhchivan has the potential to
improve connectivity between Azerbaijan and Turkey. This development has the power to have a
significant impact on the growth of tourism and other sectors in the region.

The opening of the Zangezur Corridor has resulted in the creation of a border between Azerbaijan
and Turkey that serves as a buffer zone (Mustafayev & Sadigova, 2022). This development could
have significant implications for the mobility of individuals and the transportation of goods between
the two countries, as well as a potential impact on the dynamics of tourism and trade activities. The
expected impact of the establishment of a corridor connecting Nakhchivan to the western regions of
Azerbaijan and then to Turkey is expected to have a significant impact on the economy and tourism
of the region. According to Hasanli et al. (2021), the establishment of this newly built corridor has
the potential to create significant prospects for the advancement of tourism in the region. The
improved connectivity between Turkey and Azerbaijan has the potential to drive an increase in
tourism and cross-border mobility.
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Azerbaijan's strategic location at the crossroads of major trade routes and its role in facilitating
energy transportation through pipelines such as the Trans-Anatolian Natural Gas Pipeline (TANAP)
and the Trans-Adriatic Pipeline (TAP) have been highlighted (Das, 2022). The presence of such
infrastructure not only affects energy trade, but also has the capacity to have an impact on the
tourism sector, as well-developed transport networks can increase the accessibility of travel.

According to the study conducted by Mikail et al. (2019), by examining the economic, political and
social ties that exist between Azerbaijan and Turkey, and as a result of these relations, it is seen to
have significant impacts on the progress of various sectors such as tourism. The existence of
political stability and economic cooperation can promote a favorable climate for tourism
development. While the main emphasis is on energy, such cooperation has the potential to promote
broader economic progress and thus facilitate the expansion of the tourism sector.

In the study conducted by Imrani et al. (2022), the authors discuss the emergence of cave tourism as
a potential alternative tourism aspect in Azerbaijan. This implies the potential for diversification in
the tourism business as it can accommodate a diverse group of tourists inclined towards cave
exploration and adventure tourism. This potential is further enhanced when coupled with the
developing tourism flows through the Zengezur corridor. In a study by Erdem & Yel (2023), an
efficiency ranking for the tourism industry was published and Turkey and Azerbaijan were
identified as the leading countries in this sector. This ranking underlines that the tourism industry
will expand in both countries going forward.

Turkey aims to become a leading global player in medical tourism (Pirzada, 2022). This goal has
the potential to create economic prospects both within and beyond the medical sector by attracting
tourists in search of healthcare services while also exploring the country. The ease of transportation
and time savings provided by this corridor between Turkey and Azerbaijan may be more important
for this type of tourism.

The creation of an economic corridor is widely seen as a catalyst for regional cooperation and all-
round development, including the expansion of the tourism industry (Luvsandavaajav, 2022). This
suggests that improving connectivity and infrastructure can create a favorable environment for
tourism development by facilitating investment, employment opportunities and transportation. In
other words, the operationalization of the Zangezur Corridor and related developments have the
capacity to impact tourism between Azerbaijan and Turkey through greater connectivity, expanded
economic prospects, and strengthened regional cooperation. The expansion of the tourism industry
in the region can be facilitated by the successful and sustainable management of these elements.

Azerbaijan and Nakhchivan offer a wide range of tourism opportunities, from historical sites and
cultural encounters to exploring natural landscapes (Ihar, 2020). The establishment of the corridor
will provide tourists with access to a wider range of destinations, thus increasing the attractiveness
of the region for travelers seeking different experiences. Cross-border tourism can be facilitated
through the creation of an effectively managed corridor, thus supporting efforts to encourage
tourists to explore both Azerbaijan and Nakhchivan during a single trip. This phenomenon has the
potential to create economic advantages for both regions.

Increased tourism has the potential to create economic advantages for the regions adjacent to the
corridor. The tourism phenomenon has the potential to facilitate the exchange of cultural values and
promote mutual understanding between individuals from different cultural backgrounds. The
increasing influx of tourists to the region offers potential avenues for cultural exchange programs
and initiatives aimed at promoting peace and cooperation between different ethnic and cultural
communities. The establishment of the corridor has the potential to stimulate infrastructure
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development to facilitate tourism, including the improvement of transport networks, border
infrastructure and the provision of tourism-related services. This is important because of its
potential to enhance the overall travel experience. Establishing this corridor in a region that has
historically experienced violence and ongoing geopolitical tensions can pose challenges related to
security, political stability and the possibility of conflict. Addressing these concerns is crucial to
guarantee the safety of travelers and maintain the long-term viability of tourism efforts.

3. CONCLUSION AND RECOMMENDATIONS

This study explores the potential impacts of the Zangezur Corridor on the tourism industry between
Azerbaijan and Turkey. It discusses the opportunities that this corridor can bring to tourism in the
region and the advantages that this development can provide in terms of tourism.

The opening of the Zangezur Corridor could be a way to strengthen tourism ties between these two
countries. Connecting Azerbaijan's Nakhchivan region to Turkey, this corridor could offer tourists a
wider range of destinations. At the same time, pipelines for energy transportation and the
development of border infrastructure could help create an infrastructure suitable for the growth of
the tourism industry. However, alongside these potential benefits, there are also some challenges.
The region is historically known as a region of conflict and geopolitical tensions, so security
concerns play an important role. The safety of tourists and the maintenance of political stability are
critical to the successful utilization of this corridor.

In conclusion, the Zangezur Corridor has great potential for the growth of the tourism industry
between Azerbaijan and Turkey. This study emphasizes that tourism can be a catalyst for regional
cooperation and development. However, in order to fully capitalize on these opportunities, factors
such as security, infrastructure development and promotion need to be considered. Future studies
should examine in more detail how this corridor can be utilized more efficiently in terms of tourism.

In this context, the following suggestions can be made:

* The importance of security and stability is underscored by the region's historical past of
conflict and geopolitical tensions that have led to security concerns. It is therefore imperative to
prioritize the adoption of security measures and the maintenance of political stability to
facilitate the growth and advancement of the tourism industry in the region. It is imperative that
governments and international organizations in the region engage in joint efforts aimed at
ensuring the safety of tourists and promoting stability in the region.

* Infrastructure Development: In order to optimize the use of the Zangezur Corridor for
tourism purposes, it is imperative to undertake infrastructure development initiatives. This
includes improving transportation infrastructure such as highways and airports, developing
accommodation facilities and tourist attractions. Implementation of infrastructure
modernization initiatives will facilitate improved travel experiences for tourists and hence
increase the overall attractiveness of the region.

* The region needs a competent promotion and marketing plan to properly capitalize on its
tourism potential. Promotion of the region's touristic appeal and cultural richness should be
extended to both national and international platforms. Tourist-oriented businesses in the region
have the potential to cooperate and engage in joint efforts to promote and develop cooperation
in the tourism industry.

* The establishment of tourism training programs for residents is vital to support the
expansion of the tourism industry in the region. This has the potential to provide additional

(oo 2



Kaya, Karakus & Onat (2024), Johti, 6(1), 16-27

employment opportunities and improve the ability to effectively meet the needs of the tourism
industry.

* Cultural Exchange and Cooperation: Within the region there are diverse communities with
different cultural backgrounds. Tourism has the potential to facilitate understanding of these
differences and therefore facilitate mutual cultural interaction. Cultural interaction programs
and events have the potential to foster mutual understanding between different communities.

* Diversification of tourism in the region is important to cater to a wide range of tourist
demographics. This could include examining various aspects such as cultural tourism, nature
tourism, adventure tourism and health tourism. This has the potential to enhance the
sustainability of the tourism industry.

* Achieving the best outcomes for tourism in the region requires regional cooperation and
diplomacy with other bordering countries, particularly Azerbaijan and Turkey. Tourism
development in the region can be achieved by promoting cross-border cooperation and
facilitating constructive negotiations.

* Environmental sensitivity and sustainability should be prioritized in the management of
tourism in the region. Protection of natural beauties and natural resources is of great
importance. Therefore, realization of sustainable tourism practices is a mandatory measure.

* Research and Monitoring: Regular research is needed to assess the touristic impacts of the
Zengezur Corridor and monitor its success. Thus, future policy decisions can be formulated and
implemented by utilizing this data.
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Comparison of Integrated Marketing Communication (IMC) Activities of
Chain Hotels Specific to Social Media

2 Gamze ERYILMAZ' ) Damla DUMAN? ‘) Dilek EFE?

Abstract

The study aims to compare the integrated marketing communication activities of leading national and
international hotel chain brands in the hospitality industry by examining their social media activities.
Accordingly, Tiirkiye's largest national (n=6) and international (n=6) hotel chains were selected as the
research area, taking into account their number of rooms and geographical spread. In this study, Facebook, X
(Twitter), Instagram and YouTube accounts were analyzed. First of all, the accounts used by hotel businesses
and their usage characteristics were investigated. The contents of these social media accounts were then
analyzed. According to the findings, international hotels conduct more effective Integrated Marketing
Communication (IMC) activities on social media compared to national hotels. National hotels, on the other
hand, mostly do not prefer YouTube channel but are active on other social media channels. In general,
product or service promotion, information/news sharing and special day content are the most preferred
content. Product or service promotion is the most frequently shared content. Based on the results, hotel
businesses should use social media channels in an up-to-date manner for the activity of IMC activities. This
is important for MIMC conditions. At the same time, businesses should provide content criteria holistically.

Keywords: Marketing, Integrated Marketing Communication, Hotel, Social Media
JEL Code: L80, M31

Zincir Otellerin Biitiinlesik Pazarlama iletisimi (BPI) Faaliyetlerinin Sosyal Medya Ozelinde
Karsilastirilmasi

Ozet

Calisma, konaklama sektoriiniin 6nde gelen ulusal ve uluslararasi otel zinciri markalarinin sosyal medya
faaliyetlerini inceleyerek biitlinlesik pazarlama iletisimi faaliyetlerini karsilastirmay1 amaglamaktadir. Buna
gore, oda sayilart ve cografi yayilimlar1 dikkate alinarak Tiirkiye'nin en biiylik ulusal (n=6) ve uluslararasi
(n=6) otel zincirleri arastirma alani olarak seg¢ilmistir. Bu ¢alismada Facebook, X (Twitter), Instagram ve
YouTube hesaplar1 analiz edilmistir. Oncelikle otel isletmelerinin kullandig1 hesaplar ve kullanim &zellikleri
incelenmistir. Daha sonra bu sosyal medya hesaplarinin igerikleri analiz edilmistir. Elde edilen bulgulara
gore uluslararas1 oteller, ulusal otellere kiyasla sosyal medyada daha etkili Biitiinlesik Pazarlama Iletisimi
(BPI) faaliyetleri yiiriitmektedir. Ulusal oteller ise cogunlukla YouTube kanalm tercih etmemekte ancak
diger sosyal medya kanallarinda da aktif durumdadir. Genel olarak iiriin veya hizmet tanitimi, bilgi/haber
paylasimi ve dzel giin igerikleri en ¢ok tercih edilen igeriklerdir. Uriin veya hizmet tanitim1 en sik paylasilan
iceriktir. Sonuglara gore otel isletmelerinin BPI faaliyetlerinin etkinligi i¢in sosyal medya kanallarini giincel
bir sekilde kullanmas1 gerekmektedir. Bu, Modern Biitiinlesik Pazarlama Iletisimi (MBPI) kosullar1 icin
onemlidir. Ayn1 zamanda igletmelerin icerik kriterlerini biitiinsel olarak saglamasi gerekmektedir.
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INTRODUCTION

Marketing communication is one of the basic elements that businesses use to persuade customers. It
is an effective tool used especially to convey messages to target audiences and connect with wider
markets (Kitchen & Burgmann, 2010). There are priority stages in marketing communication. The
first of these is to determine the right target audience. In the second stage, characteristics of the
target audience such as age, income, internet usage pattern, and ethnicity are determined. Efforts to
effectively conduct and ensure the continuity of these stages can be explained by integrated
marketing communication (IMC) (Percy, 2008).

IMC can be defined as the process of managing and executing all sources of information about the
product/service for potential and existing customers, which motivates the customer to buy and
ensures customer loyalty (Schultz et al., 1995). In this process, businesses can use communication
tools effectively to meet their goals (Schultz & Schultz, 2003). In terms of communication, it is
important for businesses and customers to reach each other. (Kotler & Armstrong, 2010).
Communication technologies and social media can be defined as the preferred primary
communication tools to ensure this two-way communication (Senkal, 2016).

IMC is an important marketing component that coordinates the promotional elements of the
marketing mix and ensures that these elements are used in a holistic framework (Calik et al., 2013).
Before digitalization, IMC was a combination of advertising, sales promotion, word of mouth,
direct marketing, and public relations (Kitchen & Schultz, 2009). The Modern IMC (MIMC) adopts
an approach that integrates social media and digital platforms (Seri¢, 2017). The use of social media
in IMC strategies offers various advantages and opportunities. Social media platforms encourage
direct and interactive communication to enable companies to engage with their target audiences
through the channels they offer (Karpinska-Krakowiak & Eisend, 2021; Harizi & Trebicka, 2023).
Through the use of social media, companies can engage in dialogue, receive customer feedback in
real-time, and promptly address their concerns. This interactive approach allows for a more
comprehensive comprehension of consumer preferences, needs, and expectations (Kaplan &
Haenlein, 2010; Diab, 2023). Additionally, social media have an impact on consumer behaviours.
Alalwan et al. (2017) state that social media platforms have progressively impacted different
aspects of individuals' lives, including social, educational, commercial, and political perspectives.
The authors suggest that social media influence is not limited to personal and social spheres but also
has implications for business and political domains. Their implications on daily lives have created a
marketing opportunity for companies by enhancing consumer involvement and communication.
This stage, which IMC has reached in the modern sense, has also shaped the IMC practices in the
tourism and accommodation sector.

IMC has a very important position in terms of conveying consistent and compatible messages to
target audiences in the tourism sector (Pike, 2008; Pizam & Holcomb, 2010). MIMC networks are
thought to be effective tools for accommodation businesses to receive feedback from customers.
This study aims to answer the following question “How effectively does the accommodation sector
use IMC activities specifically social media tools?”

When the literature is examined, it has been observed that IMC is considered a study subject from
the perspective of both managers (Zahay et al., 2004; Reid, 2005; Einwiller & Boenigk, 2012;
Luxton, Reid, & Mavondo, 2017; Porcu et al., 2019) and customers (Seri¢ et al., 2015; Seri¢, 2017;
Kushwaha et al., 2020) in the field of tourism. IMC has also been studied conceptually (Naik &
Raman, 2003; Rust et al., 2004; Madhavaram et al., 2005; Porcu et al., 2012). There are studies
(Koldemir, & Pektas, 2015; Alyakut, 2017; Halawani et al., 2019; Belber et al., 2022; Rosario &
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Dias, 2023; Bakr, 2023) that examine social media channels (for instance, only Facebook accounts
or business websites) within the scope of IMC, based on tourism businesses. However, in the
accommodation sector, no study could not be determined in which the social media channels of the
businesses serving in the sector are separately evaluated within the scope of IMC. The purpose of
this study is to fill this gap.

The study aims to compare the integrated marketing communication activities of the leading
national and international hotel chain brands of the hospitality industry by examining them
specifically for social media. In this regard, Tiirkiye's largest national (n=6) and international (n=6)
hotel chain enterprises were determined as the research area considering their number of rooms and
geographical prevalence. From the perspective of IMC, it is possible to talk about many social
media communication tools. These can be listed as “Social bookmarking (e.g., Delicious,
StumbleUpon), Location check-ins/reviews (e.g., Foursquare, Yelp), Product reviews (e.g.,
Amazon, GoodReads), Microblogs (e.g., Tumblr, X (Twitter), Weibo, Photo/video sharing (e.g.,
Flickr, Instagram, Pinterest, YouTube), Social networks (e.g., Facebook, Google+, LinkedIn,
Renren), Blogs (e.g., WordPress, Blogger)” (Barger & Labrecque, 2013). This study aims to
examine the accounts of Facebook, X (Twitter), Instagram, and YouTube. The reason for choosing
these tools is that they are up-to-date and popular (Urista et al., 2009). Facebook was established in
2004, YouTube in 2005, X (Twitter) in 2008, and Instagram in 2010 (Aymankuy et al., 2013).

First of all, which accounts hotel businesses use and the usage features of these have been
researched. Second of all the social media accounts contents were examined. In parallel with the
findings, how effective hotel businesses are in terms of integrated marketing activities has been
investigated. Which hotel/hotels implement these activities in a way that makes a difference to the
others has been determined. In terms of reflecting the current situation of the sector IMC activities,
this study is considered to be original.

METHODOLOGY

In this study, which has a qualitative research design, the population of the research consists of
national and international hotel chains in Tiirkiye. The purposive sampling technique was used as
the sampling technique. Purposeful sampling takes one or more subsections of a universe as a
sample, instead of a representative sample for research purposes. It is to make a part of the universe
suitable for the problem of observation (Altunisik et al., 2012: 140). In this context, the sample of
the study is Tiirkiye's largest national (n=6) and international (n=6) hotel chain in terms of the
number of rooms and geographical prevalence (Tourismdatabank, 2020). The hotel chains that
make up the sample of the research are presented in Table 1.

Table 1. Sample of the Study

N=National INT= International
1- Anemon Hotels 1- Hilton Hotels
2- Divan Hotels 2- Wyndham Hotels
3- Dedeman Hotels 3- Accor Hotels
4- The Green Park Hotels 4- Radisson Hotels
5- Kaya Hotels 5- InterContinental Hotels Group (IHG)
6- Titanic Hotels 6- Marriott Hotels

The research data were obtained from the Facebook, X (Twitter), Instagram, and YouTube accounts
of 12 chain hotel brands presented in Table 1. Data were collected in the last week of March 2024.
Content analysis was used as an analysis technique. Considering the research design, frequency
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analysis (introducing the frequency with which units appear quantitatively (percentage and
proportional) was preferred among the content analysis techniques (Ytiksel, 2015).

The content analysis was conducted in two stages. In the first stage, information about start date,
number of likes, and number of followers, were taken into consideration. Due to the structural
characteristics of social media channels, the criteria taken into account are determined as follows
(Tiystiz, 2018): X (Twitter) - “start date, number of followers and number of tweets”; “YouTube” -
“channel usage start date, number of subscribers and views of shares”; “Instagram” - “number of
followers, number of followed and number of posts made”.

The second stage focused on the social media accounts contents of hotel businesses. In these
accounts, integrated marketing communication activities in the fields of news/information,
service/product promotion, social responsibility, sponsorship, special day content,
discount/campaign, out-of-organization content, survey application, artistic content, and sports
activity were taken into consideration (Tiiysiiz, 2018). Whether these activities were existent or
absent was counted, and percentages and frequencies were provided.

The focus was on the January-March 2024 period only for the evaluation of the shares made on the
social media accounts. This is because the data related to tourism statistics are presented quarterly
(Ministry of Culture and Tourism, 2024). It was thought that such a time limit would be more
appropriate in terms of parallelism with these periods.

Depending on the criteria evaluated within the scope of the research, answers were sought to the
following questions:

1. Which of the social media tools do chain hotels use?

2. What does the sharing data of chain hotels on social media platforms consist of?
3. What is the number of followers, likes, and subscribers of chain hotels?

4. What is the total sharing of chain hotels in January, February, March 2024?

5. How much did chain hotels include integrated marketing communication (public relations,
sponsorship, and sales development areas) activities in their total posts in January, February, and
March 2024, specific to their social media accounts?

Limitations of the Research

The research is limited to the tourism sector that uses social media. Tiirkiye's six largest national
and six international hotel chain enterprises serving in this sector in terms of the number of rooms
and geographical prevalence constitute the framework of the research area. Only the social media
accounts of the hotels, which were considered within the four social media channels (Facebook, X
(Twitter), Instagram, and YouTube), were examined.

RESULTS

The social media accounts of 12 hotel chains were analyzed in terms of IMC. According to the
findings, it was determined that all hotel chains have global accounts on 4 social media channels
(Facebook, X (Twitter), Instagram, and YouTube) as of 2024. In the following section, the analyzed
social media characteristics (starting date, number of likes, number of followers) of hotel businesses
are presented.
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. . Number of Number of
Hotel Businesses Starting Date Likes Followers
1- Anemon Hotels 7 July 2011 72K 71K
2- Divan Hotels 28 January 2016 22K 23K
3- Dedeman Hotels 25 May 2012 82 K 82 K
4- The Green Park Hotels 19 July 2019 148 K 167K
5- Kaya Hotels Group 4 October 2011 55K 56 K
6- Titanic Hotels 28 August 2010 178 K 178 K
7- Hilton Hotels 1 September 2009 1.7M 1.8 M
8- Wyndham Hotels 4 June 2018 15K 19K
9- Accor Hotels 7 December 2009 313K 323K
10- Radisson Hotels 6 February 2011 152K 154 K
11- InterContinental Hotels Group (IHG) 26 January 2019 81K 96 K
12- Marriott Hotels 25 July 2012 2.5M 2.6 M

*K=Thousand; M= Million

Table 2 presents the features of the Facebook accounts of hotel businesses. Hilton Hotels and Accor
Hotels were the earliest among other hotel companies to have a Facebook account. The Green Park
Hotels and InterContinental Hotels Group (IHG) had the latest global Facebook accounts. Hilton
Hotels (1.7M - 1.8M) and Marriott Hotels (2.5M-2.6M) have the highest number of likes and
followers.

Table 3. Features of X (Twitter) Accounts of Hotel Businesses

Hotel Businesses Starting Date ll‘l(l)lllllf?vxrosf i‘;i?ob;:n(;f Nl,i,‘:]vl(:::s()f
1- Anemon Hotels June 2009 1.342 233 595
2- Divan Hotels January 2016 68 0 19

3- Dedeman Hotels May 2012 1.427 182 3.368
4- The Green Park Hotels December 2011 1.782 21 2.808
5- Kaya Hotels Group July 2012 700 2 1.187
6- Titanic Hotels August 2010 1.681 26 4.458
7- Hilton Hotels April 2009 26.079 1.160 86.257
8- Wyndham Hotels July 2014 13.397 195 7.202
9- Accor Hotels February 2019 31.436 26 4.776
10- Radisson Hotels March 2010 18.867 3.374 15.156
(IIIP'IIG‘;terC"“"“e“tal Hotels Group 1 o ber 2010 19.158 6.813 108.541
12- Marriott Hotels March 2008 458.927 531 33.026

Table 3 presents the characteristics of X (Twitter) accounts of hotel companies. The most recently
opened Twitter account belongs to Accor Hotels. Divan Hotels has the lowest number of followers
(68 Followers). The number of followers of this hotel is zero. Marriott Hotel has the highest number
of followers. InterContinental Hotels Group (IHG) stands out in terms of the number of people
followed. Divan Hotels has the least number of Tweets (19 Tweets). InterContinental Hotels Group
(IHG) has the highest number of Tweets (108,541 Tweets).

Table 4. Features of the Instagram Accounts of the Hotel Businesses

Hotel Businesses Starting Date ﬁl;i?:;zr:f T;;ﬁlobvs:n;f Nu;:) l;g of
1- Anemon Hotels January 2014 122K 48 &9

2- Divan Hotels January 2016 26.3 K 18 1.548

3- Dedeman Hotels July 2013 114K 26 1.631

4- The Green Park Hotels July 2016 107 K 29 529

5- Kaya Hotels Group January 2013 24.6 K 12 285

6- Titanic Hotels June 2013 113K 7 3.284

7- Hilton Hotels December 2016 228K 506 478

8- Wyndham Hotels February 2017 40.1 K 26 454
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9- Accor Hotels February 2019 943 K 176 509
10- Radisson Hotels August 2010 65K 73 1.359
11- InterContinental Hotels Group (IHG) January 2019 100 K 334 790
12- Marriott Hotels September 2012 572 K 214 498

K= Thousand; M= Million

Table 4 shows the characteristics of the Instagram accounts of hotel businesses. The hotel with the
highest number of followers is Marriott Hotels with 572 K followers. The hotel with the lowest
number of followers is Dedeman Hotels with 11.4 K followers. The hotel with the highest number
of followers is Hilton Hotels with 506. Titanic Hotels has the lowest number of followers with 7. At
the same time, this hotel chain has the most posts with 3,284. Anemon Hotels has the least number
of posts with 89.

Table 5. Features of YouTube Accounts of Hotel Businesses

Hotel Businesses Starting Date é\; l;::cl:_:;e(;fs Nu{)t:) l;:: of Nu\r}r;l);g of
1- Anemon Hotels 9 March 2012 40 K 47 10.058

2- Divan Hotels 25 January 2011 5.64K 99 3.815.122
3- Dedeman Hotels 12 June 2012 1,14 K 68 1.979.122
4- The Green Park Hotels 1 March 2013 49 K 11 11.760

5- Kaya Hotels Group 24 December 2011 3.07K 41 21.043.500
6- Titanic Hotels 31 March 2011 1.96 K 180 6.397.762
7- Hilton Hotels 2 November 2005 952 K 339 138.636.170
8- Wyndham Hotels 10 July 2014 2,41 K 8 76.983.675
9- Accor Hotels 4 June 2012 28, 7K 144 18.845.017
10- Radisson Hotels 17 June 2009 11K 358 10.720.375
gr'olu"lfeéﬁ‘g‘)““e“tal Hotels 17 June 2008 25,6 K 143 225.605.304
12- Marriott Hotels 16 February 2006 113K 350 15.216.250

*K= Thousand
Table 5 shows the characteristics of the YouTube accounts of hotel businesses. Hilton Hotels has
the earliest start date and the highest number of subscribers. Anemon Hotels has the lowest number
of subscribers and views. InterContinental Hotels Group (IHG) has the highest number of views.

Analysis of Social Media Content: Facebook, X (Twitter), Instagram and YouTube

The sharing made by hotel businesses between January and March 2024 for their Facebook, X
(Twitter), Instagram and YouTube accounts was considered. The analysis process was limited to 10
criteria (News / Information, Service / Product Promotion, Social Responsibility, Sponsorship,
Special Day Content, Discount / Campaign, Out-of-Organization Content, Survey Application,
Artistic Content, Sports Activity). The sharing in each account was calculated in terms of
percentage values.

Anemon Hotels

Findings regarding Anemon Hotels are presented in Table 6. When the table is evaluated in general,
the contents related to "Discount / Campaign Out-of-Organization Content, Survey Application,
Artistic Content, Sports Activity" were not shared on all four social media channels. X (Twitter)
and YouTube are the most passive social media channel in terms of content sharing.

Facebook: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in service/product promotion (67%). News / Information (17%) and Social Responsibility
(11%) are other topics shared. The smallest amount of sharing is seen in Special Day Content (5%).
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Table 6. Anemon Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube

Criteria
Sharing % Sharing % Sharing % Sharing %

News /
Information 3 17 ) ) 2 11 ! 50

Service / Product
Promotion 12 67 } - 12 67 1 50

Social 2

e 11 2 100 2 11 -
Responsibility

Sponsorship - - - - - - -

Special Day
Content 11

Discount /
Campaign - - - -

Out-of-
Organization - - - - - - -
Content

Survey
Application

Artistic Content - - - - - - - _

Sports Activity - - - - - - - -

TOTAL 18 100 2 100 18 100 2 100

X (Twitter): The analysis revealed that the shares met just 1 of the selected criteria. All of the
sharing takes place in Social Responsibility (100%).

Instagram: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in service/product promotion (67%). News / Information (11%), Social Responsibility
(11%) and Special Day Content (11%) rates are equal.

YouTube: The analysis revealed that the shares met 2 of the selected criteria. News / Information
(50%), Social Responsibility (50%) rates are equal.

Divan Hotels

Findings regarding Divan Hotels are presented in Table 7. When the table is evaluated in general,
the contents related to "Artistic Content, Sports Activity" were not shared on all four social media
channels. X (Twitter) is the most passive social media channel in terms of content sharing.

Table 7. Divan Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube
Criteria

Sharing % Sharing % Sharing % Sharing %
News / Information 2 9 - - 1 5 - -
romotion 3% - - u 50 : ;
Social Responsibility 2 9 - - 2 10 1 50
Sponsorship 1 5 - - 2 10 1 50
Special Day Content 3 13 - - 2 10 - -
Discount / Campaign - - - - 1 5 - -
Out-of-Organization ) ) ) ) 1 5 ) i
Content
Survey Application 1 5 - - 1 5 - -
Artistic Content - - - - - - - -
Sports Activity - - - - - - - -
TOTAL 22 100 - - 21 100 2 100
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Facebook: The analysis revealed that the shares met 6 of the selected criteria. The largest amount of
sharing is in service/product promotion (59%) and the second largest amount of sharing is Special
Day Content (13%). News / Information (9%) and Social Responsibility (9%) rates are equal. The
smallest amount of sharing is seen in Sponsorship (5%) and Survey Application (5%).

X (Twitter): Divan Hotels did not share any content on its Twitter account during the research
period. During the analysis process, it was determined that the last posts of the hotel belonged to
2021.

Instagram: The analysis revealed that the shares met 7 of the selected criteria. The largest amount of
sharing is in service/product promotion (50%). Social Responsibility (10%), Sponsorship (10%) and
Special Day Content (10%) rates are equal. The smallest amount of sharings are seen in News /
Information (5%), Discount / Campaign (5%), Out-of-Organization Content (5%) and Survey
Application (5%) rates are equal.

YouTube: The analysis revealed that the shares met 2 of the selected criteria. Social Responsibility
(50%) and Sponsorship (50%) rates are equal.

Dedeman Hotels

Findings related to Dedeman Hotels are presented in Table 8. When the table is evaluated in
general, the contents related to "Survey Application, Artistic Content, Sports Event" were not
shared on all four social media channels. YouTube is the most passive social media channel in
terms of content sharing.

Table 8. Dedeman Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

L Facebook X (Twitter) Instagram YouTube
Criteria
Sharing % Sharing % Sharing % Sharing %

News / Information 1 10 8 23 2 8 - -
Service / Product 7 70 9 75 16 68 i )
Promotion

Social Responsibility 1 10 2 6 1 4 - -
Sponsorship - - 2 - - - -
Special Day Content 1 10 3 2 - -
Discount / Campaign - - 5 14 2 8 - -
Out-of-Organization ) ) 6 17 ) ) ) )
Content

Survey Application - - - - - - - -
Artistic Content - - - - - - - -
Sports Activity - - - - 1 4 - -
TOTAL 10 100 35 100 24 100 - -

Facebook: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in service/product promotion (70%). The smallest amount of sharings are seen in News /
Information (10%), Social Responsibility (10%) and Special Day Content (10%) rates are equal.

X (Twitter): The analysis revealed that the shares met 7 of the selected criteria. The largest amount
of sharing is in service/product promotion (25%) and the second largest amount of sharing is in
News / Information (23%). Other rates are Out-of-Organization Content (17%), Discount /
Campaign (14) and Special Day Content (9%). The smallest amount of sharings are seen in Social
Responsibility (6%) and Sponsorship (6%) rates are equal.

Instagram: The analysis revealed that the shares met 6 of the selected criteria. The largest amount of
sharing is in service/product promotion (68%). Similar rates are observed News / Information (8%),
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Special Day Content (8%) and Discount / Campaign (8%). The smallest amount of sharings are
seen in Social Responsibility (4%) and Sports Activity (4%) rates are equal.

YouTube: Dedeman Hotels did not make any posts on its YouTube account during the research
period. The last posts of the hotel belong to 2021.

The Greenpark Hotels

Findings regarding The Greenpark Hotels are presented in Table 9. When the table is evaluated in
general, the contents related to "Social Responsibility, Sponsorship, Discount / Campaign, Out-of-
Organization Content, Survey Application, Artistic Content" were not shared on all four social
media channels. X (Twitter) and YouTube are the most passive social media channel in terms of
content sharing.

Table 9. The Greenpark Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Criteria Facebook X (Twitter) Instagram YouTube
Sharing % Sharing Y% Sharing % Sharing %

News / Information 2 13 - - 2 11 - -
soom 6w
Social Responsibility - - - - - - - -
Sponsorship - - - - - - - -
Special Day Content 8 54 - - 7 39 - -
Discount / Campaign - - - - 2 11 - -
Out-of-Organization ) ) ) ) ) ) ) )
Content

Survey Application - - - - - - - -
Artistic Content - - - - - - - -
Sports Activity - - - - 1 6 - -
TOTAL 15 100 - - 18 100 - -

Facebook: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Special Day Content (54%). The service / Product Promotion rate is 33%. The smallest
amount of sharing is seen in News / Information (13%).

X (Twitter): The analysis revealed that the shares met none of the selected criteria. According to the
analysis, it was determined that the last Twitter post about the hotel was made in 2022.

Instagram: The analysis revealed that the shares met 5 of the selected criteria. The largest amount of
sharing is in Special Day Content (39%) and the second largest amount of sharing is in Service /
Product Promotion (33%). Similar rates are observed News / Information (11%) and Discount /
Campaign (11%). The smallest amount of sharing is seen in Sports Activity (6%).

YouTube: The analysis revealed that the shares met none of the selected criteria. According to the
reviews, the last YouTube post about the hotel was made in 2023.

Kaya Hotels Group

Findings regarding Kaya Hotels Group are presented in Table 10. When the table is evaluated in
general, the contents related to " News / Information, Social Responsibility, Sponsorship, Discount /
Campaign, Out-of-Organization Content, Survey Application" were not shared on all four social
media channels. X (Twitter) is the most passive social media channel in terms of content sharing.
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Table 10. Kaya Hotels Group Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube

Criteria
Sharing (% [Sharing % Sharing % Sharing %

News / Information - - - - - - - -

Service / Product Promotion 2 50 - - 3 60 - -
Social Responsibility - - - - - - - -
Sponsorship - - - - - - - -
Special Day Content 1 25 - - - - - -

Discount / Campaign - - - - - - - -

Out-of-Organization Content - - - - - - - -

Survey Application - - - - - - - -
Artistic Content - - - - 1 20 - -
Sports Activity 1 25 - - 1 20 1 100
TOTAL 4 100 - - 5 100 1 100

Facebook: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (50%). Special Day Content (25%) and Sports Activity
(25%) were the least shared content with the same rates.

Instagram: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (60%). Artistic Content (20%) and Sports Activity (20%)
are the least shared content with the same rates.

X (Twitter): The analysis revealed that the shares met none of the selected criteria. According to the
reviews the hotel's last Twitter post is from 2023.

YouTube: The analysis revealed that the shares met 1 of the selected criteria. There is only one
sharing with Sports Activity.

Titanic Hotels

Findings regarding Titanic Hotels are presented in Table 11. When the table is evaluated in general,
the contents related to "News / Information, Social Responsibility, Sponsorship, Discount /
Campaign, Survey Application, Artistic Content" were not shared on all four social media channels.
X (Twitter) is the most passive social media channel in terms of content sharing.

Facebook: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (74%). The smallest amount of sharings are seen in Out-
of-Organization Content (13%) and Sports Activity (13%), with the same rates (Table 11).

X (Twitter): The analysis revealed that the shares met none of the selected criteria. The last post
from the hotel's Twitter account was made in 2023.

37

(OO



Eryilmaz, Duman & Efe (2024), Johti, 6(1), 28-49
Table 11. Titanic Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube

Criteria
Sharing % Sharing % Sharing % Sharing %

News / Information - - - - - - - -

Service / Product Promotion 11 74 - - 15 75 1 100
Social Responsibility - - - - - - - -
Sponsorship - - - - - - - -
Special Day Content - - - - 1 5 _ _
Discount / Campaign - - - - - - - -
g(l)lltl-t(;il';t()rganization 5 13 i i ) 10 i i
Survey Application - - - - - - - -
Artistic Content - - - - - - - -
Sports Activity 2 13 - - 2 10 - -
TOTAL 15 100 - - 20 100 1 100

Instagram: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (75%). Similar and the second largest amount of sharings
are seen in Out-of-Organization Content (10%) and Sports Activity (10%). The smallest amount of
sharing is seen in Special Day Content (5%).

YouTube: The analysis revealed that the shares met just 1 of the selected criteria with 1 sharing
about Service / Product Promotion (100%).

Hilton Hotels

Findings regarding Hilton Hotels are presented in Table 12. When the table is evaluated in general,
the contents related to "Social Responsibility, Discount / Campaign" were not shared on all four
social media channels. Except for these two features, at least one post was made on the hotel's
social media accounts. In other words, all of the hotel's social media accounts have active posts.

Table 12. Hilton Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube
Criteria

Sharing |%  [Sharing % Sharing % Sharing %
News / Information - - 1 3 - - - -
Service / Product Promotion 7 60 1 3 3 30 6 50
Social Responsibility - - - - - - - -
Sponsorship - - 3 11 1 10 - -
Special Day Content 1 8 - - - - - -
Discount / Campaign - - - - - - - -
Out-of-Organization Content - - 12 48 - - - -
Survey Application 1 8 - - - - - -
Artistic Content 3 24 8 32 4 40 4 33
Sports Activity - - 1 3 2 20 2 17
TOTAL 12 100 26 100 10 100 12 100

Facebook: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (60%) and the second largest amount of sharing is in
Artistic Content (24%). The smallest amount of sharings are seen in Special Day Content (8%) and
Survey Application (8%), with the same rates.
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X (Twitter): The analysis revealed that the shares met 6 of the selected criteria. The largest amount
of sharing is in Out-of-Organization Content (48%). Other rates are Artistic Content (32%) and
Sponsorship (11%). Similar and the smallest amount of sharings are in News / Information (3%),
Service / Product Promotion (3%) and Sports Activity (3%).

Instagram: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Artistic Content (40%). Other rates are Service / Product Promotion (30%) and Sports
Activity (20%). The smallest amount of sharing is seen in Sponsorship (10%).

YouTube: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (50%) and the second largest amount of sharing is in
Artistic Content (33%). The smallest amount of sharing is seen in Sports Activity (17%).

Wyndham Hotels

Findings regarding Wyndham Hotels are presented in Table 13. When the table is evaluated in
general, the contents related to "News / Information , Social Responsibility, Sponsorship, Out-of-
Organization Content, Survey Application, Artistic Content" were not shared on all four social
media channels. X (Twitter), Instagram and YouTube are the most passive social media channel in
terms of content sharing.

Table 13. Wyndham Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube
Criteria

Sharing % Sharing | % Sharing %  |Sharing %
News / Information - - - - - - - -
Service / Product Promotion 4 58 - - - - - -
Social Responsibility - - - - - - - -
Sponsorship - - - - - - - -
Special Day Content 1 14 - - - - - -
Discount / Campaign 1 14 - - - - - -
Out-of-Organization Content - - - - - - - -
Survey Application - - - - - - -
Artistic Content - - - - - - - -
Sports Activity 1 14 - - - - - -
TOTAL 7 100 - - - - - -

Facebook: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (58%). The smallest amount of sharings are seen in
Special Day Content (14%), Discount / Campaign (14%) and Sports Activity (14%), with the same
rates.

X (Twitter), Instagram and YouTube: The analysis revealed that the shares met none of the selected
criteria. The last Twitter post of the hotel belongs to 2020. Instagram and YouTube posts were last
made in 2023.

Accor Hotels

Findings regarding Accor Hotels are presented in Table 14. When the table is evaluated in general,
the contents related to "Discount / Campaign, Artistic Content, Sports Activity" were not shared on
all four social media channels. Facebook is the most passive social media channel in terms of
content sharing.
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Table 14. Accor Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube
Criteria

Sharing %  Sharing % Sharing % Sharing %
News / Information - - 7 26 2 14 3 27
Service / Product Promotion - - 6 22 6 39 - -
Social Responsibility - - 4 15 2 14 1 9
Sponsorship - - 2 - - - -
Special Day Content - - 1 4 26 2 18
Discount / Campaign - - - - - - - -
Out-of-Organization Content - - 6 22 1 7 5 46
Survey Application - - 1 4 - - - -
Artistic Content - - - - - - - -
Sports Activity - - - - - - - -
TOTAL - - 27 100 15 100 11 100

Facebook: The analysis revealed that the shares met none of the selected criteria. The hotel's last
Facebook post is from 2023.

X (Twitter): The analysis revealed that the shares met 7 of the selected criteria. The largest amount
of sharing is in News / Information (26%). Other rates are Service / Product Promotion (22%), Out-
of-Organization Content (22%), Social Responsibility (15%) and Sponsorship (7%). The smallest
amount of sharings are seen in Special Day Content (4%) and Survey Application (4%), with the
same rates.

Instagram: The analysis revealed that the shares met 5 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (39%) and the second largest amount of sharing is in
Special Day Content (26%). News / Information (14%) and Social Responsibility (14%) have the
same rates. The smallest amount of sharing is seen in Out-of-Organization Content (7%).

YouTube: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Out-of-Organization Content (46%). Other rates are News / Information (27%) and
Special Day Content (18%). The smallest amount of sharing is seen in Social Responsibility (9%).

Radisson Hotels

Findings regarding Radisson Hotels are presented in Table 15. When the table is evaluated in
general, the contents related to "Sponsorship, Special Day Content, Survey Application, Artistic
Content, Sports Activity" were not shared on all four social media channels. X (Twitter) is the most
passive social media channel in terms of content sharing.

Facebook: The analysis revealed that the shares met just 1 of the selected criteria with 3 sharings
about Service / Product Promotion (100%).

X (Twitter): The analysis revealed that the shares met none of the selected criteria. The hotel's most
recent X (Twitter) post is from 2023.

Instagram: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (72%). The smallest amount of sharings are seen in
Discount / Campaign (14%) and Out-of-Organization Content (14%), with the same rates (Table
15).
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Table 15. Radisson Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

L Facebook X (Twitter) Instagram YouTube
Criteria

Sharing % Sharing % Sharing % Sharing %
News / Information - - - - - - 2 15
Service / Product 3 100 i i 5 7 10 77
Promotion
Social Responsibility ) ) . . ) ) 1 8
Sponsorship ) ) ) ) ) ) ) )
Special Day Content - - - - - - - -
Discount / Campaign - - - - 1 14 - -
Out-of-Organization - - - - 1 14 - -
Content
Survey Application ) ) ) ) ) . ) -
Artistic Content ) ) ) ) ) ) ) -
Sports Activity ) ) ) . ) ) ) -
TOTAL 3 100 - - 7 100 13 100

YouTube: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (77%) and the second largest amount of sharing is News /
Information (15%). The smallest amount of sharing is seen in Social Responsibility (8%).

InterContinental Hotels Group (IHG)

Findings regarding InterContinental Hotels Group (IHG) are presented in Table 16. When the table
is evaluated in general, the contents related to " Social Responsibility, Discount / Campaign, Survey
Application" were not shared on all four social media channels. X (Twitter) is the most passive
social media channel in terms of content sharing.

Table 16. InterContinental Hotels Group (IHG) Facebook, X (Twitter), Instagram, YouTube Sharing Content

L Facebook X (Twitter) Instagram YouTube
Criteria

Sharing % Sharing % Sharing % Sharing %
News / Information 2 9 - - 2 5 - -
Service / Product 19 37 i i 24 60 4 100
Promotion
Social Responsibility - - - - - - -
Sponsorship - - - - 1 3 - -
Special Day Content 1 4 - - 1 3 - _
Discount / Campaign - - - - - - - -
Out-of-Organization ) ) ) _ ] 20 i )
Content
Survey Application - - - - - - - -
Artistic Content - - - - 3 6 - -
Sports Activity - - - - 1 3 - -
TOTAL 22 100 - - 40 100 4 100

Facebook: The analysis revealed that the shares met 3 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (87%). News / Information (9%) has the second largest
amount of sharing. The smallest amount of sharing is seen in Special Day Content (4%).

X (Twitter): The analysis revealed that the shares met none of the selected criteria. This is because
the page is not active. During the research process, when logging into the X account of the hotel, it
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is stated on the page that the account is temporarily inactive. In addition, this page directs users to
their official web pages and Instagram accounts to get information about the hotel.

Instagram: The analysis revealed that the shares met 7 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (60%) and the second largest amount of sharing is Out-of-
Organization Content (20%). Other rates are Artistic Content (6%) and News / Information (5%).
The smallest amount of sharings are seen in Sponsorship (3%), Special Day Content (3%) and
Sports Activity (3%), with the same rates.

YouTube: The analysis revealed that the shares met just 1 of the selected criteria with 4 sharings
about Service / Product Promotion (100%).

Marriott Hotels

Findings regarding Marriott Hotels are presented in Table 17. When the table is evaluated in
general, the contents related to "Discount / Campaign, Survey Application, Artistic Content" were
not shared on all four social media channels. The hotel has at least one post on all social media
channels.

Table 17. Marriott Hotels Facebook, X (Twitter), Instagram, YouTube Sharing Content

Facebook X (Twitter) Instagram YouTube
Criteria

Sharing % Sharing % Sharing % Sharing %
News / Information - - 8 23 - - - -
Service / Product Promotion 16 94 11 31 17 95 19 68
Social Responsibility - - 11 31 - - 2 7
Sponsorship - - 2 6 - - - -
Special Day Content - - 3 9 - - - -
Discount / Campaign - - - - - - -
Out-of-Organization Content - - - - - - 1 4
Survey Application - - - - - - - -
Artistic Content - - - - - - - -
Sports Activity 1 6 - - 1 5 6 21
TOTAL 17 100 35 100 18 100 28 100

Facebook: The analysis revealed that the shares met 2 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (94%) and the smallest amount of sharing is seen in
Sports Activity (6%).

X (Twitter): The analysis revealed that the shares met 5 of the selected criteria. The largest amount
of sharings are in Service / Product Promotion (31%) and Social Responsibility (31%), with the
same rates. Other rates are News / Information (23%) and Special Day Content (9%). The smallest
amount of sharing is seen in Sponsorship (6%).

Instagram: The analysis revealed that the shares met 2 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (95%) and the smallest amount of sharing is seen in
Sports Activity (5%).

YouTube: The analysis revealed that the shares met 4 of the selected criteria. The largest amount of
sharing is in Service / Product Promotion (68%). Other rates are Sports Activity (21%) and Social
Responsibility (7%). The smallest amount of sharing is seen in Out-of-Organization Content (4%).
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CONCLUSION

In the developing and changing modern world, the development of technology and its being at the
center of life has started a new era in marketing communication. Marketing activities can continue
to be active in marketing communication with IMC. Customer orientation, reaching customers,
promotion and advertising are important functions in IMC. The execution of these functions
through social media channels is realized under MIMC conditions. In this study, the activity levels
of hotel businesses regarding social media channels and their activities within the same time period
are compared and analyzed.

When the results are evaluated in general, the most effective MIMC tools used by national hotels
are Facebook and Instagram. The most effective MIMC tools used by international hotels are
Facebook, Instagram and YouTube. X (Twitter) is the least preferred IMC tool among all hotels
compared to other social media channels. According to the findings, it can be said that the active
use of social media is more common in international hotels. When the social media channels used
by hotels in the literature are analyzed, it is found that Facebook is the most preferred
communication channel and X (Twitter) is the least preferred communication channel in Yilmaz's
(2019) study. A similar finding was found in Kiligarslan & Albayrak's (2022) study in which they
examined the social media of hotels in five destinations in Europe. These findings are also
supported by Cinnioglu & Boz's (2015) study in which they examined the Facebook pages of hotels
in Canakkale. According to this study, it was concluded that hotel businesses generally have only
basic information on their pages and do not use their Facebook pages effectively. When the top 10
(ten) websites visited worldwide between September 1 and October 30, 2023 are examined, it is
seen that YouTube ranks 2nd, Facebook ranks 3rd, X ranks 7th and Instagram ranks 8th. In this
context, it can be said that the social media usage preferences of hotels are in line with social media
usage trends (Wearesocial, 2024).

Considering the dates of the first use of Facebook accounts, the number of followers and likes, it
was determined that the high or low number of followers and likes of both national and
international hotels was not related to the time period when the social media account was opened. It
is thought that the high number of followers and likes may be related to the fact that hotels actively
share posts on their Facebook accounts to provide IMC (Eryilmaz & Zengin, 2014; Leung &
Baloglu, 2015; Cinnioglu & Boz, 2015). It can be said that the research findings obtained after
examining the content sharing criteria support this idea. It was observed that hotels with high rates
in terms of content sharing criteria related to IMC also had high numbers of followers and likes.
This indicates that effective and active sharing is important in terms of increasing the number of
followers and likes. Otherwise, it is clear that hotels will not be able to manage their social media
marketing efforts sustainably (Chan & Denizci Guillet, 2011).

It can be said that the majority of national hotels actively use social media channel X (Twitter) (Sari
et al.,, 2022; Wen et al., 2016; Bonsoén et al., 2016). Most hotels have significant numbers of
followers and tweet shares. However, it was observed that this was again not related to the account
opening dates. When the content sharing criteria of national hotels for IMC are analyzed, it is seen
that Dedeman Hotels has the highest number and variety of shares. It was observed that there was
no parallelism between the date of opening an X (Twitter) account and the number of followers-
tweets and content sharing criteria of international hotels. It was also found that the international
hotel that shared the most content for IMC criteria was Marriott Hotels, which also had the highest
number of followers. However, there are hotels with a high number of tweets but no posts on
content criteria. On the contrary, there is also a hotel (Accor Hotels) that created its X account the
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latest, ranked last in terms of the number of tweets, but has a high number of followers and a high
number and variety of content criteria sharing. According to these results, the effectiveness of IMC
activities on X may be related to the high number of followers, the number of tweets and the
simultaneous high number of content for IMC criteria. At the same time, it is thought that the
frequency and diversity of the posts made for IMC activities may also play a role in the number of
followers.

When the Instagram accounts of national hotels are analyzed, it is determined that Dedeman Hotels,
which has the highest number of followers and posts, also has the highest level of posts regarding
content criteria. However, the number of posts and content criteria posts of other national hotels are
also quite high. According to this result, it can be said that national hotels actively use their
Instagram accounts as a MIMC tool. It was also observed that international hotels mostly use
Instagram account actively. The studies of Asanbekova & Maksudunov (2018) and Bayram et al.
(2016) also support this finding. According to the findings, it was determined that there are hotels
with a high number of posts and low content sharing for IMC criteria. At the same time, it was also
determined that there are hotels with a high number of followers and high content sharing regarding
the criteria. Accordingly, it is once again observed that content sharing within the scope of
integrated marketing communication plays a greater role in the number of followers. When this
situation is evaluated in general, it can be said that there is a parallelism between the number of
shares and followers on the social media channel and the number of content shared for MIMC.

YouTube is the least preferred and least effectively used MIMC tool by national hotels (Aydin,
2012). Hotels' YouTube social media accounts vary in terms of the most shares, the highest number
of followers, or the number of views or shares. However, it is seen that hotels remain passive in
terms of content sharing criteria. Even the hotels that shared the most content on MIMC (Anemon
Hotels and Divan Hotels) shared a maximum of two posts. It is observed that national hotels lag
behind in the effective use of this social media channel. Therefore, national chain hotels are
recommended to use all social media channels simultaneously and effectively for integrated
marketing communication. When international hotels are analyzed, the number of followers, shares
and views varies as in national hotels. However, it was determined that international hotels use
YouTube more effectively in terms of content sharing. Most of the hotels significantly shared
content according to criteria. The content sharing criteria of the hotels vary within themselves. As a
result, it can be said that there is a parallelism between the high number of posts and content sharing
criteria. Accordingly, as long as hotels are active in terms of content sharing, it may be possible to
track their performance through the number of followers and views.

When the content sharing criteria of national chain hotels for IMC are analyzed, Service/Product
Promotion was shared the most. News / Information (posts are related to the award news received
by all hotels), Social Responsibility and Special Day Content, respectively. Similar results were
obtained in the study of Sari et al. (2022). Accordingly, it can be said that national hotels focus only
on certain criteria in the MIMC process and remain more passive about other content. It should not
be ignored that content diversification has important feedbacks (service quality, profitability, etc.)
in an effective marketing communication process (Hacioglu & Ilban, 2008). When the content
shares of international hotels are analyzed, it can be said that only Hilton Hotels shows diversity in
terms of both social media channel usage and content criteria for MICM compared to all the hotels
analyzed. The hotel has at least one social media channel post on Survey Application, Artistic
Content and Sports Activity. The main MICM content criteria shared by international hotels include
product promotion, information/news sharing, social responsibility, special day celebrations and
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external content. Accordingly, it is recommended that national hotels should also diversify their
content criteria sharing for an effective MICM. The more important it is to be simultaneously active
on social media channels, the more important it is to diversify the content shared on social media
channels. All of these elements can be considered as part of the IMC process.

Based on the results of the study, hotel businesses should use social media channels up to date for
the activity of IMC activities. This is important for MIMC conditions. At the same time, businesses
should meet the criteria holistically. In this way, marketing activities will reach their goals more
quickly. Both national and international hotel chains should adapt all social media tools for
international marketing. This is important to reach more users or customers.

The content evaluation part of the study was limited to four social media channels. It is
recommended that a similar study be conducted for other social media channels in future research.
The content of each social media channel can be analyzed separately for a single hotel. In certain
periods, the hotels in this study can be similarly analyzed. Then it can be compared with the results
of this study. In this way, it can be followed whether the businesses are currently developing their
marketing activities.
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Ozet

Bu ¢alismada, literatiir taramasi yolu ile gastronomi ve anarsizmin yonetim ve yenilik¢ilik yaklagimlarinda
bir benzerlik olup olmadiginin ortaya konulmasi amaglanmaktadir. Bdylece gastronominin yenilik¢ilik
acisindan kendi iginde ne kadar anarsist oldugu konusunda bir degerlendirme yapilabilecegi
disiiniilmektedir. Literatiir taramasi sonucunda gastronomi ve anarsist diisiince konusunda elde edilen
bulgulara gore, her iki tarafin da siirekli bir devinim ve yenilenme iginde oldugu degerlendirilmektedir. Elde
edilen bilgiler gbz 6niinde bulunduruldugunda yonetim anlayisi agisindan anarsi ve gastronomi taban tabana
zittir. Bununla birlikte, yeniligin ve gelismenin istendigi her sistemde anarsinin gerekli bir unsur oldugu ve
gastronominin de bundan bagimsiz olmadig1r degerlendirilmektedir. Bu nedenle de “yenilik¢ilik agisindan
gastronomi dogas1 geregi anarsisttir!” degerlendirmesinin yapilabilecegi diistiniilmektedir.
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JEL Kodu/Code: L83

An Evaluation on the Relationship between Gastronomy, an Interdisciplinary Field, and Anarchism in
Terms of Innovation

Abstract

In this study, it is aimed to reveal whether there is a similarity in the innovation and management approaches
of gastronomy and anarchism through a literature review. Thus, it is thought that an evaluation can be made
about how anarchist gastronomy is in terms of innovation. According to the findings obtained from the
literature review on gastronomy and anarchist thought, it is evaluated that both sides are in constant motion
and renewal. Considering the information obtained, anarchy and gastronomy are diametrically opposed in
terms of management approach. However, it is considered that anarchy is a necessary element in any system
where innovation and development are desired and gastronomy is not independent from this. For this reason,
it is thought that it can be claimed that in terms of innovation, gastronomy is anarchist by nature!.
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1. GIRIS

Gastronomi sosyal bilimler ve fen bilimlerinin tamami ile iliski i¢inde olan disiplinler arasi bir
bilim dali olarak kabul edilmektedir (Hegarty, 2011; Jeou-Shyan & Lee, 2010). Felsefe de
gastronominin ¢aligma alanina giren énemli bilim dallarindan biridir. Her iki alanin da ¢ok sayida
alt dala sahip olmasi ve tamamini incelemenin bir makalenin siirlarin1 asacagi agiktir. Bu nedenle,
bu calisma gastronominin, felsefi bir akim olan anarsizm ile yonetim ve yenilikgilik agisindan nasil
bir iliskisi oldugunu degerlendirmeyi amaglamaktadir. Bu amagla literatiir taramasi1 yapilmis ve
yenilik¢ilik konusuna bakis acgilarinda aralarinda bir benzerlik olup olmadigi ortaya konulmaya
calisilmigtir. Calismada oncelikle anargizm ile ilgili tanimlara ve bu akimin savlarina yer verilmistir.
Bir sonraki boliimde anarsizmin temel 6zellikleri ile gastronomi alanindaki uygulamalar arasindaki
benzerlikler ve farkliliklar ortaya konulmaya ¢alisilmistir. Endiistriyel iiretim, fast food, slow food,
punk food, grande cuisine, neuvelle cuisine, modernist mutfak ve fine dining yaklasimlar: sirastyla
islenmistir. Arastirma kapsaminda yiiriitiilen literatiir taramasinda, daha ©nce bu alandaki
benzerlikleri inceleyen bir ¢caligmaya rastlanmamaistir.

Insanlik tarihi boyunca yasanan gelismeler birbiriyle baglantili olarak meydana gelmistir.
Medeniyetlerin elde ettigi ve birbirine de aktarilan bilgi hazinesinin artmasinin felsefenin
dogusunda etkili olmas1 (Aslan, 2006); savaslarin tip, gida ve makine teknolojileri alaninda
gelismeleri beraberinde getirmesi (Onaran, 2015); halkin tepkisine neden olan yonetim alanindaki
yanlislarin ve adaletsizliklerin veya dogustan gelen haklarin farkli yonetim sekillerine neden olmasi
(Machiavelli, 2021); aym1 cografyada tarih boyunca yasamis toplumlardan kalan miras ile
konargdger veya yerlesik hayat sekillerinin yemek kiiltiiriinii sekillendirmesi (Giiney, 2021);
hastaliklarin biyoloji ve genetik bilimi alanlarinda gelismeleri hizlandirmasi gibi 6rnekler bu
baglantilar1 ortaya koymaktadir. Gérece yeni bir alan olarak kabul goren gastronomi biliminin diger
bilim dallariyla iliskisinin ortaya konulmasinin, gastronomi kavraminin daha iyi anlasilabilmesi ve
yeni disiplinler arasi caligmalarin ortaya konulmasmi saglamasi agisindan 6nemli oldugu
diisiiniilmektedir. Bu ¢alismalar sayesinde, gastronominin; siyaset, din, felsefe, cografya, tarih,
ekonomi, fizik, kimya ve biyoloji basta olmak iizere tiim alanlarla ortak noktalari ortaya
konulabilecektir. Konuya yeni bir bakis acist getirmeye ¢alismasi nedeniyle, bu aragtirmanin hem
felsefe hem de gastronomi literatiirii icin 6nemli bir baslangi¢ noktasi olacagi degerlendirilmektedir.

2. KAVRAMSAL CERCEVE

2.1. Anarsinin Tanim

“Kelime kokeni itibariyle eski Yunanca’da olumsuzluk bildiren -an 6neki ile kral, yonetici gii¢
anlamina gelen arche kelimelerinin birlesmesinden meydana gelen anarsi terimi, yoneticisi olmayan
toplum yapisin1 tanimlamak icin kullanilmaktadir” (Cevizei, 1999: 51-54). Anarsizm, hiikiimetin
hem zararli hem de gereksiz oldugu inancina dayanan doktrinler ve tutumlar kiimesi olarak da
tanimlanmaktadir. Bu bakis acisiyla anarsizm, insanlar tarafindan olusturulan her biiytiklikteki
grupta goriilen otoriteye karst meydana gelmis bir tepki niteligindedir (Encyclopaedia Britannica,
2022; Cuhadar, 2013).

Anarsizm; “Hiikumet kontroliiniin yoklugunun sonucu olan politik ve toplumsal diizensizlik,
kargasa hali; hiikiimetsiz kalan veya siyasi iktidarin ¢ikarlar1 farkli hatta karsit olan siyasal,
ekonomik ve toplumsal giicler arasinda kendisinden beklenen uzlastirma goérevini artik yerine
getiremedigi bir toplumun siyasi durumu. 2- Kimi disiplinlerde, 6rnegin bilimde birbirlerinden ¢ok
farkli, hatta karsit ilkelerin varolusuyla belirlenen asir1 cogulculuk hali.” olarak tanimlanmaktadir.
Anarsist bilim anlayisini ortaya atan Paul Feyerabend’e gore her sey miimkiindiir ve olgular ancak
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secenekler yardimiyla ortaya c¢ikarilabilir, hakikate ise, yalnizca altenatif teorilerin ¢arpigsmasiyla
ulagilabilir. Bu goriis; sirasityla metodolojik, teorik ve disipliner bir ¢ogulculugu savunmaktadir”
(Cevizci, 1999).

Anarsizmin yanlis anlatilmis, siyasi otoriteler tarafindan ¢ogu zaman kasitl olarak yanlis tanitilmis
ve kotii propagandast yapilmis bir kavram oldugu diisiiniilmektedir. Toplumlarda din, felsefe,
siyaset ve sosyoloji alanlarinda oldugu gibi anarsist felsefenin de asir1 uglar1 bulunmakla birlikte,
anarsizmin insan dogasinin iyiligine inanan bir akim oldugu vurgulanmaktadir. Bununla birlikte,
toplumlarin bir yoneticiye ihtiyact olmadigi ve insanlarin kendi basina birakildiginda toplumu baris
ve huzur i¢inde siirdiirmenin yolunu bulacagi 6ne siiriilmektedir (Cuhadar, 2013; Walter, 2002: 4;
Woodcock, 2001; Woodcock et al. 2022).

Gastronomi alaninda da anarsist felsefede de yonetim anlayisina yonelik farkli yaklagimlar
bulunmaktadir. Anarsistler su soruyu sormaktadirlar: “Eger tiim insanlar bagkalar1 tarafindan
yonetilmeleri gerekecek kadar kotiiyse, herhangi bir insan bagkalarin1 yonetecek kadar nasil iyi
olabilir?” (Walter, 2002: 4). Ayrica, yeteri kadar incelendiginde, yenilik¢i ortamlarin temelinde
anarsizm oldugu kolaylikla anlasilmaktadir. Yonetim anlayisi agisindan bakildiginda anarsi ve
gastronomi taban tabana zit bir anlayisa sahiptir. Gliniimiiz profesyonel mutfak ortaminda
Escoffier’in 1800’1l yillarin sonlarna dogru askeri hiyerarsiyi model alarak gelistirdigi ve brigade
olarak adlandirilan ¢ok ydneticili hiyerarsik bir diizen uygulanmaktadir. Uretim asamasinda
iistlerine ve verilen talimatlara kosulsuz bir itaat s6z konusudur. Gastronomi alaninda faaliyet
gosteren yiyecek-icecek isletmelerinde gorev alan ascilar tecriibe ve uzmanlik derecelerine gore
hiyerarsik diizende siniflandirilmaktadir (C.I.A., 2008). Bununla birlikte gastronomi hi¢bir zaman
tek bir bilim dali, fikir veya akima bagli olmayan, siirekli degisen ve gelisen bir bilim dalidir
(Giiney, 2021). Yenilik¢ilik gastronominin en vazgecilmez unsurudur ve bu yenilikg¢iligin temelinde
ise yiyecek ve igeceklerin iiretilmesinden tiiketilmesine kadar gecgen siirecteki yaklasimlar
yatmaktadir.

2.2. Anarsistin Tanim

[k anarsistlerin on yedinci ve on sekizinci yiizyil Ingiliz ve Fransiz devrimlerinde kaos veya
karigiklik anlaminda anarsi istedikleri ileri siiriilen insanlar oldugu kabul edilmektedir. Anarsistler
hiikliimetsiz bir toplumun kaosa siiriikleneceginin aksine; kendiliginden olusacak diizenin, iginde
bulundugumuz toplumdan daha iyi olacagina inanan bireylerdir. Tarih boyunca onlar1 yonetenlere
kars1 isyan eden kisi ve gruplar arasinda anarsiye dogru bir egilim goriilmektedir. Anarsinin teorik
fikrinin de ¢ok eski oldugu, hiikiimetsiz ge¢gmis bir altin ¢agin taniminin antik Cin, Hindistan, Misr,
Mezopotamya, Yunanistan ve Roma'nin dénemi diisiiniirlerinde de bulunabilecegi belirtilmektedir.
Ayni sekilde sayisiz dini ve siyasi yazar ile toplulugun diisiincesinde hiikiimetsiz bir gelecek
itopyasi arzusu bulunmaktadir (Godwin, 1793; Ugur, 2010; Walter, 2002: 4-29).

19. ylizyilda ortaya ¢ikan anarsizm felsefesine gore bir toplumun yoneticiler olmadan da diizenli bir
yapiya sahip olmast miimkiindiir. Bu anlayisi benimseyen ve bu ideale inanan bireyler anarsist
olarak anilmaktadirlar (Cevizci, 1999: 51-54). Anarsistler sadece yonetimin olmamasinin kaos
yaratacagina inanmayan Kkisiler degil, bununla birlikte yOnetimlerden arindirilmis bir toplum
yapisinin su anda i¢inde yasadigimiz toplumlardan ¢ok daha iyi olacagina inanan kisilerdir (Walter,
2002: 27).
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2.3. Anarsist Diisiince

Anarsistlerin yaptig1 ilk seyin diisiinmek ve konusmak oldugu, diinyaya kars1 yepyeni bir bakis agisi
gelistirmesi gerektigi belirtilmektedir. Bazi anarsistler fikir ve eylemlerini kendi yasamlariyla sinirlt
tutmaktadirlar; ama birgogu, diger insanlar1 da etkilemek i¢in daha ileri gitmeyi tercih
etmektedirler. Ama gergek bir etki yaratmak i¢in diger anarsistlerle veya baska siyasi gruplarla daha
kalic1 bir temelde ¢alismak gerekmektedir. Bu, propagandaya ve son olarak eyleme yol agan
organizasyonun baglangicidir (Walter, 2002; Stirner, 1910; Cevizci, 1999: 51-54).

Yemek bir haktir, ayricalik degildir (Food Not Bombs slogani, Fessenden, 2017: 27). Food Not
Bombs (FNB), anarsist mantiktan yararlanan, tamamen goniillillerden olusan, uluslararas: ve etkisi
yaygin bir hareket olmasi sebebiyle, cagdas anarsist protestolar1 anlamak icin kullanilabilecek
uygun bir gruptur. Yerel ve kiiresel olarak FNB gruplari, 1992'deki ilk uluslararasi konferansinda
kabul edilen bu ii¢ temel ilkeye baglidir:

e (Gida, vegan veya vejetaryen, hicbir kisitlama olmadan, herkes i¢in ve her zaman iicretsiz
olmalidir.

e FNB grubunun resmi bir lideri veya karargahi yoktur, her grup 6zerktir ve uzlasma siirecini
kullanarak kararlar verir.

e FNB siddet icermeyen sosyal degisim i¢in ¢alisir (McHenry 2012: 17; Fessenden, 2017: 16).

FNB 1970'lerin Amerika Birlesik Devletleri'ndeki 6zellikle niikleer karsiti siddet icermeyen
dogrudan eylemden ortaya ¢ikmistir (McHenry 2012: 97-98). "Dogrudan eylem hareketinin amact
sadece siyasi ve ekonomik yapilart doniistiirmek degil, esitlik¢ilik ve siddet karsiti degerlerini bir
biitiin olarak toplumsal iliskilerin temeline getirmek olan kiiltiirel bir devrimdir” (Epstein, 1991:
16). FNB o6ncelikle dogrudan bir eylem projesidir. Diinya ¢apinda, 6zerk FNB gruplari a¢ insanlara
diizenli olarak yiyecek servisi yapmaktadir; bunu, insanlarin agligi devam ederken savasi finanse
etmek i¢in kaynak ayrilmasimmi protesto etmek icin yapmaktadirlar. 1980'de Cambridge,
Massachusetts'teki kurulusundan bu yana, FNB 500'den fazla 6zerk grupla diinya c¢apinda
yayilmistir (Fessenden, 2017; Food not Bombs, 2021).

2.4. Endiistriyel tarim, Fast food, Slow food, Punk food

Birinci Diinya Savasi’ndan hemen sonra, 1927 yilinda diinya niifusu yaklasik 2 milyardir. 1999’a
gelindiginde ise niifus 6 milyara, 2011°de 7 milyara ve 2022 tahminlerine gore de 8 milyar civarina
ulasmis, Birlesmis Milletler Niifus Fonu’na gore de 2023 itibartyla 8 milyar1 gegmistir (UN-DESA,
2022; TUIK, 2022; Celiker, 2023). Bilinen yazili tarihin neredeyse 6 bin yillik béliimiinde 2 milyar
olan insan niifusu son 100 yilda dort kat artmis ve bu artisin ¢ogu son 30 yilda yaganmistir. Hizla
artan niifusun beslenebilmesi i¢in liretimin yeniden sekillendirilmesi bir gereklilik olarak ortaya
¢ikmustr.

Bugiin bildigimiz sekliyle endiistriyel tarim, 1940’11 yillarda baslayan Yesil Devrim ile baglamistir.
1940-1960 arasinda tarimsal iiretimde gerceklesen biiylik artis Rockefeller ve Ford Vakiflar
tarafindan finanse edilen calismalarin bir sonucudur. Yesil Devrim, tarimin kiiresel capta
degismesine neden olmustur. Bugday ve misirda 1940-1970 arasinda verimlilik iki kat artmistir ve
daha diisiik maliyetli gida iiretimi miimkiin olmustur. Bu degisiklik tarimin artan niifusa ayak
uydurmasini saglamakla birlikte, biiylik sosyal ve ekolojik zorluklar1 da beraberinde getirmistir.
Bunlardan en 6nemlileri tarimin tekellesmesi ve biyolojik cesitliligin azalmasidir. 1940'tan 1997'ye
kadar ABD'deki ciftlik sayist %75, ciftlik sahiplerinin sayist da %50 azalirken, ayn1 donemde
ortalama ¢iftlik biiylikliigii ii¢ katina ¢ikmistir. 2000 yilina gelindiginde {iretimin arttig1, ancak {iriin
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cesidinin azaldigi goriilmiistiir. Boylece tarim sistemi daha iiretken ama ayni zamanda daha
homojen hale gelmis ve toprak kimyasallarla kirlenmistir. Endiistriyel tarimin sonuglar ile ilgili
yapilan ¢aligmalardan elde edilen bulgular, bu tarzda tarimin genellikle kirsal topluluklar i¢in daha
kiigiik olgekli aile temelli ciftliklere kiyasla daha kotii sosyoekonomik kosullara neden oldugunu
gostermektedir. Ozellikle geng niifus kirsaldan kente gd¢ etmektedir (Mcllvaine-Newsad vd., 2008).

Fast food (hizli yemek) kiiltiirii, kiiresel olarak hizla ¢ogalan kentsel niifusun artan ve degisen
beslenme ihtiyaglarina niceliksel bir cevap olarak ortaya ¢ikmistir. Bu konsept sadece hizli yemek
olarak anlasilmamalidir. Fast food, endiistriyel {iretimin arttig1 sanayilesmis bir toplumda gidalarin
seri Uretimi ve tedariki i¢in verimlilik odakli isleyen bir sistemdir (Usui, 2007). Bu ¢apta biiyiik ve
yogun lretim ise akillara her zaman gida giivenligi, gida kalitesi, lezzet, ¢evresel etkiler ve sosyal
sorunlar ile ilgili sorular akla getirmektedir (Mcllvaine-Newsad vd., 2008).

Buna karsilik Slow Food (Yavas Yemek) hareketi, 1986 yilinda ABD merkezli fast food
zincirlerinin Italya’da yayilmasina bir tepki olarak (Seyhanlioglu, 2021: 560), italyan gazeteci ve
sosyal aktivist Carlo Petrini'nin 6nderliginde Bra sehrinde baglamistir ve son yillarda artan bir ilgi
gormeye devam etmektedir. En basta tamamen fast food karsit1 bir hareket olarak algilansa da ve
hala bu karsitlik hareketin merkezindeki itici giiglerden biri olsa da, slow food gida iiretiminin
cevresel ve ekonomik etkilerine dikkat cekerek herkes icin iyi, temiz ve adil giday tesvik etmeyi
temel almaktadir. Slow food, kiiltiire, yerel yemek geleneklerine, ¢evresel sorunlara, iireticilerin
calisma kosullarina ve yoksullarin saglikli gidaya erisim gibi konulara odaklanmaktadir (Page,
2012). Ayn1 zamanda, geleneksel kiiciik isletmeleri fast food kiiltiiriiniin tehdidinden korumayi1
amaclamaktadir (Mirosa, 2009). Slow Food hareketi daha sonra Cittaslow (Yavas sehir) hareketine
yonelik atilan adimlarin temelini olusturmustur (Seyhanlioglu, 2021: 561)

Slow Food'un hedeflerinden biri siirdiiriilebilir, yerel gida iireticilerini benzer diislincelere sahip
ortaklardan olusan bir toplulukta bir araya getirerek giiclendirmektir. Bunu, Slow Food hareketinin
gelecegini 6gretmek, 6grenmek ve planlamak i¢in {ireticilerin akademisyenler, ascilar, tiiketiciler ve
ogrencilerle bir araya gelmesine olanak taniyan Terra Madre aglariyla basarmaktadirlar (Page,
2012). Bu etkinligin amaci, ge¢misin ve gelecegin koruyucular1 olan cift¢iler, cobanlar ve
balik¢ilar da dahil olmak iizere biyocesitliligi savunanlarin basarilarini takdir etmektir (Petrini &
Padovani, 2006).

Fast food ve slow food zittir: medeniyete kars1 kiiltiir, kiiresele kars1 yerel, niceliksel ¢6ziime kars1
niteliksel ¢oziim. Slow food, yerel tarimsal gida iiretimi ile yerel tiiketim arasindaki dongiisel
baglantiy1 insanlarm yasam diinyasina dayali olarak yeniden kurmay1 amaclamaktadir. Ozetlemek
gerekirse, slow food, esas olarak yerel diizeylerde konumlanan, ancak ag olusturmanin ulusal ve
kiiresel diizeylere dogru daha da gelistigi, daha kaliteli tarimsal gida iiretimini ve tiikketimini
hedefleyen alternatif bir toplumsal harekettir (Mcllvaine-Newsad vd., 2008). Karsit bir hareket
olmasina ragmen, yavas yemek Onciileri ¢cok uluslu sirketlere yonelik catisma sdylemlerinden
stratejik olarak kacinarak, fast food karsiti1 degil, bir alternatif olduklarini séylemektedirler (Mirosa,
2009). Ek olarak, yasam kalitesini, yerel ve kiiresel siirdiiriilebilirligin gelisimini ve biyolojik
cesitliligin  korunmasini, risk altinda olan geleneksel gidalarin zenginligine dair farkindalik
olusturarak fast fooda karsi bir direnis 6neriyorlar (Dumitru vd. 2016).

Osterie d 'Jtalia 2005 yilinda yayimlanan sayisinda slow food hareketinin muhalif statiisiine iliskin
degisikligi ortaya koyan bir yazida; “15 yil sonra... homojenlesmeye ve sofradaki kotii zevke karst
vaaz vermek i¢in hala buradayiz. Diirlist olmak gerekirse, rakiplerimiz o zamandan bu yana biraz
degisti. Nouvelle mutfag: 6ldii ve gomiildii... diger diisman, Amerikan tarzi fast food ise artik
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yasam destegine bagl ve tiim beslenme kotiiliiklerinin kaynagi olmakla suglandigi evinde bile
marjinallestirilmis durumda. Yine de bir diisman é6liirse, onun yerini baskast alir (Mirosa, 2009).”
denmektedir. Bu son cilimlenin gastronominin anarsist tarafini ortaya koyar nitelikte oldugu
diisiiniilmektedir; ¢iinkil yeni diismana yenilik¢i bir baska fikirle kars1 ¢ikilacaktir.

Endiistriyel tiiretime bir tepki olarak gelisen Punk mutfagi, yemegin devletlerin, irklarin,
cinsiyetlerin, ideolojilerin egemenligi ve bu sOylemlere karsi koyma pratigi igin bir kazan oldugu
sOylemi ile varhigimi ortaya koymaktadir. Gergekten de, Weiss'n (1996: 130) savundugu gibi,
"Yiyecegin bazi nitelikleri onu yabancilasmay1 tanimlamak i¢in en uygun arag haline getirir." Punk
mutfaginin teorisi ve pratigi, yemek pisirme siirecini insanlarin kendilerini hayvanlardan
farklilagtirarak kiiltiir ve medeniyeti meydana getirdikleri miikemmel bir arag olarak goren Claude
Levi-Strauss'un (1964) ¢alismalar1 araciligiyla bakildiginda netlik kazanir. Levi-Strauss'un ii¢ ayakl
gastronomi sistemi ¢ig, pismis ve ¢lirlimiis kategorilerini tiim insan mutfaklar1 i¢in temel kategoriler
olarak tamimlar. Bir¢cok punk, gida iiretme, doniistirme ve uygarlastirma siirecini doganin
tizerindeki insan egemenligi ve beyaz, erkek, kurumsal iistiinliikle iliskilendirir. Punklar, endiistriyel
gidanin bir insanin viicudunu kurumsal kapitalizmin ve emperyalizmin kurallari, gerekgeleri ve
ahlaki kirliligiyle doldurduguna inanirlar (Douglas 2003). Punklara gére endiistriyel gida iirtinleri
ogiitiilmiis, rafine edilmis, dogranmus, pisirilmis, paketlenmis, markalanmis ve bircok iletisim aract
yoluyla tanitilmigtir. Genellikle bir kez daha islenmek ve sonra diinya capinda bir kez daha
gonderilmek iizere {iretildikleri yerden farkli bir yere gonderilen malzemelerden olusurlar. Bu
durumda Levi Strauss'un perspektifinden punklar; endiistriyel yiyeceklerin olaganiistii islenmis
oldugunu diisiiniirler. Buna karsilik, tercihen daha ¢ig olan yani, vahsi, organik, kiiltiirsiiz durumuna
daha yakin yiyecekleri ararlar. Amerikan bakis agisiyla; punk'lar, cliriimiis ya da c¢alinmis
yiyeceklerin tadini ¢ikarirlar (Dylan, 2004).

Punklar endiistriyel {iriinlerin iiretimi i¢in olusturulan sistemi somiirgecilige benzetirler; clinkii
onlara gore palmiye yag1 ve sigir eti iiretimi gibi para getiren iirlinler i¢in tarim arazileri agmak
lizere yagmur ormanlar1 yok edilmektedir ve bu sirada da hem is¢giler hem de su kaynaklari
korunmasiz birakilarak yasakli pestisitler kullanilmaktadir (Watson 1991: 164; Crimethlnc.
Workers' Collective 2001: 122). Ayrica, punklar biiyiik 6lgekli hayvansal {iretimi yapan tarim
isletmelerinin tiim ekosistemleri yok ettigini iddia etmektedir. Punk gida, bir meta olarak gida
fetisizminden kurtulmaya calisir. Bu nedenle, ideal olarak markasiz iirlinler veya dogrudan
ciftcilerden satin alinan, kendi kendine yetistirilen veya daha az ticarilesmis yani bir ¢op
konteynerinden ¢alinmis veya geri kazanilmais tiriinleri tercih ederler (Dylan, 2004).

Bununla birlikte, endiistriyel iiretime kars1 gelisen punk mutfagi hareketinin elestiriye agik pek ¢ok
noktasi bulunmaktadir. Insanlar tarafindan ¢dpe atilmis ya da konteynerlerden ¢alinmis yiyeceklerin
giinliik kalori miktarinin biiyiik kismini olusturdugu bu yemek kiiltiiriiniin ne yapilabilirligi ne de
stirdiiriilebilirligi hem ahlaki hem de pratik yonlerden miimkiin gériinmemektedir. Her ne kadar
organik {iiretimden yana olsa da, hizla artan niifusu beslemek ic¢in yeterli kaynak yaratmak
olanaksizdir. Siyasi ag¢idan bakilacak olursa, anarsi felsefesinin toplum zihnindeki olumsuz algisi
nedeniyle, bu kiiltiiriin taraftar toplamas1 ve yayginlasmasi daha da zor goriinmektedir. Eger bu
akimin temsilcileri taraftar edinmek icin siyasete girecek olurlarsa, bunu ana fikirlerinden 6diin
vermeden yapmalari muhtemel goériinmemektedir. Bu nedenle Punk'lar, eger hareketlerine katilimi
onemli Olclide artirmay1 umuyorlarsa, statiikoya kars1 siyasi duruslarini yeniden gézden gegirmeleri
gerekmektedir.
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2.5. Grande Cuisine, Neuvelle Cuisine, Modernist Mutfak ve Fine Dining

Uluslararas1 mutfak literatiiriinde Grande Cuisine olarak bilinen liiks, zengin tatlarin tercih edildigi,
gorkemli ve sanatsal sunumlarin 6nemsendigi mutfagin onciisii olarak kabul edilen Marie Antoine
(Antonin) Caréme; mutfaga onciillerinden farkli bir bakis agisiyla yaklasmis ve temel soslar1 yazip
bliyiik organizasyonlarda sunum sekillerini daha gosterisli olacak sekilde gelistirerek, iceriden ve
disaridan sektore bakisi olumlu yonde degistirmistir. Kendisinden sonraki donemde 20. Yiizyil
baslarinda Auguste Escoffier yemek servisini basitlestiren, mevsimsel malzemelerin kullanimina
Onem veren ve mutfak organizasyonunu temel bir sablona oturtan ¢alismalar yaparak yayimlamistir.
Yayimladig: kitaplar uluslararast mutfagi da kokten degistirmistir (Myhrvold, 2019; C.LLA., 2018:
104-110).

1960’lara gelindiginde ise Fernand Point dnciiliiglinde baslayan, Paul Bocusse ve sonrasinda da Joel
Robuchon ile diinyaya yayilan Neuvelle Cuisine (Yeni Mutfak) anlayisi mutfagi bir kez daha kdkten
degistirmistir. Kendini ge¢misin kurallar1 tarafindan kisitlanmis gibi hisseden as¢ilarin baslattigi bu
mutfak akimi, Onciillerine gore daha az seker, nisasta, yag ve tuz igeren az kalorili ve saglikl
yemekler yaratmistir. Diger iilkelerin mutfaklarindan da iirtinler ve teknikler kullanilan bu akimda
temel amag; mevsiminde bulunan yiyeceklerin dogal tat, renk ve dokularin1 vurgulayabilmektir.
Bahsedilen tiim bu gelismeler; meniilerin olusturulmasi, hammaddenin tedariki, isletmelerin mimari
ve islevsel agilardan tasarlanmasi, personelin sec¢imi, catal ve bicagin se¢ilmesinden baslayarak
yemeklerin tabak sunumlarinin diizenlenmesi agsamasina kadar tiim siireclerde as¢ibasinin hiyerarsik
etkinligini artirmistir. Bununla birlikte, ascibasi yemeklerin tasarlanmasi siireclerinde astlarinin
uzmanligina ve fikirlerine de basvurmaktadir. Boylece yaratici siirecler birlikte yiiriitiilebilmektedir.

1988°de ise Nicolas Curti ve Herve This adli iki bilim insaninin mutfakta yiyeceklerin
dontistimlerinin arkasindaki fizik ve kimyay1 arastirmak i¢in yeni bir bilimsel disiplin yaratmasiyla
molekiiler gastronomi dogmustur (This, 2006). Molekiiler gastronomi, gida endiistrisinde yaygin
olan ara¢ ve teknolojinin restoran mutfagina getirilmesine yardimci olmustur (McHugh, 2003).
Molekiiler veya modernist mutfak olarak adlandirilan bu akim yemekle bilimi bir araya getirerek
misafirlerine farkli duyusal ve gorsel deneyimler yasatan Ferran Adria tarafindan mutfakta
uygulanmaya baglamistir. Meyve havyari, sicak dondurma ve kopiik soslar gibi bugiin tanik
oldugumuz hayali yiyecek kreasyonlari, bilimin yenilik¢i ve yaratict mutfak uygulamalardir
(McGee, 2004). Bu yaratici slireglerde asgilarin kimya, biyoloji, psikoloji, giizel sanatlar ve botanik
bilimlerine basvurmalar1 da gerekmektedir. Ferran Adria’nin meshur zeytin toplarini tasarlarken
kalsiyum laktat ve sodyum aljinat kullanmasi, donmus kaz cigeri ¢corbasinda biberiyenin kokusunun
hatiralar tizerindeki etkilerine bagvurmasi, domatesin icinden pektin ¢ikartmasi ve kaz cigerinden
bir yemegi {inlii Italyan tatlis1 olan tiramisu seklinde sunarak algilarla oynamasi bunlara rnek
olarak verilebilir. Fine dining restoran ag¢ibasilarinin i¢ mimari unsurlarinin se¢ciminde ve yemekle
sunumlarmin tasariminda iriinlerin renk ve sekillerinin insan zihnindeki etkilerini gz Oniinde
bulundurmasi ise hem giizel sanatlar hem de gastrofizigin konusudur (Spence, 2017).

Ascibasilarin, 20. ylizyilda mutfaklarin tesislerdeki Oneminin gelisimine, yeni tekniklerin
kullanilmasina, as¢ilarin toplumsal hayattaki nemlerinin artmasina verdikleri katkilarla, yarattiklar
mutfak akimlar ile diinyay1 etkilemeleriyle ve yemege sanatsal ve bilimsel yaklasimlariyla
tamamen anarsist bir tavir sergilediklerini sdylemek gerekir. Her zaman yeniyi, verimliyi, gelismeyi
aramig ve kemiklesmis yapilarin 6tesine bakarak yeniliklere onciiliik etmislerdir (Myhrvold, 2021;
C.LLA., 2018). Myhrvold’un cryoburger yemegi buna bir Ornektir. Sous vide (vakumlu pisirme)
yontemiyle diisiik 1sida pisirilen koftenin, istenilen kivama geldikten sonra kisa siireligine sivi
nitrojen ic¢ine atilmasi ve sonrasinda da derin yagda kizartilarak dis yiizeyde Maillard reaksiyonu
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sonucunda aromatik ve ¢itir bir katman elde edilmesiyle hazirlanan hamburger koftesi (Myhrvold,
2021). Bu yenilik¢i ve detayli bilimsel bilgi gerektiren yontem geleneksel uygulamalardan ¢ok
farklidir ve as¢1 agisindan kontrol edilebilir sonuglari vardir.

Ug Michelin yildizli Cellar con Roca adli restoranin internet sitesi kullanicilarin “Joan'in zithklar
dengesindeki ustaligimin Jordi'nin taze yaratict anarsisiyle tamamlandigi, keskinlikleri olmayan
sasirtict bir mutfaga hos geldiniz” mesajiyla karsilamaktadir. Igerigi siirekli degismekle birlikte
ortalama yirmi farkli {iriinden olusan anarsi isimli bir tath tabagi bulunmaktadir. Her ne kadar
diizensiz ve uyumsuz goriinse de, tatlinin bilesenleri incelendiginde tam bir uyum iginde oldugu
goriilmektedir. Restoranin yenilik¢i ve yaratic fikirlerinin arkasinda agagidaki sekilde verilen sema
onemli bir yer tutmaktadir. Buradan da anlasilabilecegi gibi anarsiden bir diizen yaratilmaktadir.
Celler con Roca’nin yemek tasarlama siireci diagrami Sekil 1°de verilmistir.
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Sekil 1. Celler con Roca yemek tasarlama siireci diagrami (Cellar con Roca, 2022)
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Sekil 2. Chocolate Anarchy (Cacao Barry, n.d.)
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Bir¢ok kez diinyanin en iyi restorani unvanini alan ve 2011 yilinda kapanan elBulli adli restoranin
ascibas1 Ferran Adria ile yapilan bir roportajda elBulli ruhunu; sihir, yenilige agiklik, yaraticilik ve
anarsizm olarak tanimlamaktadir (Clotmag, n.d.).

2010 yilinda diinyaca iinlii asc¢ibasi José Andrés tarafindan kurulan World Central Kitchen (WCK)
bugiin neredeyse diinyanin her yerindeki afet bolgelerinde ihtiyag¢ sahiplerine yemek pisirmektedir.
Jos¢ Andrés, topluluklar: ve ekonomileri giiclendirmek i¢in gidayi kullanacak bir organizasyon
ongordiik ve uzun yular boyunca temiz ocaklar girisimi, mutfak egitim programlarimiz ve sosyal
isbirligi girigimlerimiz araciligiyla inanilmaz bir etki yarattigimizi fark ettik. Ancak bir giin Porto
Riko'da ve diinyada felaket sonrasinda yemek servisi yapma c¢agrilarina cevap verecegimizi
bilmiyorduk ve hizli bir sekilde gidanin kriz zamanlarinda ve 6tesinde topluluklari iyilestirmek i¢in
giiclii bir ara¢ oldugunu 6grendik, demektedir (World Central Kitchen, 2021).

WCK, kriz zamanlarinda ve sonrasinda toplumlar1 beslemek ve ekonomileri giiclendirmek icin
gidanin giictinii kullanir. Felaket oldugunda, WCK'nin Sef Yardim Ekibi, yemek pisirmeye
baslamak ve ihtiyac sahibi insanlara yemek saglamak i¢in acilen 6n saflara seferber olmaktadirlar.
WCK son olarak Ukrayna-Rusya savasinda 100 milyon tabaktan fazla yemek saglamistir (World
Central Kitchen, 2022). Buna benzer bir diger girisim ise ii¢ Michelin yildizli Osteria Francescana
adli restoranin diinyaca taninan asgibasisi Massimo Bottura tarafindan yiiriitiilmektedir. Birlesmis
Milletler Cevre Programi iyi niyet el¢isi olan Bottura, tim malzemeler tam potansiyele gore
kullanilabilirse, yaratilan atik miktarinin azalacagim1i ve daha verimli bir sekilde alisveris
yapilacagin1 ve kendisinin de bu kiiresel utanci azaltmak i¢in miicadele edecegini belirtmektedir.
Herkesin gidalarin nereden geldigini sormaya ve anlamaya baslamasinin, gelecekte giday1 korumak
amaciyla yeni teknikler gelistirilmesi i¢in harekete gecilmesi gerektigini vurgulamaktadir. Bugiin
gida sistemimizdeki zorluklara neden olan uygulamalar ve tiiketim davraniglarini tekrarlamamaya
0zen gostermemiz gerektigini; yemek pisirme ve kendini besleme eyleminin sadece bir zevk sorunu
degil, etik bir se¢im haline gelmesi gerektigini sdylemektedir (Michelin Guide, 2018; UN
Environment Programme, 2020).

3. SONUC VE ONERILER

Gastronomi, yiyecek ve icecekle ilgili bir alan olmakla birlikte sadece yeme i¢gme eylemi ile sinirli
degildir. Gastronomi, yiyecek ve igeceklerin sanatsal ve bilimsel yanlari, tarihsel gelisimlerindeki,
kilttirler arasi etkilesimdeki, teknolojinin, ekonominin ve toplumun degisimindeki roliinii de
inceleyen ve en genis anlamda tiim bilim dallarin1 biinyesinde bulunduran disiplinler arasi bir bilim
dalidir. Bu tanimdan da anlasilabilecegi gibi gastronominin konusu insandir (Giiney, 2021: 1).

Aragtirmanin 6nceki boliimlerinde vurgulandigi gibi; anarsinin tanimi, iddialari, inandiklar,
yaptiklari, farkliliklar1 ve farkli gruplarin eylemlerinin hepsi diisiiniildiigiinde, yonetim anlayist
acisindan gastronomi ve anarsi taban tabana zittir. Bununla birlikte, gastronomi:

e Kiiresel capta piyasa oyuncular tarafindan dayatilan uygulamalara her zaman yeni bir sdylemle
yenilikgi ve karsi bir ¢6ziim sunmustur.

e Farkli bilimlerden, sanat ve zanaat dallarindan bir¢ok insanin katkistyla siirekli bir gelisme ve
yenilenme igerisindedir.

e Tarih boyunca kiiltiirleri etkilemis ve birbirleri arasinda etkilesim araci olmustur.

e Yiyecek ve icecek tedariki cogu zaman savaglarin ve iilkelerin yonetimlerini etkileyen sonuglar
yaratarak tarihi degistirmistir.

e Afet donemlerinde devletlerin veya kisilerin girisimleriyle dnemli bir ara¢ olarak barisa ve
dayanigsmaya katki saglamistir.
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e Aclik, ikim degisikligi, dogal afetler, savaslarin yikiciligi, besin kithigi, toplumlarin sagligi, insan
haklar1 gibi Onemli konulardaki sorunlara dikkat c¢ekmek icin wulusal ve uluslararasi
organizasyonlarda ana tema olarak kullanilmaktadir.

e Dogal olanin insan sagligr i¢in daha iyi oldugunu savunan asgilar, israf etmeden her iriinii
degerlendirmeyi ve lezzetli bir sekilde pisirmeyi amaclar. Bazi as¢ilar degisim ve gelisim i¢in anarsi
olmas1 gerektigine inanirlar.

e Her ne kadar mutfakta askeri bir sistemle calisilsa da, her grup (as¢1) i¢inde bulundugu veya
iliskili her sistemin daha 1yi islemesi i¢in kaliplarin disinda 6zgiirce diisiinerek yeni ve yaratici
fikirler gelistirmekte ve bunlarin uygulanmasi i¢in caligmakta serbesttir. Fikirlerin gelismesine izin
vermeyen sistemlerde ise, her grup ayrilarak kendi sistemini kurmakta 6zgiirdiir.

e Anarsistlerin bir kisminda oldugu gibi bazi asgilar bildiklerini ve diisiindiiklerini yagsam boyu
kendilerine saklasalar da, yaklasik son 50 yildir ¢cogu as¢1 kendi fikirlerini gerceklestirmek ve baska
insanlari etkilemek i¢in kendi isletmelerini agmaktadir.

e Bagkalarin1 etkilemeyi basaran ascilarin bir kismi bu etkiyi genisletmek ve diinya capina
yayabilmek icin farkli iilkelerde isletmeler agmaktadirlar. Bu ascilar kurduklari sivil toplum
orgiitleri yoluyla milyonlarca insana ulagabilmekte, hatta hiikiimet politikalarini etkilemeyi
basarabilmektedirler.

e Sisteme muhalif olma kavrami distiniildiigiinde, atesin kullanilmasinin 6grenilmesi ve
yemeklerin pisirilerek tiiketilmeye baslanmasi bile anarsist bir yaklagim olarak degerlendirilebilir.

Bu derleme c¢alismasinda literatiir taramasi yolu ile gastronomi ve anarsi konularinda bilgi
toplayarak; aralarinda yenilikgilik anlayis1 agisindan bir benzerlik olup olmadigini ortaya koymak
amaclanmistir. Boylece gastronominin kendi i¢inde ne kadar anarsist oldugu konusunda bir yargiya
varilabilecektir. Literatiir taramasi sonucunda gastronomi ve anarsist diislince ile ilgili elde edilen
bilgiler bir araya getirildiginde, yonetim anlayisi agisindan taban tabana zit olduklar1 goriilmiistiir.
Bununla birlikte, her iki tarafin da siirekli bir devinim ve yenilenme icginde oldugu
degerlendirilmektedir. Mutfaktaki gelismenin temel unsurlarindan birinin de insanoglu pisirmeyi
ogrendigi giinden beri ona yaraticilik yolunu acan anarsi oldugu diisiiniilmektedir. Ozellikle 19.
ylizyildan bu yana teknoloji alaninda meydana gelen gelismeler sayesinde, bu gelismenin hizi
katlanarak artmaktadir. Ascilar siirdiiriilebilirlik, gastro-turizm, iilke tanitimi, yeni {iriinlerin yeme
icme sektoriine katilmasi, yeni akimlarin baslatilmasi, diinyadaki acligin fark edilmesi, aclik ¢eken
tilkelere yardim edilmesi ve bilim ile gastronominin bir araya getirilmesi konusunda 6ncii roller
oynamaktadirlar. Yeniligin ve gelismenin istendigi her sistemde anarsi gerekli bir unsurdur ve
gastronomi de bundan bagimsiz degildir. Pisirmenin 6grenildigi giinden bu giine kadar, ilgi alani
icinde bulunan her bilim, sanat ve zanaat dalindaki merakli insanlarin yenilikgi fikirleri ve bunlari
uygulamaya cesaret edenler sayesinde gastronomi bugiin bulundugu noktaya gelmistir. Gastronomi
alaninda calisan hemen herkes az da olsa muhaliftir, ¢linkii bir noktada sistemin disinda diistinmek
ve neden? sorusunu sormak zorunda kalirlar. Farkinda olarak ya da olmayarak as¢ilar her zaman
anarsisttir. Sistemin daha iyi islemesi, aksakliklarin hizlica ¢6ziilmesi, bir isin yapilmasit miimkiin
goriinmeyen durumlarda bile sistemin disinda, sisteme karst diisinmek ve eyleme gegmek
zorundadirlar. Ayrica ascilar gliniimiizde diinyadaki aglik, ikim degisikligi, savaslarin yikiciligi,
dogal afetler, besin kithigi, toplumlarin sagligi, insan haklari gibi énemli konulardaki sorunlara
dikkat ¢ekmek icin Onemli bir gorev iistlenmislerdir. Sonu¢ olarak, yenilik¢ilik agisindan
gastronomi dogasi geregi anaryisttir! degerlendirmesi yapilabilir. Gastronominin, felsefe de dahil
olmak iizere diger bilim dallariyla bircok alanda yakin iligkisi bulunmaktadir. Biitiin ortak
noktalarin bir tek makalede islenebilmesi miimkiin gériinmemektedir. Bu nedenle bu calismada
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sadece yonetim ve yenilik¢ilik bagliklari ele alinmistir. Gelecekteki ¢alismalarda farkli bilim dallar
ile bunlarin alt dallarinin incelenmesinin gastronominin gelisiminin anlagilmasina ve literatiiriin
genislemesine dnemli katkilar sunacag diisiiniilmektedir.
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Ek-1
Semboller i¢inde yasadigimiz diinyay1 anlamak, toplumla 6zdeslesmek, bir fikri yaymak ve kisa

yoldan etkili bir sekilde anlatmak i¢in kullanilmaktadir (Palczewski et al., 2016). Literatiir
taramasinda daha Once yapilmis bir arastirmaya, logo veya sembole rastlanmayan gastro-anarsi

konusunu etkili bir sekilde anlatabilmek amaciyla bir logo tasarlanmistir. Gastro-anarsi logosu Sekil

~N
3
Il

Sekil 3. Gastro-Anarsi Logosu (Eren Giiney tarafindan bu ¢alisma i¢in tasarlanmistir)

1’de gosterilmistir.
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