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Introduction

The Impact of Tourists” Sensation Seeking in Space
Tourism on Their Expectation of Experience Within the
Postmodern Tourism Paradigm

Ovgii ACIKSOZLU'Y [lbey VAROL?

Abstract

Space tourism, within the post-modern tourism paradigm, emerges as an alternative tourism type in
line with new information about space. The aim of research is to determine the impact of potential
tourists' sensation seeking tendencies on their expectations of experiencing space tourism, which is
expected to be a frequent activity in the future. To achieve this objective, a quantitative research method
was used. The research was conducted on potential tourists living in Turkey. Data were collected
through an online survey from potential tourists reached by convenience sampling, a non-random
sampling method. This research is limited to the information obtained as a result of the resources
available after a literature review in the field. finding of the study is that sensation seeking decreases as
age increases. It is observed that individuals in younger age groups have a higher level of sensation
seeking. A positive linear relationship is observed between the dimension of sensation seeking and the
dependent variable of expectation of experience. The use of new technologies is often linked to hedonic
motivation. Tourists' sensation seeking trait significantly influences their expectation of experience in
space tourism. The study concludes that tourists' sensation seeking impacts their expectation of
experience in space tourism by 37%. Space tourism has emerged as a new and rising field in recent years.
The tendencies of potential tourists in this field can shape their future space experiences. In this sense,
this study, which has a unique research area, can also provide important information for the marketing
strategies to be developed by space tourism companies.

Keywords: Space Tourism, Postmodern Tourism, Sensation Seeking, Expectation of Experience

Jel Codes: M31, L10

Tourism is not a phenomenon that originates from people's physiological needs. Tourism movements
are more about characterizing a certain social behavior than being a vital activity. In this context,
tourism emerges when the social structure reaches a certain level. Therefore, it can be seen that there
have been a number of changes to the tourism paradigm throughout history. These changes occur as a
result of developments in civilizations and the evolution of social needs. While primitive societies only
had basic needs such as food, shelter and warmth, today a large number of human needs are
acknowledged. This has enabled the tourism movements to become a social need by spreading to lower
social classes without being monopolized by the aristocratic class and the rich (Istanbullu-Dinger, Can
and Inan). Changes in tourism paradigms are essentially associated with production. As production
was carried out as a direct response to demand, individual touristic products were dominant in the
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primitive ages. Improved methods of production powered by the technological developments as a
result of the Industrial Revolution provided an opportunity for the development of mass tourism
products rather than individual tourism products. As we approach today, tourism products have
become quite diverse, and types of alternative tourism that have become flexible within mass
production have emerged (Roney, 2002).

Another reason for the changes in the tourism paradigms is the changes in technology (Kozak and
Bahge, 2009). Numerous technological advancements, from the invention of the wheel to jet engines,
from the invention of language and writing to information and communication technology, have
brought about certain changes in the structure of tourism (Akoglan-Kozak, Evren and Cakir, 2013).
When the impact of the Industrial Revolution on these developments are considered, the technological
innovations provided by the current Industry 4.0 have brought changes in both tourism products and
tourist profiles. Three tourism paradigms have emerged in the historical process. These are the
premodern tourism paradigm, the modern tourism paradigm, and the postmodern tourism paradigm.

The premodern period encompasses a feudal era, where social life was shaped by nature and settled
agricultural societies were dominant (Roney, 2011). Touristic products were influenced by the
differences in class distinctions. In this period, when tourism awareness had not yet been formed, those
who were considered to be the upper class in society would generally have short trips for trade, religion
and health reasons (Akoglan-Kozak et al., 2013).

The modern period began with the Renaissance and the Reformation movements which were followed
by the Industrial Revolution, and continued with the French Revolution. Religion, the fundamental
concept of the premodern period, was relegated to a secondary role during this time while mankind,
science and reason was considered to be at the center of everything, paving the way for the domination
of a system of social values in Europe (Odabasi, 2012). These developments also led to some changes in
tourism (Roney, 2011). The advent of steam trains with the First Industrial Revolution expanded
transportation options, increasing the participation of the middle class in tourism activities. With the
Second Industrial Revolution, the Fordist perspective that emerged with the assembly lines introduced
by Henry Ford created more free time for people by increasing mass production. As a result, it can be
seen that tourism became more for the masses, leaving class differences aside (Al¢in, 2016; Xu vd., 2018).
However, in the 1980s, this trend reversed towards individualism again. Tourism went through another
transformation as the tendency towards alternative products and environmental awareness increased.
This period, referred to as the post-modern era, started when mass tourism could no longer meet the
diversifying consumer demands and consumers became more environmentally conscious, shifting
towards tourism products aimed at preserving nature. In this period, tourists, initially inclined towards
flexible mass products, later began turning to tourism products based on special interests (Uriely, 1997;
Urry, 2009). The dynamics the Fourth Industrial Revolution offer (artificial intelligence, augmented
reality, etc.) creates various tourism supplies, such as virtual tours and space tourism (Aciksozli and
Varol, 2022). Today, the changing social structure in the light of technological advancements and the
tourism that has been transforming accordingly are experiencing the postmodern tourism paradigm. In
this context, it is important to have a better understanding of the scope of the postmodern tourism
paradigm.

Conceptual framework
Postmodern Tourism Paradigm

Technological advancements, globalization and the subsequent spatial mobility of knowledge, money,
culture, and people, created a more homogeneous world. This period, referred to as postmodern, is the
period of computers, scientific knowledge, communication, advanced technology, and rapid change
resulting from these advancements (Sallan and Boybeyi, 1994). This change has been conceptualized the
“postmodern tourism paradigm” in the tourism industry (Istanbullu-Dinger et al., 2018; Akoglan-Kozak
et al., 2013). It is an approach based on the reality of the postmodern individual. Its main feature is the
rejection of any statement that is claimed to be true for all people (Shehade and Stylianou-Lambert,
2020). In this paradigm, an era started where the tourism industry creates new supplies in line with the
changing social patterns and needs, and where consumer focus is dominant. Individuals are now
moving away from the mass tourism of sea, sand and sun (3S) towards new, alternative types of
tourism. Additionally, a societal structure that values sustainability within the context of environmental
awareness has taken shape (1stanbullu—Dinger et al., 2018; Akoglan-Kozak et al., 2013).

The most distinctive feature of the postmodern society is individualism. The post-modern individual
moves away from envisioning themselves within a social hierarchy, from imitating the lifestyles and
consumption patterns of higher groups in the hierarchy, and instead, emphasizes their own differences.
The postmodern consumer, who expresses their desires differently from society and exhibits
individualistic buying behavior, wants to be both a producer of experience and a part of consumption
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(Sonmez and Karatas, 2010; Agaoglu and Altumisik, 2012). The diversity of tourist motivations,
experiences, and environments stands out as a key feature of postmodern tourism. (Dujmovic and
Vitasovic, 2015). Therefore, production-based tourism products based on individualism, hyperreality,
virtual reality and surreal experiences started to form within the framework of the post-modern tourism
paradigm (Akoglan-Kozak et al., 2013).

Tourists are free to choose between various types of holidays for different experiences. A tourist who
chooses to go to rainforests for eco-tourism one year might opt for a sea, sand and sun holiday the next
year (Kozak et al., 2013). Consequently, the diversity of tourism types expands to cater to the changing
and diversifying tourist profiles. Drawing from all this, the postmodern tourism paradigm is a hyper-
individualized tourism phenomenon with an emphasis on environmental sensitivity and sustainability,
a growing orientation towards hyperreality and virtual experiences, and an increase in the variety of
tourism along with trivialization of tourist typologies. Moreover, this paradigm represents an era that
utilizes technology at the highest level. The interest in extraordinary tourism types, such as space
tourism, is expected to increase in the future. While the number of people participating in space tourism
is still quite low, with the completion of projects by companies interested in space tourism,
advancements in technology, and the resolution of perceived risks, the space tourism, which is a
product of the postmodern tourism paradigm (Collins, 2004; Otto, 2009), is expected to become more
widespread.

Space Tourism

Space is defined as the region beyond the Earth's atmosphere (NASA, 2023). According to information
available on the website of the National Aeronautics and Space Administration (NASA), the imaginary
space boundary, called the Kdrman line, is defined as 100 kilometers above sea level. Beyond the
Kérman line, airplanes cannot fly effectively. Therefore, beyond this level, a spacecraft, rather than an
aircraft, is required. In light of this information, space can be explained as an outer region beyond Earth,
inaccessible by the sea, land, or air vehicles used within the Earth (Arisan, 2022).

NASA, built upon the National Advisory Committee for Aeronautics (NACA), which was the center
for U.S. civil aviation research and development, has been conducting manned and robotic space flight
operations since October 1, 1958. NASA, a world leader in space research, is an American civilian space
program. The organization's purpose is to collect information about Earth, the solar system, and other
planets for the benefit of humanity, and to explore space. It aims to make discoveries beneficial to life
on Earth by developing new space technologies and gaining more knowledge about the Moon and
Mars. Space explorations by NASA have strengthened people's dreams of one day traveling to space.
Three years after the launch of the first manned artificial satellite, in 1954, Thomas Cook began accepting
early payments for reservations for the first package tour to the Moon (Chang and Chern, 2016). Excited
by the idea of traveling to the Moon, over 1000 tourists registered for this tour. Thomas Cook guaranteed
the provision of tickets for commercial trips to the Moon at the earliest possible date (Aciksozli and
Varol, 2022; Eilingsfeld and Schaetzler, 2000). Unlike those times, today, space is more than just a
fantasy; it's a phenomenon, an attractive and elite destination (Crouch, 2001). In this context, space
tourism encompasses commercial activities under the umbrella of post-modern tourism, promising
tourists a space experience (Gtirsel, 2020).

To conduct space operations, the International Space Station (ISS) was established in 1998 through a
partnership involving 15 countries, including the USA, Russia, Japan, Canada, and the member
countries of the European Space Agency. The space station, which can accommodate up to eight
spacecrafts simultaneously, is controlled by more than 50 computers. Space shuttles sent to the space
station typically reach their destination approximately four hours after launching from Earth
(International Space Station, 2022). The first space tourist was the American businessman, Dennis Tito.
In 2001, Tito paid $20,000,000 to an American company called Space Adventures and spent
approximately 8 days at the International Space Station. In the period from the first space tourist being
sent to space in 2001 until 2010, space tourism activities were sporadic; some years there were no trips,
some years one, and some years two. However, no space tourism activities occurred between 2010 and
2021, as priority was given to trained astronauts. On September 15, 2021, SpaceX, founded by Elon
Musk, conducted a space journey in low Earth orbit (Arisan, 2022). The significance of this journey lies
in it being the first mission conducted around the Earth with an entirely civilian crew. The capsule,
which ascended to an orbit 150 kilometers higher than the International Space Station, approximately
575 kilometers above Earth, had four passengers. As they aimed to inspire others, they were called
Inspiration4. Although the capsule's control was automated from Earth during their 3-day space
journey, the passengers underwent approximately six months of training beforehand in case of
unexpected situations (SpaceX, 2021).

JTI1S (2024) 7(2): 51-65

53



Ovgii Agiksozlii and [lbey Varol

Space tourism is defined as a space journey conducted with a spacecraft for entertainment, pleasure,
sightseeing, exploration, and similar purposes (Arisan, 2022). Today, companies focused on space
tourism are working on routes to the International Space Station (ISS), Mars, and the Moon (Aciksozlii
and Varol, 2023). Space tourism has two types: orbital and suborbital. Orbital space tourism includes
trips above the Earth's orbit which is at around 400 kilometers of altitude. Tourists can experience a
zero-gravity environment with orbital space tourism. Trips to the International Space Station are
considered orbital space travel. Suborbital space tourism, on the other hand, offers an exciting short
experience and beautiful scenery with trips below Earth's orbit. Suborbital space tourists reach outer
space in 2.5 hours, with the total journey lasting about 5 hours. Touristic trips on the orbit not only take
long, but also are very expensive. In comparison, suborbital space tourism is more affordable compared
to orbital space tourism. The market for orbital space tourism consists of individuals with a high income
level (Kozhanazar, 2014; Define Space Tourism, 2022; Arisan, 2022).

As the COVID-19 pandemic highlighted the world's diminishing resources, deteriorating natural
environment, and population density, it strengthened the belief that the Earth can no longer sustain
such levels of industrial and human burden. Consequently, many people who once considered space
colonization as far-fetched, unnecessary, or impossible have begun to embrace the idea (Arisan, 2022).
In this context, companies involved in space ventures are proposing projects like establishing colonies,
creating villages, and building hotels. Almost all of these projects include activities aimed at tourists.
Blue Origin plans to send tourists to the Moon, and Orion Space aims to develop a space hotel project.
Chinese-based companies such as Xiaomi and OPEN Architecture have designed a living space
prototype for Mars with their Mars Case project. The Mars Case, designed as a portable structure, aims
for mobile living (Shang, 2018; Agiksozlii and Varol, 2022). The Academy of Launch Vehicle Technology
of the People’s Republic of China plans to conduct its first commercial flight in 2028. The academy
announced that they are designing spaceships that are similar to the US space shuttle but reusable, and
that the ships are planned to go 100 kilometers above the Earth with vertical launch and to land
horizontally like an airplane with the help of wings. This vehicle, capable of carrying up to 20 tourists,
will offer an experience lasting about 10 minutes, for which tourists will receive several weeks of
training (STM ThinkTech, 2019). SpaceX aims to increase the number of humans living on Mars to one
million by the end of the 21st century to establish a sustainable colony. The Starship spacecraft is being
developed not just for one-way trips but to return and transport new colonizers. Much of the work
necessary for the terraforming of Mars will be carried out by robots sent in advance (Mansfield, 2019,
p. 346).

Although space tourism applications are currently taking place, it is predicted that they will reach a
much larger market in the future due to advancements in technology and increased investments by the
private sector in this area (Webber, 2013). Ultimately, space tourism will start a new era, bringing
significant economic, scientific, and social changes. However, these changes will develop in relation to
the demand for space tourism. Two of the primary motivators for consumers in space travel are the
desire to see the Earth as a blue sphere and to experience the infinite outer space (Basyazicioglu, 2022).
However, space tourism is a highly costly type of tourism (Prideaux and Singer, 2005). Therefore,
current high-level space tourism practices are considered a niche market catering only to a limited
number of wealthy individuals (Beard and Starzyk, 2002). The development of materials used in the
space industry to be either reusable or cheap, yet durable, along with increased global investment in the
space industry, will eventually make space tourism more accessible in terms of pricing, depending on
the rate of technological advancement worldwide.

Besides costs, there are other factors limiting demand for space tourism. Participating in space travel
requires undergoing certain training and successfully completing it as a prerequisite. The limited nature
of space activities, the length of the trip allocated for space travel, accommodation facilities, and risks
and health issues associated with space tourism are considered factors negatively impacting the
demand for space tourism applications (Prideaux and Singer, 2005). Despite these limiting factors
related to space tourism, motivations such as the desire to explore uncharted territories (Giirsel, 2020),
the pursuit of adventure (Rather, 2020), the quest for novelty (Chang, 2017), self-actualization (Zhang
and Wang, 2020), the desire for prestige (Chang, 2017), seeing the Earth from space, experiencing a
weightless environment and high-speed flight, acquiring a unique experience, and contributing to
science (Reddy, Nica and Wilkes, 2012) are considered to be the motivations driving consumers towards
space experiences.

Drawing from this, unless a new global disaster like the COVID-19 pandemic that causes prolonged
long-term loss of resources and a halt in production occur, space tourism will evolve into a tourism type
accessible to everyone. All findings from research emphasize that space tourism will become
widespread and a reality of everyday life (Civelek and Tiirkay, 2020). It is estimated that within 25-30
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years, especially with the reduction in the costs of suborbital flights, space tourism will gradually
become accessible to a broader audience (Arisan, 2022).

The mentions of space tourism projects from companies carrying out space operations increases the
demand in this sector. After Virgin Galactic's successful test flight to an altitude of 82 km in the
atmosphere in December 2018, the company announced that it had begun taking reservations for space
travel. By February 2020, the company reported having received 8,000 reservations. This indicates a
significant demand for space tourism, even though it is not yet widespread. The concepts of novelty
seeking and sensation seeking are considered to have a high impact on tourists' selection of destinations
(Yuan and McDonald, 1990; Oh et al., 1995). Considering that space tourism is exciting, sensation
seeking could play a role in tourists' expectations of experience towards space tourism. Some studies in
the space tourism literature also discuss space travel in the context of extreme sports and adventure
tourism (Laing and Frost, 2019).

The increasing number of companies engaged in space endeavors and rapid technological
developments indicate that space tourism will experience a rapid growth, similar to that of air travel.
As a result, customer-oriented studies on space tourism are progressively increasing. As it presents a
new and different experience for consumers, understanding the impact of potential tourists' sensation
seeking in space tourism on their expectation of experience will help determine the target demographic
for space tourism marketing.

Sensation Seeking

Individuals who are considered "new tourists" within the post-modern tourism paradigm want their
traveling experiences to bring them more important benefits (Ferguson and Todd, 2005; Cater, 2006;
Lepp and Gibson, 2008). Tourists' travel decisions are influenced by various factors such as financial
status, health problems, travel companions, lifestyle, and personality traits influence. Besides these
factors, motivation plays a decisive role in tourists’ holiday destinations (Pearce, 1993). The
fundamental motivational elements for tourists can be listed as risk taking, sensation seeking, and the
pursuit of achievement. These elements increase an individual's interest in different travel options
(Garda & Karagor, 2016).

Tourists are willing to take social, physical, legal and financial risks for experiences that offer a high
sense of excitement due to their search for novelty, diversity, complexity and intense excitement
(Zuckerman, 1979). Tourists with these characteristics are considered to be high sensation seeking. High
sensation seeking tourists have a strong desire to engage in activities perceived as fast, dangerous, and
risky (Cater, 2006), as risky activities contribute to their search for intense excitement. Exciting activities
involve high levels of adrenaline, which plays a crucial role in how humans control their experiences.
For instance, during mountain climbing, the increase in adrenaline levels helps climbers focus more on
their ascent (Page et al., 2005). According to a study comparing space travel to extreme sports, space
travel is perceived to be at least 50% riskier than extreme sports like scuba diving, parachuting, skiing,
snowboarding, and mountaineering (Laing and Frost, 2019). However, it has been observed that
individuals seeking adrenaline, novelty, difference, or excitement have a lower perception of risk
compared to others (Cohen 1972; Keng and Chang 1999; Lepp and Gibson, 2003).

In space tourism, risk is an important factor (Laing and Frost, 2019). The perceived risk factors in space
travel include flaws in safety, danger associated with launch and re-entry, technical failures, health
problems, and the inability to return (Wang, Stepchenkova and Kirilenko, 2021). These are risks arising
from the space environment. Considering that these risks will negatively affect travel motivation, it can
be said that space travel appeals more to tourists with low risk perception, in other words, high
sensation seeking individuals.

Method

Space tourism, within the post-modern tourism paradigm, emerges as an alternative tourism type in
line with new information about space. It is considered one of the special interest tourism types among
alternative tourism forms. In recent years, space tourism has emerged as a new and rising sector not
only in science fiction but also in the real world. In this exciting field, it is thought that the preferences
and tendencies of potential tourists will determine how the journeys to the depths of space will be
shaped and what features these experiences will contain. In this context, this study on space tourism,
which offers a unique research area, can play an important role in shaping the future of this exciting
new form of travel by providing important data for companies operating in this new sector to develop
their marketing strategies. This information can support developments and innovations in this field by
enabling companies to reach their target audiences more effectively and better understand the future of
space tourism. Space tourism is attractive to tourists seeking a different experience. Accordingly, the
aim of research is to determine the impact of potential tourists' sensation seeking tendencies on their
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expectations of experiencing space tourism, which is expected to be a frequent activity in the future.
Additionally, it is hypothesized that the age variable may also influence sensation seeking tendencies.
To achieve this objective, a quantitative research method was used. The survey designed for this method
consists of three sections. It contains statements about the demographic characteristics of the
participants in the first section, statements from the Sensation Seeking Scale to measure the level of
sensation seeking in the second section, and statements about tourists' expectations towards space
tourism experiences in the third section. The statements for determining the level of sensation seeking
are adapted from the scale (S55-V) developed by Zuckerman et al. (1978). The statements regarding
expectations of experience towards space tourism experiences are taken from the scale by Ivkov, Blesi¢,
Dudié¢ (2020) on attitude towards the use of service robots, with the experience dimension appropriately
adapted for space tourism.

The population of the research consists of domestic tourists living in Turkey. These participants can be
characterised as potential space tourists. The sample of the research consists of domestic tourists who
accepted to conduct a survey during the data collection process. Data were collected through an online
survey from potential tourists reached by convenience sampling, a non-random sampling method.

This research is limited to the information obtained as a result of the resources available after a literature
review in the field. Another limitation is that the research is limited to the data collected between
January and March 2023.A survey model was used in the study. The hypotheses of the research are:

H;: Tourists’ sensation seeking varies according to age groups.

Hy: Tourists’ sensation seeking has an impact on their expectation of experience in space tourism.
Findings

Descriptive Findings

Descriptive findings for the participants are evaluated through frequency analysis. According to Table
1, which includes findings related to descriptive questions, 53.6% of the respondents are female, and
35.1% are between the ages of 25-32. 45.1% of the participants state that they go on vacation twice a year.
It can be said that space tourism is not an actively popular type of tourism today, since it is very recent,
the space research is still ongoing, and projects on space hotels are yet to be completed. Based on this,
participants are asked to predict in which years space tourism would become an actively practiced and
preferred type of tourism. 22.8% predicted the year 2050, and 19.5% predicted 2040. Examining the types
of space tourism participants would like to join, it is observed that all types of space tourism are in
demand, but zero-gravity tours (40.3%) are the most preferred. Finally, 88.7% of the participants express
that participating in space tourism will be considered a status symbol.

Table 1: Frequency Analysis of Descriptive Findings

Gender n % Vacations per year n %
Female 209 53.6 | None 35 9.0
Male 181 464 | Once 125 321
Age n % Twice 176 45.1
18-24 64 16.4 | Three times or more 54 13.8
25-32 137 35.1 | Perception of space tourism as a status symbol n %
33-40 115 295 | Yes 346 88.7
41-48 58 149 | No 44 113
49 + 16 41 Total 390 100
Total 390 100
The year space tourism is | n % Types of space tourism participants would like to join n %
expected to be active
2030 37 9.5 I would like to use space simulation devices. 143 36.7
2035 53 13.6 | I would like to join tours of space facilities. 136 34.9
2040 76 19.5 | I would like to join satellite observation, stargazing tours. 116 29.7
2045 23 5.9 I would like to join high altitude jet flights. 139 35.6
2050 89 22.8 | Iwould like to join zero-gravity environment tours. 157 40.3
2055 30 7.7 I would like to join Earth orbit tours (such as ISS and orbital | 132 33.8
tours).
2060 32 8.2 I would like to join tours beyond Earth’s orbit (such as Moon or | 132 33.8
Mars tours)
Never 50 12.8 | Total 390 100
Total 390 100

The frequency analysis related to expressions of sensation seeking is presented in Table 2. A 5-point
Likert scale is used, and the range for evaluating arithmetic means is calculated as: 1.00-1.80 strongly
disagree. 1.81-2.60 disagree, 2.61-3.40 neutral, 3.41-4.20 agree, and 4.21-5.00 strongly agree. Upon
examining Table 2, it is observed that only the statement "I would like to have new and exciting
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experiences even if they were illegal" falls within the -disagree- range. The statement "I enjoy exploring
interesting places" has the highest average score.

Table 2: Frequency Analysis of Statements on Sensation Seeking

]
v
5o
y >
>
Statements on Sensation Seeking 0 § g‘o = b &
s &b o = 3 = 4]
o« @ =] = o v
B .8 @ -] >
» T a Z < 93] <
Leni lorine interesti 1 1 n 1 41 15 149 184 4.21
enjoy exploring interesting places (S1) % 03 105 33 380 | a7
I would like to go on a trip with no set route and no time limit n 0 43 44 185 118 3.96
52) % 0 11.0 [ 113 [ 474 [ 303
. . . n 20 134 158 58 20 2.80
I like doing scary things (S3) % 51 34 405 149 |51
. . . n 39 131 64 63 93 3.10
I would like to do bungee jumping (S4) % 100 36 1164 162 | 53
. n 20 106 59 74 131 3.48
I get restless when I spend too much time at home (S5) % 51 72 1151 1190 1336
. . . n 1 110 155 83 41 313
I prefer exciting, unpredictable friends (S6) % 03 %2 1397 1213 | 105
. . . n 35 105 116 99 35 2.98
Tenjoy wild parties (S7) % |90 269 | 297 | 254 | 90
I would like to have new and exciting experiences even if they n & 146 124 31 14 2.39
were illegal (S8) % 19.2 374 | 318 |79 3.6

* Statements on Sensation Seeking abbreviated by the letter (S)

The exploratory factor analysis conducted to determine the factor loadings for the sensation seeking
scale is presented in Table 3. The results show that all of the statements in the scale fall under a single
factor. To measure whether the necessary sample size has been reached for factor analysis, the Kaiser-
Meyer-Olkin (KMO) test is conducted. The KMO value for the sensation seeking scale is found to be
0.653. The recommended KMO value is at least 0.5 (Islamoglu and Alniagik, 2016); the sample size is
thus considered to be sufficient for factor analysis. When the factor loadings for the variables are
examined in order for the statements in the scale to provide information about the variables in the scale,
the factor loadings vary between 0.473 and 0.819. Factor loadings greater than 0.300 are considered as
the ideal level of factor loadings (Biiytikoztiirk. 2002). This single-factor scale with 8 statements explains

40.139% of the total variance.

Table 3: Factor Analysis for Sensation Seeking

1 Cronbach’s Alpha 779
S1 0.819
S2 0.751 Percentage of Total Variance Explained 40.139
S3 0.735
S4 0.672 Kaiser-Meyer-Olkin Measure of Sampling Adequacy .653
S5 0.549 Bartlett's Test of Sphericity
S6 0.482 Approx. Chi-Square 1299.921
S7 0.476 df 28
S8 0.473 Sig. .000

*(S) stands for Statements on Sensation Seeking.
Table 4 contains statements on expectation of experience. Among the statements regarding expectation

of experience, the statement "Space tourism is an innovative idea" falls within the-strongly agree- score
range, while all other statements are evaluated within the -agree- score range.
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Table 4: Statements on Expectation of Experience

. . > 3 —_ > o
Statements on Expectation of Experience W ¥ i < b &0
£ &b o B bt £ o g
g8 | 2 3 b | 28 | ¢
» T a Z < D s <
Space tourism is an innovative idea (E1) n 0 14 44 173 169 4.30
% 0 1.0 113 | 444 | 433
n 1 15 37 214 123 413
Being in the space environment would be fun (E2)
% 03 3.8 9.5 549 | 315
S . . . n 0 38 37 164 151 4.09
Spending time in space would be an incredible experience (E3) % 0 07 95 1 387
The use of space technology makes a service experience more n 0 36 28 203 123 4.05
enjoyable (E4) % 0 9.2 7.2 521 | 315
Being in a service environment in space is beneficial for n 1 41 46 179 123 3.97
enhancing experiences (E5) % 0.3 105 | 118 | 459 | 315

* Statements on Expectation of Experience abbreviated by the letter (E)

The exploratory factor analysis conducted to determine the factor loadings for the expectation of
experience scale is presented in Table 5. The 5 statements on expectation of experience used in a
dimension of Ivkov et. al. (2020)’s survey on attitude towards the implementation of service robots are
used, also as a single dimension, in this study. The Kaiser-Meyer-Olkin (KMO) value for the statements
on expectation of experience on space tourism is 0.848, which indicates that the sample size is sufficient
for factor analysis. When the factor loadings for the variables are examined in order for the statements
in the scale to provide information about the variables in the scale, the factor loadings vary between
0.844 and 0.934. This scale with 8 statements explains 82.331% of the total variance.

Table 5: Factor Analysis for Expectation of Experience

1 Cronbach’s Alpha 944
E1 0.934 Percentage of Total Variance Explained 82.331
E2 0.925 Kaiser-Meyer-Olkin Measure of Sampling Adequacy .848
E3 0.922 Bartlett's Test of Sphericity
E4 0.910 Approx. Chi-Square 1978.632
E5 0.844 df 10
Sig. .000

*(E) Stands for Statements on Expectation of Experience

Testing for Normality

There are certain prerequisites for the use of parametric tests in a research study. One of these conditions
is the normal distribution of data. To assume that the data are normally distributed, the skewness and
kurtosis values of the variables in the research model can be examined. The reference range for skewness
and kurtosis values is accepted to be between -1.500 and +1.500 (Tabachnick and Fidell, 2013).

Table 6: Kurtosis and Skewness Values of Variables
Variables in the Scale Kurtosis Value Skewness Value Number of
Observations (N)

Sensation Seeking -0.359 -0.734 390

Expectation of Experience 0.352 0.070

As seen in Table 6, the skewness and kurtosis values of the relevant variables are within the reference
range of -1.500 to +1.500. Therefore, it is assumed that the data related to these variables are normally
distributed, and it has been decided to use parametric tests for the statistical tests of the research. In this
context, one-way analysis of variance (ANOVA) and t-test have been used to test the differences

between the variables.

The results of the t-test conducted to determine whether there is a statistically significant difference
between sensation seeking and gender are presented in Table 7. According to Table 7, there is no
statistically significant difference between sensation seeking and gender (Sig. 0.916).

Table 7: T-test Results for Sensation Seeking According to Participants’ Gender

Standard Sig. (2- | Levene's
Gender Frequency Mean Deviation tailed) Test t df
Female 209 3.32 0.667
Sensation Seeking 916 0.011 2.012 388
Male 181 3.18 0.665
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“Hi: The sensation seeking behavior of tourists varies according to age groups.”

The results of the ANOVA test conducted to determine whether there is a statistically significant
difference between sensation seeking and age within the scope of the hypothesis Hj are presented in
Table 8. The test results indicate a statistically significant difference between these two variables
(p<.000). To identify between which groups this difference occurs, it is necessary to examine the post-
hoc test. To determine the appropriate technique for the post-hoc test, the homogeneity of variances
should be examined. For the dependent variable of sensation seeking, the test of homogeneity of
variances yields p>.05, indicating that variances do not show a homogeneous distribution. Thus, the
Games-Howell test, which is one of the post-hoc tests used if the variances were not distributed
homogeneously among the groups, was utilized (Nakip, 2006). According to the Games-Howell test,
sensation seeking decreases as age of the groups increase. Therefore, H; is accepted.

Table 8: ANOVA Test Results for Sensation Seeking According to Participants' Age

Factors Variables Frequency Ar;\t/[h::stlc St:‘::;:)i F-Value Significance
18 -24 64 3.73 0.56084
. 25-32 137 3.42 0.55297
Sensation | 4., 33-40 115 314 057614 35.245 000
Seeking
41-48 58 2.87 0.64635
49 and over 16 2.19 0.54766
Leneve dfl df2
0.216 4 385

A correlation analysis is conducted to determine whether there is a relationship between the decrease
in sensation seeking with age and the expectation of experience towards space tourism, and if a
relationship exists, to identify its direction. Correlation coefficients, which range between +1 and -1,
provide information about the strength of the relationship between variables. According to the
correlation analysis results in Table 9, all variables forming the research model are seen to have linear
and statistically significant relationships with each other. Upon examining the linear relationships in
terms of their directions, it is observed that there is a positive linear relationship between the
independent variable of sensation seeking and the dependent variable of expectation of experience.

Table 9: Correlation Analysis Results

Variables in the Model 1 2
Sensation seeking (1) 1
Expectation of Experience (2) 0.610* 1

*Correlations are significant (p<.01).
“H,. Tourists' sensation seeking has an impact on their expectation of experience towards space tourism.”

To test the Hy hypothesis formulated in the research, a regression analysis is conducted. The results of
the regression analysis are presented in Table 10. It is necessary to examine the F-value and the p-value
in order to make inferences about the functionality and significance of the research model. It is observed
that the F-value (230.514) is significant (p<.01), as well as the sensation seeking variable within the
model (p<.05). The effect of the independent variable, sensation seeking, on the dependent variable,
expectation of experience, in the research model is evaluated by examining the  values. According to
the P value, sensation seeking (3=0.610) has a positive effect on the expectation of experience in space
tourism. The extent of the effect of sensation seeking on the expectation of experience in space tourism
is explained by the square of the R coefficient. In this context, the R? value (.371) shows that tourists'
sensation seeking has an effect of 37% on their expectation of experience in space tourism. The
remaining 63% that is unexplained could be accounted for by other variables included in the model.
Hence, H is accepted.
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Tablo 10: Regression Analysis

Unstandardized Standardized t-value Significance Hypothesis
Coefficients Coefficients Acceptance/Rejection
B-value Standard B -value
Error
Constant 1.855 0.152 12193
Sensation Seeking 0.694 0.046 0.610 15.183 .000 Accepted

R= 610, R>= 373, Adjusted R>= 371, F (230,514) = 35.245, p= 000
Conclusion, discussion and suggestions

Considering the current and potential target audience of space tourism and the uniqueness of the
product offered, it is believed that the space tourism industry will not compete with other tourism
sectors and will provide more economic benefits than those achieved to date (Collins, Stockmans and
Maita, 1996; Bunghez, 2015). With the competition for space tourism still being low, companies
engaging in space tourism are expected to adopt a skim pricing strategy, capturing the cream of the
market (Crouch et al., 2009). This strategy refers to initial high prices in space tourism before the
competition increases. This way, the tickets for space travel would be purchased by the rich at first.
However, with each consecutive price drop, the cost of tickets is expected to decrease over time in an
ever-expanding market. This approach will ensure tourists pay the maximum amount they are willing
to spend. As ticket prices drop below a certain amount, the number of space tourists will significantly
increase. Based on this, participants were asked to predict in which years space tourism will become an
actively practiced and preferred type of tourism. Participants generally foresee space tourism becoming
widespread in the years 2040 and 2050. The new space industry, as a growing market, is expected to
reach a value of at least 3 billion dollars by 2030 (Acar, 2023), with commercial space tourism gradually
developing from the 2020s to the 2040s, offering business opportunities and creating a new industry
chain (Chang, 2020). Mesa-Arango et al., (2023) predict that the space tourism market will grow by 18-
26% between 2020 and 2030.

Participants state that participating in space tourism will be considered a symbol of social status. Space
tourism can be regarded as a luxury consumption product. When examining luxury consumption
literature, luxury is among the most important factors influencing consumption (Vigneron and Johnson,
2004). Consuming luxury products provides a sense of satisfaction to the customer due to the attention
it draws in society (Wong, 1997). In the postmodern era, individuals believe they exist as much as they
are visible, hence establishing a strong connection between visibility and existence (Bostanci, 2022: 357).
The most important reason why an individual, who wishes to consume what is different in order to be
visible, acquires unique products is the desire to differentiate themself from other people (Snyder, 1992).
Luxury products meet the criteria of being unique due to their high prices and limited accessibility
(Vigneron and Johnson, 2004). Space tourism, being both high-priced and hard to access, places itself at
the pinnacle of luxury consumption. Space tourism, being both different and luxurious, provides
participants with a sense of intrinsic pleasure and enables them to achieve experiences such as gaining
prestige in their social environment, becoming visible, being accepted, having status and displaying
opulence.

There isn’t a statistically significant difference between sensation seeking and gender. Some studies
have identified a significant difference between the level of sensation seeking and gender. Part of the
research suggests that men have a higher propensity for adventure-seeking compared to women (as
found in studies by Cross, Cyrenne and Brown in 2013; Roth, Schumacher and Brahler in 2005; Ongen
in 2007). When examining the literature, it is generally concluded that men's sensation seeking levels
are higher than women's. Yet, there are also studies that conclude otherwise. For instance, Besik¢i and
Ding (2022) in their study on pilots, found that women's levels of sensation seeking were higher than
men's. However, in this particular study, no relationship between the gender variable and sensation
seeking is found.

Another finding of the study is that sensation seeking decreases as age increases. It is observed that
individuals in younger age groups have a higher level of sensation seeking. The tendency for self-
actualization is closely related to individuals' age (Swarbrooke et al., 2003: 60-61; Richards and Wilson,
2006: 41; Pearce, 1992: 13). According to a survey conducted by Berno et al., (1996) on 651 tourists in
New Zealand, it was found that the 20-34 age group showed more interest in touristic activities like
bungee jumping, rafting, jet skiing, skiing, and mountaineering compared to other age groups.
Additionally, numerous studies show that individuals' sensation seeking levels peak during
adolescence and tend to decrease in later years (Zuckerman, 1979; Ball, Farnhill and Wangeman, 1984).
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The higher risk perception of the thrilling activities can be explained by the willingness of the young
people to take higher risks during these activities. When examining studies in the literature, it is evident
that there are statistically significant differences between sensation seeking levels and age, with younger
individuals showing a greater inclination towards sensation seeking (Ball et al., 1984; Li et al., 2015;
Yumuk, 2019; Bilgen, 2021; Giirer, 2022).

Sensation seeking fundamentally represents a personality trait. It is defined as the pursuit of varied,
novel, complex, and intense sensations and experiences, and the willingness to take physical, social,
legal, and financial risks for such experiences (Zuckerman, 1994). A positive linear relationship is
observed between the dimension of sensation seeking and the dependent variable of expectation of
experience. The use of new technologies is often linked to hedonic motivation. However, studies
associated with the structure of experience also exist (Ivkov et. al., 2020). Space research is more than
just an exciting journey;
it is a heroic quest where risks are taken in order to experience space, and where extraordinary
achievements are accomplished (Campbell, 2008). Therefore, tourists' sensation seeking trait
significantly influences their expectation of experience in space tourism.

Throughout history, humans have possessed an exploratory spirit. With changing times, growing
population, and increasing needs, there has always been a continuous desire to explore. In 15th-century
Europe, the establishment of central monarchies led to increased expenditures, resulting in a shortage
of coins. The exploration journeys undertaken to meet the need for resources inadvertently led to the
discovery of the American continents. The exploration of space bears resemblance to the discovery of
America. The increasing population and changes in social structures on Earth, leading to insufficient
energy resources, have heightened interest in space. Thus, the primary motivation behind space
exploration efforts is to access various minerals in space (Ozmen, 2022; Aciksozli and Varol, 2022).
However, these exploration activities are quite costly, and space tourism presents a revenue-generating
opportunity. Therefore, companies conducting space exploration activities consider space tourism as a
secondary aspect of their ventures (Seo, 2013; A¢iksozlii and Varol, 2022).

Space tourism represents both adventure and luxury consumption. The dangerous nature of space,
along with security risks and uncertainties, are its negative aspects. Therefore, it serves as an alternative
primarily for those seeking sensational experiences. For tourists driven by sensation seeking, the allure
of space tourism is heightened by the prospect of being in a different environment, experiencing
immersive and risky adventures in spacecrafts. The emergence of new companies focused on space-
related activities will foster technological advancement. Particularly, the increase in environmentally
friendly and recyclable spacecrafts will reduce the costs of space travel, leading to lower fees for space
tourism. As a result, the number of individuals interested in space tourism is expected to rise.

The idea of constructing hotels and establishing villages in space, or observing Earth from inside a giant
capsule captivates the imagination of many. The target demographic for this type of tourism, which is
expected to become widespread post-2030, should be individuals with a high level of sensation seeking.
While a general negative correlation between sensation seeking and age has been identified, it's
important to remember that sensation seeking can be a personality trait. Therefore, marketers of space
tourism should consider this aspect when evaluating their target market.

In this study, the relevant literature was analysed and information about space tourism and the
postmodern tourism paradigm was presented in detail. In the application part of the study, the
relationship between age and excitement and the relationship between experience expectation and
excitement towards space tourism were tested. As a result, it is estimated that the target market for
space tourism is people with high thrill seeking and that thrill seeking decreases with increasing age.
However, as the target market is still unknown, it is necessary to reach the target market with the right
marketing strategies and to address the concerns. This study is limited to domestic potential tourists
living in Turkey. In future studies, comparisons can be made with tourists living in countries with
different cultures and levels of development. In addition, new studies can be conducted on the fears
and expectations of space tourism in the future.
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Giris

Otel Isletmelerinin Sosyal Medyada Viral Pazarlama Etkinlikleri:
Tiirkiye’deki Bes Destinasyon Ornegi

Hotels' Viral Marketing Activities On Social Media: The Case Of Five
Destinations In Turkey

Gizem KARALY Zithrem YAMAN2" Mete SEZGIN3

Oz

Otel isletmeleri, son yillarda sosyal medya platformlarindan biri olan Instagram’t yaygimn ve aktif bir
bicimde kullanmaya baglamistir. Bunun nedeni, Instagram’da olusturduklar1 hesaplar:1 araciligiyla
miisteri istek ve beklentilerine daha hizli yanit verebilmekte, marka degeri olusturarak marka bilinirligi
saglayabilmekte, rakiplerinin etkinliklerini vb. gorerek buna goére yol haritast ¢izebilmekte ve
miisterilerden alman geri bildirimleri degerlendirerek yeni diizenlemeler yapabilmektedir. Boylece son
yillarda sosyal medyanin bu kazanimlara hizmet etmesi, viral pazarlamanin yayilimini ¢ok biiyiik oranda
arttirnustir. Bu cercevede, Tiirkiye'de en cok misafir agirlayan Antalya, Aydin, Istanbul, izmir ve Mugla
kentlerinde faaliyet gosteren 5 yildizli otel isletmelerinin Instagram’da yer verdikleri viral pazarlama
etkinliklerinin ve bu kapsamda yiiksek katilim etkinliklerine 6nem verme durumlarinin belirlenmesi;
ayrica otel isletmelerinin takipgi sayilarina gore viral pazarlama etkinliklerine 6nem verme durumlarmin
ve otel isletmelerinin viral pazarlama etkinlikleri agisindan kentler arasinda farklilik olup olmadigimin
ortaya konmasi amaglanmaktadir. Arastirmanin sonucunda, viral pazarlama etkinlikleri kapsaminda
yiiksek katilim stratejisi altinda toplanmus kriterler dogrultusunda kentler ve otel isletmelerine yoénelik
bulgular yorumlanmus, otel isletmelerine ve arastirmacilara oneriler getirilmistir.

Anahtar Kelimeler: Instagram, Otel Isletmeleri, Sosyal Medya, Turizm Pazarlamasi, Viral
Pazarlama

JEL Kodlari: M31, O32

Abstract

Hotels have started to use Instagram, one of the social media platforms, widely and actively in recent
years. The reason for this is that they can respond faster to customer requests and expectations through
their accounts on Instagram, create brand awareness by creating brand value, see the activities of
competitors, etc. and draw a road map accordingly, and make new arrangements by evaluating the
feedback received from customers. Thus, the fact that social media has served these gains in recent years
has greatly increased the spread of viral marketing. In this framework, it is aimed to determine the viral
marketing activities that 5-star hotel businesses operating in the cities of Antalya, Aydin, Istanbul, Izmir
and Mugla, which host the most guests in Turkey, place on Instagram and the importance they attach to
high participation activities in this context; it is also aimed to reveal the importance of viral marketing
activities according to the number of followers of hotel businesses and whether there is a difference
between cities in terms of viral marketing activities of hotel businesses. As a result of the research, the
findings for cities and hotel businesses were interpreted in line with the criteria gathered under the high
participation strategy within the scope of viral marketing activities, and suggestions were made for hotel
businesses and researchers.

Keywords: Instagram, Hotels, Social Media, Tourism Marketing, Viral Marketing
Jel Codes: M31, O32

Giintimiizde sosyal medya platformlarinin yayginlasmasina paralel olarak bu platformlardaki kullanici
sayilar1 da stirekli artmaktadir. Kurumlar ve firmalar tarafindan da cgesitli amaglarla kullanilmaya
baglanan sosyal medya, kullanicilara kolaylikla ulasmayi, onlara yonelik paylasim yapmay: ve onlarla
baglanti kurabilmeyi saglamaktadir (Kara ve Sezgin, 2020, s.311). Ozellikle mal ve hizmetlerinin &n
plana ¢ikmasimi ve satislarimin artmasinu isteyen firmalar Instagram ve Facebook gibi sosyal medya
platformlarindaki viral pazarlama etkinliklerinde bulunmakta, hem takipgilerinin hem de diger
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kullanicilarin bu etkinlik stirecine katilimina zemin hazirlamaktadir. Viral pazarlama kavraminin ilk
ortaya ¢iktig1 zamanlarda internet tizerindeki tirtinlerin ve reklamlarmin yalnizca e-posta araciligiyla
gonderilerek kullanicilar arasinda bir etkilesim stireci olan bu pazarlama tiirii son yillarda daha da
gelismekte ve firmalar kullanicilara viral pazarlama etkinlikleri kapsaminda pek ¢ok secenek sunarak
daha fazla 6n plana ¢tkmay1 istemektedir (Oztiirk, 2019, s.26). Ornegin, sosyal medya platformlarindan
biri olan Instagram kapsaminda profesyonel hesap tiirii, adres ve iletisim bilgileri, kurumsal web site
bilgi sunumu ve gonderi etiketleri bu secenekler arasinda yer almakta ve firmalarin yakindan ve daha
ayrintili taninmasina ve sosyal medya platformlarinda daha cok kullaniciya daha fazla ulasmasina
neden olmaktadur.

Turizm isletmelerinin bir alt kolu olan otel isletmeleri, Instagram platformunu en fazla kullanan
firmalar olarak karsimiza ¢ikmaktadir. Bu dogrultuda, Tiirkiye’de en ¢ok misafir agirlayan Antalya,
Aydin, Istanbul, Izmir ve Mugla kentlerinde faaliyet gosteren 5 yildizli otel igletmelerinin Instagram’da
yer verdikleri viral pazarlama etkinliklerinin ve bu kapsamda ytiksek katilim etkinliklerine 5nem verme
durumlarinin belirlenmesi; ayrica otel isletmelerinin takipci sayilarina gore viral pazarlama
etkinliklerine 6nem verme durumlarinin ve otel isletmelerinin viral pazarlama etkinlikleri agisindan
kentler arasinda farklilik olup olmadiginin ortaya konmas1 amaglanmaktadir.

Arastirmada oncelikle sosyal medyada turizm pazarlamas: ve viral pazarlama kavramsal cercevede
acgiklanmuis ve literattirde yer alan viral pazarlama ile ilgili arastirmalara yer verilmistir. Arastirmanin
metodoloji boliimiinde otel isletmelerinin Instagram hesaplar ziyaret edilerek degerlendirme formu
aracih@iyla incelenmistir. Arastrmanin bulgular boliimiinde, otel isletmelerinin Instagram
hesaplarinda yer verdikleri viral pazarlama etkinlikleri kapsamindaki kriterler oranlarryla gosterilmis,
Instagram hesaplarindaki takipgi sayilarina gore viral pazarlama etkinliklerine 6nem verme durumlari
ortaya konmustur. Arastirmanin sonucunda ise en ¢ok ve en az hangi kriterlere yer verildigi belirtilerek
yorumlanmis, otel isletmelerine ve arastirmacilara oneriler getirilmistir.

Kavramsal Cerceve
Sosyal Medyada Turizm ve Viral Pazarlama
Sosyal Medyada Turizm Pazarlamasi

Sosyal medya, karsilikl1 etkilesim medyasinin kullanilarak bilgi, birikim ve diistincelerin paylasiimasi
amactyla cevrimici olarak bir araya gelen insan ve insan topluluklar1 arasindaki etkinlikleri ve
davraniglar1 kapsamaktadir. Ancak sosyal medyanin yalmiz bireysel kullanim i¢in degil, isletmeler
tarafindan da kullanilan etkilesimli halkla iliskiler arac1 konumunda oldugunu séylemek miimkiindiir
(Caliskan ve Mencik, 2015, s. 258). Halkla iligkilerin ideal iletisim bi¢imi olan ift yonli iletisim
ozelligine olanak saglayan sosyal medya, etkilesim yaratmasi, yenilik ve samimiyetin gostergesi olmasi
ve tanitima katki saglamasi ile insanlarin bir kisi, mal/hizmet veya kurumla ilgili ne diistindigtiniin
anlasilmas: gibi faktorlerden dolay: énemlidir (Zerfass, Moreno, Tench, Vercic ve Verhoeven, 2009, s.
60).

Sosyal medyada yer alan uygulamalarin bireyler ve isletmeler tarafindan bireysel ve kurumsal profil
olusturabilecekleri, icerik olusturarak paylasabilecekleri platformlar olmasi dolayisiyla takipgi gekmek
ve onlart etkilemek icin son yillarda toplumsal yasam tizerinde doniistiirticti bir rol oynadig:
goriilmektedir (Kiran, Kiigiikbostanci ve Emre, 2020, s. 436). Ozellikle isletmelerin tiiketicilerle
iletisimini etkileyen sosyal medya, isin yapilis seklini bircok yonden etkilemekte ve isletmeler mevcut
miisterilerine ulasmak, yeni misteriler kazanmak, giiven vermek, bilinirliklerini arttirmak ve marka
imajlarim korumak i¢in sosyal medyayr kullanmaktadirlar (Dugan ve Aydm, 2018, s. 3). Facebook,
Twitter ve Instagram son yillarda giderek artan bicimde aktif olarak kullamilan sosyal medya
platformlari olarak karsimiza ¢ikmakta (Sezgin ve Kara, 2020, s. 3) ve bu platformlar: kullanmaya 6zen
gosteren isletmeler arasinda turizm isletmeleri de yer almaktadir.

Turizm isletmeleri, sosyal medya platformlar1 araciligiyla pazarlama faaliyetlerine yon vererek cesitli
avantajlara sahip olabilmektedir (Civelek ve Dalgin, 2013). Ornegin, turizm isletmeleri Instagram
hesaplar1 araciigiyla miisteri istek ve beklentilerine daha hizli yamit verebilmekte, marka degeri
olusturarak marka bilinirligi saglayabilmekte, rakiplerinin etkinliklerini vb. gorerek buna gore yol
haritas1 ¢izebilmekte ve miisterilerden alman geri bildirimleri degerlendirerek yeni diizenlemeler
yapabilmektedir.

Sosyal Medyada Viral Pazarlama

[k kez 1997 yilinda kullanilan viral pazarlama kavrami, elektronik e-posta uygulamalarindan biri olan
Hotmail’in ticretsiz elektronik posta hizmeti verdigine yonelik bir bilgilendirme yaptig1 sirada ortaya
cikmustir (Aslan Cetin, 2021, s. 234). Internetin yayginlasmasiyla toplum iginde yerini alan bu kavram,
ilk olarak Steve Jurvetson ve Tim Draper tarafindan kullanilmistir. Temelinde bir viriis hastaligimin
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yayilma manti81 yatan viral pazarlamada tirtinlerle ilgili igerikler, kisiler arasinda online iletisimi tesvik
etmektedir (Alakusu, 2013, s. 90-91). Bu baglamda viral pazarlama kavramy, kisiler aras1 bilgi, haber
ve eglence aligverisinin internet yoluyla gerceklestirilmesi bigiminde tamimlanabilmektedir (Oztiirk,
2019, s. 25).

Viral pazarlama, ticari mesajlarin iletilmelerinde tiiketicilerin diger tiiketicilere onlar1 etkilemek icin
gerceklestirilen ¢evrimigi ve cevrimdisi pazarlama etkinlikleridir ve isletme tarafindan tiretilen ticari
mesajlari, isletmelerden tiiketicilere ve ardindan diger tiiketicilere iletilmesini amaclamaktadir
(Petrescu ve Korgaonkar, 2011, s. 2018). Bu nedenle viral pazarlama etkinlikleri internet pazarlamasinin
onemli bir boltimiinti olusturmaktadir. Tiiketiciler genellikle bu etkinlikler kapsamindaki interaktif
iligkileri gtivenilir bir kaynak olarak gérmektedir (Argan ve Tokay Argan, 2006, s. 233).

Viral pazarlamanin en 6nemli amaci, miimkiin olabilecek en kisa stirede ve en diisiik maliyetle ¢ok
saylda potansiyel miisteriye ulasabilmek ve ulasilan miisteri kitlesinin stirdiriilebilir bigimde
biiyiimeye devam etmesinin saglanmasidir. Internetin, e-postanin, Web 2.0'm ortaya c¢ikmasi ve
ozellikle son yillarda sosyal medyanin gelismesi, viral pazarlamanin yayilimin ¢ok biiyiik oranda
arttirmuistir (Atalay, 2022, s. 23;Gedik, 2023, s. 102). Bunun nedeni, sosyal medya kullanicilarinin
geleneksel agizdan agiza pazarlamanin internetteki uzantisi olan elektronik agizdan agiza pazarlama
olarak da degerlendirilen viral pazarlama etkinliklerini kullanmalarinin, sosyal medya platformlarinda
daha az ¢ekingenlik gostermeleri ve daha az kaygi sergilemeleriyle birlikte daha fazla serbest hareket
etmelerinden kaynaklanmasidir (Giilmez, 2011, s. 32).

Viral pazarlamanin sosyal medyada kullanilmaya baslamasiyla beraber sundugu imkanlar, bir iletisim
stirecinde yer alan kaynak ve alic1 arasindaki iliskinin degismesine yol agmakla kalmamus, alic1 olarak
nitelendirilebilecek sosyal medya kullamicilarini da iletisim stirecinde aktif duruma getirmis ve geri
dontisim saglayict bir yapiya sahip olmasim saglamistir (Deighton, 1995, s. 397). Diger bir ifadeyle
tiiketiciler, giderek artan bir bicimde Instagram gibi sosyal medya araglarmi kullanmasiyla beraber
isletmeler tirtinlerinin bilgilerini bu platformlarda paylasmaya calismakta ve viral bir etki yaratmaya
calismaktadir (Oztt‘irk, 2019, s. 26). Bu dogrultuda turizm ve otelcilik sektoriinde turistik ttiketiciler
tarafindan 6zellikle konaklama tesisi secimi asamasinda isletmelerin sosyal medya hesaplar1 ana bilgi
saglayic1 gorevi listlenmektedir.

Viral Pazarlamanin Ozellikleri Ve Kullanilan Stratejiler

Giinliik hayatta pek gok faaliyetin internet yardimiyla hizl ve kolay bir sekilde yapilabilmesi ve sosyal
medya araciifryla iletisimin sinirlariin ortadan kalkmasi isletmelerin pazarlama c¢abalarma
harcadiklar1 zaman, emek ve maliyet acisinda 6nem arz etmektedir. Bu kapsamda internet ortaminda
agizdan agiza iletisimin miimkiin olmasiyla viral pazarlamanin yerel, ulusal ya da kiiresel anlamda gok
etkin ve maliyetinin az olmasi isletmelerin viral pazarlamaya olan olgusunu arttirmakta ve bu nedenle
isletmelerin 6nemli bir pazarlama araci olarak kullanmasini saglamaktadir (Aslan Cetin, 2021, s. 233).

Viral pazarlamanin 6zelliklerini su sekilde siralamak miimkiindtir (Eckler ve Shelly, 2010; Fraile, 2024):

e Diistik tanitim maliyetlidir.

o Arttirlmus gtivenlik saglayicidir.

e Biiytik erisim potansiyeline sahiptir.
o Kesintisizdir.

e Rahatsiz edici degildir.

e Marka olusturucudur.

Sosyal medyaya olan ilginin artmasiyla beraber sosyal medya uygulamalarinda kullanici sayilarinmn
artmasi, isletmelerin viral pazarlama stratejisi ve planimi farklilastirmasina neden olmustur. Bu
kapsamda viral pazarlamada uygulanan stratejiler diistik katilimci ve yiiksek katilimci stratejileri olarak
degerlendirilmektedir (Aslan Cetin, 2021, s. 248). Bu stratejiler su sekilde agiklanabilmektedir:

o Diistik katilimcr stratejisi: Mevcut miisterilerin igeriklerin altinda konumlanan “paylas-gonder”
butonlar araciligiyla sosyal medya uygulamas: tarafindan izin verilen bilgi paylasimidir. Bu
stratejide etkinligi saglayici olan sosyal medya uygulamasidur.

e Yiiksek katilimcr stratejisi: Mevcut miisterilere genis 6lctide bilgi saglamay1 ve potansiyel
kullanicilara ulasmay1 hedeflemektedir. Ornegin, isletmelerin Instagram’da profesyonel hesap
kullanmalari, hesaplarinda iletisim ve adres bilgilerine butonlar aracihigiyla yer vermeleri,
profil agiklamasma kurumsal web sitelerini eklemeleri ve igeriklerini etiketlemeleri. Bu
stratejide etkinligi saglayici, sosyal medya uygulamasinin yan sira sosyal medyay1 kullanan
isletmelerdir.

Bu kapsamda arastirmada yer alan otel isletmelerinin Instagram’daki viral pazarlama etkinlikleri
yiiksek katilimcr stratejisi dogrultusunda degerlendirilmeye calisilmustir.
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Literatiir Taramas1

Son yillarda tiiketiciler sosyal medya uygulamalarim aktif olarak kullanmakta ve sevdigi markalars,
markalarin reklamlari ile indirim gtinleri vb. gibi pek ¢ok seyi takip etmektedir. Bu kapsamda markalar
icin hizli, olgtilebilir, yenilenebilir ve maliyetsiz pazarlama imkamn olarak viral pazarlama etkinlikleri
ortaya c¢ikmus, markalar tarafindan sosyal medya uygulamalar: kullanilarak bu etkinliklere agirlik
vermeye baslamistir (Uzunburun, 2017, s. 1). Bu dogrultuda literatiir incelendiginde, konu ile ilgili
bir¢ok arastirma oldugu goriilmektedir.

Argan ve Tokay Argan (2006), viral pazarlamanin firmalarin mal ve hizmetleri hakkinda bir vizilt
soyletmenin en etkili ve maliyet etkin yontemlerinden biri olarak “maustan mausa” veya “modemden
modeme” bir iletisim teknigi oldugunu, etkili bir pazarlama stratejisinin; ticretsiz mal veya hizmet
gondermek, bagkalarina ¢abasiz transfer etmeyi saglamak, kiigiik kitlelerden genis kitlelere kolayca
yayillmak, genel giidii ve davramslari kullanmak mevcut iletisim agindan ve diger kaynaklarin
avantajindan yararlanmak olmak {izere alt1 unsurunun bulundugu belirtmis ve basarili viral pazarlama
kampanyalarinin  yaraticilik, eglence, kolay kullamm ve goriintirliikk, gtivenilirlik, tesvik ve
kisisellestirme gibi tesvik edici mesajlar1 icerdigini ortaya koymustur.

Caner, Dogan ve Geger (2012), viral pazarlama tekniklerinin diger pazarlama tekniklerinden ayiran en
biiyiik 6zelliginin pozitif geri besleme mekanizmasina sahip olarak daha fazla mal ve hizmetin satilmas1
ile mal ve hizmetler hakkinda bilgi yayilmasinin artmasina neden oldugunu ve bu pazarlama teknikleri
kapsaminda miisterinin hakim giti¢ oldugunu belirtmistir.

Alakusu (2013), sosyal medyada viral pazarlamanin kurumlara sundugu degerleri ve icerisinde
barindirdigy riskleri analiz ettigi arastirmasmda, kurumlarin viral pazarlamada basariya ulasmasim
saglayan asil unsurun hedef kitlenin harekete ortak edilmesi gerektigini, ancak oncelikle gizli bir
kontrol grubu olusturularak viral etkinligin yayilim stireci ve hizmi 6grenmek oldugu sonucuna
ulasmistir.

Cezair (2018), sosyal medyanin viral pazarlama tizerindeki etkisini olcttigti arastirmasinda, sosyal
medyaya duyulan gitiven ve sosyal medyanin etkileme giictiniin deneyimlenen triiniin kalitesi,
cesitliligi, bulunma kolaylig1 vb. konularda tiiketicinin viral pazarlama etkinliklerinde bulunduklarmi
sagladigini belirlemistir.

Biger ve Ercis (2020), sosyal aglarda viral pazarlama iletisimine katilim ile tiiketicilerin satin alma
niyetleri tizerindeki etkili boyutlar ve bu boyutlar: etkileyen faktorleri degerlendirdigi arastirmasinda,
tiiketicilerin firmalara yonelik bagliik diizeylerinin firma Facebook sayfalarindan algiladiklar:
ozelliklerden; viral pazarlama iletisimine katilim niyetlerinin, duygusal baghlik ve tiiketicinin ¢evre ile
etkilesimi faktorlerinden; tiriinlerin satin alma niyetlerinin ise bilissel baghlik ve viral olarak yayma
niyeti faktorlerinden etkilendigi sonucunu elde etmistir.

Gedik (2023), isletme yoneticilerine pazarlama kararlarinda yardimecit olmak amaciyla viral
pazarlamanin avantajlarimi, zorluklarimi ve stratejilerini inceledigi arastirmasinda, viral pazarlamanmn
isletmelere diisiik maliyet, daha etkili bir hedefleme, kisa siirede genis bir alanda yayilabilme, mal ve
hizmetlerin algilanan giivenilirligini, marka bilinirliligini ve satiglar1 arttirma, potansiyel miisterilere
daha kolay ulasma ve web sitesi trafigini arttirma gibi pek ¢ok avantajinin oldugunu ortaya koymustur.

Erdogan (2023), sosyal medyada viral pazarlamanin kullanimi baglaminda viral pazarlama
faktorlerinin tiiketici satin alma niyeti tizerindeki etkisini incelemeyi amacladigl arastirmasinda,
bilgilendiriciligin, eglencenin, kaynak giivenirliliginin ve argiiman kalitesinin tiiketici satin alma
niyetlerini pozitif yonde etkiledigi, ayrica rahatsizlik edicilik ve tiiketici satin alma niyeti arasinda
negatif yonlii anlamli bir iliski oldugu sonucuna ulasmustir.

Literattirde gortldtigu tizere, genel itibariyla sosyal medyada viral pazarlamanin kapsami, avantajlari,
baz1 faktorler tizerindeki etkileri ve viral pazarlamayi diger pazarlama faaliyetlerinden ayiran
ozelliklerini ortaya koyan aragtirmalar mevcuttur. Ozellikle otel igletmelerinin sosyal medya
hesaplarmnin gesitli kriterler tizerinden degerlendirilerek viral pazarlama konusunda yapilmis bir
arastirmaya rastlanmamustir. Bu bakimdan arastirmanin literattire katk: saglayacag: diistiniilmektedir.

Yontem

Arastirmanin amaci, 5 yildizli otel isletmelerinin sosyal medya platformlarindan biri olan Instagram’da
yer verdikleri viral pazarlama etkinliklerini kullanim durumlarmin belirlenmesidir. Ayrica otel
isletmelerinin takipgi sayilarma gore viral pazarlama etkinliklerine nem verme durumlarmin ve otel
isletmelerinin viral pazarlama etkinlikleri agisindan kentler arasinda farklilik olup olmadiginin ortaya
konmasi amaclanmaktadir.
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Veri Toplama Araci

Arastirmanin metodolojisi 2 boliimden olugsmaktadir. Otel isletmelerinin Instagram’da yer verdikleri
viral pazarlama etkinliklerinin ve bu kapsamda yiiksek katilim stratejisine uygun kullanim
durumlarmin belirlenmeye calisildigr ilk boliimde kullanilan degerlendirme formunda yer alan
kriterler yazarlar tarafindan belirlenmis, literatiirde s6z konusu kriterlere yonelik benzer ¢alismalara
rastlanmamustir.

Arastirmanin Evren ve Orneklemi

Aragtirmanin evrenini Tiirkiye’de en cok misafir agirlayan Antalya, Aydin, Istanbul, Izmir ve Mugla
kentlerinde faaliyet gosteren 5 yildizli otel isletmeleri olusturmaktadir. Bu kentlerdeki 5 yildizli otellere
T.C. Kiiltiir ve Turizm Bakanlig1 Yatirim ve Isletmeler Genel Mudiirligii (2023)niin web sitesinden
ulasilmus, tesis tiirii otel ve tesis siifi 5 yildizli olan toplam 594 otel isletmesi elde edilmistir
(https:/ /yigm.ktb.gov.tr/ genel/turizmtesisleri.aspx). Tablo 1'de otel isletmelerinin kentlere gore
dagilmmu gosterilmistir.

Tablo 1: 5 yildizli Otel Isletmelerinin Kentlere Gore Dagilimi

Bulunan Otel Sayis1 Instagram Kullanan

Kent N ot Say1s (N) %

Antalya 348 328 943
Aydin 21 20 95,2
Istanbul 130 122 93,8
[zmir 32 31 96,9
Mugla 63 56 88,9
Toplam 594 552 92,9

Arastirmanin Orneklemi, 594 otel isletmesinden Instagram hesab: kullanan 552 otel isletmesinden
olusmaktadir (%92,8). Bu baglamda analiz stiresince Antalya’dan 348 isletmeden 328 isletme,
Aydin’dan 21 isletmeden 20 isletme, Istanbul’dan 130 isletmeden 122 isletme, Izmir’den 32 isletmeden
31 isletme ve Mugla’dan 63 isletmeden 56 isletmenin Instagram hesabina ait veriler kullanilmistir.

Verilerin Toplanmasi ve Analizi

Arastirmanin metodolojisinin ilk boéliimiinde, otel isletmelerinin Instagram’da yer verdikleri viral
pazarlama etkinliklerinin ve bu kapsamda yiiksek katihim stratejisine uygun kullanim durumlarinin
belirlenmesi icin otel isletmelerinin Instagram hesaplari, degerlendirme formu kullanilarak incelenmis
ve elde edilen veriler icerik analizi yontemi ile analiz edilerek elde edilen bulgular sayisallagtirilmisgtur.
Yazarlar tarafindan belirlenmis olan degerlendirme formunda yer alan kriterler; profesyonel hesap tiirii
bilgisi, adres bilgileri, iletisim bilgileri, kurumsal web site eklentisi ve gonderi etiketleri (hashtag)dir.

Degerlendirme Formunda Yer Alan Kriterler

Instagram’da 2 tiir hesap tiirti bulunmaktadir. Bunlar kisisel hesap ve isletme hesap tiirleridir.
Instagram’da isletme hesab1 olarak yapilandirilmis bir hesapta profesyonel pano bulunmakta ve bu
panoda istatistikler yer almaktadir. Isletmeler genellikle bu istatistikler araciligiyla hesaplarina ulagsan
hesap sayisini kontrol edebilmektedir. Bundan dolay: isletme hesap tiirti kullanan isletmelerin
hesaplarinda, Instagram’da profilin agiklama kisminda yer alan profesyonel hesap tiirii bilgisine yer
vermesi ilk onemli viral pazarlama etkinligini kullanma ozelligi tasimaktadir. Bunun nedeni
profesyonel hesap tiurtintin kullamilmasi, isletmelerin “isletme kesfet” boltimiinde gosterilmesini
saglamaktadir. Adres bilgileri, iletisim bilgileri, kurumsal web site eklentisi ve profilde paylasilan
gonderi/ igeriklerin etiketleri ise profilin agiklama kisminda ilk sirada yer alan profesyonel hesap tiirii
bilgisini desteklemekte, boylece isletmeler hesaplarin one ¢ikmalarini saglayarak viral pazarlama
etkinliklerine katilmaktadir.

Profesyonel Hesap Tririi Bilgisi

Profesyonel hesap tiirti, otel isletmelerinin isletme hesaplarinda profillerinin agiklama kisminda otel,
konaklama isletmesi, yerel isletme, plaj oteli vb. isimlerle yer alan, otel isletmelerini bir gruba dahil
ederek bunu diger kullanucilara gosteren 6nemli bir bilgidir.

Adres Bilgileri

Adres bilgileri, otel isletmelerinin isletme hesaplarinda bir buton altinda toplanan ve profillerinin
aciklama kisminda acikca gosterilen, kullanicilara adres erisimi, bilgi sunma ve karar verme
konularmda kolaylik saglayan bir bilgi ttirtidiir.

Iletisim Bilgileri

Tletisim bilgileri, otel isletmelerinin isletme hesaplarinda e-posta ve telefon segenekleriyle bir buton
altinda toplanan ve profillerinin agiklama kisminda tercihe baglh olarak da gosterilebilen, kullanicilara
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otel isletmesini direkt telefon ile arama, direkt e-posta secimi mail atma gibi konularda kolaylik
saglayan bir bilgi ttirtidiir.

Kurumsal Web Site Eklentisi

Otel isletmeleri, isletme hesaplarindaki profillerinin agiklama kisminda sahip olduklar1 kurumsal web
sitesinin baglant1 adresine de yer verebilmektedir. Boylece otel isletmeleri, isletme hakkinda daha fazla
bilgi edinmek isteyen veya rezervasyon yaptirmak isteyen kullanicilara dogru web sitesine direkt
baglanabilme olanag ile kolaylik saglamaktadur.

Gonderi Etiketleri (Hashtag)

Otel isletmeleri, isletme hesaplarinda paylastiklar: gonderi/ igeriklerin agiklama kismina gesitli etiketler
koyarak, s6z konusu gonderi ve igeriklerin veya hesaplarimin “kesfet” boliimiinde ¢tkmasini, ya da
kullanilan etiketlerin kullamicilar tarafindan aratilmas: durumunda o etiketin kullamldii diger
gonderiler arasinda kullanicilara gosterilmesini saglayabilmektedir. Bu da isletmeye, kullanicilara
hesabin erisimi konusunda rahatlik saglamaktadir.

Arastirmanin metodolojisinin ikinci boltimiinde, otel isletmelerinin takipgi sayilarina gore viral
pazarlama etkinliklerine énem verme durumlarinin ortaya konmasi icin farklilik testi yapilmus, elde
edilen veriler SPSS 23.0 (Statistical Packages for Social Science) ile analiz edilmistir.

Arastirmanin Kisitlar

Instagram’da hesaplarin etkilesim yontindeki avantajlar: diistiniildiigiinde, isletme tiirtindeki hesaplar
bir takim web sitelerinden sahte takipgi satin alarak diger hesaplarla etkilesimlerini arttirmaya ve
kullanicilar tarafindan kesfedilmeye calismakta oldugu bilinmektedir. Bu nedenle arastirmaya katilan
otel isletmelerinin viral pazarlama etkinliklerine 6nem verme diizeylerinin takip¢i sayilarma gore
belirlenmeye calisilmasi arastirmanin kisitini olusturmaktadir.

Bulgular ve Tartisma

Arastirma, 18 Kasim 2023 ve 20 Aralik 2023 tarihleri arasinda incelenen 551 Instagram hesabini
kapsamaktadir. Oncelikle Tablo 2, Tablo 3, Tablo 4, Tablo 5 ve Tablo 6’da incelenen kriterler aciklanarak
kentlerde bulunma oranlar1 gosterilmis, sonrasinda kentler temel aliarak otel isletmelerinin takipgi
sayilarina gore viral pazarlama etkinliklerine 6nem verme durumlarinin ortaya konmasina yonelik Tek
Yonlt Varyans Analizi (ANOVA) testi yapilarak elde edilen bulgular Tablo 7’de gosterilmistir.

Tablo 2: Profesyonel Hesap Tiirii Bilgisinin Otel Isletmelerinin Bulundugu Kentlerde Yer Alma Oranlar1

Instagram Kriterin Bulundugu
Kent Kullanan Otel Hesap Sayis1 (N) %
Sayis1 (N)
Antalya 328 226 68,9
Aydin 20 18 90,0
Istanbul 122 79 64,8
Izmir 31 21 67,7
Mugla 56 35 62,5
Toplam 552 379 68,7

Tablo 2'ye gore Instagram kullanan otel isletmelerinin profillerinde profesyonel hesap tiirii bilgisinin
yer aldig1 hesap sayisinin en fazla Aydin’da oldugu goriilse de diger kentlerde de otel isletmelerinin

yarisindan fazlasi Instagram hesaplarinda s6z konusu kritere yer vermektedir.

Tablo 3: Adres Bilgilerinin Otel Isletmelerinin Bulundugu Kentlerde Yer Alma Oranlar1

Kriterin Bulundugu

Instagram Hesap Sayis1 (N)
Kent Kullanan Otel %

Sayisi (N)
Antalya 328 162 49,4
Aydin 20 12 60,0
Istanbul 122 104 85,2
Izmir 31 26 83,9
Mugla 56 34 60,7
Toplam 552 338 61,2

Tablo 3’e gore Instagram kullanan otel isletmelerinin profillerinde adres bilgilerinin yer aldig1 hesap
sayist en fazla %85,2 oranla Istanbul ve %83,9 oranla izmir' dedir. Antalya %49,4 oranla diger
kentlerdeki Instagram kullanan otel isletmelerine gore s6z konusu kriterin en az kullanildig kenttir.
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Insta Kriterin Bulundugu

gram

Kent Kullanan Otel Hesap Sayist (N) %
Sayist (N)

Antalya 328 283 86,3

Aydin 20 20 100,0

Istanbul 122 112 91,8

Izmir 31 31 100,0

Mugla 56 49 87,5

Toplam 552 495 89,7

Tablo 4’e gore Instagram kullanan otel isletmelerinin profillerinde iletisim bilgilerinin yer aldig1 hesap
sayist %100 oranla Aydin ve Izmir’dedir. Bu kentleri sirasiyla Istanbul (91,8), Mugla (%87,5) ve Antalya
(86,3) izlemektedir.

Tablo 5: Kurumsal Web Site Eklentisinin Otel Isletmelerinin Bulundugu Kentlerde Yer Alma Oranlar1

Instagram Kriterin Bulundugu
Kent Kullanan Otel Hesap Sayis1 (N) %
Sayisi (N)
Antalya 328 309 94,2
Aydin 20 19 95,0
Istanbul 122 120 98,4
Izmir 31 31 100,0
Mugla 56 53 94,6
Toplam 552 532 96,4

Tablo 5'e gore Instagram kullanan otel isletmelerinin profillerinde kurumsal web site eklentisinin yer
aldigr hesap sayismin %100 oranla Izmir'de oldugu ve diger kentlerdeki otel isletmelerinin biiyiik
¢ogunlugunun da s6z konusu kritere profillerinde yer verdikleri goriilmektedir.

Kardes Colakoglu ve Ulema (2021), diinyanin en iyi 50 restoraninin sosyal medya hesaplarin inceledigi
arastirmasinda, restoranlarin Instagram hesaplarinda en fazla web site eklentisime yer verdikleri
sonucuna ulagmuslardir. Ayrica Tufan Yenigikt1 (2016), Instagram kullanan sirketlerin hesaplarini halkla
iliskiler kapsaminda analiz ettigi arastirmasinda takipgilerin kurumsal web site eklentisine
yonlendirilmesinin satislar1 arttirdigini belirtmektedir. Nitekim, arastirma kapsaminda elde edilen
bulgularda otel isletmelerinin nerdeyse tamami hesaplarinda bu eklentiye yer verdikleri saptanmuistir.

Tablo 6: Gonderi Etiketlerinin Otel Isletmelerinin Bulundugu Kentlerde Yer Alma Oranlari

Instagram Kriterin Bulundugu
Kent Kullanan Otel Hesap Sayis1 (N) %
Sayisi (N)
Antalya 328 227 69,2
Aydin 20 19 95,0
Istanbul 122 73 59,8
[zmir 31 28 90,3
Mugla 56 46 82,1
Toplam 552 393 71,2

Tablo 6’ya gore Instagram kullanan otel isletmelerinin, profillerinde paylastiklar: gonderilerin altindaki
etiketlerin yer aldig1 hesap sayisinin en fazla Aydim (%95,0) ve Izmir (%90,3)'de oldugu goriilmektedir.
[stanbul (%59,8)'da yer alan otel isletmelerinin ise gonderi etiketlerine en az yer veren kent oldugu
anlasilmaktadir.

Ilgin, Demiral ve Cavusgil Kose (2020), zincir otellerin Instagram paylasimlarina yonelik yaptigi
arastirmasinda etiket eklenerek paylasilan gonderilere takipgilerin daha duyarli oldugunu ve bu
gonderilere takipgiler tarafindan daha fazla yorum ve begeni alindigmi belirtmektedir. Nitekim
arastirma kapsaminda elde edilen bulgularda, Istagram hesaplarinda paylastiklar: gonderi ve igeriklere
otel islemelerinin cogunlugunun etiket ekledikleri goriilmiistiir.

Arastirmaya katilan otel isletmeleri, takipgi sayilarma gore 1000-2000 arasi1, 3000-8000 aras1, 9000-20000
arasi, 21000-50000 arasi ve 51000 ve istti biciminde gruplara aymilarak otel isletmelerinin viral
pazarlama etkinliklerinin takipgi sayis1 degiskenine gore anlamli bir farklilik gosterip gostermediginin
belirlenmesi amaciyla tek yonlt varyans analizi (Anova) yapilms ve Tablo 7'de gruplar arasi toplami
ortalamalar1 verilmistir.
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Tablo 7: Otel Isletmelerinin Takipgi Sayilarma Gore Viral Pazarlama Etkinliklerine Onem Verme
Durumlarina Y6nelik Tek Yonlti Varyans Analizi (ANOVA) Sonuglari

Kent N Kriterler Ort. Ss F p
Profesyonel Hesap Tiirii Bilgisi 1,320 0,467 3,044 0,017
Adres Bilgileri 1,510 0,500 0,251 0,909
Antalya 328 iletisim Bilgileri 1,143 0,350 2,654 0,033
Kurumsal Web Site Eklentisi 1,064 0,245 1,740 0,141
Gonderi Etiketleri (Hashtag) 1,310 0,463 2,990 0,019
Profesyonel Hesap Tiirii Bilgisi 1,110 0,308 0,383 0,818
Adres Bilgileri 1,400 0,503 0,610 0,662
Aydin 20 iletisim Bilgileri 1,000 0,000 0,642 0,884
Kurumsal Web Site Eklentisi 1,050 0,224 0,376 0,639
Gonderi Etiketleri (Hashtag) 1,050 0,224 0,406 0,801
Profesyonel Hesap Tiirii Bilgisi 1,374 0,486 1,108 0,356
Adres Bilgileri 1,366 0,484 0,592 0,669
Istanbul 122 Tletisim Bilgileri 1,000 0,000 1,535 0,196
Kurumsal Web Site Eklentisi 1,024 0,354 1,108 0,356
Gonderi Etiketleri (Hashtag) 1,407 0,493 0,763 0,552
Profesyonel Hesap Tiirii Bilgisi 1,344 0,483 0,782 0,547
Adres Bilgileri 1,188 0,397 0,538 0,709
[zmir 31 Tletisim Bilgileri 1,031 0,177 3,059 0,034
Kurumsal Web Site Eklentisi 1,031 0,177 3,059 0,034
Gonderi Etiketleri (Hashtag) 1,125 0,336 0,588 0,674
Profesyonel Hesap Tiirii Bilgisi 1,421 0,498 2,487 0,055
Adres Bilgileri 1,386 0,491 3,898 0,008
Mugla 56 iletisim Bilgileri 1,140 0,350 14,060 0,001
Kurumsal Web Site Eklentisi 1,070 0,258 2,053 0,100
Gonderi Etiketleri (Hashtag) 1,193 0,398 0,866 0,491

Tablo 7’de grup ortalamalar1 arasindaki fark istatistiksel acidan 0,001 deger ile yalnizca Mugla
kentindeki otel isletmelerinin Instagram hesabindaki iletisim bilgileri kriterinde anlamli bulunmustur
(p<0,005).

Tutgun Unal ve Kurt (2021), Instagram’da paylasilan génderi/igeriklerdeki etiketlerin takipgi sayilarini
arttirdigini saptamustir. Bu arastirma kapsaminda elde edilen bulgularda takipgi sayis1 ytikseldikge
Instagram hesaplarinda iletisim bilgilerine onem verdikleri anlagilmaktadir. Dolayisiyla takipgi sayisini
yiiklseltmek isteyen otel isletmeleri gonderi ve igeriklerini etiketlerken, takipci sayisi ytiikselmeye
basladiginda isletmeye kolay erisebilirligi saglamak adina otel isletmelerinin iletisim bilgileri kriterine
onem verdigi sdylenebilmektedir.

Sonuc, Tartisma ve Oneriler

Aragtirma sonucunda Kiiltiir ve Turizm Bakanlhigi Yatirim ve Isletmeler Genel Miidirliigii (2023)'den
Tiirkiye’de en ¢ok misafir agirlayan Antalya, Aydin, Istanbul, Izmir ve Mugla kentlerinde faaliyet
gosteren tesis tiirii otel ve tesis smnifi 5 yildizli olan 594 isletme oldugu bilgisi elde edilmis, 594 otel
isletmesinden 552'sinin Instagram hesab:r kullandig: gortilmiistiir. Otel isletmelerinin Instagram
hesaplari, degerlendirme formu kullamlarak incelenmistir. Degerlendirme formu, Instagram
hesaplarinda otel isletmelerinin viral pazarlama etkinlikleri kapsaminda ytiksek katilim stratejisine
uygun kullanim durumlarmin belirlenmesine yonelik profesyonel hesap tiirii bilgisi, adres bilgileri,
iletisim bilgileri, kurumsal web site eklentisi ve gonderi etiketleri (hashtag) olmak tizere 5 kriterden
olusmaktadir. Degerlendirme formunda kentlerin tamamina bakildiginda, en ¢ok kullanilan kriterlerin
kurumsal web site eklentisi ve iletisim bilgileri oldugu; en az kullanilan kriterin ise adres bilgileri
oldugu sonucuna ulasilmistir

Degerlendirme formu kullanularak incelenen toplam 552 otel isletmesinin %68’inin profesyonel hesap
turiini kullandig1 ve bu bilgiye profillerinde yer verdigi anlasilmistir. Bu kentlerin Tiirkiye’de en gok
misafir agirlayan kentler oldugu goz oniine alindiginda, elde edilen bu sonucun diisiik bir oran oldugu
sOylenebilir. Viral pazarlama etkinlikleri kapsaminda profesyonel hesap tiirti kullanimi ve profilde
isletmelerin bu bilgiye yer vermesi isletmelerin “isletme kesfet” boliimiinde gosterilmesiyle birlikte
isletmelerin 6n plana ¢tkmasin saglamakta ve tanitim, satis ve pazarlamasini kolaylastirmaktadir.

Adpres bilgileri kriteri kapsaminda otel isletmelerinin %61,2’sinin Instagram hesaplarinda bu bilgilere
yer verdigi goriilmiistiir. Kentler arasinda Istanbul ve Izmir'in bu kriterin en fazla kullanildigi,
Antalya’nin ise en az kullanildig1 kent oldugu anlasilmistir. Antalya kentinin turizm cesitliligi
du§ﬁnﬁldﬁgﬁnde, Antalya icin elde edilen %49,4 oraninin beklenenden distik oldugu soylenebilir.
Iletisim bilgileri kriteri kapsaminda ise Instagram hesabi kullanan 552 otel isletmesinin 495'inin
profillerinde bu kritere yer verdigi anlasimakla beraber Aydin ve Izmir'deki otel isletmelerinin
tamaminin Instagram profillerinde bu bilgileri kullandig1 sonucuna ulasilmustir. Otel isletmelerinin
profillerinde bu bilgilere yer vermesi Antalya’da bir bolgeyi ziyaret edecek olan mevcut ve potansiyel
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ziyaretgilere karsi soz konusu bolgedeki isletmeler adres ve telefon/e-posta erisimi konusunda bilgi
saglayici gorev listlenmektedir.

Kurumsal web site eklentisi kapsaminda Instagram kullanan otel isletmelerinin %96,04’t s6z konusu
kritere profillerinde yer verdigi sonucu elde edilmistir. Kriterler arasinda en fazla kullanilan bu kritere
yer veren kentler en yiiksek orandan en diisiik orana dogru siralandigina, [zmir, istanbul, Aydin, Mugla
ve Antalya oldugu goriilmiistiir. Otel isletmelerinin profillerinde kurumsal web sitelerine baglantiya
izin vermeleri odalarmin, toplanti salonlarmnin, restoranlarimin vd. olanaklarimin tanitimi ve
rezervasyonu konusunda kolaylik saglamaktadir. Bu nedenle aragstrma kapsamindaki otel
isletmelerinin neredeyse tamaminin bu kritere yer verdigi yoniindeki elde edilen bu sonug 6nem arz
etmektedir.

Degerlendirme formunda yer alan son kriter olan gonderi etiketleri kapsaminda bu kritere en fazla yer
veren kentlerin Aydin, Izmir ve Mugla oldugu goriilmiistiir. Otel isletmelerinin Instagram hesaplarinin
profillerinde paylastiklar: gonderilerin altinda yer alan etiketler viral pazarlama etkinlikleri konusunda
etkililik 6zelligi tasimaktadir. Bunun nedeni gonderilerin altinda yer verilen etiketlerin hem genel akista
kullanicilar1 yonlendirebilmesi hem de etiketin yer aldigi sayfalarda isletmelerin gonderilerinin
gosterilmesini saglamasidir.

Arastirmaya katilan otel isletmelerinin viral pazarlama etkinliklerine Instagram hesaplarindaki takipgi
sayllarina gore dnem verme durumlarinin anlagilmasi amaciyla kriterlerin degerlendirildigi analiz
sonucunda yalmzca Mugla kentinin sadece iletisim bilgileri kriterine 6nem verdigi sonucu elde
edilmistir. Burada arastirmanin kisitin1 olusturan Instagram hesabi sahibi otel isletmelerinin takipgi
satin alma konusu gtz oOniine alindiginda arastirmanin bulgularinda varilan bu sonug, otel
isletmelerinin takipgi sayilarina gore viral pazarlama etkinliklerine nem verme durumlarina yonelik
dogru ve kapsayici bir bilgi sagladig1 diistintilmemektedir.

Sonug olarak, otel isletmelerinin yiiksek katilimci stratejisi kapsaminda “kurumsal web site eklentisi ve
iletisim bilgileri” kriterleri disinda viral pazarlama etkinliklerine katilma durumlar: konusunda zayif
olduklar1 goriilmistiir. Bu gercevede, Tiirkiye’de en gok misafir agirlayan Antalya, Aydin, Istanbul,
[zmir ve Mugla kentlerinde faaliyet gosteren otel isletmelerine viral pazarlama etkinliklerine katilmalar1
konusunda asagidaki 6neriler sunulmustur;

e Otel isletmeleri, sosyal medya uzmanlar: ile birlikte Instagram hesaplarinda profillerinin
aciklama kisminda ve genel akisinda viral nitelik tasiyabilecek gerekli olan igletme ile ilgili ttim
bilgileri sunabilme konusunda ¢alismalar yapabilir.

e Otel isletmeleri, isletme hesap tiirii kullanarak isletmelerin “igletme kesfet” boliimiinde
gosterilmesini saglayacak olan profesyonel hesap tiirii bilgisi kullanabilir.

o Otel isletmeleri, Instagram hesaplarmi aktif olarak kullanabilir, hikdye ve genel akis
gonderilerini belirli giin ve saatlerde muntazaman paylasabilir.

e Otel igletmeleri, Instagram hesaplarindaki paylasimlarinda hesabin ve gonderilerin hem
mevcut takipgilerine gosterilmesini hem de potansiyel takipgilerce kesfedilmesini saglayacak
cesitli etiketlere yer verebilir.

e Otel igletmeleri, turizm sektoriinde rekabet edebilmeleri bakimindan satis ve pazarlama
faaliyetlerini gerceklestirebilmesi icin Instagram hesaplarindaki profillerinin agiklama
kisminda kurumsal web site eklentisinin gosterilmesinin saglanmasina énem vermelidir.

e Otel igletmeleri, adres ve iletisim bilgilerinin Instagram hesaplarinda yer almasma 6zen
gostermeli, kullanicilarin bilgiye erisimini kolaylastirarak mevcut takipgilerin diger
kullanicilarla paylagsmasim da saglayabilir.

Bu konuda yapilmasi istenen gelecek arastirmalarda, Tiirkiye'nin turizm gesitliligi bakimindan zengin
olan bolgelerindeki kentlerde yer alan otel isletmelerinin yiiksek katilimcr stratejisi kapsaminda viral
pazarlama etkinlikleri incelenebilir, karsilastirmalar yapilabilir.
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Turizm, irlanda’nin siirdiiriilebilir kalkinmasinda nemli bir rol iistlenmektedir. Dublin kentinin
2024 yilinda “Avrupa Akilli Turizm Bagkenti” ilan edilmesi tiim dikkatleri irlanda turizmine
gevirmistir. Dublin ve benzeri akilli turizm destinasyonlarindaki basarili uygulamalarin
ORCID: 0000-0002-8646-0416 derlenmesi, hizmet sunum seklini giincel gelismeler dogrultusunda yeniden yapilandirmak
isteyen destinasyonlar igin 6nem arz etmektedir. Bu calismanin amaci; Dublin’de izlenen basarili
uygulamalar1 derlemek suretiyle, Avrupa Akilli Turizm Bagkenti unvanm almak isteyen
destinasyonlar i¢in bir yol haritast saglamaktir. Bu amag¢ dogrultusunda, nitel arastirma
yontemleri arasinda siralan durum calismasi yéntemine basvurulmustur. Calismada ilk olarak
Irlanda’nin Turizm Politikasi, ardindan Dublin Bolgesel Turizm Gelisim Stratejisi (2023-2027)
acgiklanmistir. Son olarak, akilli turizm destinasyonlarinin genel olarak isleyisi Dublin 6rneklemi
tizerinden incelenerek, Dublin kentini Avrupa’da 6rnek gosterilen bir akilli turizm destinasyonu
yapan unsurlar sirasiyla “erisilebilirlik”, “stirdiiriilebilirlik”, “dijitallesme”, “kiiltiirel miras ve
yaraticiik” olmak tizere dort parametre gercevesinde analiz edilmistir. Elde edilen bulgulardan
hareketle “Night-time economy support scheme”, Coastal Mobility Route”, “Your Dublin, Your Voice”,
“Dublin Discovery Trails” gibi uygulamalarin emsal alinabilecegi sonucuna varilmistir.
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Abstract
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Giris

Turizm, Irlanda’nin bir biitiin olarak kalkinmasinda énemli bir rol iistlenmektedir. Hentiz seyahat
kisitlamalarinin bulunmadig1 pandemi 6ncesi donemde (2019 yili itibariyle), Irlanda’nin turizm gelirleri
toplamu (i¢ turizm ve ulastirma dahil) 9,5 milyar Avro olarak gergeklesmistir. Bu rakam Irlanda’nin
gayri safi yurtigi hasilasimin (GSYIH) yaklasik %2,7’sine karsilik gelmektedir. Aym yil itibariyle, turizm
ile baglantili tiim sektorlerde toplam 284 bin 838 kisiye is olanag1 sunulmus olup, bu rakam ise toplam
istihdamin %12,3"tinti olusturmaktadir (OECD, 2022). Siyasi gelismelere ve saglik alanindaki olumsuz
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kosullara bagh olarak, 2020 yilinda irlanda’ya gelen uluslararas turist sayist %80 oraninda azalmustir.
Pandemi nedeniyle uluslararasi seyahatlerin durdurulmas: ile birlikte olusan kayiplar, i¢ turizmden
elde edilen gelirler ile kapatilmaya calisilmus; i¢ turist sayisinin toplam turist sayisi igerisindeki pay1
kapanma déneminde %85’lere kadar ulasmistir. 2022 yilma gelindiginde ise, 6zellikle uluslararasi
turizm faaliyetlerinden kaynakli gelir ve ziyaretci sayis1 2019 yilinda yakalanan rakamlarin %75 ine
ancak ulagabilmistir. Irlanda’nin 2019 yili performansini yeniden yakalayabilmesinin 2025 veya 2026
yilinda miimkiin olacagma iliskin tahminler yapilmaktadir (OECD, 2022). Biitiin bu olumsuz
gelismelere ragmen, Dublin kentinin 2024 yilinda “Avrupa Akilli Turizm Baskenti” ilan edilmis olmasi
Irlanda turizminde giiven tazelemistir.

Avrupa Birligi, akilli turizm destinasyonlarmin gortiniirltigiinti artrmak ve basarili uygulamalar:
yaygmlastirmak amaciyla, 2019 yilindan bu yana Avrupa Akilli Turizm Bagkentleri yarismasi
diizenlemektedir. Bu cercevede sirasiyla Helsinki (2019), Lyon (2019), Malaga (2020), Gothenburg
(2020), Valencia (2022), Bordeaux (2022), Pafos (2023), Seville (2023) ve nihayet Dublin (2024) kentleri
Avrupa Akilli Turizm Baskenti unvanina sahip olmustur. Avrupa Akilli Turizm Bagkentleri yarisma
cagris1 uyarinca; “akilli turizm destinasyonu; turizm ve konukseverlik iiriinlerine, hizmetlerine, alanlarina ve
tecriibelerine BIT [bilisim ve iletisim teknolojileri] tabanli araglarla erisimin saglandigr varis noktast”
(European Union, tarih yok: 3; Mehter Aykimn, 2022: 27, Mehter Aykin, 2023-a: 17) olarak
tanimlanmaktadir. Bir diger ifadeyle, akilli turizm; yeni nesil turistlerin destinasyondaki deneyimlerini
daha keyifli ve zengin hale getirmek tizere, mevcut turizm varliklarinin BIT ler ile zenginlestirilerek
sunulmasini icermektedir.

Gerek Birlesmis Milletler (BM) tarafindan Siirdiiriilebilir Kalkinma Hedeflerinin tamimlanmis olmasi,
gerekse Avrupa Birligi (AB) tarafindan bu hedeflerin Avrupa Yesil Mutabakat: ilan edilmis olmasi,
turizm dahil tiim sektorlerin yeniden yapilanmasin gerekli kilmaktadir. Bilinecegi {izere, Avrupa Yesil
Mutabakati yeni bir {iretim modeline gecisi ifade etmekte olup, en yalin haliyle yesile ve dijitale gecis
seklinde agiklanabilecek ikiz gecisin belirli bir takvim cercevesinde gerceklestirilmesini 6ngérmektedir.
Bu gecis stirecinde, hizmet sunum seklini yeniden yapilandirmak isteyen destinasyonlar igin kendini
ispat etmis akilli turizm destinasyonlarindaki uygulamalar 6nemli birer ilham kaynag: olabilmektedir.
Dolayisiyla, Avrupa Akilli Turizm Bagskentleri yarismasi gibi gesitli vesilelerle basarisi teyit edilerek
emsal gosterilmis akilli turizm destinasyonlarindaki uygulamalarin derlenmesi énem arz etmektedir.
Yerelde Bursa (Ozisik Yapici, 2022), izmir (Eris, 2021), Antalya (Celik ve Topsakal, 2017), vb. Avrupa
capinda ise, Helsinki (Mehter Aykin, 2021), Malaga (Mehter Aykin, 2022), Lyon (Mehter Aykin, 2023-b)
vb. kentlerin akilli turizm potansiyeli tizerine calismalar yapilmustir. Ne var ki, bu ¢alismalarin diger
Avrupa Akilli Turizm Bagkentlerine yonelik calismalar ile pekistirilmesi dogru bir yaklasim olacak gibi
goziitkmektedir.Bu baglamda calismanin amaci; “2024 yilinda Dublin’i Avrupa Akilli Turizm Baskenti
yapan unsurlar1 derleyerek, kullanicilarin hizmetine sunmak” seklinde belirlenmistir.

Yontem

Yukarida da ifade edildigi tizere, calismanin amacy;, Dublin kentini Avrupa Akilli Turizm Baskenti
yapan unsurlari, sirastyla (1) erisilebilirlik, (2) stirdiirtilebilirlik, (3) dijjitallesme ve (4) kiiltiirel miras ve
yaraticilik olmak tizere dort parametre {izerinden derleyerek, akilli turizm destinasyonu olma yolunda
ilerleyen kentler icin emsal olusturmasim saglamaktir. Bu amag¢ dogrultusunda kullanilabilecek en
uygun yontem, nitel arastirma yontemleri arasinda yer alan drnek olay veya vaka calismasi olarak da
bilinen durum ¢alismasidir. “Ne”, “Neden?” ve “Nasil?” sorularina cevap aranarak gerceklestirilen
durum calismalarinda, belirli bir isleyise sahip herhangi bir sistemin nasil calistigina dair veriler
toplanmakta; elde edilen veriler konuya yonelik politika veya strateji olusturulmas: siirecinde girdi
olarak kullanilmaktadir” (Yildirim ve Simsek, 1999: 289; Bleijenbergh, 2020: 61; Gerring, 2007: 19;
Chimiliar, 2010: 582; Mehter Aykin, 2021: 3-4; Mehter Aykin, Mehter Aykin, 2022: 28; Mehter Aykin,
2023-b: 236).

Durum calismalarinda; dokiiman ve arsiv inceleme, gozlem ve goriisme gibi degisik veri toplama
araglar1 kullanilabilmektedir (Yildirim ve Simsek, 1999: 296). Bu calismada, veri toplama yontemi olarak
dokiiman incelemesi tercih edilmistir. Avrupa Akilli Turizm Baskentleri yarisma cagrisina cikan
Avrupa Komisyonu'nun resmi belgelerinde yer alan verilere ilave olarak Irlandamin Turizm
Departmanu (Tourism Division of the Department of Tourism, Culture, Arts, Gaeltacht, Sport and Media),
Turizm Kalkinma Ajans: (Fdilte Ireland,), Turizm Tanmitim ve Pazarlama Ajansi (Tourism Ireland) gibi
resmi kurumlarmnin yani sira Dublin kent yonetiminin resmi internet sayfalarinda agik erisim saglanan
veriler kullanilmistir. Elde edilen veriler, Avrupa Akilli Turizm Baskentleri yarisma ¢agrisinda
kullarulan dort parametre (erisilebilirlik, stirdurtlebilirlik, dijitallesme ve kiiltiirel miras - yaraticilik)
referans alinarak tasnif edilmis ve amag dogrultusunda raporlanmustir.

Bu calismada, akilli turizm destinasyonlarindaki isleyis tekil bir destinasyon {izerinden incelenerek,
Dublin kentini Avrupa’da ornek gosterilen bir akilli turizm destinasyonu yapan unsurlar analiz
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edilecektir. Calismada, sirasiyla “frlanda’nin Turizm Politikas1 ve Stratejisi neleri icermektedir?”,
“Dublin Bolgesel Turizm Gelisim Stratejisi nelerin yapilmasim éngormektedir?”, “2024 yilinda Avrupa
Akilli Turizm Baskenti ilan edilen Dublin'in potansiyel akilli turizm destinasyonlar1 icin emsal
olusturabilecek akilli turizm uygulamalar1 nelerdir?” sorularna cevap aranip, ilgili politika ve
uygulamalara iliskin elde edilen bulgular Avrupa Akilli Turizm Baskenti parametrelerine uygun olarak
raporlanacaktr.

Anahatlari ile irlanda’nin Turizm Politikas1

[rlanda’da turizm politikasinin olusturulmasi, turizm stratejisi ve eylem planmin tammlanmast,
tanimlanan eylem planinin hayata gegirilmesi ve uygulamalarin takibi btiytik olgtide The Tourism
Division of the Department of Tourism, Culture, Arts, Gaeltacht, Sport and Media (Turizm, Kiilttir, Sanat, Gal
Dili, Spor ve Medya Departmanimin Turizm Birimi - kisaca Turizm Departmani) tarafindan
Departmanin bagh kuruluslari ile isbirligi igerisinde gerceklestirilmektedir. Turizm Departmani
tarafindan tanimlanan politikalar, biiytik 6lctide Fdilte Ireland (Irlanda Turizm Kalkinma Ajansi) ve
Tourism Ireland (Irlanda Turizm Tamtim ve Pazarlama Ajansi) olarak bilinen iki bagh kurulus
araciligtyla hayata gegirilmektedir. Bunlardan Fdilte Ireland, Irlanda’nin tamaminda faaliyet yiriiten
turizm kalkinma ajansi olup, tilkenin uzun vadeli stirdiirtilebilir kalkinmasina turizmin daha fazla
katkida bulunmasinmi saglamak misyonu ile ¢alismalarda bulunmaktadir. Kisaca belirtmek gerekirse;
Failte Ireland destinasyonlarin kalkinma planlarimi hazirlamakta, hedef pazar arastirmas: yapmakta,
genis capli pazarlama faaliyetleri cercevesinde isbirligi aglarmin ve gesitli platformlarmn
olusturulmasina katkida bulunmakta, altyap: yatirimlarina kaynak aktarmakta, destinasyonlarin cazibe
merkezine dontismesi igin festival gibi gesitli etkinliklerin diizenlenmesine katkida bulunmakta,
isletmelerin yenilikci girisimlerine destek olmakta, danismanlik hizmeti sunmakta, gerekli hallerde
egitim programlar1 diizenlemektedir (OECD, 2022; The Department of Tourism, Culture, Arts,
Gaeltacht, Sport and Media, Tourism Policy, 28.03.2024). Ote yandan, North South Ministerial Council
(Kuzey-Giiney Bakanlar Konseyi) ile igbirligi icerisinde faaliyetlerini stirdiiren Tourism Ireland i temel
gorevi; Irlanda’nin tatil ve is turizmi destinasyonu olarak gerek ada igerisinde, gerekse denizasirt
iilkelerde tamitilip tutundurulmasim saglamaktir. Bir diger ifadeyle, Fdilte Ireland altyap1 ve triin
gelistirme konularinda ¢alismalarini yogunlastirirken, Tourism Ireland adanin bir buitiin olarak tanitilip
pazarlanmasina odaklanmis durumdadir (Oireachtas Library & Research Service, 2022: 6).

2021 yili itibariyle Irlanda’nin merkezi biitcesinden toplam 221 milyon avro turizm sektoriiniin
stirdtirtilebilir gelisimini saglamak ve rekabet gtictinii artirmak {izere ilgili kuruluslara tahsis edilmistir.
Bu rakamin 2,4 milyon avrosu Turizm Departmani emrine, 144,8 milyon avrosu Fdilte Ireland emrine,
63,8 milyon avrosu Tourism Ireland emrine verilmistir (OECD, 2022). Turizm Departmari ve baglh
kuruluslarinin yani sira, Kent Konseyleri (yerel yonetimler) de gorev alanlan igerisindeki bolgelerde
altyapr yatirimlarinin yapilmasinda, turizm gelisim planlarinin uygulanmasinda, turizm odakl
etkinliklerin diizenlenmesinde aktif rol tistlenmektedir (OECD, 2022).

23 Mart 2015 tarihinde, irlanda 2025 yilina yonelik turizm hedeflerini belirledigi bir politika belgesi
aciklamstir. “People, Place and Policy - Growing Tourism to 2025” (Insan, Mekan ve Politika - 2025e dek
Biiytiyen Turizm) olarak bilinen politika belgesi ile ilan edilen hedefler su sekildedir (Department of
Transport, Tourism and Sport, tarih yok: 9):

% 2025 yilna kadar, denizagir {ilkelerden gelen ziyaretcilerden elde edilen gelirler, ulastirma harig
olmak {tizere, yillik olarak reel bazda 5 milyar avroya ulasacaktir;

% Halihazirda 200 bin dolaylarinda olan turizm sektoriindeki istihdam hacmi 2025 yilina kadar 250
bin kisi olacaktir;

» 2025 yil itibariyle Irlanda'ya gelen ziyaretgi say1st yillik bazda 10 milyonu yakalayacaktr.

Yukarida belirtilen hedeflere ulasabilmek icin Irlanda Hiikiimeti bir dizi taahhiitte bulunmustur. Buna
gore (Department of Transport, Tourism and Sport, tarih yok a: 9-10);

7

% Gurdirilebilir gelismenin ve ekonomik kalkinmanin saglanmasinda ve ayrica adanin biittiniinde
baris ve isbirliginin tesis edilmesinde 6nemli bir katalizator olarak degerlendirilen turizm sektort,
ulusal ekonomi politikasinin ve stratejisinin merkezine yerlestirilecektir.

%+ Her gecen giin artan turizm faaliyetlerinden daha fazla sosyo-ekonomik fayda saglamak tizere,
tilkenin sahip oldugu beseri kaynaklar, yeralt1 ve yer iistii zenginlikleri, somut ve somut olmayan
kiilttirel varliklar, saglam ve etkin bir politika ¢ercevesinde harekete gegirilecektir.

% Irlanda’nin denizasir iilkelerde basarili bir sekilde tanitilmasmi ve ziyaretcilerin beklentilerinin
karsilanmasini temin etmek tizere, pazarlama faaliyetleri geleneksel ve yiikselen piyasalardan gelen
ziyaretcilerin dengeli bir dagihimimi saglayacak sekilde gerceklestirilecek; kiiltiirel miras korunarak,
tiim kamusal turizm yatirimlari ihtiyag temelli yapilacaktir.

% Turizm cahsanlarmin mesleki gelisimleri uygun araclarla desteklenmek suretiyle, turizm

endiistrisinin degisen ziyaretci taleplerini karsilama kapasitesi ve kabiliyeti artirilacaktir.

JTIS (2024), 7(2): 77-87

79



Sibel Mehter Aykin

% Turizm endiistrisinin gelisiminde yerel yonetimlerin rolii ve toplumun turizme katkis1 géz oniinde
bulundurularak, Irlanda Hiikiimeti ile devlet kurumlarinin iizerine diisenler acikca tanimlanacak;
yerel yonetimler, turizm girisimleri, yerel halk, ziyaretciler ve bu gibi genis bir yelpazeye yayilan
turizm paydaslarinin beklentileri karsilanacaktir.

Yukarida siralanan taahhiitlerin yerine getirilmesinde ve hedeflerin tutturulmasinda basat rol Fdilte
Ireland’e verilmistir. 10/2003 sayih Kanun'dan ve s6z konusu kanunda yapilan 51/2022 sayili
degisiklikten aldig1 giic ile Fdilte Ireland tiim faaliyetlerini iki temel 6ncelik ekseninde sekillendirmeye
baslamistir. Buna gore; Fiilte Ireland, cevre ve dogal kaynaklarin korunmasin gozetirken, toplumun
ekonomik kalkinmasini bir biitiin olarak temin edecek sekilde turizm sektoriiniin rekabetciligini ve
stirdiiriilebilir biiytimesini destekleyen faaliyetlerde bulunmaktadir. Ayrica, Irlanda Hiikiimeti'nin
birincil derecede yardimcisi olarak Good Friday Agreement (Hayirlh Cuma Anlasmasi) ve Shared Island
Initiative (Paylasilan Ada Girisimi) baglaminda, 6zellikle de Tourism Ireland ile esglidiim icerisinde
Kuzey-Giiney isbirligini tesvik etmektedir (The Department of Tourism, Culture, Arts, Gaeltacht, Sport
and Media, erisim: 28.03.2024).

Dublin Bolgesel Turizm Gelisim Stratejisi (2023-2027)

Fdilte Ireland'in yapmis oldugu bir arastirmaya gore (Failte Ireland, tarih yok-a: 4); irlanda’min sahip
oldugu toplam konaklama kapasitesinin %70’i tilkenin neredeyse %30'unu kapsayan bir cografi alanda
yogunlasmis durumdadir. Yogunlasmanin oldugu yerlerden biri de hi¢ kuskusuz baskent Dublin’dir.
Fdilte Ireland’n hazirladigy dort adet Bolgesel Turizm Gelisim Stratejisinden (Regional Tourism
Development Strategqy - RTDS) biri bagkent Dublin’e yoneliktir. On yillik bir vizyon iceren Bolgesel
Turizm Gelisim Stratejisi'nin hayata gecirilmesi Destinasyon ve Deneyim Gelisim Planlar1 (Destination
and Experience Development Plans - DEDPs) ve Sehir ve Ilge Gelisim Planlar1 (City and County Development
Plans - CCDPs) ile miimkiin olmaktadir (F4ilte Ireland, tarih yok-b: 10). Irlanda’nin Bolgesel Turizm
Gelisim Stratejisi dort ana stratejik amag tizerine yapilandirilmustir (Failte Ireland, tarih yok-b: 23):

1. Destinasyonun direncinin artirilmasi: Ziyaretci karmasmin optimizasyonu yoluyla, destinasyonun
direncini artirmak ve kalig siiresini uzatip aktivite yelpazesini genisletmek suretiyle turizm
gelirlerinin maksimizasyonunu saglamak;

2. Is turizminin yeniden canlandirilmasi: Dublin kentini siirdiirtilebilir ve uluslararasi diizeyde lider bir
kent olarak konumlandirmak suretiyle, is turizmini canlandirmak;

3. Tecriibe (iiriin) farklilastirmasimin saglanmasi: Ziyaretcilere genis bir {irlin yelpazesi tecriibe etme
olanag1 sunmak suretiyle, i¢ ve dis turistlerin kenti ziyaret etmeleri ve daha uzun stire kalmalar1
icin saglam bir dayanak sunmak;

4. Endiistri-paydag ortakligimin tesis edilmesi: Vatandas ve ziyaretci merkezli inisiyatiflerin 6ntinii agacak
sekilde, sektorel karbon ayak izini azaltip kiiltiirel ve dogal mirasin korunmasma net katkida
bulunma hususunda kararhh bir sektor-paydas ortakligi tesis etmek suretiyle, Dublin
destinasyonunun gelisimine katkida bulunmak.

2019 il itibariyle, irlanda’ya toplam 9 milyon 674 bin denizasir1 ziyaretgi gelmistir. Denizasir
ziyaretcilerin biiytik bir boliimiti Britanya’dan (3 milyon 487 bin kisi) gelmektedir. Bunlar1 Kita
Avrupasi’'ndan gelenler (3 milyon 609 bin kisi) ile Kuzey Amerika’dan gelenler (1 milyon 902 bin kisi)
takip etmektedir. Geri kalan 676 bin kisi ise, basta uzak dogu olmak {izere diger bolgelerden
gelmektedir (Failte Ireland, 2021: 3). Ay yil itibariyle, Dublin kentine gelen denizasir1 ziyaretgi sayisi
6,6 milyon olarak kayitlara gegmistir (Failte Ireland, tarih yok-c: 1). Kabaca, Irlanda’ya gelen her tic
kisiden ikisinin Dublin’i ziyaret ettigi soylenebilir (Failte Ireland, tarih yok-b: 12).

2019 y1l itibariyle, Irlanda’ya gelen denizasir1 ziyaretgiler, ulagtirma harig, toplam 5 milyar 170 milyon
avro harcama yapmustir. Bu rakama ulagtirma harcamalar ile ada i¢i seyahat harcamalar1 da dahil
edildiginde, turizm gelirlerinin toplam buytklugt 9 milyar 532 milyon avroya ulasmaktadir (Failte
Ireland, 2021: 4). Ayru yil itibariyle, denizagir1 ziyaretcilerden bagkent Dublin’in payina diisen turizm
geliri ise, mutlak rakamlar ile 2,2 milyar avro olarak ifade edilmektedir. Buna ilave olarak, Kuzey
[rlanda’dan gelen ziyaretcilerden 95 milyon avro turizm geliri elde edilmis; i¢ turizm kaynakl gelirler
ise 296 milyon avro olarak kayitlara gecmistir (Failte Ireland, tarih yok-c: 1).

2019 yili verileriyle, irlanda’ya ilk defa gelen ziyaretcilerin toplam igerisindeki payr %69 olarak
gerceklesmistir (Failte Ireland, 2021: 9). Keza aym y1l, Dublin kentini ziyaret eden her dort ziyaretgiden
ticli kente ilk gelisleri oldugunu beyan etmistir (Failte Ireland, tarih yok-c: 1). Dublin’in Avrupa Akilli
Turizm Bagkenti ilan edilmesi, tilkeye ve kente ilk kez gelen kisi sayisim1 daha da artiracak gibi
goziitkmektedir.
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Bulgular
Dublin Kentini Avrupa Akill1 Turizm Baskenti Yapan Uygulamalar

Aralarinda Tiirkiye’den dort ayr1 kentin de bulundugu, 17 tilkeden toplam 29 kent 2024 yili Avrupa
Alallh Turizm Baskentleri yarismasina bagvuruda bulunmus; Dublin kenti yarismanin kazanan ilan
edilmistir (European Union, 2024: 5) (Bakiniz Gorsel 1: Dublin Sehir Haritas1). Avrupa Akilli Turizm
Basgkenti secilebilmek i¢in basvuruda bulunan kentlerin 100 bin tizerinde bir niifusu barindirmasi,
turizm destinasyonu olmasi ve yarisma ¢agrisina istinaden dort parametrenin (erisilebilirlik,
strdiriilebilirlik, dijitallesme ve kiiltiirel miras - yaraticilik) her birinde belirli bir olgunluk diizeyinde
olmasi gerekmektedir (Mehter Aykin, 2021: 9-12; Mehter Aykin 2022: 31-34; Mehter Aykin 2023-a: 19-
22; Mehter Aykin, 2023-b: 2035-236). Bu baglamda, Dublin kentinin sahip oldugu istiinliikler ve
basvuruda 6n plana cikardigi basarili uygulamalar soyle siralanabilir:
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Gorsel 1: Dublin Sehir Haritas1 (Google Gorselleri, t.y.)

Erisilebilirlik

Irlanda Hiikiimeti erisilebilirlik kavramima yeni bir agilim getirmistir. Turizm Departman 2022 yilinda
“Night-Time Economy Support Scheme” (Gece Vakti Ekonomisi Destek Mekanizmasi) olarak bilinen pilot
bir uygulama baslatmis ve basta Dublin olmak {tizere tilkedeki biitiin turizm destinasyonlarinin geg
saatlere kadar acik kalabilmesi icin kaynak tahsisinde bulunmustur. 2023 yili itibariyle, tilke genelinde
kullanmilmak tizere merkezi hiikiimet biitcesinden toplam 6 milyon avro tahsis edilmis olup, pub, gece
kuluibti, kafe, tiyatro, sanat merkezi, sergi salonu, miize ve perakende satis noktasi gibi bir¢ok isletme
yenilikci ve yaratic1 projeleri ile basvuruda bulunarak bu destek mekanizmasindan faydalanmustir.
Boylelikle, Dublin’deki is yerleri organize edecekleri ilave etkinlikler i¢in 10 bin avroya kadar kaynak
talebinde bulunarak, giiniin her saatinde her kesimden katilimciya acik canli DJ performanslari, dans
gosterileri, canli podcast’ler, saglikli yasam calistaylari, film gosterimi, tiyatro temsilleri, sergiler,
egitimler, siir okuma ve hikaye anlatilar1 gibi genis bir yelpazeye yayilan etkinlik secenekleri ile kentin
7/24 canli kalmasim saglamislardir (European Union, 2024: 8; The Department of Tourism, Culture,
Arts, Gaeltacht, Sport and Media, Successful applicants for the night-time economy support scheme
announced, erisim: 29.03.2024). (Bakiniz Gorsel 2: Dublin’de Gece ve Giindiiz)

Gorsel 2: Dublin’de Gece ve Giindiiz (European Commission, t.y.)
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Ote yandan, Dublin City Council (Dublin Kent Konseyi), dezavantajli bireylerin uygun park alanlarina
erisimlerini kolaylastirmak i¢in pilot bir proje kapsaminda kullandig1 bir mobil uygulama araciligiyla
kent capinda bos park alan bilgisini kullanicilarin hizmetine sunmaktadir. Dublin kentinin muhtelif
alanlarma yerlestirilmis sensorler araciligiyla 500 kadar erisilebilir araba park alanmnin bos ya da dolu
olma durumu erisim giicltigli yasayan bireylere iletmektedir (European Union, 2024: 12; Smart Dublin,
Accessible parking spaces on roads and streets, erisim: 29.03.2024).

Siirdiiriilebilirlik

Gerek Irlanda Hiikiimeti gerekse Dublin Kent Konseyi ekonomik, sosyal ve gevresel boyutlar1 ile
stirdiirtilebilir kalkinmay1 teminat altina almak tizere bir dizi kiiresel girisime aktif katilim saglamustir.
Bu baglamda irlanda Hiikiimeti, Birlesmis Milletler Diinya Turizm Orgiiti'niin (BMDTO)
stirdiirtilebilir turizm tanimini referans alarak siirdiiriilebilir turizm gelisim stratejisini olusturmustur.
Bu stratejinin gelistiriimesinde Birlesmis Milletler (BM) tarafindan 2023 yilinda “Siirdiirtilebilir
Kalkinma Hedefleri Elgisi” olarak gorevlendirilen Fiilte Ireland'm {istlendigi misyon onem arz
etmektedir. BM Siirdiiriilebilir Kalkinma Hedefleri (UN Sustainable Development Goals), bir yandan
ulusal kalkinma planina diger yandan ulusal turizm gelisim planma ve bolgesel turizm stratejilerine
aktarilmak suretiyle icsellestirilmistir.

Ayrica, Turizm Alaminda Iklim Eylemi Uzerine Glasgow Deklarasyonu'na (Glasgow Declaration on
Climate Action in Tourism) imza atan Dublin Kent Konseyi, boylelikle stirdiiriilebilir turizm hedeflerini
gerceklestirmek tizere bir gergeveye ve yol haritasina sahip olmustur (European Union, 2024: 22).
Glasgow Deklarasyonu'nu imzalayan taraflar asagidaki hususlar: taahhiit etmis olmaktadirlar (The
Glasgow Declaration on Climate Action in Tourism, erisim: 29.03.2024):

% Emisyon hacmini 2030 yili itibariyle yariya diistirme ve 2050 yilindan 6nce miimkiin olan en erken
zamanda sifir emisyon hedefine ulasma konusundaki kiiresel taahhiitleri desteklemek;

% Deklarasyonun imzalanmasmi takip eden 12 aylik siire zarfinda varsa iklim eylem planim
gtincellemek, yoksa iklim eylem planmi olusturmak ve uygulamaya aktarmak;

% Turizm alaninda iklim degisikligi ile miicadele eylemlerine ivme kazandirmak {izere yerel eylem
planlarini Deklarasyonun bes maddesi ile (6lgtimle, karbondan arindir, yenile, isbirligi yap, finanse
et) uyumlu hale getirmek;

% Kisa ve uzun vadeli hedeflerdeki ilerlemeyi ve alman tedbirleri yillik bazda raporlayarak kamuoyu
ile paylagsmak;

% Deklarasyona imza atmalar1 yoniinde bagka kurum ve kuruluslar1 da 6zendirmek amaciyla, bilgiyi

yayginlastirmak ve bagarili uygulamalar1 paylasmak; tanimlanan hedeflere miimkiin olan en kisa

stirede ulasmak amaciyla, bir digerini cesaretlendirici tutum sergileyerek isbirligi icerisinde hareket

etmek (The Glasgow Declaration on Climate Action in Tourism, erisim: 29.03.2024).

Nitekim 2020 yilinda Dublin Kent Konseyi, Dublin Enerji Ajans1 (Dublin’s Energy Agency - CODEMA)
ve Dublin Biyiiksehir Iklim Eylem Bolgesel Ofisi (Dublin Metropolitan Climate Action Regional Office -
CARO) ile birlikte Dublin Kent Konseyi Iklim Eylem Plani'mi (2019-2024) ilan etmistir. Buna gore
(Dublin City Council, Dublin City Council Climate Action Plan (2019-2024), erisim: 20.03.2024);

1. 2020 yiliitibariyle %33 nispetinde daha iyi bir enerji kullanimi gerceklestirilecektir.

2. 2030 yili itibariyle sera gazi emisyon hacminde %40 oraninda bir indirim gerceklestirilecektir.

3. Iklim degisikligi kaynakli vakalar azaltilmak suretiyle, bagkent Dublin iklim degisikligine karst
direncli bir bolgeye dontistiiriilecektir.

4. Iklim degisikligi ile ilgili olarak vatandaslar stirekli bilgilendirilecek ve aktif katilimlar1 temin
edilecektir.

Stuirdirilebilirlik baglamindan Dublin Kent Konseyi'nin yaptiklari, hi¢ kuskusuz, uluslararasi
sozlesmelere imza atmaktan ibaret degildir. Dublin kenti genis bir bisiklet agina sahip olup, 1600
civarinda ortak kullanimda bisiklet ve 190 km uzunlugunda bisiklet rotas1 mevcuttur. 2020 yilinda
hayata gecirilen Coastal Mobility Route (Kiy1 Bandi Hareketlilik Rotas1) sayesinde, erisimi en giig
noktalara bile bisiklet ve ytirtiylis parkuru tizerinden ulasmak mitimkiin olmaktadir. Bu parkurlarin
durumu uzaktan algilama sistemi ile stirekli takip edilmektedir (European Union, 2024: 29-30). Skerries,
Malahide, Howth, Raheny ve Bull Island, Grand Canal Dock, Sandymount, Salthill ve Monkstown, Diin
Laoghaire, Sandycove ve Glasthule, Dalkey, Killiney gibi Dublin kentinin cazibe noktalarina Dublin Coastal
Trail (Dublin Kiy1 Bandi Giizergahi) kapsaminda bisiklet ve yiirtiylis parkurlar: {izerinden erisim
saglanabilmektedir (Ireland, Explore the Dublin Coastal Trail, erisim: 30.03.2024).

Dijitallesme

Baskent Dublin, kent yonetimine vatandaslar1 dahil etmek, kentte yerlesik kisilerin gortis ve 6nerilerini
almak tizere Your Dublin, Your Voice (Sizin Kentiniz, Sizin Sesiniz) anket uygulamasim baslatmustir.
Binden fazla kisiye uygulanan ve turizm kaynakli sorunlar ile ¢ziim onerilerini sorgulayan anket

JTIS (2024), 7(2): 77-87

82



Sibel Mehter Aykin

uygulamasi araciligiyla elde edilen bulgular, Dublin Kent Konseyi'nin internet sitesi tizerinden
vatandaglar ile paylasilarak geri bildirimde bulunulmaktadir. Boylelikle, giindelik hayati olumlu ya da
olumsuz etkileyen meselelere iliskin vatandas goriis ve oOnerileri Kent Konseyi'nin karar alma
stireclerinde dikkate alinmis olmaktadir (European Union, 2024: 35; Dublin City Council, Your Dublin,
Your Voice, erisim: 30.03.2024).

Kiiltiirel Miras ve Yaraticilik

Dublin Kent Konseyi, Fdilte Ireland ile isbirligi yaparak Dublin Discovery Trails (Dublin Kesif Yollari)
adinda paylagimli bir mobil uygulama gelistirmistir (Bakiniz Gorsel 3: Dublin Discovery Trails Mobil
Uygulamast). Dublin Discovery Trails ile baskentin kiiltiirel mirasina ve tarihine iliskin sanal gerceklikle
sunulmus stiriikleyici ve etkilesimli hikayelere ulasmak miimkiin olmaktadir. Mobil uygulamada yer
alan Doors into the Docklands (Limana Agilan Kapilar) adindaki sekme araciligiyla Dublin Limani'ndaki
en sevilen mekanlara iliskin sasirtici hikayelere kisa yoldan ulasmak miimkiindiir. Bu ilk sekmeyi
strastyla DiscovAR Dublin (Dublin’i Sanal Gergeklikle Kesfet), Balbriggan Heritage Trail (Balbriggan Miras
Yolu), Castleknock Heritage Trail (Castleknock Miras Yolu) gibi sekmeler takip etmistir. Yaklasik 4 bin
kisinin indirdigi mobil uygulamanin kullanim stiresi kullanici basma 30 dakikanin tizerindedir
(European Union, 2024: 40; Dublin City Council, The history of Dublin on one platform, erisim:
30.03.2024).

Gorsel 3: Dublin Discovery Trails Mobil Uygulamasi (Féilte Ireland, t.y.)

Ote yandan, Dublin Kent Konseyi kiiltiirel girisimleri desteklemek iizere kendine bagh bir sirket
kurmustur. Kilttirtin herkese ulastig1 ve tiim hayatlara dokundugu bir kent vizyonu ile hareket eden
Dublin City Council Cultural Company (Dublin Kent Konseyi Kiiltiir Sirketi) cesitli atolyeler diizenlemek
suretiyle insanlarin yaraticihigini harekete gecirmektedir. (European Union, 2024: 49; Dublin City
Council, What we do?, How we do?, Get involved, erisim: 30.03.2024)

Sonug, Tartisma ve Oneriler

Turizm, [rlanda’nin kalkinmasinda nemli bir rol tistlenmektedir. Brexit ve pandemi kaynakl sektorde
izlenen olumsuz gelismelere ragmen, Dublin kentinin 2024 yilinda “Avrupa Akilli Turizm Bagkenti”
ilan edilmis olmasi Irlanda turizminde giiven tazelemistir. Cesitli vesilelerle basarisi teyit edilen ve
emsal gosterilen akilli turizm destinasyonlarindaki uygulamalarin derlenmesi, 6zellikle hizmet sunum
seklini giintin gerekleri dogrultusunda yeniden yapilandirmak isteyen destinasyonlar i¢in énem arz
etmektedir. Bu calismada, Dublin kentini 2024 yilinda “ Avrupa Akilli Turizm Bagkenti” yapan unsurlar,
nitel arastirma yontemleri arasinda siralanan durum calismas: teknigine uygun olarak derlenerek
raporlanmustir. Elde edilen bulgular su sekilde 6zetlenebilir:
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% People, Place and Policy - Growing Tourism to 2025 isimli strateji belgesi ile Irlanda Hiikiimeti
tarafindan; 2025 yilina kadar denizasir1 tilkelerden gelen ziyaretgilerden elde edilen gelirlerin 5
milyar avroya ulagmasi, turizm sektoriindeki istihdam hacminin 250 bin kisiye ulasmas, Irlanda’ya
gelen ziyaretci sayisinin yillik bazda 10 milyona ulagsmas birer stratejik hedef olarak belirlenmistir.
Turizm sektoriintin stirdiirtilebilir gelisiminin saglanmasi ve rekabet glictintin artirilmasi yoluyla,
s6z konusu hedeflerin gergeklestirilebilmesi i¢in merkezi hiikiimet biitcesinden toplam 221 milyon
avro tahsis edilerek, basta Fdilte Ireland olmak tizere ilgili kuruluslarin emrine vermistir.

« Irlanda’min Turizm Kalkinma Ajansi olarak degerlendirilebilecek Fdilte Ireland bir yandan gevre ve
dogal kaynaklarin korunmasin gozetirken, diger yandan bir biitiin olarak toplumun ekonomik
kalkinmasini temin edecek sekilde turizm sektoriiniin rekabetciligini ve stirdiirtilebilir biiytimesini
destekleyen faaliyetlerde bulunmaktadir. Fdilte Ireland ayrica Irlanda Hiiktimeti'nin Good Friday
Agreement ve Shared Island Initiative gibi politika tercihleri baglaminda, 6zellikle de Tourism Ireland
ile esgtidiim icerisinde Kuzey-Giiney isbirligini tesvik etmektedir. Fdilte Ireland tarafindan Dublin
Bolgesel Turizm Gelisim Stratejisi (2023-2027) olusturularak, destinasyonun direncinin artirilmasi,
is turizminin yeniden canlandirilmasi, tecriibe (iirtin) farklilastirmasinin saglanmasi ve endiistri-
paydas ortakliginin tesis edilmesi baglaminda dort ana stratejik amag belirlemistir.

< 2019 yih itibariyle Irlanda’ya toplam 9 milyon 674 bin denizasir1 ziyaretgi gelmistir. Aym yil
itibariyle, Dublin’e gelen denizasir1 ziyaretci sayis1 6,6 milyon olarak kayitlara ge¢mistir. Kaba bir
tasnif ile Hlanda’ya gelen her ti¢ denizasir1 ziyaretciden ikisinin Dublin kentini tercih ettigi
soylenebilir. 2019 yili itibariyle, [rlanda’nin toplam turizm gelirleri, ulastirma ve ada ici seyahatler
de dahil olmak tizere, 9 milyar 532 milyon avro olarak gerceklesmistir. Ayni y1l itibariyle, bagkent
Dublin’e gelen denizasir1 ziyaretcilerden elde edilen turizm geliri 2,2 milyar avro olarak kayitlara
gecmis; buna ilave olarak Kuzey Irlanda’dan Dublin’e gelen ziyaretcilerden 95 milyon avro, ic
turizmden ise 296 milyon avro turizm geliri saglanmustir. Dublin’in Avrupa Akilli Turizm Bagkenti
ilan edilmis olmasi, hi¢ kuskusuz, turizm gostergelerinde gozle goriiliir bir artisa sebebiyet
verecektir.

% Dublin kentinin Avrupa Akilli Turizm Baskenti parametreleri cercevesinde emsal gosterilebilecek
cesitli uygulamalar1 bulunmaktadir. Erisilebilirlik baglaminda; Night-Time Economy Support Scheme
sayesinde, tilke genelinde mekanlarin ge¢ saatlere kadar agik tutulmasi ve ozgilin etkinlikler
aracih@iyla ziyaretcilerin essiz deneyimler yasamasi saglanmustir. Ayrica, ara¢ park sorununu
gidermek tizere kullanilan bir mobil uygulama sayesinde, ¢zellikle dezavantajli bireylerin bos park
alanlarini kolayca tespit etmeleri saglanmistir. Stirdiirtilebilirlik baglaminda; BM Stirdiirtilebilir
Kalkinma Hedeflerinin ulusal turizm stratejisine aktarilmasi saglanmis; Glasgow Deklarasyonu'nu
imzalayan Dublin Kent Konseyi, Iklim Eylem Plani'n1 (2019-2024) hazirlayarak hayata gecirmistir.
Ayrica, Coastal Mobility Route kapsaminda olusturulan 160 km’lik bir parkuru takip ederek, ister
bisiklet kullanarak isterse ytiriiyerek baskent Dublin’in en ticra koselerine kadar ziyaretgilerin kolay
erisimi saglanmustir. Dijitallesme baglaminda; Your Dublin, Your Voice uygulamasi ile Dublin’de
yasayanlarin sorunlara getirdigi ¢c6ztim onerilerinin karar alma stireglerine yansitilmast miimkiin
olmustur. Kiiltiirel miras ve yaraticilik baglaminda; Dublin Discovery Trails mobil uygulamasi
sayesinde ziyaretgilerin kente dair sanal gergeklikle sunulmus stirtikleyici ve etkilesimli hikayelere
erisimleri saglanmus; ayrica Dublin Kent Konseyi'nin bagh kurulusu Kiiltiir Sirketi aracihigiyla
herkesin kiiltiirel faaliyetlere katilimi teminat altina alinmistir.

Bu calisma gostermistir ki; basta Dublin olmak tizere, tim Avrupa Akilli Turizm Baskentlerinin
yiikselen destinasyonlara ilham kaynag1 olacak sayisiz 6zgiin uygulamalar1 mevcuttur. Calismanin
konusunu olusturan Dublin kenti ekseninde basarili uygulamalara bakildiginda, ilk olarak Dublin Kent
Konseyi'nin imza attigi Turizm Alaninda Iklim Eylemi Uzerine Glasgow Deklarasyonu (Glasgow
Declaration on Climate Action in Tourism) dikkat cekmektedir. Iklim Haber’e gore (tarih yok); iilkemizde
“11 buipuksehir, 2 il ve 23 ilge olmak uzere toplam 36 belediye Belediye Baskanlari Kutesel iklim ve Enerji
Sozlegmesi'ni imzalammg ve seragazi emisyonunu azaltmak/stmrlamak, iklim degisikliginin etkilerine
hazirlanmak, — suiduiulebiliv  enerjiye erisimi artirmak ve bu amaglar dogrultusunda politikalar
gelistirmek, uygulamay: artirmak ve izleme yapmak gibi taahhiitlerde bulunmuslardir”. Talu ve Kocaman'in
(2019: 96) da vurguladig: {iizere; gerek iklim degisikliginin ¢ok boyutlu yapisi, gerekse yerel
yonetimlerin gorev ve sorumluluk alanlarinin genisligi, iklim degisikligi ile miicadelede belediyelerin
daha fazla miidahil olmasi gerektigini ortaya koymaktadir. Ayrica, tilkemizin 2053 yil itibariyle sifir
emisyon taahhiidiiniin bulundugu dikkate alindiginda, hentiz hazirliklarmi tamamlamadilarsa,
gelecegin akilli turizm destinasyonlarinm, tipki Dublin érneginde goriildigii gibi, “yerel iklim eylem
planlar1”n1 hazirlamalar: dogru bir yaklasim olacaktir.

Alan yazinindaki calismalar (Celik ve Topsakal, 2017; Eris, 2021; Ozisik Yapici, 2022), tilkemizdeki belli
basli turizm destinasyonlarinin Dublin Discovery Trails benzeri mobil uygulamalar ile desteklendigini
ancak bu mobil uygulamalarm bir dizi yetersizliklerin oldugunu ortaya koymaktadir. Ornegin;
fotograf, seslendirme, video, konum, sanal tur, canli kamera goriintiisii gibi icerikler esliginde Bursa
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ilinin turizm unsurlarma dair cesitli bilgilerin sunuldugu GoBursa mobil uygulamasinin ele alindig:
calismasinda, Ozigik Yapicr (2022: 46) bu uygulamanin bazi tistiinliiklerinin bulunmasina ragmen,
uygulamada egitim kurumlarina, kiitiiphanelere, belediyeler, kaymakamliklar, postaneler gibi kamu
kurumlarina ve ayrica yakit istasyonlar: ile otoparklara iliskin bilgilere yer verilmemis olmasini temel
yetersizlikler olarak degerlendirmistir. Izmir'e dair giincel verilerin sunularak turistlerin seyahat
planlamast yapmasina imkan veren Visitizmir mobil uygulamasinin incelendigi calismasinda, Eris
(2021: 132-133), SunExpress ile isirligi icerisinde gelistirilen bu uygulamanin statik bir yazilimdan
ziyade etkilesim halinde, gelismeye ve biiytimeye acik yazilima sahip oldugunu tespit etmis; ancak bazi
destinasyonlarin agilis ve kapanis saatlerinin yer almadigim, giris {icretleri hakkinda bilgi
verilmedigini, cazibe merkezlerine hangi tasitla ulasilabilecegi bilgisinin bulunmadigini, keza hava
durumu bilgisine ulasilamadigin belirterek, bu eksikliklerin giderilmesini onermistir. 2013 yilinda
hizmet vermeye baslayan myAntalya mobil uygulamasi 6rneginde oldugu gibi kente 6zgii bir dizi akill
turizm uygulamalariin incelendigi calismalarinda, Celik ve Topsakal (2017: 161-164) konuya yonelik
calismalarin hentiz baslangi¢ asamasinda oldugu bir evrede ¢ok sayida 6nerilerde bulunarak, turizm
paydaslarimin diinyadaki akilli turizm uygulamalarinin Antalya’ya uyarlanabilirligi tizerinde calismasi
onerisi ile calismalarii noktalamiglardir.

Hi¢ kuskusuz hicbir sistem tam ve miikemmel degildir. Ancak, her bir sistemin baskalarmin
calismalarina 1s1ik tutacak 6zgiin unsurlar: bulunabilmektedir. Bu diisiinceden hareketle, gelecegin akilli
turizm destinasyonlar1 igin gelistirilecek mobil uygulamalara 1sik tutabilecek - basta Irlanda’daki
Dublin Discovery Trails olmak {izere - cesitli mobil uygulamalarin igerik gelistiriciler tarafindan
incelenmesi yerinde olacaktir. Keza, Avrupa Akilli Turizm Baskenti unvanina haiz diger destinasyonlar
tarafindan hayata gegirilen tiim 6zgiin uygulamalarin derlenerek kullanicilarin hizmetine sunulmasi,
turizm destinasyonlarinin dontistimii i¢in 6nemli birer girdi saglayacaktir. Bu baglamda, bu ve benzeri
calismalarin 6zendirilmesi dogru bir yaklasim olacaktir. Son olarak, énemle altini ¢izmek gerekir ki;
tipkt Irlanda’nin yaptig1 gibi merkezi yonetim, kalkinma ajansi, tanitim ajanst gibi basat kurumlara ilave
olarak ttim turizm paydaslarinin ve yerel halkin katilimu ile orijinal fikir ve uygulamalarin gelistirilmesi,
mobil uygulamalarin iilke sathina yayilmas: ve ziyaretgilerin mobil uygulama kullamim siirelerinin
artirilmast konusunda stratejik calismalarin yapilmasi, bugtine kadar stiregelen tekil ¢abalarin daha
kapsamls, biittinctil ve etkin caligmalara dontismesini beraberinde getirecek gibi goziikmektedir.
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Hibe / Finansal Destek:
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Etik Kurul Onayu1:

Bu calisma saha calismasi icermedigi ve agik erisim saglanan belgeler incelenmek suretiyle hazirlandig1
icin Etik Kurul onay1 gerekmemektedir.
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Turizm Arastirmalarinda En Cok Atif Alan 100 Makalenin
Bibliyometrik Degerlendirmesi

Bibliometric Evaluation of the Top 100 Most Cited Articles in Tourism
Research from Turkey

Sibel OZDEMIR!

Oz

Bu ¢alismanin amaci Tiirkiye kaynakl turizm alaninda yayimlanmis ve Web of Science (WoS) veri
tabaninda en fazla atif alan ilk 100 makalenin analizi gerceklestirmektir. En ¢ok atif yapilan
makalelerin analizi, bilim dalindaki arastirma egilimleri ve bilimsel ilerleme hakkinda énemli
bilgiler sunarak literatiirdeki eksiklikleri gidermeye yardimci olabilir. Bu nedenle, bu calisma
alanin mevcut durumunu anlamak ve gelecek arastirmalara yon vermek agisindan degerlidir.
Arastirmada WoS veri tabaninda “Turkey and Tourism” anahtar kelimeleriyle 1989-2024 tarihleri
arasinda yayinlanan Tiirkiye kaynakli makalelere ulasilmistir. Analiz sonucunda, en fazla atif alan
ilk 100 makalenin yayin yili, yayinlandig: dergi, derginin etki faktori (IF), yayimnin atif sayisi ve
yillik atif ortalamasi belirlenmistir. 1989 yilindan 12.06.2024 tarihine kadar Tiirkiye’den turizm
alaninda literatiire kazandirilan toplam yayn sayis1 2.223’tiir. Bu makalelere yapilan toplam atif
sayis1 98.806 olup, kendine atif gosterimleri ¢ikarildiginda bu say1 88.639’dur. Tiirkiye'nin yaym
basina diisen atif ortalamasi ise 17.1’dir. En fazla atif alan makale ise 838 atif ile Yiiksel vd., (2010)
tarafindan yazilan ve “Tourism Management” dergisinde yayinlanan “Destination attachment:
Effects on customer satisfaction and cognitive, affective and conative loyalty” isimli
¢alismadir.Sonug olarak Tiirkiye’de WoS veri tabaninda yer alan tiim indekslerde yaym yapma
konusunda diger iilkelere gore oldukca ge¢ baslanmis olmasina ragmen kisa siirede gosterilen
performans sayesinde ¢nemli bir ilerleme kaydedilmistir. Bu durum, Tirkiyenin bilimsel
arastirma ve yayincilik alanindaki potansiyelini ve yetkinligini gostermektedir. Gelecekte bu
performansin daha da artirilarak daha yiiksek seviyelere ulasilmasi beklenmektedir. Bu stirecte
arastirma ve yayincilik faaliyetlerinin desteklenmesi, uluslararasi igbirliklerinin gii¢clendirilmesi
ve yenilik¢i arastirmalara odaklanilmasi biiytik 6nem tagimaktadir.

Anahtar Kelimeler: Atif, Bibliyometrik Analiz, Turizm, Tiirkiye
JEL Kodlari: 1.83

Abstract

The purpose of this study is to analyze the top 100 most-cited articles in the field of tourism originating
from Turkey, published in the Web of Science (WoS) database. The analysis of the most-cited articles
provides valuable insights into research trends and scientific progress in the field, helping to address
gaps in the literature. Therefore, this study is important for understanding the current state of the field
and guiding future research. In the research, articles from Turkey published between 1989 and 2024
were accessed using the keywords "Turkey and Tourism" in the WoS database. The analysis identified
the publication year, the journal in which the article was published, the journal's impact factor (IF), the
number of citations the article received, and the average annual citation rate for the top 100 most-cited
articles. Between 1989 and 2024, the total number of tourism-related publications from Turkey
contributing to the literature was 2,223. These articles received a total of 98,806 citations, with the
number reducing to 88,639 when self-citations were excluded. The average number of citations per
publication for Turkey was 17.1. The most-cited article was "Destination attachment: Effects on customer
satisfaction and cognitive, affective and conative loyalty" by Yiiksel et al. (2010), published in "Tourism
Management," with 838 citations. In conclusion, although Turkey started publishing in all indices in the
WoS database relatively late compared to other countries, significant progress has been made in a short
period due to its impressive academic performance. This demonstrates Turkey's potential and
competence in scientific research and publishing. In the future, this performance is expected to improve
further, reaching higher levels. In this process, supporting research and publishing activities,
strengthening international collaborations, and focusing on innovative research will be of great
importance.
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Giris

Bilimsel calismalarin belirli araliklarla incelenmesi ilgili bilim dalindaki gelisim diizeyinin belirlenmesi
ve hangi konulara odaklandigini anlamak agisindan énemli bilgiler saglamaktadir. Bu degerlendirmeler
bilimsel dergilerin niteligini ve ilgili alanin evrimini anlamak igin gereklidir. Bilimsel dergilerin
niteliklerini belirlemek amaciyla ¢ok sayida teknik gelistirilmistir. Bu tekniklerden en sik kullanilan
bibliyometrik analiz teknigidir (Al, 2008; Kozak, 2000; Yildiz, 2020).

Bibliyometrik analiz, bilimsel literatiiriin nicel analizini yaparak arastirma egilimlerini ve gelisim
stireglerini ortaya koymaktadir. Literatiirdeki ilk bibliyometrik ¢alisma, Cole ve Eales tarafindan 1917
yilinda gergeklestirilmistir. Bu calismada 1550-1860 yillar1 arasinda anatomi alaninda yayinlanan
calismalarin istatistiki bir analizi yapilmistir. 1923 yilinda ingiliz Patent Ofisi'nde kiitiiphaneci olarak
calisan E. Wyndham Hulme, tarih bilimi alaninda énemli bir istatistiksel analiz gerceklestirmistir. Bu
calisma, atif analizi konusunda oncii bir adimdir. Daha sonra 1927 yilinda P.L.K. Gross ve E.M. Gross
tarafindan Journal of the American Chemical Society'de yaymnlanan bir makale, atif analizi alaninda
onemli bir ilerleme saglamistir. Cole ve Eales ile Hulme'un calismalari bibliyografik 6zelliklere
odaklanirken, Gross ve Gross'un calismas: atiflara yonelik ilk sistematik analiz olarak kabul
edilmektedir (Lawani, 1981).

Bir bilimsel makalenin onemi aldig1 atif sayisindan tahmin edilebilmektedir. Atif analizi, bilimsel
literatiirdeki makalelerin zaman icinde aldiklar1 atif sayilarin inceleyen 6nemli bir bibliyometrik
yontemdir (Moed, 2009). Bu analiz yontemi bilimsel dergiler, akademik kurumlar ve arastirmacilar
tarafindan kullamlarak bilimsel arastirmalarin izlenmesi ve etkilerinin 6lgtilmesi amaciyla giderek daha
yaygin bir sekilde benimsenmektedir. Scientific Information Enstitiisi'niin (ISI) WoS veritabam
tizerinden yapilan atif analizleri herhangi bir bilim dalinda en ¢ok atif alan makaleleri belirleyerek bu
makalelerin literatiirdeki 6nemli konumlarimi ortaya koymaktadir. ISI kurucusu Eugene Garfield
tarafindan tamimlanan "atif klasikleri" terimi, bilimsel literatiirde belirgin bir etkiye sahip olan
makaleleri ifade etmektedir. Bu makaleler atif analizi yoluyla belirlenen ve genellikle belirli bir bilim
dalinda 6nemli bir yere sahip olan ¢alismalar1 kapsamaktadir. En sik alint1 yapilan makalelerin detayl
olarak analiz edilmesi, ilgili bilim dalindaki bilimsel ilerlemelerin ve arastirma egilimlerinin
anlagilmasinda kritik neme sahiptir. Bu tiir analizler hangi calismalarin bilimsel alanda daha fazla etki
yarattigimi ve arastirma alanmin hangi yonlere dogru gelistigini anlasilmasina yardimcr olmaktadir
(Topuz, 2019). Atif analizleri bilimsel arastirmalarin kalitesini ve etkisini degerlendirmede 6nemli bir
olgiit olarak kabul edilmektedir. Yiiksek atif sayisina sahip makaleler, genellikle alaninda 6ncii ve
yenilik¢i galismalardir. Bu nedenle atif analizi bilimsel yayinlarin ve arastirmalarin degerini belirlemede
sikca bagvurulan bir yontemdir.

Uluslararasi indeksler 6zellikle Web of Science (WoS) gibi biiytik veri tabanlari, bilimsel dergileri belirli
olctitler dahilinde siralayarak okuyuculara diizenli ve giivenilir istatistikler sunmaktadir. Bu indeksler,
dergilerin kapsamlarin1 ve igeriklerini belirli periyotlarla giincelleyerek c¢esitli yontemlerle
aragtirmacilarm erisimine sunmaktadir. Bu sayede ayn1 konuda yayin yapan bircok derginin igerigi,
akademik camiaya toplu olarak ulastirilarak bilgiye hizli erisim imkam saglanmaktadir. Bu siireg,
bilimsel arastirmalarin yayginlasmasina, literatiirdeki gelismelerin takibine ve bilim insanlarinin
calismalarmi genis bir kitleyle paylasmasina yardimci olmaktadir. Son yillarda Ttirkiye'de uluslararasi
yaynlar ve bu yayimlara yapilan atiflarin tarandig1 indeksler, Yiiksekogretim Kurulu (YOK) tarafindan
akademik yiikselme kriterlerinde temel gostergeler olarak kullanilmaktadir. Bu baglamda,
akademisyenler icin 6nem arz eden indekslerdeki dergilerde yayin yapmak ¢nemli bir gereklilik olarak
kabul edilmektedir (Moed, 2005; Fingerman, 2006; Bar-Ilan,2010; Giiner ve Oktay, 2021).

Bu ¢alismanin amaci, turizm konusunda Web of Science (WoS) veri tabaninda yer alan dergilerde en
fazla atif alan ilk 100 Tiirkiye kaynakli makalenin analizini yapmaktir. Turizm arastirmalarinda en ¢ok
atif alan 100 makaleyi incelemek, alanin bilimsel etkisini ve arastirma egilimlerini belirlemek agisindan
onem arz etmektedir. En ¢ok atif alan calismalar, genellikle alanin en yenilikgi, etki yaratan ve akademik
literatiirde sikca referans gosterilen makaleleri oldugundan, bu ¢alismalarin analiz edilmesi, hangi
konularin ve yaklasimlarin en fazla etki biraktigini ortaya koymaktadir. Bu tiir bir bibliyometrik
degerlendirme turizm aragtirmalarinda 6ne ¢ikan temalari, kullamilan metodolojileri ve gelecekteki
arastirmalar igin olasi bosluklar: belirleyerek literatiiriin gelisimine katk: saglamaktadir.

Kavramsal Cerceve

Bibliyometrik analiz yontemi, belirli bir alan veya arastirma konusuyla ilgili calismalarmn detayl bir
sekilde incelenmesinde kullarulan bir arastrma yontemidir. Bu analiz yontemi genellikle
degerlendirme ve iliskisel yaklasimlar olarak ikiye ayrilmaktadir (Jiang vd; 2019). Degerlendirme
yaklasimi, bibliyometrik analizin temel bir bilesenidir ve genellikle siklik analizi, atif analizi, etki
faktorii hesaplamalar1 gibi istatistiksel yontemlerle uygulanmaktadir. Bu yaklasim belirli terimlerin,
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kelimelerin veya kavramlarin literatiirde ne siklikta gectigini, hangi dergilerde yaymlandigin,
yaymlarmn toplam atif sayisini ve yayimn basina diisen atif ortalamasini belirlemek i¢in kullanilmaktadir.
lliskisel yaklagim ise bibliyometrik analizlerde kullanilan bir diger yontemdir. Bu yontem, farkl
yaymlarmn birbiriyle olan iligkilerini, atif aglarimi, disiplinler arasi etkilesimleri ve bilimsel iletisimi
anlamak icin kullanilmaktadir. Atif ag analizi gibi tekniklerle, hangi calismalarin birlikte sikca
almtilandigimi veya hangi arastirma gruplarmmin birlikte calistigimi gorsel olarak gozlemlemek
miimkiindiir. Bu tiir iliskisel analizler bilimsel kesiflerin ve bilgi tiretiminin nasil sekillendigini anlamak
icin bty ik 5nem tasimaktadir (Karasakaloglu, 2020).

Bibliyometrik calismalar turizm arastirmalarinda da yaygin bir sekilde kullanilmaktadir ve genellikle
dergilerin ve yayinlarin degerlendirilmesiyle ilgilidir (Hall, 2001). Bu tiir calismalarda dergilerin genel
durumu belirlenmekte ve gelisme stiregleri takip edilmektedir (Cicek ve Kozak, 2012). Uluslararasi
literatiir incelendiginde, turizm ve konaklama endiistrisiyle ilgili bibliyometrik bilimsel calismalarmn
cesitli kategorilerde yapildig1 gortilmektedir. Bu kategoriler arasinda dergilerin degerlendirilmesi,
makale analizi, igerik analizi, atif analizi, disiplinler arasi iliski analizi ve {iilke diizeyinde arastirma
analizi gibi gesitli kategorilerde incelendigi gortilmektedir (Késeoglu vd., 2015). Turizm ile ilgili ulusal
ve uluslararas: literatiirde yaymlanan bibliyometrik calismalar gesitli konular1 kapsamaktadir. Bu
calismalar arasinda turizm pazarlamasi (Ozel ve Kozak,2012 ), stirdiirtilebilir turizm (Ruhanen vd;-.,
2015), turizm talebi (Arslan vd., 2016), turizm ve gevre yonetimi ( Arslan ve Emeksiz, 2016)turizm ve
cinsiyet (Figueroa-Domecq vd., 2017), Ekoturizm (Gokkaya vd., 2017), Helal turizm (Olcay vd.,
2018)macera turizmi (Cheng vd., 2018), Turizm ve kiilttirel miras (Toks6z ve Birdir, 2016), ile turizm ve
gastronomi (Altas, 2017), turizm ve yiyecek tiiketimi (Nebioglu, 2019), destinasyon yonetimi (Aydin ve
Aksoz, 2019) ve saglik ve turizm (Canik ve Ozdemir, 2019) konulu aragtirmalar bulunmaktadir. Bu
calismalar, turizm arastirmalarmin genis kapsamini ve bu alandaki farkli arastirma konularini ortaya
koyarak, turizm biliminin gelisimine énemli katkilar saglamaktadr.

McKercher (2007), 25 turizm dergisindeki 3.153 makaleyi analiz ederek turizm alanindaki bibliyografik
calismalara onemli bir katkida bulunmustur. Incelenen makalelerde 3.200'den fazla yazar veya ortak
yazar bulunmustur. "Uretken yazarlar", calisma dénemi boyunca en az 10 makale yayinlayan ya da
ortak yazar olarak katkida bulunan kisilerdir. Bu yazarlarin oran1 %2'nin altindadir; ancak, yayinlanan
makalelerin %22'sini bu grup olusturmaktadir. Bu {iretken yazarlar genellikle erkek, orta yash ve
profesor veya dogent unvanina sahiptir. 10 farkli tilkede dort kitada yasayan bu yazarlar, 32 farkh
tiniversitede gorev yapmakta ve kariyerleri boyunca en az 50 dergi makalesi, kitap boltiimii veya kitap
yaymlamuglardr.

Law vd., (2009) 2000-2007 yillar1 arasinda turizm dergilerinde yaymlanan ve en fazla atif alan 100
makaleyi belirlemistir. Bu makalelerde en ¢ok ele alman konular psikoloji, turist davramslar1 ve
destinasyon imaji ile pazarlama olarak ortaya c¢ikmustir. Ayrica, ¢alismada turizm dergilerindeki
makalelerin Thomson Reuters Web of Knowledge indeksindeki diger dergilerden ¢ok az atif aldig:
bulunmustur. Ancak, bu makalelere kitaplar, konferans bildirileri, tezler ve arastirma raporlar: gibi
dergi dis1 kaynaklardan sikca atifta bulunulmaktadir.

Palmer vd.,(2005), 1998-2002 yillar1 arasinda yaymlanan 12 uluslararas: turizm dergisindeki 1.790
makaleyi, 24 farkl istatistiksel teknik kategorisi agisindan inceleyerek turizm arastirmalarinda
kullarulan istatistiksel tekniklerin dagilimini analiz etmistir. Calismanin sonucuna gore, en sik
kullanilan tig istatistiksel teknik dogrusal regresyon modelleri, faktor analizi ve temel bilesenler analizi
ile varyans analizi (ANOVA) olarak belirlenmistir. Ayrica, dergilerin etki faktorleri ile bu istatistiksel
tekniklerin kullanim ytizdeleri arasinda anlaml bir iliski bulunmamaktadar.

Xiao ve Smith (2008) turizm alaninda ve ilgili disiplinlerde galisan arastirmacilarin turizmin sosyolojisi
ve antropolojisi tizerindeki katkilarin1 degerlendirmeyi amagclamislardir. Arastirma, ortak atif (co-
citation) ve bibliyometrik eslestirme (bibliographic coupling) yontemlerini kullanarak, segilen bilimsel
kaynaklarin entelektiiel baglantilarini ve bu kaynaklarin akademik literatiirdeki kullanim yaygmhigimi
incelemistir. Sonuglara gore, incelenen ¢alismalarin turizm arastirmacilar tizerinde belirgin bir etkiye
sahip oldugunu ortaya koymustur; bu calismalara atifta bulunan yazarlarin %57'si turizm ile ilgili
konularda calismaktadir. Ayrica bu ¢alismalarin turizm disindaki arastirmacilar tarafindan da énemli
olgtide atifta bulunuldugu (%27) ve sosyoloji ile antropoloji alanlarindan gelen atiflarm oraninin %13
oldugu saptanmistir. Genel olarak, secilen kaynaklarin turizm arastirmalar: tizerindeki etkisi diger
alanlara gore daha ytiksek bulunmus ve etki oram 60/40 olarak belirlenmistir.

Schmidgall vd., (2007), 1989-2004 yillar1 arasinda konaklama isletmeciligi alanindaki énde gelen 5
akademik dergide yaymlanan makalelerin bibliyografyalarini inceleyerek bir atif analizi
gerceklestirmislerdir. Calismada, toplamda 21.328 yazar tarafindan yapilan 55.995 atif analiz edilmistir.
Bulgular, Cornell Hotel and Restaurant Administration Quarterly, Journal of Marketing ve
International Journal of Hospitality Management dergilerinin en ¢ok atif alan dergiler oldugunu;
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Multivariate Data Analysis adl1 kitabin ise en fazla atif yapilan yayin oldugunu gostermektedir. Ayrica,
konaklama isletmeciligi alaninda, diger akademik disiplinlere gore, alan dis1 yayinlara yapilan atiflarin
bu alana zenginlik katti$1 vurgulanmistir.

Jamal vd., (2008), turizm ¢alismalarinda dergi siralamalar1 ve atif analizlerini elestirel bir bakis agisiyla
degerlendirmislerdir. Calisma, turizm arastirmalarinda daha kapsaml atif veri tabanlarimn
olusturulmas: ve bu veri tabanlarmmn ayrintih bir sekilde incelenmesi gerektigini belirtmistir.
Arastirmacilar, kisitlama olmaksizin sorgulanabilir veri tabanlarinin, belirli gruplarm kendi siralama ve
derecelendirme listelerini olusturmasina olanak saglayarak, mevcut diinya ¢apinda listelerden daha
degerli ve kullanish olacagim savunmuslardir.

Jogaratnam vd., (2005), 1992-2001 yillar1 arasinda Annals of Tourism Research, Journal of Travel
Research ve Tourism Management dergilerinde yayimnlanan makaleleri incelemistir. Calismada, Texas
A&M University'nin en ¢ok katkida bulunan kurum oldugu, makalelerin biiytik cogunlugunun (%76)
tek yazarli oldugu ve cografi olarak en fazla katkinin Kuzey Amerika’dan (%46.6) saglandigi
belirlenmistir. Ayrica, en ¢ok katki sunan 20 enstitiiden Purdue University hari¢ digerlerinin yalmzca
bir makale ile katkida bulundugu ve bu katkida bulunan yazarlarin toplam yazarlar icinde %50’den
fazlasim olusturdugu bulunmustur.

Toki¢ (2012) calismasinda, Turizam/Tourism dergisinin 2000-2011 yillar1 arasindaki atif analizini
yapmistir. Calismanin amaci, derginin uluslararasi bilim camiasindaki kabultinti ve bilimsel degerini
degerlendirmektir. Analizde Scopus, Web of Science ve Google Scholar gibi biiytik veri tabanlarindan
elde edilen veriler kullanilmustir. Sonuglar, derginin 6zellikle Google Scholar veritabaninda ytiksek bir
atif oranina sahip oldugunu ve uluslararas: diizeyde rekabet edebilir bir konumda bulundugunu
gostermistir. Derginin bu donemde yayinladigi makalelerin yaklasik yarisinin atif aldigi ve 6zellikle
2006 yilinda yayinlanan calismalarin en fazla atifi aldig: belirlenmistir.

Lane ve Kastenholz (2015), 2000-2015 yillar1 arasinda kirsal turizmle ilgili yaymlanan makaleleri
incelemislerdir. Calisma, bu dénemde en fazla makalenin Tourism Management, Journal of Sustainable
Tourism, Tourism Geographies, Annals of Tourism Research ve Current Issues in Tourism dergilerinde
yaymlandigini belirtmistir. En yiiksek yayma sahip tilkeler ABD, Ingiltere, Ispanya ve Cin olup, en sik
kullarulan terimlerin turizm yonetimi ve gelisimi, ekonomi, kirsal ve bolgesel kalkinma,
surdurtlebilirlik, toplum, kiilttirel miras, tarim ve ekoturizm oldugu bulunmustur.

Tayara ve Ozel (2019), Annals of Tourism Research dergisinde yaymlanan postmodern déneme ait
turizm makalelerinin bibliyometrik 6zelliklerini incelemistir. Calisma, makalelerin yogun olarak 2010
ve 2011 yillarinda yaymlandigmi, cogunlukla bireysel olarak kaleme alindigini ve makalelerde ytiksek
sayida esere atifta bulunuldugunu ortaya koymustur. Ayrica, atiflarin dergilere dagilimimin Bradford
Yasasima, yazar verimliliginin ise Lotka Yasasi'na uymadigr belirlenmistir. Bu bulgular,
postmodernizmin turizmle iliskisini ele alan literatiirtin gelisiminin daha iyi anlasilmasma katki
saglayacag: diistintilmektedir

Boytikylmaz ve Oktay (2020), SSCI tarafindan taranan uluslararas: turizm dergilerindeki 150 makaleyi
yazar kimligi, sayfa sayisi, yaym stiresi, konu, yontem ve analiz tiirleri agisindan incelemistir.
Calismada, makalelerin yalnizca %17 sinin tek yazarli oldugu, cogu arastirmanin (%71,8) 10-19 sayfa
arasinda oldugu ve nicel yontemlerin, Ozellikle faktor analizinin, yaygm olarak kullanildig:
gortilmiistiir. Arastirma konularinin genellikle destinasyon ve ekonomi {izerine yogunlastif1, insan
kaynaklar1 konusunun ise daha az tercih edildigi bulunmustur. Arastirmalarmn toplamda 58 farkl
tilkede yapildig1 ve Cin (%16,8), ABD (%14,6) ve Ispanya (%8,8) gibi tilkelerin en ok katkida bulunanlar
arasinda oldugu tespit edilmistir.

Ruiz-Real vd., (2020), Web of Science veri tabaninda 892 klrsql turizm c¢alismasini bibliyometrik analiz
yontemiyle incelemis ve bu calismalarin genellikle Cin, Ispanya ve Romanya’ya odaklandigimi
belirlemistir. Ayrica, en tiretken yazarlarin Portekiz, Cin, Ingiltere ve ABD'den geldigi tespit edilmistir.

Aydin (2022), 2000-2020 dénemini kapsayan bir analizde Web of Science Core Collection veri tabanim
kullanarak, kirsal turizm {izerine yapilan calismalarin bes ana grupta toplandigmi gostermistir.
Tourism Management, Annals of Tourism Research ve Journal of Sustainable Tourism dergileri bu
alandaki en 6nemli yaym organlar1 olarak one ¢ikmaktadir. Ayrica, Richard Sharpley, Bernard Lane,
Gunjan Saxena ve Collin Michael Hall, bu alandaki en etkili arastirmacilar arasinda yer almaktadur.
Calismanin bulgulari, kirsal turizmle ilgilenen arastirmacilar i¢in ilerleme ve iyilestirme alanlarim
belirlemede 6nemli bir kaynak saglamaktadir.

Ranjit vd., (2022), 2002-2020 yillar1 arasinda Tourism: An International Interdisciplinary Journal
dergisinin akademik katkilarini bibliyometrik analiz yontemiyle degerlendirmislerdir. Analiz, derginin
turizm literatiirtine etkisini ve gelisimini haritalandirmay1 amaglamistir. Scopus veritabanindan elde
edilen 529 makale Bibliometrix araciyla analiz edilmistir. Bulgular, derginin yillik ortalama 27 makale
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yaymladigini ve en ¢ok atif alan makalenin Stone’un (2006) karanlik turizm {izerine yapti1 ¢alisma
oldugunu ortaya koymustur. Ayrica, ABD'nin uluslararas1 isbirliginde en etkili tilke oldugu
belirtilmistir.

Yontem

Arastirma amaci dogrultusunda bibliyometrik analiz yontemi benimsenmistir. Bibliyometrik analiz, bir
arastirma alaninin yazili yaymlarmi nicel olarak inceleyerek genel bir resim sunmay1 amaglayan bir
yontemdir (Merigo ve Yang, 2017). Bibliyometrik analiz arastirmalarinda bibliyometrik verilerinin
erisebilecegi WoS, Scopus, PubMed, Google Scholar ve Microsoft Academic gibi gesitli veri tabanlar
mevcuttur (Moral Munoz vd., 2020). Sahip oldugu literattir ve islevsellik bakimindan en kapsamli veri
tabanlarindan biri WoS veri tabanidir (Chadegani vd., 2013). Bundan dolay1 WoS veri tabani secilmistir.
Web of Science (WoS) veritabaninda 07/04/2024 - 12/06/2024 tarihleri arasinda bir tarama yapilmistir.
Gelismis arama kisminda "All Fields" secenegine "Turkey and Tourism" terimi girilerek, 12.06.2024
tarihine kadar yayinlanan Tiirkiye kaynakli makalelere ulagilmistir. Bu tarama sonucunda toplamda
7,443 yayina erisilmistir. Arastirmanin amacina uygun olarak, dokiiman tipi olarak "makale" se¢ilmis
ve WOS Kkategorisi olarak "Hospitality, Leisure, Sport, Tourism" segilerek 2,223 makale belirlenmistir.
Bu makalelerin 6zetleri detayli bir sekilde incelenmistir. Bu inceleme sonucunda, arastirmacilar
tarafindan en ¢ok atif alan ilk 100 makalenin yayin y1li, yayinlandigi dergi, derginin etki faktori, yaymin
aldig1 toplam atif sayisi ve yaymun aldig: yillik atif ortalamasi gibi kriterler belirlenmistir. 2023 yilina ait
dergi etki faktorleri, WoS veri tabanindaki Journal Citation Report kullanilarak elde edilmistir. 2023
yilna ait veri bulunmayan dergiler icin en yakin tarihli etki faktorti (Impact Faktor- IF) degeri
kullanilmistir. Calismada tiim indeksler arastirmaya dahil edilmistir. Arastirmada ikincil kaynaklar
kullanildigindan dolay: etik kurul izni gerekmemektedir. WoS veri tabaninda yapilan tarama ve
filtreleme sonucunda elde edilen yayinlarin Tiirkiye kaynakl turizm konusundaki profilini incelemek
icin yeterli sayida oldugu varsayilmustir. Bu ¢alismada kullanilan WoS veri tabaninda indekslenen
turizm konulu Tiirkiye kaynakli yaymlar, Ttirkiye nin turizm alanindaki akademik tiretkenligini ve bu
alandaki bilimsel katkilarin1 degerlendirmek amacryla incelenmistir. Analizler sonucunda elde edilen
veriler, Turkiye'nin turizm arastirmalari alanindaki yerini ve etkisini ortaya koyarak gelecekteki
arastirmalar igin yol gosterici olmay1 amaglamaktadir.

Bulgular

toplam yayin sayis1 2.223'tiir. Bu makalelere yapilan toplam atif sayist 98.806 kendini atif gostermeler
cikarildiginda atif sayisi 88.639'dur. Ulkemizin yaym bagina atif ortalamast 17.1. Ik 100 makale
incelendiginde; toplamda 29.512 atif almistir. Bu makaleler arasinda yalnizca 15 tanesi 300'iin tizerinde
atif almisken, geri kalan makalelerin hepsi 100'in {izerinde atif almistir. Bu durum, sz konusu
makalelerin akademik literatiirde oldukga etkili ve yaygin olarak referans alinan ¢alismalar oldugunu
gostermektedir (bknz. Tablo 1).

Tablo 1: ilk 100 Makalenin Atif Dagilim

Atif Aralig: Makale Sayis1
300+ 15

200 - 299 15

100 - 199 70

Toplam Atif Sayisi (Ilk 100 makale) 29.512

Tablo 2" de ki atif dagilimina bakildiginda, 300"tin tizerinde atif alan 15 makale, akademide biiytik etki
yaratmis calismalardir. Bu makaleler, genellikle temel teorik katkilar, yenilik¢i metodolojiler veya
onemli uygulamali bulgular sunarak literatiire biiyiik katki saglamistir. Ornegin, 838 atif ile Yiiksek
vd.,(2010) tarafindan yazilan "Destination attachment: Effects on customer satisfaction and cognitive
affective and conative loyalty" isimli makaledir. “Tourism management” isimli dergide yaymlanmustir.
Bu galisma destinasyon baglilig1 ve miisteri memnuniyeti konularinda 6nemli bir referans olarak kabul
edilmektedir. Yiiksek atif alan diger 6nemli makaleler arasinda; Kozak (2001) “Repeaters' behavior at
two distinct destinations” adli ¢alismasi 506 atif almis olup Annals of Tourism Research dergisinde
yayinlanan calismadir. Ugtincii olarak en yiiksek atif alan bir diger calisma Kozak vd., (2002) tarafindan
yazilan “Exploring the cognitive-affective nature of destination image and the role of psychological
factors in its formation” adlh galismadir. Bu calisma 506 atif almis olup Tourism Management
dergisinden yaymlanmistir. Asagidaki Tablo 2 ‘de WoS veri tabaninda yaymlanmis en ¢ok atif yapilan
“turizm” alaninda Ttirkiye kaynakli ilk 100 yaym ayrintili yer verilmistir.
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Tablo 2: Wos Veri Tabaninda Yaymlanmis En Cok Atif Yapilan “Turizm” Alaninda Tiirkiye Kaynakh

11k 100 Yaym
Sira | Yayimn adi Yazarlar Dergi .
£ | 2f
RS
Hm| »Oow
1 Destination attachment: Effects on customer Yiiksel, Atila; Tourism Management | 838 55,87
satisfaction and cognitive, affective and conative Yiiksel, Fisun;
loyalty Bilim, Yasin
2 Repeaters' behavior at two distinct destinations Kozak, M Annals Of Tourism 506 21,08
Research
3 Comparative analysis of tourist motivations by Kozak, M Tourism Management | 500 21,74
nationality and destinations
4 COVID-19: potential effects on Chinese citizens' Wen, Jun; Kozak, Tourism Review 437 87,4
lifestyle and travel Metin; Yang,
Shaohua; Liu, Fang
5 Host perceptions of impacts - A comparative Tosun, C Annals Of Tourism 431 18,74
Tourism study Research
6 The role of affective factors on perceived cruise Duman, T; Mattila, | Tourism Management | 422 21,1
vacation value AS
7 Tourism destination images of Turkey, Egypt, Baloglu, S; Tourism Management | 388 16,17
Greece, and Italy as perceived by US-based tour Mangaloglu, M
operators and travel agents
8 Expected nature of community participation in Tosun, C Tourism Management | 361 19
Tourism development
9 Investigating the environmental Kuznets curve Ozturk, IThan; Al- Environmental 355 39,44
hypothesis: the role of Tourism and ecological Mulali, Usama; Science And Pollution
footprint Saboori, Behnaz Research
10 Brand personality of tourist destinations: An Usakli, Ahmet; Tourism Management | 350 25
application of self-congruity theory Baloglu, Seyhmus
11 Revisiting the tourism-led-growth hypothesis for Katircioglu, Salih Tourism Management | 342 21,38
Turkey using the bounds test and Johansen T.
approach for cointegration
12 Is the Tourism-led growth hypothesis valid for Gunduz, L; Applied Economics 333 16,65
Turkey? Hatemi-], A Letters
13 Incorporating local and international cuisines in Okumus, Tourism Management | 311 17,28
the marketing of Tourism destination: The cases of | Bendegul;
Hong Kong and Turkey Okumus, Fevzi;
McKercher, Bob
14 Regional effects of terrorism on Tourism in three Drakos, K; Kutan, Journal Of Conflict 292 13,27
Mediterranean countries AM Resolution
15 High-performance work practices and hotel Karatepe, Osman International Journal | 286 23,83
employee performance: The mediation of work M. Of Hospitality
engagement Management
16 Shopping risk perceptions:: Effects on tourists' Yuksel, Atila; Tourism Management | 280 15,56
emotions, satisfaction and expressed loyalty Yuksel, Fisun
intentions
17 Investigating the impacts of energy consumption, Dogan, Eyup; Current Issues In 251 31,38
real GDP, Tourism and trade on Seker, Fahri; Tourism
CO<sub>2</sub> emissions by accounting for Bulbul, Serap
cross-sectional dependence: A panel study of
OECD countries
18 Tourism and economic growth nexus revisited: A Tugcu, Can Tansel | Tourism Management | 239 21,73
panel causality analysis for the case of the
Mediterranean Region
19 Testing the Tourism-induced EKC hypothesis: The | Katircioglu, Salih Economic Modelling 237 21,55
case of Singapore Turan
20 Impact of online WOM on destination trust and Abubakar, Journal Of 236 26,22
intention to travel: A medical Tourism perspective | Abubakar Destination
Mohammed; Ilkan, | Marketing &
Mustafa Management
21 Forms Of Adjustment - Sociocultural Impacts Of Dogan, Hz Annals Of Tourism 230 6,39
Tourism Research
22 Tourism-led growth hypothesis in the top ten Shahzad, Syed Tourism Management | 227 28,38
tourist destinations: New evidence using the Jawad Hussain;
quantile-on-quantile approach Shahbaz,
Muhammad;
Ferrer, Roman;
Kumar, Ronald
Ravinesh
23 Challenges of sustainable Tourism development in | Tosun, C Tourism Management | 227 9,46
the developing world: the case of Turkey
24 Impacts of COVID-19 on global Tourism industry: | Ugur, Naciye Tourism Management | 222 44,4

A cross-regional comparison

Guliz; Akbiyik,
Adem

Perspectives
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25 Is Tourism an engine for economic recovery? Dogru, Tarik; Tourism Management | 212 30,29
Theory and empirical evidence Bulut, Umit
26 Perceptions and attitudes of undergraduate Kusluvan, S; Tourism Management | 211 8,44
Tourism students towards working in the tourism | Kusluvan, Z
industry in Turkey
27 Environmental protection programs and Erdogan, Nazmiye; | Tourism Management | 206 11,44
conservation practices of hotels in Ankara, Turkey | Baris, Emin
28 Reinforcing competitive advantage through green | Guerlek, Mert; Service Industries 201 28,71
organizational culture and green innovation Tuna, Muharrem Journal
29 Determinants of length of stay: A practical use of Gokovali, Tourism Management | 197 10,94
survival analysis Ummubhan; Bahar,
Ozan; Kozak,
Metin
30 The impact of Tourism developments on Kocak, Emrah; Tourism Management | 195 39
CO<sub>2</sub> emissions: An advanced panel Ulucak, Recep; Perspectives
data estimation Ulucak, Zubeyde
Senturk
31 The effect of urban planning on urban formations Cetin, Mehmet Air Quality 194 32,33
determining bioclimatic comfort area's effect using Atmosphere And
satellitia imagines on air quality: a case study of Health
Bursa city
32 Tourist shopping habitat:: Effects on emotions, Yuksel, Atila Tourism Management | 194 10,78
shopping value and behaviours
33 Residents' attitudes toward general and forest- Kuvan, Y; Akan, P Tourism Management | 188 9,4
related impacts of Tourism: the case of Belek,
Antalya
34 Impacts of festivals and events on residents' well- Yolal, Medet; Annals Of Tourism 178 19,78
being Gursoy, Dogan; Research
Uysal, Muzaffer;
Kim, Hyelin (Lina);
Karacaoglu, Sila
35 Do psychological capital and work engagement Karatepe, Osman International Journal | 178 17,8
foster frontline employees' satisfaction? A study in | M.; Karadas, Of Contemporary
the hotel industry Georgiana Hospitality
Management
36 Relationships of supervisor support and conflicts Karatepe, Osman Tourism Management | 173 9,61
in the work-family interface with the selected job M.; Kilic, Hasan
outcomes of frontline employees
37 The website design and Internet site marketing Baloglu, S; Pekcan, | Tourism Management | 170 8,95
practices of upscale and luxury hotels in Turkey YA
38 The effects of job and personal resources on hotel Karatepe, Osman International Journal | 168 10,5
employees' work engagement M.; Olugbade, Of Hospitality
Olusegun A. Management
39 Tourism, trade and growth: the case of Cyprus Katircioglu, Salih Applied Economics 167 10,44
40 Impact of urbanization and Tourism on coastal Burak, S; Dogan, E; | Ocean & Coastal 167 7,95
environment Gazioglu, C Management
41 A nexus of linear and non-linear relationships Isik, Cem; Dogru, International Journal 166 23,71
between Tourism demand, renewable energy Tarik; Turk, Ercan Of Tourism Research
consumption, and economic growth: Theory and Sirakaya
evidence
42 Revisiting the environmental Kuznets curve de Vita, Glauco; Environmental 166 16,6
hypothesis in a Tourism development context Katircioglu, Salih; Science And Pollution
Altinay, Levent; Research
Fethi, Sami;
Mercan, Mehmet
43 Stakeholder interviews and Tourism planning at Yuksel, F; Tourism Management | 165 6,35
Pamukkale, Turkey Bramwell, B;
Yuksel, A
44 eWOM, revisit intention, destination trust and Abubakar, A. Journal Of Hospitality | 163 20,38
gender Mohammed; Ilkan, | And Tourism
Mustafa; Al-Tal, Management
Raad Meshall;
Eluwole, Kayode
Kolawole
45 Environmental governance for sustainable Erkus-Ozturk, Tourism Management | 162 10,8
Tourism development: Collaborative networks Hilal; Eraydin,
and organisation building in the Antalya Tourism | Ayda
region
46 Analyzing the causalities between economic Isik, Cem; Energy Sources Part 158 19,75
growth, financial development, International Kasimati, B-Economics
trade, tourism expenditure and/on the Evangelia; Ongan, | Planning And Policy
CO<sub>2</sub> emissions in Greece Serdar
47 The impact of servicescape on hedonic value and Dedeoglu, Bekir International Journal | 154 22
behavioral intentions: The importance of previous | Bora; Bilgihan, Of Hospitality
experience Anil; Ye, Ben Management
Haobin;
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Buonincontri,
Piera; Okumus,
Fevzi

48 Destination service quality, affective image and Tosun, Cevat; Journal Of 153 15,3
revisit intention: The moderating role of past Dedeoglu, Bekir Destination
experience Bora; Fyall, Alan Marketing &
Management
49 From tourist motivations to tourist satisfaction Correia, Antonia; International Journal 153 12,75
Kozak, Metin; Of Culture Tourism
Ferradeira, Joao And Hospitality
Research
50 The effects of work overload and work-family Karatepe, Osman International Journal | 151 12,58
conflict on job embeddedness and job performance | M. Of Contemporary
The mediation of emotional exhaustion Hospitality
Management
51 Testing the role of Tourism development in Katircioglu, Salih; Environmental 147 21
ecological footprint quality: evidence from top 10 Gokmenoglu, Science And Pollution
tourist destinations Korhan K.; Eren, Research
Baris Memduh
52 Time-varying linkages between Tourism receipts Arslanturk, Yalcin; | Economic Modelling 147 10,5
and economic growth in a small open economy Balcilar, Mehmet;
Ozdemir, Zeynel
Abidin
53 An exploration of the factors influencing social Hur, Kyungsuk; Tourism Management | 146 18,25
media continuance usage and information sharing | Kim, Taegoo Terry;
intentions among Korean travellers Karatepe, Osman
M.; Lee, Gyehee
54 Using partial least squares structural equation Usakli, Ahmet; International Journal | 145 20,71
modeling in Hospitality and Tourism: Do Kucukergin, Kemal | Of Contemporary
researchers follow practical guidelines? Gurkan Hospitality
Management
55 Tourism Students' Entrepreneurial Intentions Gurel, Eda; Annals Of Tourism 145 9,67
Altinay, Levent; Research
Daniele, Roberto
56 The effects of work role and family role variables Karatepe, OM; Tourism Management | 144 7,58
on psychological and behavioral outcomes of Sokmen, A
frontline employees
57 Environmental consequences of economic Adedoyin, Festus Journal Of Cleaner 142 35,5
complexities in the EU amidst a booming Tourism | Fatai; Agboola, Production
industry: Accounting for the role of brexit and Phillips O.; Ozturk,
other crisis events Ilhan; Bekun,
Festus Victor;
Agboola, Mary
Oluwatoyin
58 The effects of leadership style on employee well- Kara, Derya; Uysal, | International Journal | 142 11,83
being in Hospitality Muzaffer; Sirgy, M. | Of Hospitality
Joseph; Lee, Management
Gyumin
59 Remodeling International Tourism demand: Old Dogru, Tarik; Tourism Management | 141 17,63
theory and new evidence Sirakaya-Turk,
Ercan; Crouch,
Geoffrey L.
60 Cultural Tourism in Istanbul: The mediation effect | Altunel, Mustafa Journal Of 141 14,1
of tourist experience and satisfaction on the Cevdet; Erkut, Destination
relationship between involvement and Berkay Marketing &
recommendation intention Management
61 Motives for a secular pilgrimage to the Gallipoli Hyde, Kenneth F.; Tourism Management | 139 9,93
battlefields Harman, Serhat
62 Comparative assessment of tourist satisfaction Kozak, M Tourism Management | 137 571
with destinations across two nationalities
63 Tourism Destination Brand Equity Dimensions: Gartner, William Journal Of Travel 135 9,64
Renewal versus Repeat Market C.; Konecnik Research
Ruzzier, Maja
64 Emotional Dissonance And Emotional Exhaustion | Karatepe, Osman International Journal | 134 8.38
Among Hotel Employees In Nigeria M.; Aleshinloye, Of Hospitality
Kayode Dare Management
65 Shopping Experience Evaluation: A Case Of Yuksel, A Tourism Management | 134 6.38
Domestic And International Visitors
66 Destination Image Components And Word-Of- Papadimitriou, Journal Of Hospitality | 133 19
Mouth Intentions in Urban Tourism: A Dimitra; & Tourism Research
Multigroup Approach Kaplanidou,
Kyriaki (Kiki);
Apostolopoulou,
Artemisia
67 Sustainable Tourism Development: How Do Timur, Seldjan; Sustainable 133 8.31
Destination Stakeholders Perceive Sustainable Getz, Donald Development
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68 Testing The Efficacy Of The Economic Policy Isik, Cem; Tourism Economics 132 22
Uncertainty Index On Tourism Demand In Usmca: | Sirakaya-Turk,
Theory And Evidence Ercan; Ongan,
Serdar
69 Applying Artificial Intelligence Technique To Abubakar, A. International Journal | 131 21.83
Predict Knowledge Hiding Behavior Mohammed; Of Information
Behravesh, Elaheh; | Management
Rezapouraghdam,
Hamed; Yildiz,
Selim Baha
70 Climate Change: Vulnerability And Resilience Of Dogru, Tarik; Tourism Management | 131 21.83
Tourism And The Entire Economy Marchio, Elizabeth
A.; Bulut, Umit;
Suess, Courtney
71 A Study On The Determination Of The Natural Cetin, Mehmet; Environmental 131 18.71
Park's Sustainable Tourism Potential Zeren, Ilknur; Monitoring And
Sevik, Hakan; Assessment
Cakir, Cansel;
Akpinar, Huseyin
72 Push Or Pull? Identifying Rock Climbing Tourists' | Caber, Meltem; Tourism Management | 128 14.22
Motivations Albayrak, Tahir
73 The Effects Of Selected Individual Characteristics Karatepe, Osman Tourism Management | 126 6.63
On Frontline Employee Performance And Job M.; Uludag, Orhan;
Satisfaction Menevis, Ismet;
Hadzimehmedagic
, Lejla; Baddar,
Lulu
74 Impact of Trust on Local Residents' Mega-Event Gursoy, Dogan; Journal Of Travel 125 15,63
Perceptions and Their Support Yolal, Medet; Research
Ribeiro, Manuel
Alector; Netto,
Alexandre Panosso
75 The impact of Turkey's economic crisis of Okumus, F; Tourism Management | 124 6,2
February 2001 on the Tourism industry in Altinay, M; Arasli,
Northern Cyprus H
76 Does causality between geopolitical risk, tourism Saint Akadiri, Seyi; | Journal Of Hospitality | 123 24,6
and economic growth matter? Evidence from Eluwole, Kayode And Tourism
Turkey Kolawole; Akadiri, | Management
Ada Chigozie;
Avci, Turgay
77 Impact of an economic crisis - Evidence from Okumus, F; Annals Of Tourism 123 6,15
Turkey Karamustafa, K Research
78 Prioritisation of the hotel attributes according to Albayrak, Tahir; Tourism Management | 120 12
their influence on satisfaction: A comparison of Caber, Me Item
two techniques
79 Outcomes of customer verbal aggression among Karatepe, Osman International Journal | 120 7,5
hotel employees M.; Yorganci, Ilkay; | Of Contemporary
Haktanir, Mine Hospitality
Management
80 The recycling of brewer's processing by-product Stojceska, Journal Of Cereal 120 7,06
into ready-to-eat snacks using extrusion Valentina; Science
technology Ainsworth, Paul;
Plunkett, Andrew;
Ibanoglu, Senol
81 Service robots as a tool for physical distancing in Seyitoglu, Faruk; Current Issues In 118 23,6
Tourism Ivanov, Stanislav Tourism
82 Modeling the nexus between pollutant emission, Udemba, Edmund Environmental 118 23,6
energy consumption, foreign direct investment, Ntom; Magazzino, | Science And Pollution
and economic growth: new insights from China Cosimo; Bekun, Research
Festus Victor
83 The role of globalization, real income, tourism in Saint Akadiri, Seyi; | Science Of The Total 118 19,67
environmental sustainability target. Evidence from | Alola, Andrew Environment
Turkey Adewale; Akadiri,
Ada Chigozie
84 Attitudinal and behavioral consequences of work- | Yavas, Ugur; International Journal 118 6,94
family conflict and family-work conflict - Does Babakus, Emin; Of Service Industry
gender matter? Karatepe, Osman Management
M.
85 The asymmetric effect of Tourism, financial Godil, Danish Environmental 117 23,4
development, and globalization on ecological Igbal; Sharif, Science And Pollution
footprint in Turkey Arshian; Rafique, Research
Saima;
Jermsittiparsert,
Kittisak
86 Does servant leadership better explain work Kaya, Bahar; International Journal | 117 23,4
engagement, career satisfaction and adaptive Karatepe, Osman Of Contemporary
performance than authentic leadership? M. Hospitality
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Management
87 The asymmetric effect eco-innovation and Sun, Yunpeng; Journal Of 116 29
Tourism towards carbon neutrality target in Duru, Ozlem Ates; | Environmental
Turkey Razzagq, Asif; Management
Dinca, Marius
Sorin
88 Does work engagement mediate the effects of Karatepe, Osman International Journal | 116 10,55
challenge stressors on job outcomes? Evidence M.; Beirami, Elnaz; | Of Hospitality
from the hotel industry Bouzari, Mona; Management
Safavi,
Hamaoyoun Pasha
89 Examining the causal impacts of Tourism, Akadiri, Seyi Saint; | Current Issues In 115 23
globalization, economic growth and carbon Lasisi, Taiwo Tourism
emissions in Tourism island territories: bootstrap Temitope; Uzuner,
panel Granger causality analysis Gizem; Akadiri,
Ada Chigozie
90 Customer incivility and employees' outcomes in Alola, Uju Violet; Tourism Management | 115 19,17
the hotel: Testing the mediating role of emotional Olugbade, Perspectives
exhaustion Olusegun A.; Avci,
Turgay; Ozturen,
Ali
91 Job satisfaction and organizational commitment of | Gunlu, Ebru; International Journal 114 7,6
hotel managers in Turkey Aksarayli, Of Contemporary
Mehmet; Percin, Hospitality
Niluefer Sahin Management
92 Energy efficiency assessment for the Antalya Oniit, S; Soner, S Energy And 114 6
Region hotels in Turkey Buildings
93 Cross-national analysis of hotel customers' Yuksel, A; Kilinc, Tourism Management | 114 6
attitudes toward complaining and their UK; Yuksel, F
complaining behaviours
94 Measurement of destination brand bias using a Tasci, AsliD. A.; Tourism Management | 112 6,22
quasi-experimental design Gartner, William
C.; Cavusgil, S.
Tamer
95 The contribution of Tourism to the long-run Ongan, S; Demirdz, | Ekonomicky Casopis 112 5,6
Turkish economic growth DM
96 Agricultural land usage and Tourism impact on Alola, Andrew Energy & 111 15,86
renewable energy consumption among Coastline Adewale; Alola, Environment
Mediterranean Countries Uju Violet
97 Strategic orientation and performance of Tourism Avci, Umut; Tourism Management | 111 7,93
firms: Evidence from a developing country Madanoglu, Melih;
Okumus, Fevzi
98 The effects of organizational and personal Karatepe, 110 6,8
resources on stress, engagement, and job outcomes | OM ; ; Babakus, International Journal
E ; Deitz, GD of Hospitality
Managemen
99 The impact of Tourism on CO; emission in Turkey 109 7,5
Eyuboglu, Current Issues
K; Uzar, U In Tourism
100 Absorptive capacity and firm performance: The Kale, E ; Aknar, 109 54
mediating role of strategic agility A; Basar, O International Journal
of Hospitality
Managemen

Calisma kapsaminda degerlendirilen makaleler toplam 35 dergide yayinlanmustir. Dergilerin IFleri 0.4-
20.1 arasinda degismektedir. Dergilerin etki faktorleri Tablo 3’te gosterilmistir. Tablo 3’e gore “Tourism
Management “dergisi, 40 makale ile en fazla makale yayinlanan dergi olmustur. Bu durum, derginin

turizm literatiirtinde ne kadar 6nemli katki sagladigin gostermektedir.

Makalenin yaymlandigi dergiler ve yaymcilar da atif oranlari tizerinde etkili olmustur. Ornegin,
International Journal Of Contemporary Hospitality Management, Annals of Tourism Research ve
Tourism Management gibi prestijli dergilerde yayinlanan makaleler, yiiksek atif oranlarma sahip olma
egilimindedir. Bu dergiler, turizm arastirmalarinda kaliteli ve yenilikci ¢alismalarin yaymlandigi baslica
platformlar olarak 6ne ¢ikmaktadir. Tablo 3'te en ¢ok atif alan makalelerin yayinlandig dergi, etki

faktorii ve yayn sayisi yer almaktadir.
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Sibel Ozdemir

Tablo 3: En Cok Atif Yapilan 100 Makalenin Yayinlandig Dergiler, Etki Faktorleri (IF) ve Yayin Sayilar

: . L Yayin Sayis1

Sira Dergi Ad1 Etki Faktorii (IF) 2023 (Tiirkiye)
1 Tourism Management 10,9 39
2 International Journal Of Hospitality Management 9.9 7
3 International Journal Of Contemporary Hospitality Management 9.1 4
4 Current Issues In Tourism 5.7 4
5 Annals of Tourism Research 10,4 3
6 Environmental Science And Pollution Research 0.99 3
7 Journal of Destination Marketing & Management 8.9 3
8 Tourism Management Perspectives 7.3 3
9 Economic Modelling 42 2
10 Journal of Hospitality And Tourism Management 7.6 2
11 Journal of Travel Research 8 2
12 Air Quality Atmosphere And Health 2.9 1
13 Applied Economics 1.8 1
14 Applied Economics Letters 1.2 1
15 Journal of Cleaner Production 9.7 1
16 Journal of Conflict Resolution 22 1
17 Journal of Hospitality & Tourism Research 44 1
18 Journal of Environmental Management 8 1
19 International Journal of Contemporary Hospitality Management 9.1 1
20 International Journal of Service Industry Management 7.8 1
21 International Journal of Information Management 20.1 1
22 International Journal of Tourism Research 41 1
23 International Journal of Culture Tourism And Hospitality Research | 2.7 1
24 Journal of Cereal Science 3.9 1
25 Ekonomicky Casopis 0.4 1
26 Energy And Buildings 6.6 1
27 Energy & Environment 4 1
28 Energy Sources Part B-Economics Planning And Policy 3.9 1
29 Environmental Monitoring And Assessment 2.9 1
30 Ocean & Coastal Management 4.8 1
31 Science of The Total Environment 8.2 1
32 Service Industries Journal 74 1
33 Sustainable Development 9.9 1
34 Tourism Economics 3.6 1
35 Tourism Review 7.3 1

1989-2024 yillar1 arasinda turizm alaminda diinyada en ¢ok yayinlarina atif yapilan ilk 20 tilke arasinda
Turkiye 2. sirada yer almaktadir (Tablo 4). Hindistan'in turizm alanindaki akademik yaymlarda
%74.200 gibi yiiksek bir orana sahip olmasi, bu tilkenin turizm aragtirmalarina olan yogun ilgisini ve
katkisimi gostermektedir. Hindistan'm bu alandaki liderligi, kiiresel turizm literatiirtine sagladig1 btiytik
katkilarla desteklenmektedir. Tiirkiye (%17.218) ve Amerika Birlesik Devletleri (%10.573), turizm
aragtirmalarinda 6nemli bir yere sahiptir. Ingiltere (%6.212), Ispanya (%3.028), Italya (%2.301), Almanya
(%2.284) vd.,er Avrupa iilkeleri, turizm alaninda énemli yayimnlar yapmaktadir. Bu {ilkelerin katkilari,
Avrupanin turizm arastirmalarimndaki roliinti ve etkisini ortaya koymaktadir. Cin (%4.793), Pakistan
(%1.557), Gliney Kore (%1.471) vd.,er Asya tilkeleri, turizm alanindaki akademik yayinlarda giderek
artan bir paya sahiptir. Bu durum, Asya'nin turizm arastirmalarindaki éneminin ve etkisinin arttigini
gostermektedir. Tabloda ayrica Avustralya, Kanada, Giiney Afrika gibi diger kitalardan tilkelerin de
turizm arastirmalarina katkida bulundugunu gostermektedir. Bu durum, turizm arastirmalarmin
kiiresel bir cercevede ele alindigini ve genis bir yelpazede incelendigini ortaya koymaktadr.

Tablo 4: 1989-2024 Yillar1 Arasinda “Turizm” Alaninda Diinyada En Cok Yaym Yapan ilk 20 Ulkenin
Siralamasi

Sira Ulke/Bolge Yayin Sayist Yiizde (%)% 5.777
1 Hindistan 4.288 74.200%
2 Tiirkiye 995 17.218%
3 Amerika Birlegik Devletleri 611 10.573%
4 Ingiltere 359 6.212%
5 Halklar Cin 277 4.793%
6 Ispanya 175 3.028%
7 Italya 133 2.301%
8 Almanya 132 2.284%
9 Portekiz 128 2.215%
10 Polonya 114 1.973%
11 Rusya 104 1.800%
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12 Avustralya 103 1.782%
13 Fransa 98 1.696%
14 Pakistan 90 1.557%
15 Giiney Kore 85 1.471%
16 Kanada 79 1.367%
17 Hollanda 77 1.332%
18 Romanya 70 1.211%
19 Malezya 69 1.194%
20 Norveg 69 1.194%
21 Giiney Afrika 67 1.159%
22 Hirvatistan 64 1.107%
23 Hindistan 64 1.107%
24 Bulgaristan 63 1.090%
25 Iran 62 1.073%
26 Yeni Zelanda 61 1.056 %
27 Tayvan 61 1.056%
28 Yunanistan 60 1.038%
29 Isvec 55 0.952%
30 Cek Cumhuriyeti 52 0.900%

Tablo 5" te 1989-2024 yillar1 arasinda turizm alaninda en ¢ok yaymn yapan arastirmacilar incelenmistir.
Arastirmacilarin yayn sayilar1 ve ytizdeleri analiz edilerek, turizm alanina katkilar1 detaylandirilmustir.
Veriler, turizm arastirmalarmin hangi akademisyenler tarafindan yogun bir sekilde yapildigini ve bu
alandaki bilimsel tiretkenligi gostermektedir. Tablo 4’ gore, ilk 100 calismanin yazarlar1 incelendiginde,
bu calismalarm 50’sinin ya yurt dis1 kaynakli ok merkezli arastirmalar oldugu ya da yurt dist bilim
insanlariyla ortak yiirtitiilen galismalar oldugu goriilmuistiir. Bunlar arasinda, Karatepe OM., turizm
alaninda toplam 165 yaymn yaparak listenin basinda yer almaktadir. Ytizde olarak da %2.838'1ik bir
oranla en ¢ok katki saglayan arastirmaci olmustur. Bu, Karatepe'nin turizm arastirmalarindaki lider
roliint ve bilimsel tretkenligini gostermektedir. Kozak M, toplamda 108 yayin ile ikinci siradadir.
Ytizde olarak %1.869'luk bir katki saglamstir. Kozak'in calismalari, turizm literattirtinde 6nemli bir yere
sahiptir ve genis bir etki alan1 olusturmustur. Isik C, 65 yayn ile titincti sirada yer almakta olup, turizm
alaninda %1.125'lik bir katki saglamistir. Sonug olarak 1989-2024 yillar1 arasinda turizm alaninda en ¢ok
yayin yapan arastirmacilar, turizm literatiirtine énemli katkilar sunmus ve bu alandaki bilimsel bilgi
birikimini zenginlestirmistir. Karatepe OM., Kozak M ve Isik C gibi arastirmacilar, yiiksek yayin sayilar1
ile 6ne cikarken, diger arastirmacilar da degerli calismalar gerceklestirmistir. Bu analiz turizm
arastirmalarmin gelisimine ve bu alandaki akademik tiretkenlige 151k tutmaktadar.

Tablo 5: 1989-2024 Yillar1 Arasinda “Turizm” Alaninda Tiirkiye Kaynakli En Cok Yaym Yapan ilk 10
Arastirmaci

Aragtirmaci Yayin Sayisi Yiizde (%)
1 Karatepe, Osman M. 165 2.839%
2 Kozak, Metin 108 1.869%
3 Isik, Cem 65 1.125%
4 Dedeoglu, Bekir Bora 51 0.883%
5 Katircioglu, Salih T. 51 0.883%
6 Albayrak, Tahir 49 0.848%
7 Okumus, Fevzi 48 0.831%
8 Caber, Meltem 47 0.813%
9 Oztiiren, Ali 46 0.796%
10 Seyitoglu, Faruk 40 0.692%

Konu bagliklarina gore incelendiginde; birinci sirada “Turizm destinasyonlar ve miisteri memnuniyeti
”, ikinci sirada “Ekonomik biiytime ve turizm harcamalar1” yer almaktadir. En sik incelenen 10 konu
Tablo 6’da gosterilmistir.

Tablo 6: Turizm Alaninda En Cok Calisilan Ik 10 Konu (Turkiye)

Konu Konu Yayin Sayis1
Sirasi

1 Turizm destinasyonlar1 ve miisteri memnuniyeti 21
2 Ekonomik biiyiime ve turizm harcamalar1 16
3 Turist motivasyonlar: ve memnuniyet 15
4 Hizmet kalitesi ve tekrar ziyaret niyeti 15
5 Cevresel siirdiiriilebilirlik ve turizm gelisimi 13
6 Sosyal medya kullanimi ve bilgi paylasimi niyetleri 6
7 Turizm gelisiminin ekolojik ayak izi tizerindeki etkisi 5
8 Turizm ve ekonomik biiyiime arasindaki iligkiler 5
9 Turizm ve Politika 3
10 Turizm ve COVID-19 2
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Sekil 1'de Turkiye'deki bilim insanlarmnin 1989-2024 yillar1 arasinda yaptigr yayin ve bu yaymlara
yapilan atif sayilarmin yillara gore dagilimi yer almaktadir. Sekil 1’e gore 1989-2003 yillar1 arasinda hem
yayin hem de atif sayisi oldukca diisiik seviyelerde kalmistir. 2003 yilindan itibaren yayin sayisinda
belirgin bir artis baslamis ve bu artis 2015 yilina kadar kademeli olarak devam etmistir. Ayni1 donemde
atif sayilar1 da artmis ancak yayin sayisindaki artis kadar hizh olmamustir. 2015-2021 yillar: arasinda
yay1n ve atif sayilarinda 6nemli bir artis gozlemlenmis, 6zellikle 2018 ve 2019 yillarinda her iki metrikte
de zirveye ulasilmustir. 2022 yilindan itibaren ise yayin sayisinda bir azalma gozlemlenmis, atif sayilar
2021'de zirve yaptiktan sonra diistis gostermistir. Genel olarak Tiirkiye'deki bilimsel yaymn ve atif
sayilarinda son yillarda 6nemli bir artis gozlemlenmis, ancak son donemde bir duraklama veya azalma
egilimi dikkat cekmektedir. Bu durumu birkag faktore baglamak miimkiindiir. Oncelikle, aragtirma
fonlarinin ve desteklerinin azalmasi, bilimsel tiretkenligi olumsuz etkileyebilir; fon eksiklikleri, yeni
projelerin baslatilmasini zorlastirabilir ve mevcut calismalarin ilerlemesini yavaslatabilir. Ayrica,
arastirma altyapisi ve kaynaklarin yetersizligi, nitelikli calismalarin tiretimini sinirlayarak yaymn ve atif
sayilarini etkileyebilir. Uluslararas: isbirliklerinin azalmasi da bilimsel etkilerin ve makalelerin
gortiniirliiginiin diismesine neden olabilir. Bu baglamda, bu ¢alismanin amaci, bu duraklama veya
azalma egilimlerinin nedenlerini anlamak ve ¢oziim onerileri sunmak agisindan biytik ©nem
tasimaktadir.
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Sekil 1: 1989-2024 Yillar1 Arasinda Yapilan Atif ve Yayin Sayist

Sonug, Tartisma ve Oneriler

Bu ¢alismada, Tiirkiye'den turizm alaninda Web of Science (WoS) veri tabaninda yaymlanmis ve en
fazla atif alan ilk 100 makale analiz edilmistir. Arastirmanin bulgulari, Tiirkiyenin turizm
arastirmalarindaki akademik performansim ve bilimsel tiretkenligini kapsamli bir sekilde
degerlendirmektedir. 1989-2024 yillar1 arasinda Tiirkiye'de yapilan turizm arastirmalarimin toplam
sayist 2.223 olarak belirlenmistir. Bu makalelere yapilan toplam atif sayis1 98.806'd1r, ancak bu sayidan
kendine atiflar cikarildiginda net atif sayis1 88.639 olarak hesaplanmustir. Tiirkiye'nin makale basina
diisen ortalama atif sayisi ise 17.1’dir. Bu veriler, Tiirkiye'nin uluslararasi turizm literatiiriine katkisim
somut verilerle ortaya koymaktadir.

En fazla atif alan makale, 838 atif ile Yiiksel vd., (2010) tarafindan yazilan ve “Tourism Management”
dergisinde yayinlanan “Destination attachment: Effects on customer satisfaction and cognitive affective
and conative loyalty” isimli calismadir. Bu makale, Tiirkiye’den yapilan turizm arastirmalarinin
akademik literattirdeki etkisini gostermektedir. Bu ve benzeri calismalar, Ttirkiye'nin turizm alanindaki
akademik katkilarinin ve uluslararasi alandaki gortntirliigtiniin artmasimda 6nemli rol oynamaktadir.
Calisma Tiirkiye'nin turizm alanindaki bilimsel katkilarmni ve bu alandaki akademik tiretkenligini
ortaya koymaktadir. Karatepe O M., Kozak M ve Isik C gibi arastirmacilar, yiiksek yayin sayilari ve
aldiklar atiflar ile turizm literatiirtine 6nemli katkilar sunmuslardir. Bu durum, Tirkiye'nin turizm
arastirmalarinda diinya capinda taninan ve referans alman calismalar irettigini gostermektedir.
Gelecekte, bu tiir ¢calismalarin artmasi ve daha genis bir etki alan1 yaratmasi beklenmektedir.
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Ttirkiye'nin turizm aragtirmalarinda gosterdigi basari, bilimsel arastirma ve yayincilik alaninda sahip
oldugu potansiyeli ve yetkinligi ortaya koymaktadir. Ilk baglarda diger iilkelere gore daha geg baglamig
olmasma ragmen, kisa siirede ¢nemli bir ilerleme kaydetmistir. Bu gelisim, Tiirkiyenin bilimsel
arastrmalarda ve akademik yaymcilikta kiiresel Olcekte rekabet edebilir diizeye geldigini
gostermektedir. Gelecekte Tiirkiye nin bilimsel arastirma ve yayincilik alanindaki performansimin daha
da artmasi ve daha yiiksek seviyelere ulasmasi beklenmektedir. Bu dogrultuda, aragtirma ve yayincilik
faaliyetlerinin daha fazla desteklenmesi, uluslararas: isbirliklerinin gtiglendirilmesi ve yenilikci
arastirmalara odaklanilmasi kritik bir 6nem tasimaktadir.

Turkiye’de turizm arastirmalariin Kkalitesini ve kapsamimi artirmak icin arastirma destek
programlarmin artirilmast kritik bir adimdir. TUBITAK ve diger destekleyici kurumlarin, turizm
arastirmalarina yonelik 6zel fonlar saglamasi, arastirmacilarin daha kapsamli ve derinlemesine projeler
gelistirmelerine olanak taniyabilir. Bu fonlar, arastirma ekiplerinin gerekli araclar1 ve kaynaklar1
edinmelerini saglayarak projelerin kalitesini ve verimliligini artirabilir. Ayrica, 6zel destek programlar:
ve tesvikler olusturularak, ozellikle yenilik¢i ve ¢ok disiplinli arastirmalara oncelik verilmesi,
Ttirkiye'nin bilimsel tiretkenligini artirabilir. Boylece, bilimsel aragtirmalarin uluslararas: alanda daha
fazla etki ve goriiniirlitk saglamasi miimkiin olacaktir. Fonlama mekanizmalarinin gesitlendirilmesi ve
ozel alanlarda, ornegin siirdiirtilebilir turizm ve dijitallesme gibi konularda desteklerin artirilmast,
arastirmalarin uluslararas: diizeyde rekabetci hale gelmesini saglayabilir.

Ttrkiye'nin turizm arastirmalarinda uluslararasi tiniversiteler ve arastirma merkezleri ile isbirliklerinin
gliclendirilmesi, bilgi ve deneyim paylasimini artirarak daha nitelikli ve kapsamli arastirmalarin ortaya
¢ikmasina katkida bulunabilir. Uluslararasi isbirlikleri, farkl tilke ve kiiltiirlerin turizm deneyimlerini
ve uygulamalarini inceleme firsati sunar, bu da Tiirkiye’deki arastirma projelerine kiiresel perspektifler
kazandmrir. Ayrica, bu tiir isbirlikleri, ortak projeler ve arastirma aglari aracihigiyla bilgi akismm
hizlandirir ve arastirmacilarin uluslararas: alanda daha genis bir akademik aga sahip olmasinu saglar.
Bu baglamda, uluslararasi konferanslar ve seminerlerde Tiirkiye'nin arastirmacilarimin daha aktif rol
almasi, uluslararasi igbirliklerinin giiclendirilmesine yardimci olabilir.

Arastirmacilarin  uluslararas1 prestijli dergilerde daha fazla yayin yapmalar tesvik edilmelidir.
Uluslararas: dergilerde yayin yapmak, hem arastirmacinin akademik kariyerine katkida bulunur hem
de Tiirkiye'nin bilimsel tiretkenligini uluslararas: diizeyde tanitir. Bu amagla, akademik yazim ve yaym
strecleri konusunda egitim programlar: diizenlenebilir. Bu egitimler, arastirmacilara uluslararasi
dergilerin beklentilerini ve standartlarini 6gretirken, kaliteli ve etkili arastirma makaleleri hazirlama
yetkinliklerini artirabilir. Ayrica, basarili yayinlar icin ddiiller ve tesvikler saglanarak, arastirmacilarin
uluslararasi diizeyde daha fazla etkili yaym yapmalari tesvik edilebilir.

Turizm alaninda yenilik¢i ve giincel konulara odaklanan arastirmalarm artirilmas: gerekmektedir.
Ozellikle dijitallesme, yapay zeka ve biiyiik veri analitigi gibi teknolojik yenilikler, turizm sektoriiniin
geleceginde tnemli bir rol oynayacaktir. Sanal gerceklik (VR) ve artirilmis gerceklik (AR) uygulamalari,
dijital pazarlama stratejileri, cevrimici miisteri deneyimi ve e-turizm trendleri gibi konular, arastirma
alaninda biiytik bir potansiyele sahiptir. Bu teknolojiler, turizm deneyimlerini zenginlestirebilir ve
sektordeki yenilikleri hizlandirabilir. Ayrica, stirdiiriilebilirlik ve dijital dontistimiin birlesimiyle akall1
sehirler ve akilli destinasyonlar gibi kavramlar tizerine yapilan arastirmalar, turizm sektdrtintin
gelecegini sekillendirecek ve cevre dostu uygulamalar: tesvik edecektir.

Geng arastirmacilarin yetistirilmesi ve kapasite gelistirme programlarinin artirilmasi, Tiirkiye nin
turizm alanindaki akademik performansim siirdiiriilebilir kilmak igin 6nemlidir. Lisanstistii egitim
programlar1 ve arastirma burslari artirilarak, geng arastirmacilarin desteklenmesi saglanabilir. Bu
burslar ve egitim firsatlari, geng arastirmacilarin kendi arastirma projelerini yiiriitmelerine ve akademik
becerilerini gelistirmelerine yardimci olabilir. Ayrica, geng arastirmacilarin akademik ve profesyonel
gelisimlerine yonelik mentorluk programlar1 ve ag olusturma firsatlar1 sunulmalidir. Bu destekler,
genglerin arastrma alaninda basarili olmalarim saglayarak, Tiirkiyenin turizm arastirmalarmndaki
stirdtirtilebilir bagarisin1 destekleyecektir.

Turizm sektorti ile akademik kurumlar arasindaki isbirligi artirilmalidir. Bu isbirligi, teorik bilgilerin
pratik uygulamalarla biittinlestirilmesini saglayarak daha uygulanabilir ve etkili ¢c6ztimler tiretilmesine
katkida bulunabilir. Akademik kurumlar ve sektor temsilcileri arasinda diizenlenen ortak projeler,
seminerler ve calistaylar, bilgi alisverisini tesvik eder ve uygulamali ¢oztimlerin gelistirilmesine olanak
tanir. Ayrica, akademik arastirmalarin sektdrdeki gercek sorunlari ¢6zmeye yonelik olmasi, arastirma
sonuglarmin daha genis bir etki yaratmasini saglar. Bu tiir igbirlikleri, arastirma bulgularmin sektorel
uygulamalara entegrasyonunu kolaylastirir ve bilimsel bilgilerin pratikte daha etkili bir sekilde
kullanilmasin1 saglar.

Sonug olarak, Ttirkiye nin turizm arastirmalarindaki mevcut basarilarinin stirdiiriilebilir kilinmasi ve
daha da ileriye tasinmasi i¢in yukarida belirtilen 6nerilerin dikkate alinmasi biiyiik 6nem tasimaktadir.
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Arastirma destek programlarinin artirilmasi, uluslararasi isbirliklerinin giiclendirilmesi, prestijli
dergilerde yaymn tesvikleri, yenilik¢i konulara odaklanma, geng¢ arastirmacilarin desteklenmesi ve
akademik-pratik igbirliklerinin artirilmasi, Ttirkiye'nin turizm alamindaki bilimsel katkilarin1 daha da
artiracaktir. Bu sayede, Tiirkiye uluslararasi diizeyde daha fazla taninan bir konuma ulasacak ve turizm
arastirmalarmdaki liderligini stirdiirebilecektir.
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Oz

Bu arastirmanin amaci, Web of Science'da Yavas Sehir (Cittaslow) ile ilgili yapilan calismalarin
bibliyometrik analizini yapmaktir. Bu g¢alismada nicel arastirma yontemi kullamilmistir. Web of
Science'daki calismalar VOSviewer ve Bibliometriks paket programi kullanilarak analiz edilmis ve
gorsel ag haritalar1 olusturulmustur. Bu calisma, 2002 ile 15 Temmuz 2024 tarihi arasinda Web of
Science'da yayilanan toplam 122 ingilizce makaleyi kapsamaktadir. Sonuglar, Yavas Sehir konusunun
arastirmacilar arasinda giderek artan bir ilgi gérdugiinii ve bu calismalarda kullanilan birincil anahtar
kelimelerin yavas sehir, yavas yemek ve siirdiriilebilirlik oldugunu gostermektedir. Onceden
belirlenmis kriterlere gore Yavas Sehir calismalari alaninda en ¢ok atifta bulunulan yayinlar sirasiyla
Miele ve Murdoch (2002), van Bommel ve Spicer (2011), Garcia-Conesa ve ark. (2020), Avelino ve ark.
(2020) ve Shepherd ve ark. (2013)'dir. Alana 6nemli katkilarda bulunan kurumlar arasinda Turin
Universitesi, Consiglio Nazionale Delle Ricerche Cnr, Gastronomik Bilimler Universitesi, Warmia
Mazury Universitesi ve Bulgar Bilimler Akademisi yer almaktadir. En fazla arastirmaya katkida
bulunan {ilkeler incelendiginde, Yavas Sehir kavraminin dogdugu yer olan Italya'nin, ikinci siradaki
tilkeden yaklasik iki kat daha fazla yaymn yaptig1 dikkat cekmektedir. Italya'y1 Birlesik Krallik, Amerika
Birlesik Devletleri ve Ispanya takip etmektedir. Arastirmacilarin %87.7’sin sadece bir yayin yaptig1 tespit
edilmistir. Sonu¢ olarak arastirmalar Lotka yasasina gore degerlendirildiginde ilgili alan yazinin
yetersiz ve gelistirilmesi gerektigi sonucuna ulasilmistir. Bu calismanin, ulusal alanyazinda yavas
turizmi arastirmalarini bibliyometrik analiz yontemi ile kamsaml bir bicimde inceleyen ¢alismalardan
biri olmasi dolayisiyla alana katk: saglamasi beklenmektedir.

Anahtar Kelimeler: Bibliyometrik Analiz, Bibliometrix, Cittaslow, Yavas Sehir, VOSviewer, Web
of Science

JEL Kodlari: Z00

Abstract

The objective of this research is to conduct a bibliometric analysis of studies on Slow City (Cittaslow) in
Web of Science. This study employed a quantitative research methodology. Studies in Web of Science
were analyzed utilizing VOSviewer and Bibliometriks packages, and visual network maps were
generated. This study encompasses a total of 122 English articles published in Web of Science between
2002 and July 15, 2024. The findings indicate that the topic of Slow City is garnering increasing interest
among researchers, and the primary keywords utilized in these studies are slow city, slow food, and
sustainability. According to predetermined criteria, the most frequently cited publications in the field of
Slow City studies are Miele and Murdoch (2002), van Bommel and Spicer (2011), Garcia-Conesa et al.
(2020), Avelino et al. (2020), and Shepherd et al. (2013). Institutions that have made significant
contributions to the field include the University of Turin, Consiglio Nazionale Delle Ricerche Cnr,
University of Gastronomic Sciences, University of Warmia Mazury, and Bulgarian Academy of Sciences.
Upon examination of the countries that have contributed the most research, it is noteworthy that Italy,
the birthplace of the Slow City concept, has published approximately twice as many publications as the
second-ranked country. Italy is followed by the United Kingdom, the United States, and Spain. It was
determined that 87.7% of the researchers had published only one publication. Consequently, when
studies were evaluated according to Lotka's law, it was concluded that the relevant literature was
insufficient and required further development. This study is anticipated to contribute to the field as it is
one of the first studies to comprehensively examine slow tourism research in the national literature
utilizing the bibliometric analysis method.
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Giris

Yavas sehir (Cittaslow), cagimizin biiyiik zorluklari arasinda hizli kentlesme ve asir1 niifus sonuglarina
kars1 baslatilan uluslararas: bir harekettir (Sengtin ve Kara, 2021). Yavas sehir hareketi, stirdtirtilebilir
bir ¢oztim olarak diistintilen, kentsel geri dontisiim siirecini sadece teorik diizeyde degil ayn1 zamanda

da ekonomik, sosyal ve cevresel faktorleri de dikkate alarak pratik bir perspektiften ele alan bir
yaklagimdir (Saricaoglu vd., 2013).

Kiiresellesmenin bir sonucu olarak modern sehirlerde yasayanlar gesitli nedenlerden dolay1 (6rnegin,
stres, guriilti, trafik sikisikligs, kirlilik gibi) bulunduklar: ortamlar: terk etme ihtiyact duyarlar (Ongun
vd., 2017). Gliniimiiziin kiiresellesen diinyasi bize izl yagsam tarzlar: ve gereksiz tiiketim aliskanliklar:
sunmakta (Ozmen ve Can, 2018), insanlarda depresyon, kalp ve kanser gibi pek cok hastaliga sebebiyet
vermekte (Acar, 2018) ve hizli niifus artisiyla birlikte sehirler siirdiiriilemez bir hal almaktadir. insanlar
daha sakin ve huzurlu bir yasam tarzi aramaktadir (Cittaslow Tturkiye, 2024). Kisacas: insanlar
genellikle saghklarini ve refahlarimi korumak igin sessiz alanlarda yasamay: tercih etmektedirler
(Shepherd vd., 2013). Iste bu noktada yavas sehir hareketi, insanlarin istedikleri sakin ve huzurlu yagam
tarzlarmi olanak saglayan ve yasam kalitesini ¢evresel acidan stirdiirtilebilir olmasini savunan akim
olarak dogmustur (Burkut, 2023; Stier, 2023).

Kiresellesme ile teknolojik gelismeler, insanlar arasindaki iletisimi kolaylastirmus olsa bile tek tip bir
insan modeli olusturmaya baslamistir. Yavas sehir hareketi, kiiresellesmenin ortaya ¢itkardig: giintimiiz
sehirlerini tek tip olma tehdidine bir tepki olarak (Giileg ve $ahinalp, 2022), yerel kimligini ve
ozelliklerini koruyarak diinya sahnesinde yer almak isteyen kasabalarin ve sehirlerin katildig1 bir birlik
olarak kurulmustur (Baldemir vd., 2013).

Yavas yemek (slow food) hareketinin kurucusu Carlo Petrini 1997 yilinda bu anlayisin bir ag tizerinden
kasabalar i¢in de uygulanabilecegi fikrini ortaya atmistir (Miele, 2008; Akkog, 2023). Boylece, Carlo
Petrini ve ve diger sehirdeki belediye baskanlar: bir araya gelerek (Orvieto, Greve in Chianti, Bra,
Positano) yavas sehir hareketi ortaya ¢ikmustir (Sirim, 2012). Sonrasinda yavas sehir felsefesi, kentlerin
tasariminda ve planlanmasinda uluslararasi boyutta bir ag haline gelmistir (Miele, 2008).

Yavas yemek yerel olarak yetistirilen ve tiretilen gidalarin tiiketimini tesvik eden kiiresel bir harekettir
(Uguk, 2023). Ana hedefi eko-gastronomi kavramlarm giinliikk yasam pratiginde uygulayarak yavas
yemek felsefesini yerel topluluklar ve sehir yonetimi birlikteligiyle genisletmektir (Burkut, 2023). Yavas
sehir hareketi, yavas yemek hareketi ile benzer ilkelere dayanmakta ve yerel gelisimlerinden dolay1
ikisini de beraber degerlendirmek gerekmektedir (Nilsson vd., 2011).

[talyanca “Citta” ve Ingilizce “Slow” kelimelerinin bir araya gelmesiyle olusan Cittaslow kelimesi (Stier,
2023) Tirkgeye “sakin sehir” ya da “yavas sehir” seklinde gevrilmistir (Pajo ve Ugurlu, 2015). Diinyada
2024 (Agustos 15) itibariyla 33 tilke ve 301 sehir “yavas sehir” unvam almstir (Sekil 1).

L)

37

14

Sekil 1: Diinyadaki Yavas Sehirlerin Konumlar: (Cittaslow, 2024)

Ttirkcede yavas kelimesinin kullanulmas: daha yaygin oldugu icin bu calismada Yavas Sehir kelimesi
tercih edilmistir. Oncelikle bu calismada, literatiirdeki “sakin sehir” ve “yavas sehir” konusunda
yapilan yaymnlar incelenmistir. Yavas sehir konusunda bibliyometrik arastirmalara, (Pasli, 2021; Zengin
ve Cengiz, 2021) ve ayrica Web of Science ve Scopus veri tabanlarindan elde edilen veriler ile bir
arastirmaya (Burkut, 2023) rastlamilmistir. Burkut'un (2023) ¢alismast hem Web of Science hem de
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Scopus veri tabanindan Cittaslow konusundaki 184 yayin ile yapilmistir. Hem dokiiman tiirti hem de
yazim dili agisindan bir kisitlama yapilmamuistir. Veriler VOSviewer ve R dili Bibliometrix (Aria ve
Cuccurullo, 2017) paket program yazilimlari vasitasiyla analiz edilmistir ve yorumlanmustir. Ancak bu
calismada ise, sadece Web of Science veri tabanindaki verilerden elde edilmistir. Dokiimanlar belli
kisitlamalar (makale, dil ve acik erisim) neticesinde elde edilmistir. Ayrica anahtar kelime olarak da
"cittaslow" ve "slow city" veya "slow food" veya "quiet city" kelimeler tiim alanlarda taratilmustir.
Sonugta toplam 122 dokiiman VOSviewer ve biblometrix programlar: vasitasiyla analiz edilmis ve
yorumlanmuistir.

Kavramsal Cerceve
Bibliyometrik Analiz

VOSviewer ve R dili Bibliometrix paket program yazilimlarin var olmasi ve Scopus, Web of Science gibi
bilimsel veri tabanlarinin ilerlemesi, bulunabilirlikleri ve erisilebilirliklerinin olmasi nedeniyle son
yillarda bibliyometrik analiz biiytik bir popiilerlik kazanmis (Donthu vd., 2021) ve cok cesitli
disiplinlerdeki calismalarda kendine bir yer bulmustur. Ozellikle son yillarda turizm alaninda da ilgi
odag1 haline gelmis olan bibliyometrik calismalar artis gostermistir (Cuhadar ve Morgin, 2020).

Bibliyometrik bir arastirma, akademik literatiirdeki tiretkenligi, biiytimeyi ve bir disiplinin yapism
ortaya koyan akabinde bunlar1 degerlendiren ve bu etkileri ttim disiplinlere uygulayabilen nicel bir
yontemdir (Andres, 2009; Yang ve Xiu, 2023; Ongun, 2023). Belli bir bilim alanindaki arastirmalarin
incelenmesi ve belli araliklarla tekrar etmesi 6nemlidir. Ciinkii arastirmalar gelecege yonelik fikir sahibi
olmaya imkan tanimaktadir. Iste bu noktada bibliyometrik aragtirmalar mevcut durumu ve var olan
bosluklar: tespit etmekte ve sonraki ¢alismalara yon gosterilebilmektedir. Ayrica arastirmacilara fikir
vermekte, bilimsel birikimin artmasina ve cesitlenmesine olanak sunmaktadir (Al, 2008; Al ve Soydal,
2012; Baytok vd., 2019).

Bibliyometrik analiz, cogunlukla bilimsel yayinlara niceliksel analiz uygulayan ve bilimin dinamiklerini
kesfetmek icin gtiglii bir ara¢ sunan metodolojik bir yaklasimdir. Bibliyometrik analiz, bir ¢alisma
alanina veya bir dergiye yonelik genel bir bakis agis1 ortaya ¢ikarmak icin kullanilabilecek yontemlerden
biridir (Kizilcalioglu ve Gtizeller, 2021). Bibliyometrik analiz, bilimsel literattirdeki kaliplari, egilimleri
ve aglar1 analiz ederek, belirli bir calisma alanindaki en etkili konulara, dergilere, yazarlara ve bolgelere
iligkin veriler saglar (Ahmed vd., 2023). Bibliyometrik analiz, belirli bir arastirma alanindaki bilginin
haritalanmasini ve genisletilmesini saglamanin yamn sira yaymlar, yazarlar ve kurumlar arasindaki
baglantilar: da gosterir (Matorevhu, 2024). Bibliyometrik arastirmada, yayin tiirleri, yaym yeri ve yayin
dilleri, yazar(lar), arastirmanin konusu ve/veya arastirmanin alani, yayma yapilan atif sayisi, atif
yapilan dergi ya da yazar, referans kaynaklar, sayfa sayist ve anahtar kelimeler gibi pek ¢ok gostergeyi
bize sunmaktadir (Al ve Tonta, 2004; Cuhadar, 2024b). Bilim insanlari, makale ve dergi performansinda
ortaya cikan egilimleri, is birligi modellerini, arastirma bilesenlerini ortaya ¢ikarmak ve mevcut
literatiirde belirli bir alanin entelektiiel yapisini kesfetmek icin bibliyometrik analizi kullamrlar.
Bibliyometrik analizdeki veriler genellikle biiyiik ve nesnel niteliktedir, ancak yorumlar1 genellikle
oznel degerlendirmelere dayanir (Donthu vd., 2021).

Bibliyometrik analizde verinin, gorsel haritalama ve ag analizinin gerceklestirilmesi icin VOSviewer ve
R dili Bibliometrix paket programlar: kullanilabilmektedir (Yilmaz ve $Sahin Yilmaz, 2023). VOSviewer
ve R dili Bibliometrix paket programlari ticretsizdir. VOSviewer literattir taramas: yoluyla elde edilen
verileri gorsellestirerek veri madenciligi olusturan bir yazilimdir (Burkut, 2023). Bibliyometrik
analizlerde Web of Science, Scopus, Dimensions, Google Akademik, Lens ve PubMed gibi pek ¢ok veri
tabanlarindan erisim saglamak miimkiindiir (Moral Munoz vd., 2020; Ongun, 2023). VOSviewer ve R
dili Bibliometrix paket programlari sayesinde yazarlarin, arastirma enstitii ve/veya kuruluslarmin,
tiniversitelerin ve tilkelerin bilimsel calismalarini detayl bir sekilde incelemek mtimkiindiir (Merigo ve
Yang, 2017). Ayrica program sayesinde terimler, yaymnlar, kurum/kuruluslar, anahtar kelimeler,
dergiler ve yazarlarla ilgili aglar olusturmak da miimkiindiir (Perianes-Rodriguez vd., 2016).

VOSviewer ve R dili Bibliometrix paket programlarinda; atif ag1 analizi (dokiiman, kaynak, yazar,
kurum, iilke), bibliyografik eslestirme (dokiiman, kaynak, yazar kurum, {iilke), ortak atif analizi (atif
yapilan referanslar, kaynaklar, yazarlar), ortak kavram birlikteligi (anahtar sozctikler, 6zet) analizi ve
ortak yazarhk (yazarlar, kurumlar, tlkeler) analizi olmak tizere bes farkli alternatif uygulama
bulunmaktadir (Zupic ve Cater, 2015). Arastirmaci bu programlarda yer alan analiz ttirleri ile analiz
birimlerinden faydalanarak, tercihlerine gore ag haritalar1 olusturmakta ve yorumlama yapmaktadir
(Ongun, 2023).
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Yontem

Arastirmada nicel arastirma yontemi kullanilmistir. Bu makale tarama modelinde tasarlanmustir. Bir
konu hakkinda derinlemesine bilgi edinmek amaciyla ayrintili bir bicimde arastirma yapmak olarak
tanimlanan tarama modeli nicel arastirmalarda siklikla kullamilmaktadir (Yildirim ve Simsek, 2021).
Veriler Web of Science veri tabanindan "cittaslow" and "slow city" or "slow food" or "quiet city" anahtar
kelimeleri ile taranarak yavas sehir arastirmalar1 elde edilmistir. Bu arastirmada bu veri tabaninin
kullanmilmasimin nedeni sunlardir; Web of Science veri tabaninin 6nemli bir veri tabani olmas1 (Aghaei
Chadegani vd., 2013), farkl disiplinlere ait dokiimanlara erisilmesi konusunda arastirmacilara olanak
taniyan bir platform olmasi, veri tabanlari arasinda ilk siralarda yer almasi ve Web of Science
bibliyometrik yontemlerle yapilan arastirmalar icin giivenilir bir veri tabani olmasidir (Cuhadar vd.,
2022; Ongun, 2023; Cuhadar, 2024a). Bu nedenlerden dolay: arastirmada Web of Science veri tabam
secildi.

Arastirmada asagidaki sorulara cevaplar aranmaktadir. Yavas Sehir arastirmalarinin yillara gore
dagilimlarimin nasil oldugu sorusuna cevap aranmaktadir. Yavas Sehir arastirmalarmin atif sayisma
gore dagilimlarimin nasil oldugu sorusuna cevap aranmaktadir. Yavas Sehir arastirmalarinda en fazla
atif sayina sahip yaymlarin ve yazarlarin kimler oldugu sorularina cevap aranmaktadir. Yavas Sehir
arastirmalarmin  galisma alanlarin neler oldugu sorusuna cevap aranmaktadir. Yavas Sehir
arastirmalarmin yayinlandigr dergilerin, kurumlarin/kuruluslarin ve tilkelerin hangileri oldugu
sorularina cevap aranmaktadir. Yavas Sehir arastirmalarinda ticlii alan birlikteligi, yazar birlikteligi, en
cok kullamilan anahtar kelimeler ve birliktelikleri, yazarlarin bilimsel tiretkenlik dagilimlar1 ve
yaymcilarin kullandiklar1 kelimelerin tematik harita dagilimlarinin nasil oldugu sorularma cevap
aranmaktadir.

Calismanin akis diyagrami Page ve arkadaslar1 (2021) ve Singhania ve arkadaslar1 (2022)
calismalarindan yararlanarak olusturulmustur (Diyagram 1).

Web of Science Veri tabaninda Yer Alan flgili Calismalarin Belirlenmesi Stireci

Web of Science 'cittaslow" and "slow city" or Tarama 6ncesi atilan yaymlar:
"slow food" or "quiet city" anahtar kelimesi ile

taranan ¢alismalar Yenilenen yaynlar (n = 0)

Tarama

Veri tabani (n=554)

T 1
aranan yayrrar Makale haricindeki yayinlar
(n=554)

(n =143)

Cikarilan yaymlar (n = 0)

Alinmasi istenilen

yayinlar s
Acik erisimi olmayan yayinlar (n = 250)

(n=411)

.

gilizce dili olmayan yayinlar (n = 39)

Uygun olarak degerlendirilenler

(n=122) ' i Cikarilan ¥

(n=0)

Calisma yaymlari

(n=122)

Diyagram 1: Calismanin Akis Diyagram

Web of Science veri tabaninda "cittaslow" ve "slow city" veya "slow food" veya "quiet city" anahtar
kelimesi ile “tiim alanlar” isaretlenerek 15 Temmuz 2024 tarihinde tarama yapilmistir. Arastirmaya
baglamadan 6nce, sistem genelinde bazi filtreler uygulanmistir. Oncelikle, aragtirmaya yalnizca
makaleler dahil edildi. Buna ek olarak dil engelini ortadan kaldirmak igin Ingilizce dilindeki ve erisime
kolaylik agisindan agik erisimli makaleler tercih edilmistir. Tk yapilan tarama sonucunda 554
dokiimana ulagilmistir. Makale haricindeki 143 dokiiman analiz kapsamindan ¢ikarilmistir. Filtreleme
sonucunda 411 adet yayma ulasilmistir. Bunlar icin 6ncelikle agik erisim ve dil filtrelemesi yapilmustir.
Acik erisimi olmayan 250 dokiiman ve Ingilizce dilinde yazilamayan 39 dokiiman degerlendirme
kapsamina alinmamustir. Biitiin filtrelemeler sonunda 2002 ile 15 Temmuz 2024 tarihi itibariyla 122 adet
Ingilizce dokiiman Web of Science (Web of Science, 15.07.2024) veri tabanindan indirilmistir. 122
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makalenin dokiiman ve erisilebilir olup olmadigim anlamak adina, yazarlar tarafindan tek tek kontrol
edildi. Veriler Excel, Wordart, VOSviewer 1.6.19 ve R dili Bibliometrix paket programlar1 kullanilarak
analiz edilmis ve gorsel ag haritalar1 olusturulmustur. Analizler i¢in yaym ve atif sayisi, anahtar
kelimeler, kaynaklar, en verimli yazarlar ve kuruluslar ile {ilke aglar1 gibi parametreler dikkate
alinmustir. Dokiimanlar ayrintili olarak incelenerek, yavas sehir ile ilgili egilim ile bosluklar tespit
edilmistir. Bu arastirmanin gelecek c¢alismalar icin yol gosterici olunmasi yazarlarin beklentileri
arasmdadir.

Bulgular

Yavas Sehir konusunda yayimnlanan makalelerle ilgili Web of Science veri tabani tizerinden elde edilen
verilere yonelik bulgularin genel 6zellikleri Tablo 1'de verilmistir.

Tablo 1: Bulgularin Genel Ozellikleri

Yayin Dénemi 2002-2024
Toplam Makale Sayist 122
Toplam Atif Sayisi 2056
Toplam Yazar Sayisi 390
Toplam Dergi Sayist 90
Toplam Kurum/Kurulus Sayis1 220
Toplam Ulke Sayist 52
Toplam Anahtar Kelime Sayis1 556

Web of Science veri tabaninda yavas sehir konusunda yayinlanan makaleler incelendiginde 2002 ile 15
Temmuz 2024 tarihinde 122 makaleye erisilmistir. Bu makaleler 390 yazar tarafindan yazilmustir.
Makalelerin 90 farkli dergide yaymlandig: ve toplam 2056 atif aldig: belirlenmistir. Ayrica bu yayinlar
52 iilke ve 220 kurum/ kurulus tarafindan tiretilmistir (Tablo 1). Yavas Sehir konusundaki ¢alismalarda
yazar basina diisen yayin sayist yaklasik olarak 0,31, makale basina diisen yazar sayisi ise yaklasik
olarak 3,20 olarak belirlenmistir.

Web of Science veri tabaninda yer alan, 2002 ile 15 Temmuz 2024 yillar1 arasindaki, Yavas Sehir
konusundaki makalelerin yillara gore dagilimlar: (Tablo 2) ve makalelerin aldiklar: atif sayilar1 (Tablo
3) verilmistir.

Yayin Sayisi

21

17
15 [

11

10

67 76
4 4
ppewewrrey || N TTVT

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

1 1

Seki 2: Makalelerin Yayin Sayis: (2002-2024)

Sekil 2 incelendiginde, yavas sehir konulu ilk calismanin 2002 yilinda yaymlandig: tespit edilmistir.
Ancak kaleme alman bu ilk ¢alismadan 2008 hatta 2013 yilina kadar uzun bir stire ¢ok az calismanin
yapildig1 sonucuna ulasilmustir. 2013 yilina kadar (2003-2004-2005-2006-2007-2009-2012 yillar1) higbir
calismaya rastlanilmamustir. Ancak 2013 yilindan itibaren yavas sehir konulu yayinlarda baz
dénemlerde artisin bazi dénemlerde ise azaligin oldugu goériilmektedir. Ozellikle 2022 yilinda en fazla
yaym olan 21 yayin yapilmistir.
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ATIF SAYISI

2—3—2
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024
Sekil 3: Makalelerin Atif Sayis1 (2002-2024)

Sekil 3'te 122 makalenin atif sayilar1 incelendiginde ilk yaymin yapildig: yil olan 2002’den itibaren atif
sayisinda bir artisin oldugu goriilmektedir. 2022 yilinda 366 atif sayzst ile en yiiksek seviyeye ulagmustir.
Toplam 122 yayin ve 2056 atif sayisi tespit edilmistir. Bu veriler sonucunda, 34 yil boyunca ortalama
yillik yaklasik olarak 5,30 yayin ve 89,39 atif sayis1 yapildig goriilmektedir.

peana (2014)
shepherd (2013)

hoove(2017)

schneider (2008) van bormmel (2011) mi@OZ)

avelino (2020)

garcia-conesa (2020)
g%b VOSviewer galliq2020)

Sekil 4. Web of Science Veri Tabaninda En Cok Atif Alan Kaynaklar

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalarda
en ¢ok atif alan kaynaklarin gorsel ag haritalar1 olusturulmustur. 122 kaynak icerisinden en az 43 atif
alan ilk 10 kaynak ve yazarlar1 gorsellestirilmistir. 10 kaynaktan, 9 kiime, 1 baglant1 giicii tespit edildi
(Sekil 4). Kirmiz: renkte olan birinci kiimede Miele’nin (2002) yilindaki ¢alismasi 158 atif almistir ve en
cok atif alan yazar olarak birinci sirada yer almaktadir. Yine ayni kirmizi renkte olan birinci kiimede
yer alan Paddock’un (2016) calisma 45 atif almis ve dokuzuncu siradadir. Yesil olan ikinci kiimede van
Bommel'in (2011) calismas1 117 atif ile en fazla atif alarak ikinci sirada yer almaktadir. Mavi olan tigtincti
kiimede ise, Garcia-Conesa’nin (2020) calismas1 104 atif alarak tigtincii siradadir. Sar1 olan dordiincti
kiimede Avelino'nun (2020) calismasi 78 atif ile dordiincii siradadir. Pudra rengi olan besinci kiimede
Shepherd’in (2013) yilindaki ¢alismasi 68 atif ile besinci siradadir. Daha sonra bunlari sirasiyla agik mavi
olan altinc1 kiimede Galli'nin (2020) ¢alismas: 66 atif, acik kahverengi olan yedinci kiimede Hoover'm
(2017) calismasi 45 atif ile altinc1 ve yedinci sirada yer almislardir. Kahverengi olan sekizinci kiimede
Peona’min (2014) calismasi 50 atif ile sekizinci sirada ve pembe olan dokuzuncu kiimede Schneider’in
(2008) galismast ise 43 atif ile onuncu sirada yer almistir (Sekil 4).
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Sekil 5: En fazla Atif Alan Yazarlarin Makaleleri ve Yayinlandig Dergiler

Sekil 5'de en fazla atif alan yazarlarin makaleleri ve yayinlandig: 10 dergi yer almaktadir. Sekil 2
incelendiginde, en fazla atif alan ilk 2 makale Miele ve Murdoch'mn (2002) ve van Bommel ve Spicer’in
(2011) makaleleridir. Sekil 5'de en fazla atif alan 10 ¢alisma, yavas turizm literatiirtindeki temel eserleri
ve bu alanin gesitli boyutlarini gozler oniine sermektedir. Bu calismalar, yavas turizmi konusunda
teorik ve ampirik yaklasimlarla, farkli cografyalar ve sosyokiiltiirel baglamlarda yapilan analizler
icermektedir. Sekildeki en fazla atif alan ¢alisma, Miele, M., ve Murdoch, J. (2002) “The practical
aesthetics of traditional cuisines: Slow food in Tuscany” adli makalesidir. Sociologia Ruralis dergisinde
yayimlanan bu eser, 158 atif almistir ve bu galisma eglence estetigi ve gastronomik estetigini inceleyen
bir calismadir. Ikinci sirada van Bommel, K., ve Spicer, A. (2011) “Hail the Snail: Hegemonic Struggles
in the Slow Food Movement” baslikli makalesi yer almakta ve Organization Studies dergisinde
yayimlanmis bu ¢alisma, 117 atif almistir. Yeni kurumsal alanlarm nasil kuruldugunu ve genisledigini
arastiran bu makale bu alandaki énemli bir boslugu doldurmaktadur. [k iki siradan sonra en fazla atif
alan yazarlar ve yaynlari sirastyla; Garcia-Conesa ve arkadaslar: (2020) 104 atif, Avelino ve arkadaslari
(2020) 78 atif, Shepherd ve arkadaslar1 (2013) 68 atif, Galli ve arkadaslar1 (2020) 66 atif, Peano ve
arkadaslar1 (2014) 50 atif, Paddock (2016) 45 atif, Hoover (2017) 45 atif ve Scneider (2008) 43 atif ile
gelmektedir. Bu calismalarin yiiksek atif sayilari, yavas turizminin akademik literattirdeki 6nemini ve
bu alandaki arastirmalarin giderek artan bir ilgiyle karsilandigimn gostermektedir.

Computer Science Information Systems —m— 2
—_— 2

Architecture mm— 2

— 2

Public Environmental Occupational Health

WWWwWw

History Philosophy Of Science

Plant Sciences

H s

Biodiversity Conservation

Economics

gl

Multidisciplinary Sciences

(o)XY

Business

|\1
o]

Geography

OO

Hospitality Leisure Sport Tourism

Juy
‘P—\
Juy
a1

Green Sustainable Science Technology

N
o

Environmental Studies

N
e8]

Sekil 6: Makalelerin Arastirma Alanlart

Yukaridaki Sekil 6'ya gore, yayinlarin arastirma alanlar1 goriilmektedir. Makalelerin %80'inden fazlas:
cevre bilimleri ve ¢alismalarina dayanmaktadir. Web of Science’deki 122 Yavas Sehir arastirmalar:
icerisinde en ¢ok yaym alanlar1 sunlardir: Cevre Calismalari (23 yaym), Cevre Bilimleri (20 yaym), Yesil
Suirdiirtlebilir Bilim Teknoloji (15 yaymn), Beslenme Diyetetik (11 yayimn), Konaklama ve Eglence Spor
Turizmi (9 yayin), Sosyoloji (9 yaym), Cografya (8 yaym), Yonetim (7 yayin), isletme (6 yayin), Gida
Bilimi Teknolojisi (6 yaymn), Tarim Ekonomisi Politikast (5 yayin), Iktisat (5 yaym), Multidisipliner
Bilimler (5 yaymn), Sosyal Bilimler Disiplinlerarasi (5 yayin), Biyocesitliligin Korunmasi (4 yayin), Beseri
Bilimler Multidisipliner (4 yaym), Bitki Bilimleri (4 yayin), Tarim Multidisipliner (3 yayn), Tarih Bilim

~—
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Felsefesi (3 yayin), Farmakoloji Eczacilik (3 yayi), Kamu Cevre Is Sagligi (3 yayim), Antropoloj (2 yayn),
Mimarlik (2 yaym), Kimya Analitik (2 yayin) ve Bilgisayar Bilimleri Bilgi Sistemleri (2 yayin).

hertage

ekonomika polja@rivreda-econom

geoforum
agriculture andshuman values journal of hospitality & tourt

journal of towrism futures

journal of palitical ecology S u Smln kbl I It¥
: \ energies
globalizations \

ropean jourgal of innovation
£ vosviewer
Sekil 7: Makalelerin Kaynak Birlikteliginin Gorsel Ag Haritasi (1-90)

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalarda
en c¢ok kaynak birlikteligi yapan dergilerin gorsel ag haritalar1 olusturulmustur. 90 kaynak
gorsellestirilmistir. 90 kaynaktan, 27 kiime, 373 baglant1 giicii ve 1306 toplam baglant1 uzunlugu tespit
edildi. En fazla yaymin Sustainability dergisinde yapildigi dugiim sayisiin biytiklagiinden
anlasilmaktadir (Sekil 7).

journal of ethngbiology and et

international journal of envir

nutgients

plosene sustainabihity

maternal andichild nutrition

land

D s enefgles british foed journal
M, VOSviewer ®

Sekil 8: Makalelerin Kaynak Birlikteliginin Gorsel Ag Haritas1 (1-12)

Daha sonra 90 anahtar kelime i¢in en az 2 dokiiman ve en az 2 atif kisitlanmasi yapilmustir. Bu kisitlama
neticesinde 14 kaynak birlikteligi ¢ikmustir ancak 12 kaynak birlikteligi gorsellestirilebilmistir. 12
kaynak, 5 kiime 23 baglant: giicii ve 328 toplam baglanti uzunlugu elde edilmistir. Kirmiz1 renkteki
birinci kiimede; Agriculture and Human Values, Geoforum ve Heritage kaynaklar1 vardir. Yesil
renkteki ikinci kiimede ise, Energies, Iconarp International Journal of Architecture and Planning Land
yer almaktadir. Mavi renkteki tciincii kiimede, Journal of Ethnobiology and Etnomedicine ve
Sociologia Ruralis vardir. Sar1 renkteki dordiincii kiitmede, British Food Journal ve Sustainabilty vardir.
Mor renkteki beginci kiimede ise International Journal of Enviromental Research and Public Health ve
Nutrients yer almaktadir (Sekil 8).
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Sekil 9: Yazar, Anahtar Kelime ve Dergilerden Olusturulan Uclii Alan Grafigi

Sekil 9'da sunulan gorsellestirmede yazar, anahtar kelime ve dergilerden olusturulan ticlii alan grafigi
verilmistir. Bu sekilde siirdiirtilebilirlik (sustainabilty) dergisini en tiretken dergi olarak gostermektedir
ve en guiglii iliski yavas yemek (slow food), stirdiirtilebilirlik (sustainability), yavas sehir (cittaslow),

stirdiiriilebilir kalkinma (sustainable development) anahtar kelimeleriyle olusmaktadir.

Tablo 2: Kaynak Birlikteliginde Yayin, Atif Sayis1 ve Toplam Baglanti Uzunlugu

. Yayin Atf TOVP lam

Dergi Sayis1 Sayist Baglant1
Uzunlugu

Sustainabilty 15 110 195
Agriculture and Human Values 2 19 91
British Food Journal 2 66 71
Sociologia Ruralis 2 164 68
Energies 2 12 53
Land 3 27 47
Geoforum 2 54 46
Heritage 2 14 30
Iconarp International Journal of Architecture and Planning 2 2 20
Nutrients 4 150 18
International Journal of Enviromental Research and Public Health 2 72 16
Journal of Ethnobiology and Etnomedicine 3 85 1
Plos One 3 70 0

Tablo 2'de Stirdiirtilebilirlik (Sustainabilty) dergisi 15 yayin, 110 atif ile 195 toplam baglanti uzunlugu
en yiiksek etkiye sahip dergidir. Kirsal Sosyoloji (Sociallogia Ruralis) dergisi ise, 2 yayin, 68 toplam
baglant1 uzunluguna sahip, 164 atif alan en yiiksek etkiye sahip diger bir dergidir. Bu dergileri 4 yayin,
18 toplam baglanti uzunlugu ve 150 atif ile Besinler (Nutrients) dergisi takip etmektedir. Arastirmalarn
farkh farkl disiplinlerdeki arastirmacilar tarafindan disiplinlere ait dergilerde yaymnlanmasi: konunun

bir ¢ok disiplin tarafindan ilgilendiren bir konu oldugunu kanitlamaktadir.
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Assoc Brasileira Horticultura [Jj 1
Amer Geophysical Union [Jj 1
Public Library Science [l 3

Taylor & Francis [ 5
Wiley N ©
Springer Nature [ 7
Emerald Group Publishing [ §
Sage NN 11
Elsevier [ 14
Mdpi [ 35

Sekil 10: Dergilerin Yaymlandigi Kuruluslar

Sekil 10’da dergilerin yaymlandig: ilk 10 kurulus gosterilmistir. Bu tabloya gore 35 yayin ile ilk siray1
Mdpi almaktadir. Daha sonra Elsevier 14 yayinla ikinci sirada gelmektedir. Sage ise 11 yayinla tigtincti
siradadir. Bunlari sirastyla Emerald Group Publishing 8 yayin, Springer Nature 7 yayin, Wiley 6 yayn,
Taylor ve Francis 5 yayin, Public Library Science 3 yaym ve Amer Geophysical ve Assoc Brasileira
Horticultura birer yayla takip etmektedir.
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Sekil 11: Makalelerin Yazar Birlikteliginin Gorsel Ag Haritasi (1-390)

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilan arastirmalardaki
yazar birlikteliginin gorsel ag haritalar1 olusturulmustur. 390 yazar birlikteligi gorsellestirilmistir. 390
kaynaktan, 41 kiime, 4798 baglant: giicii ve 120009 toplam baglant1 uzunlugu tespit edildi (Sekil 11).
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Sekil 12: Makalelerin Yazar Birlikteliginin Gorsel Ag Haritasi (1-11)

Daha sonra 390 yazar icin en az 5 dokiiman ve en az 5 atif kisitlanmas1 yapilmstir. Bu kisitlama
neticesinde 11 yazarin birlikteligi gorsellestirilebilmistir. 11 yazar kaynak, 1 kiime 55 baglant1 giicii ve
22409 toplam baglanti uzunlugu elde edilmistir (Sekil 12). Kirmiz1 renkteki kiimede; Chervenkov, M.,
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Ivanova, T., Jorge, R., Kontogiorgis, C., A., Maksimova, V., Massora, M., Miloseva, L., Philippou, E.,
Pinto, P., Ruskovska., T. ve Smilkov, K., yer almaktadir.

GOCE DELCEV UNIVERSITY OF STIP [ 5
DEMOCRITUS UNIVERSITY OF THRACE [ 5
UNIVERSITY OF LONDON s ¢
UNIVERSITY OF FORESTRY BULGARIA I ¢
SLOW FOOD BULGARIA [ ¢
BULGARIAN ACADEMY OF SCIENCES s
UNIVERSITY OF WARMIA MAZURY [ 7
UNIVERSITY OF GASTRONOMIC SCIENCES [ 7
CONSIGLIO NAZIONALE DELLE RICERCHE CNR [ 7
UNIVERSITY OF TURIN . 11

Sekil 13: Makaleleri Yazarlarin Kurumlari/Kurulusglar:

Sekil 13’te en fazla makale yapan yazarlarin ilk 10 kurum/kurulus gosterilmistir. Bu tabloya gore Turin
Universitesi (11 yaym), Consiglio Nazionale Delle Ricerche CNR (7 yayimn), Gastronomic Sciences
Universitesi (7 yaym), Warmia Mazury Universitesi (7 yayim), Bulgarian Academy of Sciences (6 yayin),
Slow Food Bulgaria (6 yayin), Forestry Bulgaria Universitesi (6 yaym), London Universitesi (6 yaym),
Thrace Democritus Universitesi (5 yaym) ve Goce Delcev Stip Universitesi (5 yaymn) katki
saglamuslardir.
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Sekil 14: Makalelerin Kurum/Kurulus Birlikteliginin Gorsel A Haritas (1-220)

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalardaki
kurum/kurulus birlikteliginin gorsel ag haritalar1 olusturulmustur. 220 kurum/kurulus birlikteligi
gorsellestirilmistir. 220 kurum/kurulus, 32 kiime, 1969 baglanti giicii ve 56853 toplam baglanti
uzunlugu tespit edildi (Sekil 14).
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Sekil 15: Makalelerin Kurum/Kurulus Birlikteliginin Gorsel Ag Haritas (1-6)
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Daha sonra 220 kurum/kurulus i¢in en az 5 dokiiman ve en az 5 atif kisitlanmasi yapilmistir. Bu
kisitlama neticesinde 10 kurum/kurulus birlikteligi ¢ikmistir ancak 6 kurum/kurulus birlikteligi
gorsellestirilebilmistir. 6 kurum/kurulus, 1 kiime 15 baglant1 giicti ve 6462 toplam baglant1 uzunlugu
elde edilmistir (Sekil 15). Kirmizi renkteki kiimede; Bulgarian Acad Sci, Thrace Democritus Universitesi,
Natl Res Council Cnr, Slow Food Bulgaria, Forestry Universitesi ve Nicosia Universitesi yer almaktadir.

INDIA . 4
FRANCE s 4
SWITZERLAND s 5
PORTUGAL pmam >
NORTH MACEDONIA s >
CYPRUS s 5
AUSTRALIA S 5
BULGARIA S 6
BRAZIL I 6
TURKEY . 7
GREECE s 7
POLAND s 38
NETHERLANDS s 3
SPAIN I 10
USA I 14
ENGLAND . 19
[T ALY |y 42

Sekil 16: En Fazla Katki Saglayan Ulkeler

Sekil 16’da en fazla katki saglayan iilkeler yer almaktadir. Bu tabloya gore; Italya 42 yaym (%34,43),
Ingiltere 19 yayn (%15,6), Amerika 14 yaym (%11,48), Ispanya 10 yaym (%8,2), Hollanda ve Polonya 8
yaym (%6,6), Yunanistan ve Ttirkiye 7 yaymn (%5,7), Brazilya ve Bulgaristan 6 yayin (%4,9), Avustralya,
Kibris, Kuzey Makedonya, Portekiz, Isvicre 5 yayin (%4,1), Fransa ve Hindistan 4 yayn (%3,3) ile katki
saglamuslardir.

algeria

éie
Italy

A
germany

#5 vOSviewer

Sekil 17: Makalelerin Ulke Birlikteliginin Gorsel Ag Haritast (1-52)

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalardaki
tilke birlikteliginin gorsel ag haritalar1 olusturulmustur. 52 tilke birlikteligi gorsellestirilmistir. 52 tilke,
10 ktime, 347 baglant1 giicti ve 18939 toplam baglant1 uzunlugu tespit edildi (Sekil 17).
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Sekil 18: Makalelerin Ulke Birlikteliginin Gorsel Ag Haritast (1-15)

Daha sonra 52 tilke igin en az 5 dokiiman ve en az 5 atif kisitlanmasi yapilmstir. Bu kisitlama neticesinde
15 tilke birlikteligi gorsellestirilmistir. 15 tilke, 3 kiime 78 baglant1 giicii ve 14303 toplam baglant1
uzunlugu elde edilmistir (Sekil 18). Kirmiz1 renkteki birinci kiimede, Avustralya, Brezilya, ingiltere,
Hollanda, Polonya, 1svigre ve Ttirkiye yer almaktadir. Yesil renkteki ikinci kiimede, Bulgaristan, Kibris,
Yunanistan, Kuzey Makedonya, Portekiz ve Ispanya yer almaktadir. Mavi renkteki tigiincii kiimede ise,
[talya ve Amerika vardur.

Atif analizlerinde kullanilan tekniklerden birisi de bibliyografik eslestirme analizidir. Rehn ve Kronman
(2008) tarafindan aciklandig gibi, farkli yayinlar tek bir yayinda alintilamay: gerektirir. Bibliyografik
eslestirme ayrica ayni kaynag alintilayan iki farkli yayimin ortaya ¢ikmasi olarak da tanimlarur (Al ve
Tonta, 2004). Ag gorsellestirmelerinde dairesel renklerin kullanilmasi, 6gelerin ayni kiimenin pargasi
oldugunu gosterir (Sinkovics, 2016).
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Sekil 19: Makalelerin Atif Analizi Birlikteliginin Gorsel Ag Haritas (1-122)

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalardaki
makalelerin atif analizi gorsel ag haritalar1 olusturulmustur. 122 dokumammn birlikteligi
gorsellestirilmistir. 122 dokuman, 87 kiime ve 49 baglant: giicii tespit edilmistir (Sekil 19).

paddogk (2016)

mieW)OZ) fuste-fome (2020) siniscalehi (2013)

mardansid 19012y

#& vosviewer
Sekil 20: Makalelerin Atif Analizi Birlikteliginin Gorsel Ag Haritasi (1-5)

Daha sonra 122 yaymn igin en az atif sayis1 25 olacak sekilde 1 kisitlama yapilmustir. Bu kisitlama
neticesinde 30 yayin olusmus ancak 5 yayn birlikteligi gorsellestirilmistir. 5 yayin, 2 kiime ve 4 baglant:
glicl tespit edilmistir (Sekil 20). Kirmiz1 renkteki birinci kiimede, Macdonald (2013), Miele (2002) ve
Paddock (2016) yer almaktadir. Yesil renkteki ikinci kiimede ise, Fuste-Forme (2020) ve Siniscalchi
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(2013) yer almaktadir. Bu 5 yazarin calismalarin 6n plana ciktigi ve birbirlerine diger yayinlar tarafindan
atif aldiklar1 sonucuna ulasilmistir.

Tablo 3: En Cok Tekrar Eden 10 Kelime ve Toplam Baglanti Uzunluklar:

Kelime Tekrar Sayis1 Toplam Baglant1 Uzunlugu
Yavas Yemak (Slow food) 26 42
Siirdiriilebilirlik (Sustainability) 11 17
Yavas Sehir (Cittaslow) 7 13
Yavas Sehir (Slow city) 6 11
Siirdiriilebilir Kalkinma (Sustainable development) 6 7
Peynir (Cheese) 5 15
Cografi isaretler (Geographical indications) 3 11
Akdeniz diyeti (Mediterranean diet) 3 6
Yasam kalitesi (Quality of life) 3 6
Miras (Heritage) 2 8

Web of Science veri tabanindan elde edilen veriler VOSviewer programina aktarilarak arastirmalarda
en ¢ok kullanilan kelimelerin gorsel ag haritalar1 olusturulmustur. Web of Science’daki 122 makalede
toplam 556 adet anahtar kelime kullanilmigtir. Web of Science veri tabanindan elde edilen makalelerde
en cok tekrar eden 10 kelime ve toplam baglant1 uzunluklari verilmistir (Tablo 3). Makalelerde, 26 kez
yavas yemek (slow food), 11 kez stirdiirtilebilirlik (Sustainability), 7 kez Yavas Sehir (cittaslow), 6 kez
yavas sehir (slow city) ve 6 kez stirdiirtilebilir kalkinma (Sustainable development) en ¢ok tekrar eden
kelimelerdir.
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Sekil 21: Makalelerdeki Anahtar Kelimelerin Gorsel Ag Haritasi (1-556)

Web of Science veri tabanindaki yayimnlarda yazarlarin en gok kullandiklar: 556 kelime en az 1 tekrar
eden iligkilerini gosteren gorsel ag haritalamas1 VOSviewer yardimiyla olusturulmustur. Buna gore 556
kelime gorsellestirilmistir. 556 kelime, 66 kiime, 1817 baglant1 gticti ve 1860 toplam baglant1 uzunlugu
tespit edildi (Sekil 21).
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Sekil 22: Makalelerdeki Anahtar Kelimelerin Gorsel Ag Haritas: (1-41)

556 anahtar kelime icin en az 2 tekrar eden kelime kisitlanmas: yapilmistir. Bu kisitlama neticesinde 51
kelime ortaya gikmustir ancak, 41 kelime gorsellestirilebilmistir (Grafik 1). 41 kelime, 8 kiime 95 baglant1
giicli ve 136 toplam baglanti uzunlugu elde edilmistir (Sekil 22). Birbirleri ile iliskili olan bu aglarda
yazarlar tarafindan en fazla kullanilan kelimelerin daireleri (dtigtimleri) daha biiyiik goriilmekte ve
birbiri ile iligkili yaymlar renklerle ayristirilmigtir. Ayrica yogunluk gorsellestirmesi analizinde ag
semalarina ait renk kiimeleri belirgin bir sekilde olusmustur (Burkut, 2023).
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Grafik 1: Anahtar Kelime Bulutu

Yazarlarin makalelerinde kullandiklar1 kelimelerin birlikte kullanimlar1 Sekil 23’te verilmistir. Renkler
kendi icerisinde birlikte kullanilan kelimeleri gostermektedir. Yavas yemek ve stirdiiriilebilirlik
kelimeleri arastirmalarda birlikte en sik ve kullanilan kelimelerdir. Digtimlerin biiytikliikleri siklikla
kullamildigini ve renkler ise kendi aralarinda kullanim birlikteligini ifade eder.
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Sekil 23: Sik Kullanilan Kelimelerin Birlikte Olusma Ag1

Sekil 24, yaymncilarin anahtar kelimelerini arastirma alanlarmin yatkinhk diizeyi ve gelismislik
derecesine gore gruplandiran tematik bir haritay1 gostermektedir. Dikey eksen yogunluk derecesini,
yatay eksen ise merkezilik derecesini gostermektedir. Tematik harita, arastirma temalarini anlamak igin
sezgisel bir ¢izimden olusur ve dort kadrana ayrilir. Bunlar; motor temalar, temel temalar, ortaya ¢ikan
veya azalan temalar, nis temalardir (Secilmis ve Sar1, 2023). Sekil 15'te, VOSviewer ve Bibliometrix'te
elde edilen kiimeleri olusturan tim 6geleri ve ana anahtar kelimelerini gostermektedir. Bu calismada;
health (saglik), obesity (obezite), children (cocuklar), life evolution (yasam evrimi), quality of life (yasam
kalitesi) ve attributes (nitelikler) kelimeleri temel temalar olarak kabul edilir. Bu temalar aragtirma
agisindan onemlidir ancak gelistirilmemis temalardir. Anemia (anemi), Inuit (inuit), prevalance
(vaygmlik), performance (performans), small towns (kiigiik kasabalar), technology (teknoloji) ve
systems (sistemler) kelimeleri son derece gelismis ve nis oldugunu vurgulamaktadir. Impact (etki) ve
exposure (maruz kalma) kelimeleri ise gelismekte olan ve azalan temalar olarak goriilmektedir.
Consumption (tiiketim), slow food (yavas yemek), quality (nitelik), management (yonetim), perspective
(perspektif), business (isletme), food (yiyecek), tourism (turizm), experience (deneyim), place (yer),
beverages (igecekler), patterns (kaliplar) ve weight (agirlik) kelimeler onemli ve gelismis motor temada
goriilmektedir. Slow cities (yavas sehirler) kelimesi temel tema ile motor temanin bilesiminde
goriilmektedir. Temel temadaki kelimelerin hala arastrmaya ve analize ihtiya¢ duyurdugunu
gostermektedir. Arastirmalarin artmasiyla bu terimler motor temalara dontisebilir.
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Sekil 24: Makale Yazarlarinin Anahtar Kelimelerinden Olusan Tematik Harita

Yazarlarin bilimsel tretkenligini 6lcen (Lotka yasasma) bilimsel tiretkenlik dagilimi Sekil 8'de
gosterilmektedir. Lotka yasasi, bir alana yonelik tek yaymla katki yapan aragtirmacilarin tiim yayinlara
oraninin %60, 2 yaymla katki yapan arastirmacilarin tek yayinla katki yapanlara oranmnin' /4, 3 yayinla
katki yapanlarin oranimnin ' /9 seklinde olmas1 gerektigini varsaymaktadir (Lotka, 1926’den aktaran,
Aric ve Pelit, 2021). Yatay eksen yazarlarin {irettikleri makale sayisin1 dikey eksen ise ytizdelerini
gostermektedir.

Author Productivity through Lotka's Law

% of Authors

Documents written

Sekil 25: Lotka Yasasina Gore Bilimsel Uretkenlik Dagilimi

Sekil 25 incelendiginde, Yavas Sehir makalesi yapan arastirmacilarin %87,7’si sadece 1 makale yaptigy,
2 makale yapan yazarlarm oraninin %6,4 oldugu ve 3 makale yapan yazarlarin oram %3,2 oldugu
gorilmektedir. Geri kalan %2,7’1ik kisimda ise arastirmacilarin alana iliskin 4 ile 11 arasinda ¢alisma
yaymlandig gortilmektedir.

Sonug, Tartisma ve Oneriler

Calismada, 2002 ile 15 Temmuz 2024 tarihine kadar yazilan yavas sehir konusundaki arastirmalar
belirlenmistir. Veriler Web of Science veri tabanindaki arastirmalardan incelenmistir. Calismanin,
ulusal literatiirde Yavas Sehir ile ilgili calismalar1 ag analizi kullamlarak kapsamli bir sekilde inceleyen
ve gorsel olarak sunan calismalardan biri olmas: nedeniyle literatiire katki saglayacag: yazarlarin
beklentileri arasindadir.

Elde edilen sonuglar makalelerin genellikle birden fazla yazar tarafindan ortaklasa yapildig: sonucuna
ulasilmistir. Arastirma makalelerinin yillara gore dagilimi ve atif durumlar incelendiginde son on bir
yilda yayimlanan makale ve atif sayisinda biiyiik bir artis oldugu sonucuna ulasilmistir. Arastirma
makaleleri arastirmacilarin bilimsel tiretkenligi agisindan degerlendirildiginde ise, arastirmacilarin
%87.7’sinin sadece bir yayinla katki gosterdigi tespit edilmistir.

Yavas Sehir konulu yapilan arastirmalarda kayda deger bir artisin oldugu ve arastirmalarin gesitli yayin
alanlarinda yapildig1 sonucuna ulasildi. Bu alanlardan bazilar1 sunlardir: Cevre Calismalari, Cevre
Bilimleri, Yesil Surdurtlebilir Bilim Teknoloji, Beslenme Diyetetik, Konaklama ve Eglence Spor
Turizmi, Sosyoloji, Cografya, Yonetim, Isletme, Gida Bilimi Teknolojisi, Tarim Ekonomisi Politikasi,
Iktisat, Multidisipliner Bilimler, Sosyal Bilimler Disiplinlerarasi, Biyogesitliligin Korunmasi, Beseri
Bilimler Multidisipliner, Bitki Bilimleri, Tarim Multidisipliner, Tarih Bilim Felsefesi, Farmakoloji
Eczacilik, Kamu Cevre Is Saglig1, Antropoloji, Mimarlik, Kimya Analitik ve Bilgisayar Bilimleri Bilgi
Sistemleridir. Ayrica bu alanlardaki arastirmalar, yiiksek etki faktoriine sahip olan Suirdiiriilebilirlik,
Kirsal Sosyoloji ve Besinler gibi farkli dergilerde yaymlandig: tespit edilmistir. Ayrica yavas sehir
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calismalarinin daha da olgunlasmasi ve yayin sayisinin artmast igin farkli arastirma alanlarinin dahada
geristirilmesinin sart oldugu distintilmektedir.

Calisma alaninda en fazla atif alan yazarlarin ¢alismalar: sirastyla; Miele (2002), van Bommel (2011),
Garcia-Conesa (2020), Avelino (2020) ve Shepherd (2013) tarafindan yapilan yaymlardir. Analizler
sonucunda en {iretken stirdiiriilebilirlik dergisi, en fazla atif alan yazarmn yaymi Miele (2002),
arastirmalarda en siklikta kullanilan anahtar kelimenin yavas yemek, en fazla yaym yapan tilkenin
1ta1ya ve en fazla yaymla Turin Universitesi oldugu sonucuna ulasilmistir. Yavas Sehir arastirmalarina
farkl tilkelerden bircok farkli tiniversitenin katki saglamasi konunun énemini gostermektedir.

Ulkelere gore yayin sayilarina baktigimizda 52 farkli tilkenin bu konudaki calismalara katki sagladig
tespit edilmistir. En fazla yaym yapilan iilke olarak, Yavas Sehir fikrinin dogdugu yer olan italya’nin
olmast beklenilen bir sonug olarak karsimiza cikmustir. Italya’y1 sirastyla Ingiltere, Amerika ve Ispanya
takip etmektedir. Ttirkiye sagladig: yayinlar agisindan sekizinci sirada yer almaktadar.

Calismanin sadece Web of Science veri tabanindan agik erisimi olan 1ngilizce makalelerin kullanilmasi
calismanin bir kisit1 olarak kabul edilebilir. Teorik katki olarak, en ¢ok yayina sahip yazarlar ve
yayinlari, en ¢ok atif alan yaymlar, en ¢ok katki saglayan kurum/kuruluslar, en cok yaymla destek
saglayan tilkeler ve {ilkeler arasindaki isbirligi, anahtar kelimelerin yogunlugunun belirlenmesi ile
calisma alanma teorik katki saglayacag: ongoriilmektedir. Bu konuda calisacak arastirmacilar igin yol
gosterici olabilir.
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1__M.iige KARDE$ ((")..gr..GC')r., Sirt Giineydogu Anadolu bolgesinin kiiltiir ve gelenekleriyle 6n plana c¢ikan ve Mezopotamya
Universitesi, Sn.r‘t, Tarkiye. topraklarinin 6nemli bulugsma noktalar1 arasinda yer alan Siirt ili, zengin bir gastronomi mutfagina
muge kardes@siirt.edu.r) ve turizm potansiyeline sahiptir. Bu arastirmada Siirt yoresine ait gastronomi turizm potansiyeli
ORCID: 0000-0002-4444-0484 SWOT analizi yéntemi ile belirlenmeye ¢alisilmaktadir. Gastronomi turizm potansiyeline yonelik

eksikliklerin belirlenmesi ve ¢oziim oOnerileri sunulmasi hedeflenmektedir. Yapilan ¢alisma
kapsaminda literatiir taramasi ile ¢esitli kitap, dergi, brosiir, web sitesi arastirmalar1 yapilmis olup
konu ile ilgili daha detayli bilgiye ulasabilmek adina Siirt Il Kiiltiir ve Turizm Miidiirltgi ve Siirt
Belediyesi Kiiltiir ve Sosyal Isler Mudiirliigii ile goriismeler saglanmistir. Siirt ilinde yoresel
yemek hizmeti veren cesitli restoranlardaki sorumlu yonetici ve sefler ile birebir goriisme
saglanmis olup, elde edilen verilere dayanarak SWOT analizi yontemi ile giiclii ve zayif yonleri
ile firsat ve tehdit durumlar: belirlenmeye ¢alisilmistir. Elde edilen bulgular neticesinde sehrin
tarihi ve koklii bir gecmise sahip olmasi, sehirde yerel iiriin yetistiriciliginin yapilmasi ve mutfak
kiilturinde kullanilmasi, sehirde yasayan cogunlugu Tiirk, Kiirt, Arap kokenli ailelerin
bulunmasi ile yemek ¢esitliliginin fazla olmasi ve zengin bir gastronomi mutfagina sahip olmasi,
iklim ve kiiltiirel kaynaklarin alternatif turizme uygunlugu gibi giiclii yonler ve firsatlar karsimiza
cikarken, sehrin ekonomik anlamda komsu illerden geri kalmis olmasi, gastronomi turizmi
bilincinin olusturulabilmesi icin yeterli egitim ve seminerlerin olmamasi, sehirdeki yemeklerin
tanitim ve reklam faaliyetlerinin yetersiz olmasi da zayif yonler ve tehditler olarak karsimiza
¢ikmaktadir. Arastirma kapsaminda Siirt ili gastronomi turizm potansiyelinin mevcut
durumunun degerlendirilmesi yapilarak gelecege yonelik plan ve strateji olusturulmasi
baglaminda degerlendirilme yapilmaya calisilmistir.  Literatiirde konu ile ilgili yapilmus
calismalarin sinurli olmasi ve Siirt ili gastronomi turizm potansiyeli ile ilgili herhangi bir calismaya
rastlanamamis olmasinin, calismanin onemini artiracagl ve alanyazina katki saglayacagi
diistiniilmektedir.

Anahtar Kelimeler: Siirt ili, Gastronomi Turizmi, SWOT Analizi

JEL Kodlari: M31, L10

Abstract

Siirt province, which stands out with its Southeastern Anatolian culture and traditions and is an
Gelis / Submitted: 24/10/2024 important meeting point of Mesopotamian lands, has a rich gastronomy cuisine and tourism potential.

In this study, the gastronomy tourism potential of Siirt region is tried to be determined by SWOT
Diizeltme / Revised: 8/11/2024 analysis method. It is aimed to determine the deficiencies in gastronomy tourism potential and to show

. solution suggestions. Within the scope of the study, various books, magazines, brochures, website
Kabul/ Accepted: 24/11/2022 researches were published with literature review and interviews were held with Siirt Provincial
Yayin / Published: 15/12/2024 Directorate of Culture and Tourism and Siirt Municipality Directorate of Culture and Social Affairs for
more detailed performances on the subject. An interview was held with various responsible managers
and chefs providing local food service in Siirt province, and the obtained results are based on the SWOT
analysis method and the determination of strong and weak situations and opportunities and threats is
started. While the information obtained has a historical and historical background, providing
Atif / Citation: Kardes, M., (2024). Siirt  information about local products within the city and using it in the kitchen, the fact that the majority of
[li Gastronomi Turizmi Potansiyelinin ~ Turkish, Kurdish, Arab origin families living in the city have a wide variety of food and a rich

Degerlendirilmesi: =~ Swot  Analizi gastronomy cuisine, the climate and having alternative tourism are strengths and opportunities, the fact
Ornegi, Journal of Tourism Intelligence  that the city has economically retreated from countries and provinces, the lack of sufficient training and
and Smartness, 7(2), 124-136. seminars to create gastronomy tourism awareness, and the inadequacy of the methods of promotion

and advertising of the dishes in the city are also protected as aspects and threats. Within the scope of the
research, the evaluation of the current parts of the gastronomy tourism potential of Siirt province and
the evaluation of the change in the future plan and strategy can be achieved. The limited number of
cases reported in the literature on the subject and the fact that no study has been found on the
gastronomy tourism potential of Siirt province, increasing maintenance and contributing to the
literature.
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Yunanca gaster (mide) ve nomas (yasa) kelimelerinin tiiretilmesi ile olusan gastronomi, yiyeceklerin
hijyen ve sanitasyon kurallar1 gercevesinde goz ve damak zevkine hitap edecek sekilde hazirlanan
yemek sanati olarak ifade edilmektedir (Akbaba & Kendirci, 2016; Dilsiz, 2010). Bu yemek sanat1 turistik
destinasyonlarda essiz bir deneyim sunmakta ve kisilere yeme hazzi yasatmaktadir. Destinasyon
ziyaretlerinde yiyecek igecek deneyimleme, farkli kiiltiirleri yakindan inceleme, yemek yapimimi ve
tiretim asamalarini yerinde izleme ve gorme imkami sunulabilmektedir. Ayrica yoresel mutfak
kiiltirtintin 6grenilerek, tarimsal trtinlerin yetistiricili§ini gorerek, yoreye 6zgii yemek tadimlari
yapilmasm da mumkiin kilmaktadir (Esen & Secim, 2020; Sengtil & Turkay, 2016). Bir bolgedeki
alternatif turizm cesitlerinin aktif kullanilmas: ve siirdiirtilebilirliginin saglanmasi, turistik gekiciliklerin
ortaya cikarilmasi, sehrin tanitim ve reklam faaliyetlerinin etkin bir sekilde yapilmas1 marka imaji,
destinasyon cekiciliginin saglanmasi, pazarlama ve ekonomik katma deger bakimindan onem arz
etmektedir (Zengin & Seyhanlioglu, 2019). Bu baglamda bu turizm cesidi hizla gelisen, yerel ekonomiye
katki saglayan, bolge halkina istihdam saglamay1 ve turizm potansiyelini artirmay1 amaglayan bir
turizm tiirti olarak karsimiza ¢gikmaktadir.

Turizm sektorii ile yiyecek icecek sektorii yerel tirtinlerin turistik bir tirtin olarak kabul edilmesi ve
bolgeyi ziyaret eden turistlerin birdaha deneyimlemek istemesi ile yiyecek ihracatma katkida
bulunmasi konularinda birbiri ile iliski igerisindedir (Yiincti, 2010). Diger turizm turleri ile
karsilastirlldiginda Gastronomi turizmi, yil boyunca siirdiiriilebilme imkani sunabilmektedir.
Gastronomi turizmini deneyimlemek isteyen bi turistin sehirdeki kalis stiresi, yaptig1 harcamalar, yerel
kalkinmaya katkisi destinasyon pazarlamasinda onemli bir etkiye sahip olabilmektedir (Sahin ve
Unver, 2015). Gastronomi turizminde daha ¢ok yerel {iriin ve mutfaklarm 6n planda tutulmasi, onu
yerel ve bolgesel turizmin gelismesi agisindan 6nemli kilmaktadr.

Calisma kapsaminda Siirt ilinin gastronomi turizm potansiyelinin belirlenmesi amaciyla, SWOT analizi
yapilmas: ve bu analiz kapsaminda birebir goriisme yontemi ile Siirt ilinin gastronomi turizm
potansiyelinde gticlii yonler, firsatlar, zayif yonler ve tehditler belirlenmeye calisilmaktadir. Ayrica 2024
yili itibariyle 8 adet cografi isaretli tirtinti (Perde Pilav, Siirt Kiteli, Siirt Biiryani, Pervari Bali, Siirt Kuru
Ekmegi, Tillo Heriresi, Siirt Battaniyesi, Sal Sepik Kumasi) bulunan Siirt ilinde, gastronomik tirtin
kategosinde degerlendirilen 6 adet tiriin (Perde Pilav, Siirt Kiteli, Siirt Bliryani, Pervari Bali, Siirt Kuru
Ekmegi, Tillo Heriresi) bulunmaktadir. Yoreye ait trtinlerin haksiz rekabetle karsilasmasinin
onlenmesi, yerel tirtinlerin milli ve kiiltiirel degerlerinin korunmasi, gelecek nesillere miras birakilmasi,
gelenekselligi, recetesi ve yoresel 6zelliklerinin korunmasi anlaminda pek ok katkist olan tescil
belgesine sahip olmasi son derece dnemlidir. Calisma kapsaminda Siirt iline ait Ttirk Patent ve Marka
Kurumu tarafindan tescillenen cografi isaretli tirtinlerin de gastronomi turizm potansiyeli baglaminda
ele alinmasinin calismanin dnemini artiracagy distintilmektedir.

Kavramsal Cerceve
Gastronomi Turizmi

Alternatif turizm arayisinin bir sonucu olarak ortaya ¢ikan gastronomi turizmi, turizm ile yiyecek ve
icecek arasindaki iligkiyi incelemektedir. Yalnizca yemek ve restoran kavramlar: olarak kisitlanmamasi
gereken bu kavram, yiyecek icecek okullari, tur operattrleri ve seyahat acentalari, yemek programlari
ve yemek yarismalari, fuar ve sempozyumlar, bira ve sarap atolyeleri gibi farkli olusumlar1 da
btinyesinde barindirabilmektedir. Gastronomi turizmi icerisinde turistler, belli bir tur kapsaminda
bolgeyi ziyaret eden turistlerin yerel tirtinleri tiiketmesi, orada satilan tirtin ve yemek kitaplarini almast
gibi faaliyetlerde bulunan turistler ve gastronomi turizmi bilinciyle profesyonel olarak hareket eden
kisiler olarak degerlendirilebilmektedir (Bekar & Belpinar, 2015). Gastronomi turizmi daha ¢ok yerel
yiyeceklerin bulundugu yerlere gerceklestirilen i¢ turizm seyahatlerini ifade etmektedir (Comert &
Sokmen, 2017). Bu turizm seyahatlerinde turistler, gastronomi turizmi bilincinde olup profesyonel bir
sekilde destinasyon ziyareti gerceklestirebildigi gibi, tur operatorleri araciigiyla yalmzca yoresel
yemekleri deneyimleme, tadim yapma, triin ve yemek kitalar1 satin alma islemlerini de
gerceklestirebilmektedirler (Bekar & Belpinar, 2015).

Gastronomi turizmi kavrami i¢in mutfak turizmi, tadim turizmi, yiyecek turizmi gibi farkl ifadeler de
kullamilmaktadir. Birbirinden farkl tanimlar: bulunan gastronomi turizmi bir grup arastirmaciya gore,
bolgesel yiyeceklerin ve iceceklerin satin alinmasi veya yiyeceklerin tarimsal tiretiminden tiiketimine
kadar gozlemlenmesi ve incelenmesinin énemli bir motivasyon veya aktiviteyi temsil ettigi turizm
gezileri olarak tanimlanmistir (Ignatov & Smith, 2006). Bir baska tanimda gastronomi turizmi,
unutulmaz yiyecek ve icecek deneyimi igin bir firsatin seyahat motivasyonuna ve davranisina énemli
olctide katkida bulundugu turizm” olarak agiklanmaktadir (Ottenbacher & Harrington, 2011). Diger bir
ifadede ise birincil ve ikincil gida tireticilerine, gida festivallerine, restoranlara ve seyahat icin birincil
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motivasyon olarak gida tadimi ve/veya uzman gida tiretiminin 6zelliklerini deneyimlemenin oldugu
ozel yerlere ziyaretler" olarak tanimlamaktadirlar (Smith & Costello, 2009). Gastronomi turizmi,
kiilttirel turizmin bir alt grubu olarak kabul edildiginden yalnizca restoran yemekleri, gida festivalleri,
fabrika turlari, egitimler, seminerler ve ciftlik ziyaretleri degil, ayn1 zamanda sefler, medya ve turizm
saglayicilari, catering hizmetleri, turizm hizmetleri, kamu bilinci, gida imaji, tanmitim ve pazarlama
faaliyetlerini de kapsamaktadir (Smith & Costello, 2009). Baska bir deyisle, gastronomi turizmi canli
yemek pisirme okullarinda, geleneksel gastronomi solenlerinde ve kutlamalarinda, tiztim hasadinda
ve/veya bolgesel sarap imalathanelerini ve gida tireticilerini ziyaret ederek deneyimlenebilmektedir
(Santich, 2004; Chaney & Ryan, 2012).

Alternatif turizm kategorisinde yer alan ve yilin her ay1 turist agirlama potansiyeline sahip olan
gastronomi turizmi, turistlere yeme igme imkéani sunarak, o ilin markalasmasina katkida bulunmakta,
iilke ekonomisine fayda saglamaktadir (Deniz & Atisman, 2017). Birgok yoresel iiriine sahip olan Siirt
ilinde, yoresel {irtinlerin tanitiminin yeterince yapilmamasindan dolayi turizm tiriinii olarak kullanimi
stirll kalmustir. 555 sayili Cografi Isaretler Hakkinda KHK’ da ayirt edici bir 6zelligi, yond, tini
bakimindan bagh oldugu iilke, bolge, yoreye ait oldugu kabul edilen tiriinler cografi isaretli tirtinler
olarak tanimlanmaktadir (Ekici, 2021; KHK, 1995). Yoresel tirtinlerin tanitimiin yapilmasinda, turizm
sektoriinde katma deger olarak kullamilmasinda cografi isaretlerin énemi biiytiktiir (Yenipinar vd.,
2014). Diinya Ticaret Orgiitii'ne gore yoresel bir tirtintin cografi isaretli bir {iriin kategorisinde yer
alabilmesi icin; belirli bir yoreye ait olmasi, o tirtinti digerlerinden farkl kilan 6zelliklere sahip olmasi
ve aralarinda baglant1 olmasi gerekmektedir (Gtindogdu, 2006). Siirt ilinin 8 adet cografi isaretli tirtinii
bulunmaktadir. Bunlardan gastronomik anlamda yoresel {iriin smifinda yer alan cografi isaretli
urtinler; Perde Pilav, Siirt Biiryan Kebabi, Pervari Bali, Tillo Heriresi, Siirt Kuru Ekmegi ve Siirt
Kiteli/Icli Koftesi olarak belirlenmistir (Tiirk Patent, 2024).

Cografi Isaretli Siirt Yemekleri ve Gastronomik Uriinleri
Perde Pilav

Yapimu oldukga zor ve zahmetli olan, 6zel bakir tencerelerde yapilan Siirt Perde Pilavin 2003 yilinda
cografi isaret belgesi almarak Siirt’e ait oldugu tescillenmistir. Gegmisten stiregelen, turistlerin ilgisini
¢eken perde pilav hikayesine gore; “Perde pilavin etrafindaki yufka gelinin manevi baghligini, piring
taneleri bolluk ve bereketi, bademler erkek torun, dolmalik fistiklar kiz torun hasretini simgelemektedir.
Kus tiztimleri saghig, ac1 ve tathi baharatlar ise hayatin ac1 ve tatli giinlerini temsil etmektedir. Daha
onceleri tavuk eti yerine horoz eti veya keklik eti kullanilmaktaydi. Inanisa gore horoz etinin evin reisi
olan erkegi karsiladig1 diistintilmekteydi”. Ancak zamanla kadin erkek esitliginin hiikiim stirmesi ile
perde pilavinda horoz eti yerine tavuk eti de kullanilmaya baslanmustir. Lezzeti kadar kiiltiirel boyutu
ile de 6n plana ¢ikan bu yemek, Siirt’e ziyarete gelen turistler tarafindan sevilerek yenilmektedir (Kisik
Ates, 2024).

Ilgi ceken hikayesi ve damaklarda biraktig1 lezzetle 6n plana gikan Perde pilavi yapiminda énceden
keklik eti kullanilirken giintimiizde cogunlukla tavuk eti kullanilmaktadir. Regetesine baglh kalmarak
hazirlanan bu yemegin yapiminda ilk olarak tavuk iyice haslanir, daha sonra kiiciik parcalara ayrilir.
Piringler {iizerine biraz tuz eklendikten sonra ilik suda bekletilir. Tereyaginda eritilen kabuksuz
bademler biraz kavrulur ve tizerine piring eklenerek kavrulmaya devam eder. Uzerine haslanmis tavuk,
tavuk suyu, tuz ve karabiber ilave edilerek, kisik ateste pismeye birakilir. Un, yogurt, sivi yag, yumurta,
tuz ve birazda su ekleyerek hazirlanan hamur kivam alana kadar yogrulur (Sabah, 2022). Fes seklindeki
bakir tencerenin i¢ ¢eperlerine hamurun yapismamasi igin kat1 yag (margarin ya da tereyagi vs.)
surtiltir. Bademler tencerenin icine sekil verilerek dizilir. Biiyiik parca hamur acilarak tencerenin igine
dikkatle yayilir. Igine bir sira pilav bir sira parcalanmus tavuk eti dizilir. Diger kiictik par¢a hamur ise
kapak olacak sekilde agilir, pilavin tizeri kapatilir ve kenarlar1 sikistirilir. 190 dereceye ayarlanmis
firinda 30 dk her yaru kizarana dek pisirilir (Siirt Belediyesi, 2022). Bakir tencere pisen perde pilav, bakir
tencerede koselerinden ticgen seklinde kesilerek sunulur (Sekil 1).

—=n

Sekil 1. Siirt Perde Pilavi (Tiirk Patent, 2024)
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Siirt Biiryan1 (Perive)

Siirt ili tarim tirtinleri agisindan verimli topraklara, zengin bir tarimsal gesitlilige ve ¢ok sayida yoresel
lezzete sahiptir. (Toprak & Oguz, 2017). Bu yoresel lezzetlerden biri 2005 yilinda mahreg isareti alarak
Siirt iline ait oldugu tescillenen Siirt Biiryanidir. Siirt Biiryani, uzun bir siire tok tutan, viicudun protein
ihtiyacini karsilayan kahvaltida yenen bir et yemegidir. Sabahin ilk saatlerinde tiiketilmesi yillardan
beri devam eden bir gelenektir (Kanbir, 2021). Mese odunuyla kendi yaginda pisen biiryan kebab,
yaylalarda yetisen kuzulardan yapilmaktadir. Besin degeri agisindan yiiksek vitamin ve mineral
icerigine sahiptir (Gastro, 2021). Kizgin kuyularda odun atesi ile pisirilen "Biiryan Kebab1" genelde
yazin tiiketilen bir et yemegidir. Hayvanin besi sekli etin kalitesini etkilediginden dolay: daha ¢ok nisan
ayindan itibaren etin lezzet ve kalitesi arttigindan dolay1 genelde yaz mevsiminde tiiketimi sz
konusudur. Et, cengellerle 6nceden kizdirilan yeralti kuyularina duvarlara degmeden sarkitilarak
kuyunun agz1 kapatilir ve pisme esnasinda etin yagi, kazamn igine damlayarak, kuyu igerisinde duman
olusmadan etin daha lezzetli pismesi saglanir. 2-2,5 saat sonra pisen etler, kuyudan cikarilarak tezgah
tisttine asilir (Sekil 2 ve Sekil 3). Siirt Biiryan ve Siirt Biiryan Kebabi olarak tinlenen Biiryan yemegi Siirt
ilimize Patentlenmis bir yemek tiirtidiir (Ttirkiye Kiiltiir Portali, 2023; Ceylan & Samirkas Komsu, 2020).

Sekil 2. Kuyuda pisirilen biiryan kebab: (NTV, Sekil 3. Pide tizerinde servise sunulan biiryan
2019) kebabi (Tiirk Patent, 2024)

Siirt Kiteli/Icli Koftesi

2024 y1l itibariyle Siirt'te en son cografi isaret alan {iriin Siirt Kiteli’dir. Tarim ve Orman Il Mudurlagi
tarafindan yapilan basvuru ile yemekler ve gorbalar iiriin grubunda yer alan ve Siirt'e ait oldugu
tescillenen Siirt Kiteli, icerisinde ufak bulgur ve yarma kirig1 bulunan Siirt iline 6zgii severkitel bulguru
ile hazirlanmaktadir. Ince koftelik severkitel bulgury, tuz ve 1lik su ile yogrulmaktadir. Ustii kubbe
seklindeki dis katmanin igine kuzunun dos veya kaburga etinden c¢ekilmis yagsiz kiyma, haslanmis
piring, sogan, ,tereyagi, pul biber, maydanoz, reyhan karabiber ve tuz i¢ harcindan olusan karisim
yerlestirilir. Agz1 kapatilarak el ile yass1 bir sekil verildikten sonra sicak suda haslanir. Haslandiktan
sonra yag, pul biber veya maydonoz sunumu ile siislenebilir (Sekil 4). Siirt Kiteli yaninda genellikle
pirtike gorbasi yapilmakta ve bu yemek corba ile tiiketilmektedir (Tiirk Patent, 2024).

Sekil 4. Siirt Kiteli (Ttirk Patent, 2024)
Siirt Kuru Ekmegi (Igbeys Keek)

Siirt [l Tarim ve Orman Miidiirliigiiniin tescil ettirmesi ile firmcilik ve pastacilik mamulleri, hamur isleri
tathlar tirtin kategorisinde 2023 yilinda cografi isaret alan Siirt Kuru Ekmegi, I3beys Keek olarak da
bilinen bir ekmek gesididir. Igi bos yuvarlak olarak sekil verilen Siirt Kuru Ekmegi (Sekil 5), toprak
tandirda tandirin kenarlarindaki duvara yapistirilarak 200 derece sicaklikta 8 saat pisirme islemine tabi
tutulmaktadir. Gida muhafaza teknikleri arasinda onemli bir yere sahip olan kurutarak saklama
yontemi ile ekmegin 6 ay gibi uzun bir siire muhafaza edilebilmesi miimkiin olabilmektedir. 200
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derecede 8 saat pisme isleminden sonra sert bir hale gelen bu ekmek suya batirilarak hafif
yumusatildiktan sonra genellikle Siirt otlu peyniri ile yenmektedir (Tiirk Patent, 2024).

Sekil 5. Siirt Kuru Ekmegi (Tiirk Patent, 2024)
Tillo Heriresi

Cikolata, sekerleme ve tiirevi tirtinler grubundan 2023 yilinda mahreg isareti alan Tillo Heriresi, tiztim
sirast, bugday unu ve beyaz toprak kullanilarak Tillo ilgesinde tiretilen ve cografi sinirda “herire” olarak
isimlendirilen yumusak yapiya sahip bir tiziim pestilidir. Bineytati ve Sinceri gesidi yerel tiztimler
kullanilarak yapilan herireye, ekstra bir seker ilavesi yapilmamaktadir. Herire yapiminda kullanilan
yerel tiztimlerin sira miktar1 ve seker igerigi yiiksektir. Tillo heriresinin kimyasal bilesiminde % 82,94 -
87,90 Kuru madde, % 40,8 - 50,2 Seker, % 14,16 - 15,00 Rutubet, % 0,40 - 1,00 Tartarik asit, % 0,90 - 1,20
Yag ve % 2,5 - 3,52 Protein bulunmaktadir. Gegmiste kumanya olarak da tiiketilen bu trtiniin cografi
sinur ile tin bag1 bulunmaktadir. Dogrudan giines 1s1§1na maruz birakilamamak suretiyle 6 ay muhafaza
edilebilmektedir (Tiirk Patent, 2024).

| —

Sekil 6. Tillo Heriresi (Ttirk Patent, 2024)
Pervari bal1

Siirt ilinin diger bir cografi isaretli tirtinii Pervari balidir. Siirt 1 Ozel Idaresi tarafindan 2003 yilinda
yapilan basvuruda Pervari Bali tescilli cografi iirtin olmustur (Tiirk Patent, 2018). Diger ballarla
kiyaslandiginda sar1 renkli ballara gore daha beyaz renkli olan bu bala disaridan herhangi bir yem, katki
maddesi ve seker katilmamaktadir. Pervari balin1 diger ballardan ayiran en énemli 6zellik, geleneksel
usullerle karakovan ve drme sepetlerde tiretilmesidir (Anonim, 2019; Baycar, 2022).

Bal, icerigindeki B grubu ve C grubu vitaminlerden dolay: antioksidan ¢zellige sahiptir (Chua vd.,
2013). Yapisinda bulunan fruktoz gibi dogal sekerlerin yamn sira potasyum, kalsiyum, demir, kiikiirt,
fosfor ve sodyum gibi bir¢ok mineral igerigine sahiptir (Nisbet vd., 2013). Bal, saglik agisindan oldukca
sifali bir besindir. Anne siitlinii arttirict bir etkisi vardir. Istah agic1 ve kan yapici dzelliklere sahiptir.
Bogaz enfeksiyonlar, cilt hastaliklari, mide rahatsizliklari, kalp ve karaciger hastaliklari, kansizlik,
bronsit tedavilerinde kullarularak, iyilestirici etkiye sahip oldugu bilinmektedir (Molan, 2001).

Sekil 7. Pervari Bali (Tiirk Patent, 2024)
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Siirt Fist1g1

2007 tarihinde cografi isaret alamaya hak kazanan yerel halkin énemli gecim kaynaklarmdan biri olan
Siirt Fistiginin, Antep Fistig1'nin bir cesidi oldugunu 6ne stiren dernekler tarafindan Ankara 1. Fikri ve
Sinai Haklar Mahkemesine agilan davanmin kaybedilmesi ile 2018 yilinda cografi isareti iptal edilmistir.
Siirt Fistign konusunda Siirt Valiligi ve Tarim ve Hayvancilik alaninda ihtisaslasan Siirt Universitesi is
birlikleri sayesinde fistik tiretiminin artmasi ve yore halkinin bu konuda bilinglenmesi icin sik sik
egitimler diizenlenmekte, ciftciler desteklenmekte ayrica fistik yetistiriciligi konusunda tesvikler
saglanmaktadir. Yesil altin diye de adlandirilan Siirt fistig1 ekonomik olarak bolgenin dinamigini
olusturmaktadir. Kentte, Siirt fistig1 {izerinden gecimini saglayan bircok insan igin fistik, ekonomik
acidan stratejik bir neme sahiptir. Siirt ili ve cevresinde yetismekte olan Siirt fist1g1, hem fiziksel olarak
hem de lezzet bakimindan diger fistiklardan farklidir. Fistik sicak iklimlerde yetismektedir. Siirt ilinin
iklim ve bitki kosullar1 fistigin yetismesi igin uygun sartlar1 saglamaktadir. Iklimin sicak ve kurak
olmasi, diger illere gore nem miktarinin az olmasi fistikta istenmeyen olumsuz bir durum olan
aflatoksin olusumunu 6nlediginden Siirt fistig1 i¢in arzulan ortam olusmaktadir (Akboga & Pakytirek,
2020). Tad1 ve goriintiimiiyle oldukga ilgi geken Siirt fistig1, diger fistiklarla karsilastirildiginda biraz
daha tuzlu ve ana catlak 6zellikleriyle kolayca ayirt edilebilmektedir. Siirt iline ait bu fistik tiirtintin,
distik kalorisi, kolesterol diisiiriicii, zayiflatici 6zellikleri ile say1s1z faydasi bulunmaktadir ve doygun
protein ve yag oranlar1 beslenmede ve saglikta 6nemli rol oynamaktadir (Tturkiye Kilttir Portali, 2024).

Sekil 8. Siirt Fistig1 (Ttirk Tarim, 2019)

Siirt iline ait cografi isaret alarak tescillenen gastronomik tirtinler disinda, cofrafi isaret almaya aday
olan bir¢ok yoresel yemek ve tatli cesidi de bulunmaktadir. Tablo 1’de Siirt iline ait tescilli tirtinler ve
tescil almaya aday {tirtinler yer almaktadir. Siirt yoresine ait olan ve sehirdeki yoresel yemek hizmeti
sunan ¢ogu restoranda menii kartlarinda baslangiclar olarak gosterilen boliimde yer alan mercimek
corbasi olarak bilinen Imsavse, kekik corbasi olarak bilinen Sorbutzahtar, 1spanak ¢orbasi olarak bilinen
Pirtike, bugday gorbast olarak bilinen Sorbuthintiyye yer almaktadir. Ana yemek ve ara sicak olarak
servis edilebilen tiriinler, Metfune (yaz tiirliisii), Metfunetissite (kis tiirliisti), Lehmiludeyn, cigerli yahni
olarak bilinen Asabithanva, Kaliyye (kavurma), Dolmalbayf (yumurta dolmasi), Yebrekhillehene
(lahana sarmasi), Yebrekhissise (yarma sarmasi), Varaissilk (pazi sarmasi), Dolma nesfin (kuru dolma),
Coat (mumbar dolmasi), [krus- tappikat (iskembe dolmasi), Kitel-Kifte, Irk, Kiftelleben (yogurtlu kofte),
Kitelfum(sarimsakl kavurmali kofte), Ris el lehem (etli piring pilavi), Sever el lehem (etli bulgur pilav),
Perde pilav, Hintiyye (keskek), Salia-sever maslok (hedik), Besisetil ljbeyne (peynirli besise),
Perive(biiryan), Salihiye-itruke (el boregi), Ismeyket bulunmaktadir. Tatlilar kategorsinde ise
Fatayarimmar’in (katmer), Aside tatlisi, Raayos u meketip (pekmezli tatli), Imgerket, Gebole (pekmez
tatlis1) ve Sefire (yumurta tatlist) yer almaktadir (Tablo 1).

Tablo 1. Siirt iline Ait Yoresel Yemekler ve Tatlilar

YEMEGIN ADI ACIKLAMA

1. | Imsavse (mercimek | Kirmizi mercimegin yag, sogan, salga ile kavrulmasi ile yapilir.

gorbast)

2. | Sorbutzahtar (kekik | Bulgurlu suya yumurta kirilarak kekik eklenmesiyle yapilir.

gorbast)

3. | Pirtike (1spanak gorbast) Ispanagin tizerine piring ve sumak suyu eklenmesiyle yapilir.

4. | Sorbuthintiyye  (bugday | Asurelik bugdayin kusbas: veya kemikli kuzu eti ile pisirilmesidir.

gorbast)

5. | Metfune (yaz tiirliisii) Kuzu etinin pisirildikten sonra kiip kiip dogranan patlican, biber, domates ile
karigtirllmasiyla yapilir.

6. | Metfunetissite (kis tiirltisti) | Kurutulmus patlican biber domatesin kaynatilarak, yag, sogan ve salca esliginde kavurma
eti eklenmesiyle yapilir.

7. | Lehmiludeyn Kuzu kaburganin buharda pisirilerek, sogan tuz karabiberle harmanlanmast ile olusur.

8. | Asabithanva Kusbasi seklinde dogranan karacigerin sogan ile kavrulmasi ve tizerine nohut ile
severkitel hamurundan olusan kiiciik toplarin eklenmesi, sumak suyu ilave edilerek
reyhanla servis edilmesi ile yapilir.

9. | Kaliyye (kavurma) Kuzu eti kendi suyunda tuz ile pisirilir. Suyunu ¢ektikten sonra kuyruk yag: eklenerek
kavrulur.

10. | Dolmalbayf (yumurta | Dolma i¢ harcinin yumurta kabuklarina doldurulmasi ile yapilir. Pisirildigi sirada sumak

dolmast) suyu ilave edilir.
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11. | Yebrekhillehene (lahana | Dolma i¢ harci, kaynatilan lahana yapraklarina sarilarak hazirlanir. Sumak suyu ilave

sarmasi) edilir.

12. | Yebrekhissise (yarma | Sise bulguruna yikanmus et, sebzeler, baharat, salca eklenerek karistirilir. Yarmalarin icine

sarmasi) ince ince sarilir. Pisirme sirasinda sumak suyu eklenir.

13. | Varaissilk (paz1 sarmast) Dolma i¢ harci, kaynatilan lahana yapraklarmna sarilarak hazirlanir. Sumak suyu ilave
edilir.

14. | Dolma nesfin (kuru dolma) | Giineste kurutulan sebzeler yumusayincaya kadar haslanir. Kusbas: seklinde dogranan
et, dolma harci ile karistirilip sebzelerin i¢ine doldurulur ve pisirme sirasinda sumak suyu
eklenir.

15. | Coat (mumbar dolmasi) Ince koyun bagirsagina et, piring, sogan, karabiberden olusan i¢ harcin doldurulmasi ve
uglarmin iple baglanmasi ile yapulir.

16. | Ikrus- tappikat (iskembe | Koyun iskembesinin igine piring, orta yagh kuzu kol, yag, sogan, tuz, karabiber i¢ harci

dolmast) eklenerek agik kalan kenar dikilir. Duidiiklii tencerede pisirilir.

17. | Kitel Cig et ve pirincin karisim ile hazirlanan i¢ harg, severkitel ve tuz karisimi ile olusan
hamurun i¢ine doldurularak avug ici ile sekil verilir.

18. | Kifte Sogan, kiyma ve piring yagda kavrularak olusan i¢ harg, severkitel ve tuz karisimi ile
olusan hamurun igine doldurularak avug ici ile sekil verilir.

19. | Irk Severkitele bir miktar ince bulgur eklenerek, satir kiymasi, sogan biber maydanozla
yogrulur, elde sekil verilerek kizgin yagda kizartilir.

20. | Kiftelleben (yogurtlu | Koftelik bulgur ve severkitel tuzla islatilarak yogrulur. Yer fisti1 sekli verilerek tuzlu suda

kofte) kaynatilir. Uzerine yogurt, kizdirilmig tereyagi ve pul biber konularak servis edilir.

21. | Kitel-fum(sarimsakl Severkitel ve bulgur soguk suyla 1slatilip yogrulur. Yuvarlak kofteler hazirlanarak tuzlu

kavurmali kofte) suda kaynatilir, stiziildiikten sonra kavurma ve sarimsak eklenerek yenir.

22. | Ris el lehem (etli piring | Piring pilavi pisirilir, alt1 kapatildiktan sonra yag kizdirilarak tizerinde gezdirilir. Iyi

pilavy) pismis kemikli kuzu eti ve soganla servis edilir.

23. | Sever el lehem (etli bulgur | Kemikli kuzu kol veya kaburga eti yikanip sogan ve baharatlarla terbiye edilir, az su ile

pilavy) pisirildikten sonra bu pisirme suyu ile bulgur yapilir.

24. | Perde pilav Cam fist1g1, badem ve karabiberle karistirilan i¢ pilava haslanan tavuklar parcalanarak
eklenir. Fes seklindeki bakir perde pilav tenceresi yaglanarak bademleri dizilir, hamur
yirtilmayacak sekilde yerlestirildikten sonra i¢ pilav eklenir ve kapag: kapatilarak firinda
pisirilir.

25. | Hitiyye (keskek) Et, bugday, nohut pisirilir. Yagda kavrulan sogan ve salcayla karistirilir.

26. | Salia-sever maslok (hedik) | Dis cikaran ¢ocuklara yapilan dis hedigi olarak bilinir. Bugday ve nohut geceden
ayiklanarak suda bekletilir ve yumusayincaya kadar pisirilir.

27. | Besisetil ljbeyne (peynirli | Islatilmis Siirt kuru ekmegi ufak parcalara ayrilan peynir ile karistiritlarak sikilir, yashlar

besise) ve ¢ocuklar igin tercih edilir.

28. | Perive(biiryan) Kuzu ikiye boliinerek gengellere asilir, ates tuglasi ile dosenmis kuyuda pisirilmesi
saglanir. Sabah erken saatte yenir.

29. | Salihiye-itruke (el boregi) Un, yumurta, yogurt, yag, tuzdan olusan hamur oklava ile agilarak kiiciik parcalara
ayrilir. Igine ¢ig kiyma, patates ya da peynir harct konularak kapatilir kenarlart
birlestirilerek yagda kizartilir.

30. | Ismeyket Ince kiyilmis sogan, maydanoz, salga, baharat, tuz, kiyma ve et ile ¢ig olarak karistirilir.
Un eklenerek hamur yapilir, yuvarlak sekil verilerek kizgin yagda kizartilir.

31. | Fatayarimmar’in (katmer) | Eritilen tereyagina, zeytinyagy, siit, su, un eklenerek hamur yogrulur. Yufka yaglanir, sag
tavada alt1 iistii pisirilir.

32. | Aside Un ile yag kisik ateste birlikte kavrulur. Bu karisima su ve pekmez eklenir. Uzerine
kavrulmus susam ilave edilir.

33. | Raayos u meketip | Yumurta, yag, un, tuz, su, yogurt, limon suyu karistirilir. Kiiciik bezelere ayrilarak

(pekmezli tatlr) kenarlarma ceviz konarak katlanir. Kizgin yagda pisirilir. Soguk pekmeze atilarak
bekletilir, sonrasinda servis edilir.

34. | Imgerket Un, tuz, sirke, su karisimdan olusan hamur pasta tabagi boyutunda agilir ve kizartilir.
Uzerine toz seker serpilerek servis edilir.

35. | Gebole (pekmez tatlis1) Un, tuz, su ateste koyu muhallebi kivamina gelinceye kadar pisirilir. Kaynamaya yakin
tereyag1 eklenir. Bir tabaga alinarak dilimlenir ve tizerine pekmez dokiilerek, sunumu
yapilir.

36. | Sefire (yumurta tatlist) Yumurta, yogurt ve un ¢irpilir, tavaya konulup kizartilir, dilimler halinde kesilir. Serbet

ilave edilir.

Kaynak: Tung ilhan, 2015.

Siirt’e ait gastronomik {irtinler ise 6zellikle kis aylarinda bolca tiiketilen pekmezden yapilan Herire u
cavz, bademli pekmezli sucuk olan Magamis, uzun siire muhafaza edilebilen kuru ekmek olarak bilinen
Igbeyskeek, kuru ekmegin yaninda yenilen otlu peynir olarak bilinen Ijbeynitsirike, tuzlu peynir olarak
bilinen Bitammelhin, bitttimdan yapilarak menengic kahvesi olarak bilinen Gizven ve Siirt fistig

bulunmaktadir (Tablo 2).
Tablo 2. Siirt Iline Ait Gastronomik Uriinler

1. Herire u cavz Ceviz ve herire makinede ¢ekilir, kasik helvasi sekli verilir.

2. | Igbeyskeek Ekmek hamuru dinlendirilerek tandira vurulur. Aylarca korunabilir, titketmek icin suya
batirilarak yumusatilir.

3. | Magamis (bademli sucuk) | Pekmezli pestil sucugudur.

4. | ljbeynitsirike (otlu peynir) | Beyaz peynirin igine sirike denilen dogranmis yabani sarimsak katilarak yapilir.

5. | Bitammelhin Tuzlu bittim olarak satis1 yapilir.

6. | Gizven (menengic) Bittimdan yapilir. Kahve olarak sevilerek tiiketilir.

7. | Fistik Sicak iklimi seven ve bu iklimde yetisen fistik agaclarindan hasat edilir.

Kaynak: Tung ilhan, 2015.
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Onceki Caligsmalar

Alanyazin taramas: neticesinde ulasilan calismalar asagidaki gibi 0Ozetlenmistir.Manisa ilinin
gastronomi turizmi potansiyelini degerlendirmek amacryla yapilan bir calismada, Celal Bayar
Universitesi biinyesinde turizm alaninda galisan hocalar, Kiiltiir ve Turizm 1l Midtrliginden
yetkililer, Turizm Dernegi bagkam ve yetkililer, Manisa Biiyiik Sehir Belediyesi yetkilileri, ilge
belediyeleri, mutfak sefleri ve restoranlardaki sorumlu yoneticiler gibi cesitli gruplarla miilakat
gerceklestirilmistir. Manisa'nin yoresel yemek bakimindan zengin bir mutfagimin olmasi Manisa
kebabi, Akhisar kofte gibi yoresel yemeklere sahip olmasiyla ekonomik anlamda kalkinmasi
saglanmaktadir. Ancak yapilan calismada reklam ve tanitim faaliyetlerinin yetersiz olusu yoresel
yemeklerin tamtiminda olumsuzluk yaratmaktadir. Gastronomi turizminde Manisa'nin yoresel
yemeklerinin tanitici faaliyetler ile 6n plana ¢ikarilmas: gerektigi, restoranlarda Manisa iline ait yoresel
yemeklere daha fazla yer verilmesi ve gastronomik unsurlar konusunda halkin bilinglendirilmesi
gerektigi oneri olarak sunulmustur (Sabanci & Sarusik, 2021).

Corum ilinin gastronomi turizm potansiyelinin incelendigi bir calismada nitel arastirma yontemi esas
almnarak dokiiman analizi yapilmis, bulgular degerlendirilmistir. Corum ilinin gastronomi turizmi
kapsaminda 148 adet yiyecek icecek gesidi oldugu saptanmustir. Ayrica mutfaginda Hitit arkeolojik
bulgulardan izler tasidigy, Hitit kiilttirtine ait baz1 ekmek ve yemeklerin de gastronomik 6ge olarak
degerlendirilebilecegine deginilmistir. Bu baglamda 3 farkli cografi isaretli tirtine sahip Corum ilinin
yoresel yemeklerinin tanitimin daha etkin bir sekilde yapilmasmin saglanmasi, yoresel yemeklerin
kusaktan kusaga aktarimimin saglanmasi ve yoresel yemek yapan yiyecek isletmelerine destek verilmesi
konularma deginilerek, gastronomi turizm potansiyeline katki saglanmas1 amaglanmustir (Sahin, 2019).

Yapilan baska bir calismada turizm isletmelerinde zamanla gastronomi destinasyonlarinda énemli bir
noktaya ulasan Konya iline ait yoresel yemeklerin kullanimi arastirilmistir. Bu calismada Konya ilinde
bulunan 29 restorana anket uygulanmustir. Anket sonucunda ytresel yemekleri yapabilen usta sayisinin
yetersiz olusu ve ekonomik yonden ticari endiselerden dolay1 yoresel yemeklerin ¢ok fazla 6n plana
cikmadigindan bahsedilmistir. Ayrica yore halkinin bu yemekleri daha ¢ok evlerinde yaptiklar: ve bu
sebeple restoranlar: tercih etmedikleri gortilmiistiir. Konya ilinde y6resel yemek kullanimini artirmak
amaciyla yoresel yemeklerin unutulmamasi adina Konya Biiyiiksehir Belediyesinin gesitli etkinlik ve
faaliyetlere destek vermesi, yoresel yemek tanitimlarmnin artirilmasi ve gelecek kusaklara yoresel yemek
kilttirti asilanmasi gibi konular 6neri olarak sunulmustur (Biytiksalvarci vd., 2016).

Usak ilinin ytresel yemeklerinin gastronomi turizmi agisindan degerlendirildigi bagka bir calismada ise
Usak [li Ulubey llcesi'nin Kanyonlari, Cam Terasi ve dogal giizellikleri ile turistlere ev sahipligi
yapmasinin yani sira zengin yoresel mutfagimin gastronomi turizmi agisindan da éneminin ortaya
konulmasi amaglanmustir. Ulubey yoresel yemeklerinin turistik tanitimi agisindan paydaslara oneriler
sunulmustur. Yaptiklari calismada, Ulubey’in turizm gelirinin arttirilmasi ve ilge turizminin on iki aya
yayimasi igin turizm faaliyetlerinin cesitlendirilmesi amaciyla bakanlik, yerel yonetim ve sektor
kuruluslarina ¢ikarimlar saglamasi acgisindan énem arz ettigi vurgulanmustir (Catir & Ay, 2018).

Siirt ilinde cografi isaretlerle ilgili yapilan bir makale ¢alismasinda, Siirt iline gelen yerli ve yabanci
turistlere bir anket calismasi uygulanmustir. Siirt'in yoresel tirtinlerinin tanitimina yonelik yapilan ve
turist potansiyeline en uygun zaman diliminde uygulanan ¢alismaya 380 kisinin katilimi1 saglanmustur.
Cografi isaretli tirtinlerin katk: degeri tizerine yapilan anket calismasinda, tirtintin tanitimin saglanmis
oldugu, tirtin isminin korundugu, bélgenin tanitimi ve reklaminin yapilmasina katki sagladigi, turizm
potansiyelini artirdigs, tirtintin kaliteli oldugu ve talep artisini sagladig: algisinin olusmasi yontindeki
bulgular kaydedilmistir. Cografi isaretlerde olumsuz alg1 olarak da tiretici igin yarattig1 ek masraf,
standartlarin tutturulamamasmdan dolay1 olusan maddi olumsuzluk, tiretim artisindan kaynaklanan
cevre kirliligi gibi diistinceler bulgular kisminda yer almustir. Cografi isaretli tirtinlerin tiiketilme
nedenine iliskin sorulara ise cevap olarak saglikli olmasi, cevreye daha az zarar vermesi, kaliteli olmasi,
lezzetli olmas1 ve o yorenin ekonomisine fayda saglamasimi vermislerdir. Cografi isaretli tirtinlerin
bilinirligi ile ilgili sorduklar1 sorularda da en fazla bilinen cografi isaretli tiriinler, biiryan, fistik, bittim,
battaniye ve bal olarak gosterilirken bunu perde pilav, zivzik nari, otlu peynir takip etmistir. Ayrica
ankete katilanlarmn biiyiik ¢ogunlugu cografi isaretli tirtinlerin turizme katkisi oldugunu Siirt ilinde
istihdam olanaklarmi artirdigimi, Siirt'in sosyoekonomik yodnden gelismesine katki sagladigmi,
turizmin ekonomik anlamda gelir kaynagi oldugunu ve Siirt'in ¢evre temizliginde olumlu etkilere sahip
oldugunu diistinmiislerdir (Oguz, 2016).

Mardin ilinin SWOT analizi ile gastronomi turizm potansiyelinin degerlendirilmesi tizerine yapilan bir
calismada, Mardin Ascilar ve Pastacilar Dernegi Baskani, Mardin Otelciler Dernegi Baskani ve Mardin
Gastronomi Mutfak Sanat1 ve Atdlyesi'nin ascibasisi ile yapilan goriisme sonucunda koklii bir gegmise
sahip olan Mardin ilinin ¢ok zengin bir gastronomi mutfagma sahip oldugu ancak bunun tanitim
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faaliyetleri konusunda yetersiz oldugu, 6n plana c¢ikarilamadig1 bulgularina ulasilip, cesitli onerilerde
bulunulmustur (Bozkurt vd., 2019).

Afyonkarahisar'in gastronomik turizm potansiyelinin degerlendirilmesine yonelik yapilan baska bir
calismada, Afyonkarahisar'm imaj dagilimi anketinde Afyon'un yemekleri ve yerel mutfaginin en
yiiksek ortalama degere sahip oldugu yanit1 verilmesine ragmen Afyon ilinin termal turizmle bilinmesi,
gastronomi turizminin arka planda kaldigin diistindtirmiistiir. Ayrica tanitim faaliyetlerindeki eksiklik
ve diinya mutfagim 6rnek almayisindan dolay1r gastronomi turizminin yeteri kadar gelismedigi
sonucuna ulasilmstir (Giilen, 2017).

Yontem

Siirt ilinin gastronomi turizmi potansiyelinin degerlendirilmesi amaciyla yapilan calismada SWOT
analizi yontemi kullanilmistir. Arastirma kapsaminda gazete, dergi, kitaplar ve literatiir taranmis buna
ek olarak Siirt 1l Kiiltiir ve Turizm Miidiird, Siirt Belediyesi Kiiltiir ve Sosyal Isler Mudiirligt Kiilttir
ve Turizm Sefi ve Siirt’te yoresel yemek hizmeti sunan Siirt Belediyesi Sosyal Tesisleri Restorani, Mucize
Ev Yemekleri, Lokanta Osman ve Fatma'min Mutfag: restoranlarinda calisan Ascibasi, Sef ve Sorumlu
Yoneticiler ile yaklasik 30 dakika siiren yiiz ytize gortismeler gerceklestirilmistir. Goriismeler kayit
altina alimip desifre islemi yapildiktan sonra gastronomi turizm potansiyeli baglamimda SWOT analizi
gerceklestirilmistir.

Bu analiz kapsaminda su sorulara cevap aranmigtir: Siirt ilinin gastronomi turizmi baglaminda giiclii
yonleri ve Siirt ilinin gastronomi turizmi baglaminda zayif yonleri nelerdir? Siirt ili gastronomi turizmi
baglaminda hangi firsatlara sahiptir ve Siirt ilinin gastronomi turizmi baglaminda hangi tehditler ile
kars1 karstyadir?

Bulgular

Arastirmada Siirt'in gastronomi turizmini degerlendirmeye yonelik veri elde edebilmek icin ikincil
kaynaklardan yararlanilmistir. Bu sayede elde edilen veriler, dokiiman analizi paralelinde SWOT
analizi ile Weaknesses (Zayif yonler), Strengths (Giiglii Yonler), Threats (Tehditler) ve Opportunities
(Firsatlar) degerlendirilerek Tablo 3'te sunulmustur.

Tablo 3. Siirt {li Gastronomi Turizmi Potansiyelinin SWOT Analizi ile Incelenmesi

Giiglii (Strenghts) Yonler

Zay1f (Weaknesses) Yonler

Tarihi ve koklii bir mutfak kiiltiiriine sahip
olmast ve bolgeyi ziyaret eden turistlerin
yoresel yemekleri begenmesi

Iklim ve dogal kiiltiirel kaynaklarm alternatif
turizme uygunlugu ve yerel iriinleri zengin
olan bir mutfaga sahip olmasi

Cografi isaretli tirtinlerinin bulunmasi ve yerel
halkin yoresel yemekleri yogun olarak
tiiketmesi

Siirt halkinin, bolgeyi ziyaret eden turistlere
kars1 Misafirperver, samimi ve sicakkanl
tavirlari ile yoresel lezzetleri sunmast

El lezzeti ve Baharat yogunlugu ile
harmanlanan yemeklerin farkhh kiiltiirler
tarafindan begenilerek ilgi gormesi

flde satisa sunulan et fiyatlarmin farkl illerde
satisa sunulan et piyasa fiyatindan daha uygun
fiyata satilmasi

Yemeklerin et agirlikli olmasimndan dolay1
protein igerikli besleyici yoni ve lezzeti,
bagisiklik sistemini arttiric1 ve 6zellikle covid
tedavisinde iyilestirici etkisinin bulunmast
Yemeklerin cesitliligi, zenginligi ve genis
yelpazesi ile Tiirk, Kiirt, Arap, her mezhepten
ve irktan kardeglerimize hitap etmesi.

Sosyal ~medyanin  taniim  konusunda  etkin
kullanilmamasindan kaynakli yoresel yemek tanitim ve
reklaminin iyi yapilamamasi

Yorede yerel lezzetleri yapan vyeterli isletme
bulunmamas: ve yoredeki paydaslar ile yatirimcilarin
gastronomi turizmine karst duyarsiz kalmalar1

Lise ve dengi okullarda ilgili bolimlerinin
yetersizligine bagh olarak yerel halkin gastronomi
turizmi hakkinda yeterli bilgiye sahip olmamasi
Ekonomik anlamda komsu illerden geride kalmas1
Tanitic1 faaliyetlerin yetersiz olmasindan dolay1 yoresel
yemeklerin gorsel sunumu ve tadiyla biiyiilenen
yabanci halk resim ve video cekerek tanitici faaliyet
eksikliginden dolayr kendi sahsi sosyal medya
hesaplarinda paylasarak destek vermeye calismasi,
Gerek MEB onayli ascilik kurslarinda gerek Catom’a
bagli yoresel yemek kurs merkezlerindeki uygulamali
ve donanimli mutfak yetersizligi

Tiirkiye'nin en ug¢ noktasinda olmasi, higbir iilkeye
sinirinin olmamasindan dolay1 cografi konum olarak
sapa bir noktada kalmas1

Bolgede tarim faaliyetlerinin ¢ok fazla olmamasindan
dolay1 yetistirilen ve ihracati yapilan iriin azhg
nedeniyle yo6renin kendi organik iirtinlerini
liretememesi

Firsatlar (Opportunities)

Tehditler (Threats)

Gastronomik unsurlarin bolgede
gerceklestirilen ~ diger  alternatif turizm
etkinliklerinde ve biiyiik sehirlerde yapilan
fuar ve festivallerde yoresel lezzetlerin
tanitilmast

Birbirinden lezzetli yemekleri ile tilkemizin
turist potansiyelinin artirilmasi

{limizde yerli bademden nohuta, menengicten
bittima kadar bircok aileye gecim kaynagi
olusturmasi

Gastronomi turizmi bilincinin olusmasi i¢in gerekli
etkinlikler ile egitimlerin olmamasi ve turizm
sektoriinde istihdam olusturulamamasi

Cografi konum itibari ile olusan terdr olaylar: algisinin
iyilestirilememesi ve yiyecek-icecek isletmelerinin
yoresel ~yemekleri meniilerinde etkin  olarak
kullanmamasi ile yabanci mutfaklara ait yiyecek-icecek
isletmelerinin sayisinda artis yasanmast

Yerel halkin biiytik ¢ogunlugunun yoresel yemekleri
kendi evinde yapiyor olmasindan dolay, genel olarak
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e  Siirt ilinde tiztim yetistiriciligi ile gelen miisteri potansiyelinin azalmasi ve sadece yerli halk
pekmez, sucuk, asma yaprag gibi yoresel disindakiler tarafindan tercih ediliyor olmasi
tirtinlerimiz hem ekonomik anlamda hem de . Regeteli iiriinler olmasina ragmen mutfak uygulamasi
kiiltiirel zenginlik anlaminda fayda saglamas:. yetersizligi yiiziinden gelisim saglanamamasi

e Batidan gelen insanlarin yoresel yemekleri ¢cok lezzetli
bulmasinin yani sira fazlaca yagl ve kalorili bulmasi

e Ortaya cikisi ve tiretimi Siirt olan yoresel mutfak
lezzetlerimize sahip ¢ikamamamizdan dolay:r farklh
illere aitmis gibi gosterilmesi ve onlara mal edilmesi.

Tablo 3'te goriildiigii tizere Siirt ilinin gastronomi turizmi agisindan giiglii yonleri ve firsatlar ile zayif
yonleri ve tehditler SWOT analizi yontemi ile belirlenmeye ¢alisilmistir. Analiz kapsaminda yapilan
goriismeler dort stitunlu bir tablo haline getirilerek gelecege yonelik plan ve strateji olusturma amaci
ile yukaridaki tabloda sunulmustur. Buna gore Siirt ilinin zengin bir mutfak kiiltiirtine sahip olmasi,
tarihi ve kiiltiirel bir gegmise sahip olmasi, ii¢ dilli bir sehir olan Siirt'in tiirk kiirt arap kiiltiirtinden
insanlar1 barindirmas1 ve her kiiltiire ait yemeklerle cesitli bit mutfaga sahip olmasi, iliman iklim
ozellikleri sayesinde tarimsal iirtin gesitliligine sahip olmasi ve yasanilabilir bir sehir olmasi, yore
halkinin misafirperver olmasi ve sehre gelen turistlere ilgi gostermesi, Siirt'in kiigiik sehir olmasimdan
dolay1 yasamin diger sehirlere kiyasla biraz daha ucuz olmasy, sehirde tescillenen ve cogarfi isaret alan
trtinlerin varlig: ile tanmirhigmin artmasi gastronomi turizmi agisindan giiclii yonleri ve firsatlar:
ortaya koyarken, sehirde yoresel lezzetler sunan restoran sayisimin kisitli olmasi, Siirt ile biittinlesen
bazi tirtinlerin bagka illere aitmis gibi gosterilmesi, sehrin cografi konum itibariyle ug bir noktada yer
almasi ve higbir tilkeye sinirinin olmamasi, turizm sektoriinde istihdam olusturulamamas: ve kurs,
kongre, sempozyum gibi gastronomi turizmi baglaminda farkindalig1 artiracak egitimlerin yetersiz
olmasi da zayif yonleri ve tehditleri olusturmaktadar.

Sonug, Tartisma ve Oneriler

Siirt ilinin gastronomi turizm potansiyelinin SWOT analizi 6rnegi ile belirlenmesi calismasinda, yoresel
yemeklerin tamitiminin ve reklamimin yeteri diizeyde yapilamamasi, yoresel yemeklerin tanitimi ve
pazarlanmasinda yeterince isletme bulunmamasi, lise ve tiniversitelerde ilgili boltimlerin yetersizligi
gibi zayif yonlerine vurgu yapilmaktadir. Fakat dogal ve kiiltiirel kaynaklar ile tarihi ve koklii bir
mutfaga sahip olan Siirt ilinde ulasim olanaklarinin kolayligi, yoresel tirtinlerinin zenginligi, cografi
isaret almus {irtinlere sahip olmasi ve bu potansiyele sahip bircok tirtintin bulunmasi, bolgeyi ziyaret
eden turistlerin yoresel yemekleri begenmesi gibi giiclii yonleri de belirlenmistir. Tablo 3’ten hareketle
Siirt ilinin gastronomi mutfagl on plana cikarilarak, biiyiik illerde diizenlenen fuar ve festivallerde
yoresel yemeklerin tamitimini yapmak, gastronomik unsurlar1 bolgede gerceklestirilen diger alternatif
turizm etkinliklerinde tanitmak ve ulasim kolayligindan yararlarilarak tur operatorleriyle birlikte
calismalar yiiriitmek, alternatif turizm i¢in kapsaml projeler gelistirmek, birbirinden lezzetli yemekleri
ile tilkemizin turist potansiyelini artirmak, ilimizde yerli bademden nohuta, menengicten bittima kadar
bir¢ok aileye gecim kaynagi olusturmak gibi birgok firsat sunulmustur. Gastronomi turizmindeki
tehditlere bakacak olursak; cografi konum itibari ile olusan terdr olaylar1 algisinin iyilestirilememesi,
yerel halkin yoresel yemeklere olan ilgisinin gastronomi turizmi kapsaminda kullanilmamasi, turizm
sektoriinde istihdam olusturulamamasi, yiyecek-igecek isletmelerinin yo6resel yemekleri mentilerinde
etkin olarak kullanmamasi, Siirt disinda faaliyet gosteren sivil toplum kuruluslarinin yeterli diizeyde
faaliyet gosterememesi, gastronomi turizmi bilincinin olusmas: igin gerekli etkinlik ve egitimlerin
olmaysis1, yabanci mutfaklara ait yiyecek-icecek isletmelerinin sayisinda artis yasanmasi gibi olumsuz
durumlar gastronomi turizmindeki tehditler olarak degerlendirilmistir. Calisma kapsaminda
gastronomi turizmi baglaminda farkindalik olusturulmasi, sehirde cografi isaret alarak tescillenen
trtinlerin 6n plana ¢ikarilmasi ve gastronomik {irtinler kapsaminda turistlerin destinasyonlar1 ziyareti
ile Siirt’e ait yerel tirtinleri deneyimlemesi saglanmaya calisilmis ve gastronomi turizm potansiyelinin
artirilmast amaclanmistir. Siirt’e ait daha once boyle bir calismaya rastlanmamis olmasi ile calismanin
alanyazina katki saglamasi diisiintilmektedir. Oneri olarak, Siirt'in gastronomi turizmi potansiyelini
artirmaya yonelik yiyecek igecek isletmelerinin sayismin artirilmasi ve bu isletmelerdeki yoresel
mutfaklarm faaliyete girmesinin saglanmasi, Universite, Valilik ve Kiilttir Turizm i1 Mudiirliikleri ile
igbirlikleri yapilmasi, gastronomi fuarlari, festivallerin gerceklesmesi igin gesitli desteklerin saglanmasi,
bolgeyi ziyaret eden turistlere tur rehberleri aracihigiyla yoresel tirtinlerin tanitimin yapilmasi, sosyal
medyada Siirt'in gastronomik unsurlarinin tanitimi ve reklamina daha fazla yer verilmesi ve gerekirse
gastronomi miizeleri agilarak yoresel tirtin tanitimi ve pazarlanmasina imkan saglanmasi gerektigi
diisuntilmektedir. Bu galismanin diger sehirlerdeki yerel {irtinlerle birlikte derinlikli incelenerek
bundan sonra yapilacak olan calismalara katki saglamasi distintilmektedir.
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Introduction

It is imperative for businesses operating in the tourism industry, which offer either direct or indirect
services to tourists, to comprehend the purchasing behavior and influencing factors of individuals who
consume or potentially consume touristic goods and services. Furthermore, in the fiercely competitive
landscape of contemporary times, it is judicious for businesses to ascertain the expectations and desires
of potential customer segments in the markets they target, rather than seeking novel markets. Hence,
businesses should prioritize consumer-oriented approaches and not only satisfy but also surpass the
expectations of consumers and potential consumers.

The confluence of technological advancements and globalization has facilitated enhanced accessibility
to comprehending consumer expectations. This paradigm shift has engendered a more nuanced
understanding of market dynamics and consumer behavior patterns across diverse geographical and
cultural contexts. However, the frequent changes in the motivational factors that influence these
expectations have made it increasingly challenging to comprehend and interpret them. As a result,
businesses must engage in comprehensive and continuous field research to gain insights into the
motivational factors that influence consumers in a competitive environment. It is crucial to determine
the extent to which psychological, demographic, and socio-cultural factors impact consumer
motivational factors and to precisely measure the impact of motivational factors on purchase intention.
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These measures are essential not only to reach potential consumers in the market but also to ensure
continuity among existing ones.

The tourism industry is keen to identify the motivational factors affecting and driving consumer
purchase intentions. By doing so, businesses aim to differentiate themselves from competitors and
influence consumer decision-making processes. This, in turn, helps businesses to remain competitive
within a constantly changing market environment, while also enabling them to consider larger
investments. In order to achieve these goals, businesses must first identify the factors that influence
consumer purchase intentions and the market. Subsequently, in order to develop effective marketing
techniques to reach potential consumer markets, it is essential to understand consumer motivational
factors.

This research endeavors to elucidate the correlation between tourist motivations and purchase
intentions among Russian travelers, a significant demographic in Turkey's inbound tourism market.
The primary objective of this study is to augment the understanding and strategic goals of the tourism
sector by conducting a comprehensive examination of the multifaceted construct of motivation. This
includes an exploration of its conceptual definition, historical evolution, and influencing factors. The
investigation provides a rigorous analysis of established theoretical frameworks pertaining to the
conceptualization and development of motivation, while simultaneously exploring the broader
consumer-centric perspective on motivation. Furthermore, the study delves into the application of
motivation theories within the specific context of tourism. In addition, the study provides definitions
related to purchase intention, factors affecting purchase intention, and the process of consumer
purchasing decisions, focusing on consumer purchase intention in tourism. Finally, the study includes
an empirical investigation to understand the relationship between tourist motivation and purchase
intention, presenting thorough analyses and developing practical recommendations based on the
results obtained.

Conceptual framework
The Concept of Motivation and the Concept of Motivation in Tourism

Motivation is a well-recognized concept in psychology, having gained significant attention among
scholars in the 1980s in America and the UK. Etymologically, it is derived from the Latin word "movere"
and is synonymous with encouragement, taking action, or moving (Goéller, 2015; Janpho et al., 2007). At
its core, motivation may be concisely defined as "individuals exerting effort and taking action in line
with their own desires and wishes to achieve a specific goal" (Sabuncuoglu, 2009). The word motivation
has its roots in the French and English word "motive" (Kaplan, 2007).

As a concept, motivation is a structure that encompasses all internal and external causes and the entire
mechanism of operation that urges individuals to behave. It determines the weight and potential power
of this urge and ensures that the behavior takes a direction and continuity (Arik, 2018). It is one of the
most powerful situations obtained by converting internal force into external behavior so that
individuals can continue their lives, determine their goals, and reach a point of satisfaction (Baygtiz,
2011). Therefore, motivation provides considerable benefits by stimulating individuals to take action,
pushing their perceptual power to the highest levels, and advancing their thought-based efforts.
Additionally, it creates the continuity and harmony of their activities (Sabuncuoglu and Tiiz, 1998). The
literature has developed various perspectives on the division of the concept of motivation into sections.
Various scholars have examined the concept of motivation through different theoretical lenses. For
example, Baysal and Tekarslan (1996) categorized motivational theories into "Content and Process
Theories." Giiney (2018) explored several prominent frameworks, including McClelland's
"Achievement Need Theory," Maslow's "Hierarchy of Needs," and Herzberg's "Two-Factor Theory"
(also known as the Motivational-Hygiene Theory). Additionally, Giiney discussed process-oriented
approaches such as Vroom's "Expectancy Theory" (later expanded by Lawler and Porter), Locke's "Goal-
Setting Theory," Adams' "Equity Theory," and Skinner's "Reinforcement Theory" (often referred to as
Behavior Modification).

Motivation is a theoretical concept that is intangible and unobservable but plays a vital role in
understanding human behavior (Baysal and Tekarslan, 1996). It is typically classified into two distinct
categories:

e Internal Motivation; it is a form of motivation that originates from individuals' own desires and
wishes. Individuals who are internally motivated have internal aspirations to succeed, and
possess traits such as self-management and decision-making skills. The development of this
type of motivation is due to individuals' needs, and it is characterized by the psychological
processes and underlying reasons of the individuals' behavior (Akman and Ozdasli, 2016).
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e External Motivation; it refers to the positive or negative effects of people or events in our
surroundings that influence our behavior. These effects may be material or spiritual and can
either increase or decrease the likelihood of a specific behavior. For example, a monetary reward
is an instance of external motivation in the material dimension, while criticism and praise are
examples of spiritual motivation (Konter, 1995). Certain behaviors may not be attributable to
individuals, but rather to environmental factors. In such cases, external motivation is used to
describe the influence of environmental events on behavior (Wu, 2003).

Motivation is a complex and abstract concept that is difficult to define and measure. Therefore,
understanding the factors that influence an individual's motivational elements requires evaluating and
observing their behavioral structures (Cetin, 2015). Researchers have identified various factor elements
that contribute to motivation, including behavioral, cognitive, environmental, and personal structures,
as well as extrinsic and intrinsic motivational elements. These factors interact with each other to create
a complex motivational structure, which can be categorized into five groups (Keskin, 2018):

e Arousal is the result of the interplay between physical and psychological factors in individuals
and represents the intensity of the motivational structure's elements. In stimulated individuals,
intensity can be traced on a continuum from non-reactivity to stimuli to hyper-reactivity to
every stimulus. Non-reactivity to stimuli is defined as "coma," while perceiving stimuli and
overreacting is defined as "frenzy-outburst."

e Anxiety is defined as a negative emotional state characterized by the degree of individuals'
nervousness, worries, and fears. This state is associated with the body's arousal by negative
emotions and its actions in accordance with these stimulations. The sum of the factors
determining the degree of physical movement defines the physical state of anxiety.

e A need can be defined as the lack or absence of factors that individuals desire or require.
According to this definition, needs can be simple and concrete or abstract requirements with a
complex structure that may emerge later (Keskin, 2018). Based on the hierarchy of needs,
individuals whose primary needs cannot be met cannot achieve their secondary-level desires
or make them a source of motivation, regardless of how intense their desires and wishes are.
When the stair-step structure of needs and desires is achieved one by one, the factors in the next
step emerge, providing an individual with a driving force (Sabuncuoglu and Tiiz, 1998).

e Beliefs are another factor that affects individuals' motivation. While some studies define the
beliefs individuals possess as a stable and uncontrollable driving force, others express that this
situation can develop and even change through effort. Belief systems that influence behavioral
patterns constitute a complex cognitive phenomenon inherent to each individual's
psychological makeup. These beliefs are between attitudes and evaluations regarding the
reason for success, life, and goals (Kaplan, 2007).

e The goal is one of the reasons that directs individuals' behaviors and turns their perceptions
into an action towards achieving or necessitating something. For this reason, every individual's
behavior has a purpose, a reason, and a leading goal that directs them towards it. Individuals
cannot act arbitrarily. The goal plays an important role in regulating behavior, even if they do
not achieve every target they have planned (Onen and Tiiziin, 2005).

The inquiry into the determinants of tourists' purchasing behavior is one of the most frequent research
questions posed in the tourism industry (Rizaoglu, 2012). Motivation is the impetus for individuals to
satisfy their needs, and in the context of tourism, needs comprise activities such as leisure, relaxation,
cultural participation, and belief fulfillment. Hence, motivation in tourism can be construed as the
psychological, sociological, and physiological factors that underpin tourists' purchasing behavior
(Ozgen, 2000). To summarize, tourists' motivation to purchase tourism products emanates from their
desire to depart from their current situation and act upon internal and external driving forces (Meng et
al., 2008).

The literature has examined and classified tourist motivations into different categories through various
studies. Dann (1981) identified three motivation categories that influence consumers to purchase
tourism products: "reacting to loneliness," "self-enhancement," and "fantasy." McIntosh and Goeldner
(1986) classified motivations into four groups: "physical," "cultural," "interpersonal status," and
"prestige." Hartman (1992) categorized motivations into two groups: "escape motivation" and
"directional motivation" (Balci, 2017).

This literature review highlights the importance of understanding consumer purchase motivations in
the context of tourism products. It is evident that each tourism market creates its own set of motivations
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that influence consumer behavior. As such, consumers are influenced by multiple motivational factors
when making tourism-related purchases. While the motivational factors are complex, it is essential to
identify them in order to create an effective tourism market. This is because motivation is a powerful
and influential factor that drives consumer behavior (Uysal et al., 2008). Crompton and McKay (1997)
assert that motivation is a critical factor in consumer tourism product purchases. They provide three
reasons to support their claims, which emphasize the importance of understanding consumer
motivations when designing and marketing tourism products. These reasons are:

e Understanding the motivational factors of consumers is an important step in providing better
service and products to consumers who show a tendency to purchase tourism products. At the
core of motivation lie needs, and the best factor that meets these needs must be determined, as
consumers prefer products that benefit them and meet their expectations.

e Understanding the motivational factors of consumers is directly related to their satisfaction in
purchasing tourism products. Understanding the motivation that drives them to make a
purchase, their experiences in the tourism field, and their satisfaction with the product
purchased are crucial. The continuity of the tourism industry depends not only on providing
customer satisfaction but also on the continuity of experiential facts provided by repetition of
such experiences and customer satisfaction, which will ensure repeated purchases. Therefore,
motivation is indirectly related to satisfaction.

e Finally, to understand the motivational factors of consumers who purchase tourism products,
it is necessary to know where the concept of motivation lies in the purchasing process.
Understanding the tourist's purchasing motivation is key to understanding the decision-
making process.

As can be understood from the information provided above, six basic headings enable consumers to
purchase tourism products: physical factors, emotional factors, personal factors, personal development
factors, status factors, and cultural need factors (Pearce and Lee, 2005; Horner and Swarbrooke, 2007).

Purchase Intention and Purchase Intention in Tourism

Purchase intention is the tendency of individuals to purchase goods and services (Eren, 2009). However,
understanding purchase intentions and tendencies is insufficient to comprehend consumer behavior.
To gain a comprehensive view of consumer behavior, it is also necessary to consider their feelings,
physical and psychological changes, and situational influences on their decision to purchase or not.
Nonetheless, intentions are a determining factor in behavior formation, including access, acceptance,
trial, purchase, and adoption (Toptas, 2016).

During the purchase process, this intention transforms into the consumer's behavior. Two factors are at
the heart of this transformation: other individuals' attitudes and unexpected situational factors. Briefly,
it can be explained as follows (Kiraci, 2014):

e In the evaluation of other individuals' attitudes, consumers may either discontinue their
purchase intention or pursue a purchase with heightened motivation, influenced by
environmental and social factors. The underlying premise of this phenomenon is the desire for
social acceptance and the development of a sense of belonging.

e Conversely, unforeseen situational factors can also impact individuals' intentions regarding
purchase or non-purchase decisions. These factors encompass the individual's financial
constraints impeding the purchase, negative feedback concerning the product or service, and
promotional offers from competing firms.

Consumer purchasing behavior develops from individuals' desire to exceed their current physical and
psychological state, and the needs and desires required to solidify this behavior are determined by the
individual's personal, social, and environmental characteristics. The factors that influence consumers'
purchasing behavior and intentions are shown below. These factors (Hock and Ringle, 2006) can be
categorized into three dimensions:

e Personal factors: These determinants, originating from consumers' individual predispositions,
can be systematically categorized into three distinct dimensions: personal value systems,
institutional frameworks, and cultural paradigms. Each of these dimensions plays a crucial role
in shaping consumer behavior and decision-making processes. Personal values are
conceptualized as the resources that individuals possess. The institutional context refers to the
institutions and organizations with which an individual identifies and feels a sense of
affiliation. Culture is defined as the comprehensive set of behaviors, aspirations, and existential
elements within the social framework in which individuals are situated (Park et al., 2006).
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e Environmental factors: These elements, which emanate from consumers' environmental
contexts, are categorized into three distinct dimensions: economic, technological, and public
policy. These exogenous factors significantly influence consumer behavior and decision-
making processes within the marketplace. The economic dimension encompasses the financial
prosperity and employment rates within the individual's geographical location. The
technological dimension comprises anthropogenic inventions and devices designed to sustain,
facilitate, and enhance human life and activities. Public policy encompasses governmental
legislation and regulations that govern individual behavior (Hock & Ringle, 2006).

e Social factors; Social factors emanating from the influence of various individuals and groups in
a consumer's environment are further categorized into two distinct dimensions: roles and
statuses. These dimensions play a significant part in shaping consumer behavior and decision-
making processes. Roles encompass the control of an individual's behavior based on their
position. Status covers the decisions individuals make based on their repetition, which
influences their purchasing tendency and ability to engage in a behavior (Giiger, 2010).

Purchase Decision Process
4 N\ [/ N\ N\ [/ N\
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Psychological
Elements:
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Figure 1. Factors that Influence the Purchase Decision Process

The intention to purchase in the tourism sector refers to the willingness of a consumer to actively engage
in the process of purchasing a tourist product or service. This definition is used within the tourism
marketing framework to provide meaning to a structure that influences the behavior of tourists.
Similarly, the intention to purchase concept is crucial in studies aimed at understanding the behavior
of tourists with regards to purchasing tourist products (Fang and Lin, 2015). In the tourism sector,
numerous studies have been conducted to ascertain the customer's intention to purchase and to
determine how much it is influenced by the product or service (Table 1). Some examples of these studies
are listed below:

Table 1: Studies on Purchase Intention in Tourism
Publication Year Authors Publication Title Conclusion
Based on research findings,
tourists are found to have
stronger environmental
attitudes towards preserving

Nelson Barber, D. Christopher

Wine Tourism, wine region destinations.
Taylor . .
2010 and Environmental Conserns Consequently, businesses that
. and Purchase Intention aim to influence consumers'
Cynthia S. Deale

purchasing intentions are
required to have stronger
environmental attitudes, and
the impact of this phenomenon
is anticipated.
The research findings indicate

. Second-home owners’ that second homeowners differ
Torvald Tangeland, Birger . . SRR
intention to purchase significantly from other
Venneslandb . .
2012 and nature-based tourism consumers in terms of the
Erlend Nybakkb activity .products -A . fagtors that affect their.
Norwegian case study intention to purchase tourism
products.
Based on the research findings,
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Research shows that in the tourism sector, many stakeholders and processes can influence consumers'
purchase intentions. Understanding these intentions and what influences them is crucial for consumers
to exhibit sustainable consumption behavior.

Method

The research methodology employed in this study adheres to a mixed-methods approach, which is
conceptualized as a systematic integration of qualitative and quantitative methodologies, paradigms,
and concepts within a singular research endeavor or a series of interconnected studies. The justification
for adopting mixed-methods research can be categorized into five primary rationales. In the context of
this investigation, the mixed-methods approach was selected based on the principle of
complementarity. This principle posits that one methodological approach can be utilized to elucidate,
augment, and refine the findings derived from an alternative methodological approach. In
complementary mixed-methods designs, both qualitative and quantitative data are employed to enrich
and elaborate upon the phenomenon under investigation by examining it from diverse epistemological
perspectives. Consequently, each analytical approach serves to complement and enhance the other,
resulting in a more comprehensive and nuanced understanding of the research problem (Toraman,
2021).
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Motivation (Scale 1)

Purchase Intention

Demographic
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Motivation (Scale 2)

Motivation (Scale 3)

Figure 2: Conceptual Model of Quantitative Research

The quantitative research methodology employed written questionnaires as the primary data collection
instrument. The surveys were meticulously designed to elicit accurate and reliable information
pertinent to the research subject. Both in-person and online administration methods were utilized to
ensure the validity of the survey data. Statistical analyses, including frequency distributions, means,
and percentages, were employed to analyze and evaluate the quantitative data obtained from the
surveys. To investigate the hypotheses formulated regarding the relationship between motivation scales
and purchase intention scales, as well as to examine attitudinal differences in these scales across
demographic variables, regression analyses, t-tests, and analyses of variance (ANOVA) were
conducted. The data analysis was facilitated through the use of specialized statistical software packages.

) << 4

~

¢ Identification of Research Questions

¢ Inclusion in the Survey Form and Distribution to Participants

* Response to Survey Questions Electronically and Face-to-Face
* Submission to the Researcher

* Content Analysis

* Qualitative Findings

Figure 3: Conceptual Model of Qualitative Research

The qualitative research section employed the survey method as the data collection technique
for the entire qualitative part of the research. A survey is a method of obtaining information
verbally or in writing from individuals. The information requested from the individual may be
quantitative or qualitative data of different types related to themselves, their environment, or
their institution. To collect qualitative data, two open-ended questions were directed to the
survey participants. The content analysis method, a qualitative analytical approach, was
employed to analyze and evaluate the qualitative data obtained from the surveys. This method
necessitates a more comprehensive examination of the collected data and the identification of
concepts, categories, and themes that elucidate these data. In content analysis, codes are derived
from events and phenomena that are frequently recurring in the dataset or emphasized by
participants. Subsequently, themes are extrapolated from these codes. In essence, data (codes)
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and themes that exhibit similarities and interrelations are aggregated and interpreted. As
elucidated by Celik et al. (2020), content analysis involves the systematic disaggregation of
participants' opinions. Within this framework, the data procured from Russia were subjected to
analysis, and conclusions were deduced.

The research methodology employed in this study was the concurrent triangulation design, a mixed-
methods approach that facilitates the simultaneous collection and analysis of both quantitative and
qualitative data. This design accords equal priority to both data types, with separate analyses conducted
for each, followed by data integration during the interpretation phase. The integration process, also
referred to as triangulation, involves a critical examination of the convergence between the two data
sets. This methodological approach is particularly efficacious for corroborating, reinforcing, and cross-
validating research findings (Toraman, 2021).

For the quantitative component of the study, a unidimensional "Purchase Intention Scale" was
developed. This instrument comprised four items and was grounded in the seminal works of Sproles
and Kendall (1986), Lichtenstein et al. (1990), and Lam (2007). The scale's development was informed
by an extensive literature review on tourist motivation measurement, which encompassed three scales
and 14 dimensions (Snepenger et al., 2006; Elegre et al., 2005; Fodness, 1994). The scale underwent
rigorous expert consultation during its development phase. The survey instrument, based on statements
from the first and second sections of the questionnaire, utilized a 5-point Likert scale (1 = strongly
disagree; 2 = disagree; 3 = undecided; 4 = agree; 5 = strongly agree).

The scale items underwent a meticulous translation process into Turkish, executed by a faculty member
proficient in English instruction at the Adnan Menderes University Faculty of Tourism. The scales were
subsequently validated through consultation with faculty members from the aforementioned institution
and members of the thesis monitoring committee, with no modifications deemed necessary. To enhance
the comprehensiveness of the survey, ten demographic questions and two qualitative inquiries were
appended to the instrument. To ensure cross-cultural validity, the final survey was translated into the
respective native languages of the target samples by certified translators with domain expertise.

Purpose of the Study, Sample Selection and Data Collection

The aim of this study is to investigate the impact of motivation factors on purchase intention among
potential consumers in Russia's local population. Additionally, the study aims to determine whether
demographic characteristics are related to motivation factors. The research universe consists of local
people living in Russia were selected for the study. Due to time and financial constraints, a convenient
sampling method was used, whereby respondents were selected as they were generally in the right
place at the right time. The sample size aimed to reach 384 participants with a 95% confidence interval
and a 5% margin of error. Fink Kids Wear received 399 responses through online and face-to-face
questionnaires. The questionnaire comprises four subsections, including 59 expressions of tourism
motivation scales, four expressions of the purchase intention scale, demographic questions, and two
open-ended questions for qualitative analysis. The findings of this research will contribute to existing
literature on motivation factors and purchase intention, with practical implications for marketers
targeting the Russian local population.

Findings
Demographic Data, Normal Distribution, Reliability and Validity Findings

The third section of the survey comprised 10 demographic questions designed to ascertain participants'
socio-demographic characteristics. These inquiries elicited information regarding respondents' age,
gender, educational attainment, marital status, generational cohort, occupational category, religious
affiliation, preferred travel information sources, prior visitation to Turkey, and income level relative to
their country of residence.

Gender: The survey results indicate that there are 201 women (50.4%) and 198 men (49.6%) among the
participants, with the proportion of female participants being slightly higher than that of males.

Marital status: The survey results indicate that there are 185 single individuals (46.4%), 193 married
individuals (48.4%), and 21 divorced-widowed individuals (5.3%), with the proportion of married
participants being slightly higher than that of single participants and significantly higher than that of
divorced-widowed participants.

Education level: The survey results indicate that 15 individuals (3.8%) graduated from elementary
school, 99 individuals (24.8%) graduated from high school, 223 individuals (55.9%) graduated from
university, and 62 individuals (15.5%) have a graduate degree. According to the participants' education
level, it can be said that the education level is high, and the highest graduation rate is from high school
and university.
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Age distribution: The survey results indicate that the majority of consumers are 168 young consumers
in the 25-34 age group (42.1%). When looking at other age groups, it is seen that there are 63 young
consumers in the 18-24 age group (15.8%) and 119 middle-aged consumers in the 35-44 age group
(29.8%). Therefore, it can be said that the majority of the participants in the survey are young and
middle-aged consumers.

Generations: The survey results indicate that the majority of consumers are 252 young participants in
the Y generation (63.2%). The second-highest value is the Z generation with 78 participants (19.5%).
Therefore, it can be seen that the proportion of young participants is high in the intergenerational
examination.

Profession: The survey results indicate that 229 individuals (57.4%) are workers, and 27 individuals
(6.8%) are engineers. The highest frequency of participants was observed among workers and engineers,
followed by medical professionals (n=22) and civil servants (n=20).

Religious Affiliation: The survey data reveals diverse religious demographics among participants.
Christianity emerged as the predominant faith, representing 61.4% (n=245) of respondents. Non-
religious individuals constituted 17.5% (n=70) of the sample, equal to the proportion identifying as
Muslim (17.5%, n=70). Other religious affiliations accounted for 8.5% (n=34) of participants, while a
single respondent (0.25%) identified as Jewish.

Prior Visitation to Turkey: Analysis of the data indicates that a majority of participants (56.6%, n=226)
had previously visited Turkey, while 43.4% (n=173) reported no prior visits. This distribution suggests
a relatively high familiarity with the destination among the sample population.

Information Sources for Travel Decisions: The study identified primary sources of information utilized
by participants in their travel decision-making processes. The Internet emerged as the most prevalent
source, employed by 61.2% (n=244) of respondents. Tour operators and travel agencies were the second
most common resource, utilized by 25.3% (n=101) of participants. Media sources were referenced by
10.5% (n=42) of the sample. Additionally, a single respondent (0.25%) cited personal recommendations
as their primary information source. These findings highlight the dominance of digital platforms in
travel information dissemination, followed by traditional intermediaries and media outlets.Income
level: The survey results indicate that 224 individuals (57.4%) have a medium-level income, followed
by 81 individuals (20.3%) who are high-income earners and 54 individuals (13.3%) who are low-income
earners according to the country where they live. Overall, it can be seen that the participants consist of
individuals with a medium level of income.

The data obtained from the motivation scales and purchase intention scale showed normal distribution.
Four scales were used to examine the normality of the obtained data:

e The descriptive statistics for the first motivation scale revealed comparable mean (M = 3.1746)
and median (Mdn = 3.4615) values. The distribution exhibited normality, as evidenced by the
skewness (-0.417) and kurtosis (-0.825) values falling within the acceptable range (-1.5 to +2.5)
for normal distribution assumptions.

e Analysis of the second motivation scale yielded proximate mean (M = 3.2629) and median (Mdn
= 3.65) values. The distribution conformed to normality, with skewness (-0.662) and kurtosis (-
0.836) values within the prescribed range (-1.5 to +1.5) for normal distribution assumptions.

e Examination of the third motivation scale demonstrated analogous mean (M = 3.2922) and
median (Mdn = 3.6923) values. The distribution adhered to normality, as indicated by the
skewness (-0.638) and kurtosis (-0.921) values falling within the specified range (-1.5 to +1.5) for
normal distribution assumptions.

e The purchase intention scale analysis revealed concordant mean (M = 3.1571) and median (Mdn
= 3.3333) values. The distribution exhibited normality, as corroborated by the skewness (-0.226)
and kurtosis (-0.518) values within the established range (-1.5 to +1.5) for normal distribution
assumptions.

Parametric tests were used in statistical analyses to determine the relationships between motivation
scales, purchase intention scale, and participants' demographic information. These tests were chosen
because normal distribution assumptions were met in the study conducted in Russia.

When examining the reliability coefficients of the main study, the Cronbach a values of the motivation
scales were calculated as 0.943, 0.967, and 0.976, respectively. These findings demonstrate a high level
of internal consistency and reliability. The Cronbach's alpha coefficient for the purchase intention
construct was computed to be 0.777, which is indicative of satisfactory reliability according to
established psychometric standards in the field.
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In this empirical investigation, factor analysis was conducted employing the principal components
technique. To optimize factor structures and enhance the clarity and interpretability of the datasets, the
Varimax rotation method was implemented. Post-application of the Varimax method, notable
disparities in item distribution and factor aggregation were observed for the motivation and purchasing
scales relative to their original configurations. These discrepancies may be attributed to linguistic,
cultural, and affective variations within the sample population.

The explained variances and eigenvalue coefficients of the scales demonstrate robust validity ratios. The
initial scale utilized in the study comprises 13 items, and the Kaiser-Meyer-Olkin (KMO) and Bartlett's
Test of Sphericity, which assess the adequacy of the sample size and the suitability of the motivation
scale for factor analysis, yielded a value of 0.948 with a significance level of (p < 0.05), indicating that
the dataset was appropriate for the study.

The second scale employed in the study consists of 20 items, and the KMO and Bartlett's Test resulted
in a value of 0.976 with a significance level of (p < 0.05), further confirming the dataset's suitability for
analysis.

The third scale utilized in the study is composed of 26 items, and the KMO and Bartlett's Test produced
a value of 0.981 with a significance level of (p < 0.05), once again validating the dataset's appropriateness
for the study.

The purchasing intention scale initially consisted of 4 items; however, one item was eliminated due to
its substantial negative impact on the values. The KMO and Bartlett's Test for the purchasing intention
scale yielded a value of 0.665 with a significance level of (p < 0.05), indicating that the dataset was
suitable for the study.

Quantitative Research Findings

This section of the study, conducted in Russia, aimed to determine the relationship between motivation
and purchase intention scales, and whether these scales differed based on participants' demographic
characteristics. The study employed a range of statistical analyses, including regression, t-test, and
analysis of variance (ANOVA). Additionally, descriptive statistical methods were utilized to ascertain
the item loading factors associated with the motivation and purchase intention scales. Table 2 presents
the different situations shown as a whole, based on the hypotheses created from the data obtained
through surveys conducted in Russia.

Table 2: Russia Hypotheses Control Table

Hypothesis Scale | Homogeneity | Significant | Applied Test Result
There is a positive relationship between
participants' motivation to engage in
tourism and their purchase intention.
1 There is Regression ,788 Relation (R2=,621)
2 There is Regression ,804 Relation (R2=,647)
3 There is Regression ,823 Relation (R2=,678)
There are differences in participants'
motivation to participate in tourism
based on
their gender.
1 No There is T-Test Absence of Discernible
not Differences
2 No There is T-Test Absence of Discernible
not Differences
3 No There is T-Test Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on their
gender.
No There is T-Test Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their marital status.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA - Statistically Significant
Dunnet C Differences Observed
There are differences in participants'
purchase intentions based on their
marital
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status.
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their educational level.
1 No There is ANOVA - Statistically Significant
not Dunnet C Differences Observed
2 No There is ANOVA - Statistically Significant
not Dunnet C Differences Observed
3 No There is ANOVA - Statistically Significant
not Dunnet C Differences Observed
There are differences in participants'
purchase intentions based on their
educational level.
Yes There is ANOVA - Statistically Significant
TUKEY Differences Observed
There are differences in participants'
motivation to participate in tourism
based on
their age.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on their age.
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their generation.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on their
generation.
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their occupation
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on their
occupation
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their religious group
1 No There is ANOVA - Absence of Discernible
not Dunnet C Differences
2 No There is ANOVA - Absence of Discernible
not Dunnet C Differences
3 No There is ANOVA - Absence of Discernible
Dunnet C Differences
There are differences in participants'
purchase intentions based on their
religious
group.
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No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
whether they have visited Turkey or not.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on whether
they
have visited Turkey or not.
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their main source of travel information.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA - Absence of Discernible
Dunnet C Differences
3 No There is ANOVA - Absence of Discernible
Dunnet C Differences
There are differences in participants'
purchase intentions based on their main
source of travel information.
No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
motivation to participate in tourism
based on
their income.
1 No There is ANOVA Absence of Discernible
not Differences
2 No There is ANOVA Absence of Discernible
not Differences
3 No There is ANOVA Absence of Discernible
not Differences
There are differences in participants'
purchase intentions based on their
income.
No There is ANOVA Absence of Discernible
not Differences

After analyzing data obtained from scales measuring the motivation and purchasing intention of local
Russians to participate in tourism, it was found that the motivation rates were 3.1745, 3.2629, and 3.2922,
while the purchasing intention was 3.1571. The findings of this study suggest that Russian tourists
demonstrate an above-average level of motivation and purchase intention with regard to tourism
participation. This observation indicates a heightened propensity among Russian consumers to engage
in and allocate resources towards tourism-related activities.

Qualitative Research Findings

This section of the study presents motivational and demotivating dimensions, as well as resulting
themes obtained from answers to two questions asked in surveys conducted in Russia. Tables are used
to display the frequency repetitions. The first question asked in the surveys was "What are the
motivating factors for you to travel? (excluding questions asked outside of quantitative scales)." The
following table shows the content analysis of the answers received from the first question.

JTIS (2024) 7(2): 137-157

148



Cihan Yilmaz & Giilnur Karakag Tandogan

Table 3: Qualitative Analysis of Russia First Question

Dimensions

Themes

Motivation Factors

Frequency

Push Factors

Psychological Needs

Curiosity

W

Desire to achieve my goals

Meeting my interest needs

Desire to communicate

Desire to experience adventure

Aesthetic search

Achieving my dreams

Realization of my wishes

Desire to collect memories

Physical Needs

Desire to rest

Climate/Weather Conditions

Hygiene

Quest for
Novelty

Desire to explore

Being in search of new things

Desire to see new places

Desire to meet new people

Desire for diversity on vacation

Desire to learn about new cultures

Desire to taste new flavors

Desire to see new countries

Escape

Desire to escape daily life

Desire for a change of environment

Desire to take advantage of
opportunities
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Desire to experience a feeling of freedom

_

Personal
Environmental
Satisfaction

Desire to spend time with family

N

Desire to spend time with friends

_

Personal
Development

Desire to acquire new knowledge

Desire to learn a foreign language

Desire for personal development

Desire to gain experience

Desire to learn

Desire to compare

Pull Factors

Special Interests

Camping

Interest in history

Nature

Classical
Tourism
Expectations

Sea

Sun

Sand

Good staff

Attitude of the local people

Good service

Beautiful places

Other

Coronavirus

Turkey's health initiatives
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Themes are categorized into two main dimensions: Push Factors (Psychological Needs, Physical Needs,
Novelty Seeking, Escape, Personal Environmental Satisfaction, Personal Development) and Pull Factors
(Special Interest, Classical Tourism Expectations, Other). Frequency distributions have been added to
the table (3,270) to better understand which factors motivate tourists more intensely, based on the

qualitative data analysis results.

The theme of "Psychological Needs" under the Push Factors dimension can be interpreted as follows,

based on the frequency distributions:

e The highest frequency within the Psychological Needs theme is the need for attention, which is
the main motivation factor. Understanding customer motivation factors is crucial for meeting
customer expectations in tourism. The need for attention, which is often an emotional burden,
drives people to seek attention in places where they cannot find it in their daily lives. Tourism
includes service structures that fully respond to this, such as "personal attention". Therefore,
people consider their need for attention as a motivation for tourism and show it within their
understanding of vacation. The other two motivation factors with high frequency are curiosity

and the desire to achieve goals.

e According to the analysis results obtained from the same frequency distributions, the
motivation factors are as follows: desire to communicate, desire for adventure, aesthetic search,

realization of dreams and wishes, and desire to create memories.
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The physical needs theme within the driving factors dimension can be analyzed based on frequency
rates as follows:

Analysis of frequency rates indicates that climate/weather conditions and hygiene emerge as
the primary motivation factors within the physical needs theme. The tourism sector is
significantly influenced by weather and climate, with "tourism potential" in various global
regions being constrained by these environmental factors. Tourists tend to avoid destinations
with climate conditions that may induce discomfort, such as extreme temperatures (Aydemir
& Senerol, 2014). The frequency obtained in the analysis results corroborates this phenomenon,
and the identified motivation factor further substantiates this finding.

Within the physical needs theme, the rest factor exhibits the lowest frequency rate among
motivation factors.

The innovation search theme within the driving factors dimension can be interpreted based on
frequency rates as follows:

The most prevalent motivation factors in the innovation search theme, as indicated by
frequency rates, are the desire for novel experiences, specifically: visiting new locations,
exploration, and engaging in new activities.

Secondary motivation factors, exhibiting equal frequency levels but lower than the
aforementioned primary factors, include: the desire to meet new people, seeking variety during
vacations, learning about new cultures, and experiencing new culinary offerings.

The motivation factor related to visiting new countries demonstrates the lowest frequency rate
in the analysis, with only one occurrence.

The escape theme within the driving factors dimension can be interpreted based on frequency rates as

follows:

The predominant motivation factors in the escape theme, as evidenced by frequency rates, are
the desire to disengage from daily routines and the pursuit of environmental change.

Secondary motivation factors, exhibiting equal frequency levels but lower than the primary
factors, include the desire to capitalize on opportunities and experience a sense of freedom.

The personal environment satisfaction theme within the driving factors dimension can be interpreted
based on frequency rates as follows:

The most significant motivation factor in the personal environment satisfaction theme, as
indicated by frequency rates, is the desire for family bonding time.

A secondary motivation factor, exhibiting a lower frequency rate, is the desire to spend time
with friends.

The special interest theme within the driving factors dimension can be interpreted based on frequency
rates as follows:

The primary motivation factor in the special interest theme, as evidenced by frequency rates, is
an interest in historical subject matter.

Secondary motivation factors, demonstrating lower frequency rates, include interests in nature
and camping activities.

The classic tourism expectations theme within the driving factors dimension can be interpreted based
on frequency rates as follows:

The predominant motivation factor in the classic tourism expectations theme, as indicated by
frequency rates, is the sea-related factor, closely followed by the sun-related factor.

Secondary motivation factors, exhibiting lower frequency rates, include desires for beach
experiences, quality staff interactions, positive local community attitudes, superior service
provision, and opportunities to witness scenic locations.

The "Other" theme within the driving factors dimension can be interpreted based on frequency rates as

follows:

The highest motivation factor under the "Other" theme, based on frequency rates, is the
coronavirus factor. It is thought that the pressure created by pandemic measures implemented
in Russia periodically and erroneous work carried out is behind the frequency rate of this factor.
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The frequency degree under the "Other" theme is single and the health studies carried out in
Turkey are also included in the frequencies due to this attitude.

The table of content analysis made with the answers received as a result of the second question asked
in the surveys, "What are the factors that negatively affect your travel motivation? (Except for questions
asked outside the quantitative scale)" is as follows.

Table 4: Qualitative Analysis of Russia Second Question

Factors That Negatively Affect
Di . Themes .o
imensions Motivation

Frequency

Lack of sufficient budget
Financial Problems High prices
Cost

Lack of time
Internal Mistrust
Factors Desire to stay away from people
Personal Daily worries
Problems Communication problems

Workload
Vacation with children
Negative experiences

Confusion

Fights

Prejudices
Destination Long distances
External Factors Problems Political climate

Terrorism
War
Coronavirus
Health Problems Hygiene
Illnesses
Organizational Bad service
Problems Bad staff
Bad attitude
Poor quality service
Poor environmental conditions
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After analyzing the responses to the second question, two main dimensions were identified to classify
the themes. These dimensions and their respective themes are defined as follows: (1) Internal Factors
(Financial Problems, Personal Problems) and (2) External Factors (Destination Problems, Health
Problems, Health Problems, Organization Problems). To better understand which factors are more
strongly associated with motivation, frequency frequencies have also been added to the table (3.271) in
line with the results of the analysis obtained from qualitative data.

The theme of "Financial Problems" among the themes gathered under the Internal Factors dimension
can be interpreted based on the following frequency frequencies:

e As can be seen from the frequency frequencies, the most negatively affecting factor that
diminishes motivation under the financial problems theme is the lack of a sufficient budget
factor.

e Following this, high prices are the next most frequent factor in terms of reducing motivation.

o The cost factor is the least frequent factor that negatively affects family motivation among the
themes under the financial problems category.

The theme of "Personal Problems" among the themes gathered under the Internal Factors dimension
can be interpreted based on the following frequency frequencies:

e As can be seen from the frequency frequencies, the factor that most negatively affects
motivation under the personal problems theme is the lack of time.

e Other factors that are high in frequency and reduce motivation include the desire to stay away
from people and insecurity.

e The motivation-reducing factors with a single frequency for each and ranked last in terms of
frequency are daily worries, communication problems, work intensity, vacations with children,
and negative experiences factors.

The theme of "Destination Problems" among the themes gathered under the External Factors dimension
can be interpreted based on the following frequency frequencies:
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e All the factors included in the Destination Problems theme are factors that reduce motivation
with a single frequency. These factors include confusion, fights, prejudices, long distances,
terrorism, and war.

The theme of "Health Problems" among the themes gathered under the External Factors dimension can
be interpreted based on the following frequency frequencies:

e As can be seen from the frequency frequencies, the factor that most negatively affects
motivation under the health problems theme is the coronavirus factor, which is the factor with
the highest frequency in the entire study.

e Diseases follow the coronavirus factor in terms of frequency.
e The hygiene factor is the least frequent factor that negatively affects motivation.

The theme of "Organization Problems" among the themes gathered under the External Factors
dimension can be interpreted based on the following frequency frequencies:

e As can be seen from the frequency frequencies, the most negatively affecting factor that
diminishes motivation under the organization problems theme is the bad staff factor.

e The motivation-reducing factors with a single frequency for each and ranked last in terms of
frequency are the bad service, bad attitude, bad service, and bad environmental conditions
factors.

Conclusion and Suggestions

Identifying potential tourists' motivations and understanding their degree of motivation is a necessary
condition for tourism supply stakeholders to make investment and progress decisions. In addition,
comparing and prioritizing motivation factors and rates is important for determining the preferred
priority motivation factor that will be financially supported. However, only identifying what
motivation factors are or to what extent they are present is not sufficient to understand a consumer's
purchasing behavior. In addition to determining the purchase intention rate of potential consumers and
the relationship between tourism participation motivation, it is thought that determining these
relationships will provide more accurate information to understand a consumer's tourism participation
behavior.

This study aims to determine the relationship between the motivation to participate in tourism and the
purchasing intention of local residents in Russia, and to identify the differences in consumer
demographic characteristics that affect them. Based on the findings obtained, the results and
recommendations for future research and tourism stakeholders are presented.

The study was conducted with citizens of the country that ranks second in sending the most tourists to
the researchers' country, instead of tourists currently in their country. The aim was to determine the
motivation potential and diversity of people who are intending to buy vacation packages while they are
still in their own country. Based on the data obtained from Russia, it can be said that there is a positive
and good level of relationship between the motivation to participate in tourism and the purchasing
intention of individuals separately determined by the three motivation scales. Therefore, as the
motivation levels of potential consumers increase, the level of purchase intention also increases in
Russia.

One of the important pieces of information obtained from the analyses conducted in the research is the
item meaning averages of the motivation and purchasing intention of potential customers. The fact that
the points given are in the same proportion to each other is also shown in the correlation analysis
performed, indicating that these two are in a positive linear relationship with each other. When the
motivations of participants are evaluated in general based on the data obtained from Russia, it is seen
that each one has a motivation structure above the average. At this point, when the item meaning
averages of country are examined;

e Among the factors that are highly valued as motivation factors in Russia are individuals' desire
to feel good, experience new things on their own, see things they wouldn't normally see while
on vacation, and their preferred type of accommodation, view of the destination, and elements
of destination accommodation quality. Tourism, which has continuously evolved and been
adopted by large groups of people, has created its own market among desires such as rapid
transportation networks, good and quality organization, quality accommodation, qualified
resources (natural, artificial, and cultural), and low costs (Ovali, 2007). At the core of these
desires lies the search for meeting individuals' needs to feel good and experience things.
Therefore, the motivation factors with the highest meaning loads obtained in Russia appear as
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elements that have been pursued to meet the purpose since the beginning of tourism. Another
pursuit within tourism is to meet the visual needs and experiences of tourists. For this purpose,
many tourism accommodation facilities and transportation diversities have been established.
Tourist trips and accommodations are not only a way of overcoming distances, but also a way
of experiencing and enjoying various landscapes unlike daily mobility. Generally, these types
of journeys offer the visual nature of tourism experiences and the privilege of appealing to all
senses. For example, in Turkey, the aim of Eastern Express train journeys and destinations is to
appeal to guests' visual tastes (Bingol and Kozak, 2020). The research results also prove the
existence of expectations in the target audience that this structure appeals to.

The results of the research show that the highest motivational factors in the countries where the research
was conducted are the need to feel good, the desire to escape from daily life, security, cleanliness and
hygiene, and a love of traveling and vacationing. The data from Russia indicates that participants
generally have an above-average purchasing intention structure when their purchasing intentions are
evaluated.

The research also examined the relationship between the demographic characteristics of participants
from Russia and their motivation to participate in tourism and purchasing intentions based on three
scales. Based on the examination, the following conclusions were reached:

e  Firstly, no statistically significant difference was observed in tourism participation motivation
and purchase intentions based on the gender of the research participants. This finding aligns
with global tourism studies, which generally do not emphasize a gender-focused approach,
suggesting that vacation preferences and intentions are developed independently of gender.
The results of this study corroborate this perspective.

¢ Upon examining the relationship between marital status and tourism participation motivation
and purchase intentions, significant differences were identified in Russia contingent upon the
participants' marital status. Notably, a single scale (Scale 3) indicated higher motivation among
divorced or widowed individuals compared to other groups. However, no significant
differences were observed in purchase intentions across marital status categories.

e Analysis of the relationship between educational status and tourism participation motivation
and purchase intentions revealed significant differences in Russia based on participants'
educational attainment. The observed differences indicate that individuals with postgraduate
education demonstrate higher motivation and purchase intention across all motivation scales
and purchase intention measures. This suggests a positive correlation between educational
levels of Russian residents and their motivation to participate in tourism activities, as well as
their purchase intentions.

e An examination of the relationship between age and tourism participation motivation and
purchase intentions, categorized by generational cohorts, yielded no significant differences in
Russia. Neither motivation nor purchase intentions varied significantly based on participants'
ages or generational classifications.This study examined the motivational factors that influence
the purchase intentions of potential consumers in Russia using two different processes and their
respective ratios. The quantitative analysis of the data collected through the survey method is
presented above. However, the information obtained through content analysis, which was
applied to questions prepared to gather in-depth information, is also crucial. The identification
of demotivating factors was also included in this part of the study.

First, the descriptive framework of the motivations that positively affect the purchase intentions of
individuals living in Russia was drawn under two main dimensions and nine themes. Secondly, the
descriptive framework of the motivations that negatively affect the purchase intentions of individuals
living in Russia was determined under two main dimensions and five themes.

The study findings revealed overlapping and new motivation factors different from those in the scales.
These factors were examined by analyzing the frequency distributions in the qualitative research
findings section. Additionally, global and regional problems experienced periodically also affect
motivation. It is important to examine to what extent the frequency distributions of the themes and
dimensions settle in the analysis of the data obtained in Russia.

If we examine the distributions of the factors that positively affect motivation by country, then;

e Based on data analysis in Russia, the frequency loads of the themes collected under the driving
factors dimension are as follows: innovation-seeking theme (21), physical needs theme (16),
personal development theme (14), escape theme (6), and personal environmental satisfaction
(3). It is clear that innovation-seeking is the theme with the highest frequency load. The
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motivation factors with the highest frequency loads collected under these themes are the desire
to satisfy the need for attention under the psychological needs theme (5), the climate and
weather motivation under the physical needs theme (5), and the desire to see new places under
the innovation-seeking theme (5).The frequency loads of the themes collected under the
attractive factors dimension, after analysis of the obtained data, are classical tourism
expectations theme (14), special interest theme (5), and other theme (6), respectively. It is
evident that the classical tourism expectations theme has the highest frequency load. Driving
factors have a higher structure than attractive factors when evaluated according to frequency
frequencies, with 72 frequency loads compared to 25 frequency loads. Driving factors are 2.88
times more than attractive forces in terms of ratio.

The study findings reveal that there are factors that negatively affect motivation to travel. These factors
were analyzed by examining frequency distributions in the qualitative research findings section.
Additionally, global and regional problems that occur periodically also have a negative impact on
motivation. To gain a better understanding, it is important to examine the frequency distributions of
themes and dimensions in the data obtained from Russia. By examining the distributions of factors that
negatively affect motivation on a Russia-based scale, we can gain further insights.

e After analyzing the data obtained in Russia, it was found that the financial problems theme (29)
and personal problems theme (17) were the most frequent themes under the internal factors
dimension. As seen, the financial problems theme has the highest frequency load. Additionally,
the most frequent demotivating factor (23) among the internal factors is the lack of an adequate
budget under the financial problems theme. However, there is not a significant divergence
between the two themes.After analyzing the data, it was found that the health problems theme
(36), destination problems theme (7), and organizational problems theme (6) were the most
frequent themes under the external factors dimension. As seen, the health problems theme has
the highest frequency load. The most frequent demotivating factor (32) under the health
problems theme is the coronavirus. Moreover, the coronavirus has been identified as the most
demotivating factor among the responses obtained in Russia. When evaluated according to their
frequencies, external factors have a higher structure than internal factors, with 49 frequency
loads compared to 46 frequency loads. However, it cannot be said that there is a significant
differentiation between them.

Stakeholders in the sector can examine the above results to understand what motivates and demotivates
individuals living in three different countries, and tailor their work in these markets accordingly.

Based on the data obtained from the survey of participants living in Russia, some suggestions can be
made to improve and deepen tourism marketing and retention practices applied by tourism supply
stakeholders to potential tourists coming from or going to these regions. These suggestions are as
follows:

e A critical factor for organizations targeting the potential tourism market in Russia is addressing
the psychological well-being of individuals. While the concept of well-being may appear broad,
it is imperative to mitigate potential negative experiences and promptly fulfill individual
desires. Consequently, it is essential to comprehensively elucidate the elements promised
through marketing channels, provide comprehensive post-purchase support services, maintain
consistent communication across all circumstances, and fully deliver on all promised tourism
components during both transportation and accommodation at the destination. This aspect
holds particular significance for Russian clientele. In this context, campaigns and promotional
initiatives organized by tourism stakeholders focusing on these issues are likely to yield
beneficial outcomes.

e Additionally, safety and security measures, as well as hygiene and cleanliness elements offered
by tourism stakeholders targeting the Russian market, are important. It is necessary to promote
the safety and security elements of the tourism product and service offered for sale. It is also
important for tourism stakeholders to prove the existence of cleanliness and hygiene elements.
This can be done by obtaining internationally recognized certifications such as ISO, HACCP,
and Blue Flag. Making such certifications mandatory for all tourism stakeholders by the state
is another way to demonstrate and promote the country's cleanliness and hygiene practices.

e Russian participants have identified that not leaving the destination they like is their highest
intention to purchase. While tourism businesses have traditionally aimed to attract as many
new customers as possible, capturing the market alone will not be enough in the future. With
increasing competition in the tourism industry, customers with a high intention to purchase
constitute a potential loyal customer base. Thus, understanding these customers and organizing
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developments accordingly to protect their presence in these markets will be more efficient than
constantly changing for new customers.

By analyzing the data obtained from open-ended questions administered to participants living in
Russia, recommendations can be made to tourism suppliers. These recommendations can help improve
and deepen tourism marketing and retention practices for potential tourists traveling to or from these
regions. The following proposals are suggested:

e When analyzing the results, it was determined that the most important driving factor that
motivates individuals to purchase tourism products and services in Russia is the search for
innovation. Therefore, it is crucial for tourism supply stakeholders to create and offer
products and services that can respond to the innovative interests of individuals living in
these three countries.

e (lassical tourism expectations were found to be the most important attractive factor that
motivates individuals to purchase tourism products and services in Russia. Therefore, it is
important for tourism supply stakeholders to create and offer products and services that
can respond to the specific interests of individuals living in this country.

e The motivational factors influencing Russian individuals exhibit a more pronounced
structure in terms of push factors compared to pull factors. Consequently, it is imperative
to comprehend these push factors while concurrently developing and promoting the pull
factors. Upon addressing these requisites, tourism stakeholders can optimize their potential
market segments. The motivational factors elucidated through this analysis serve as a
foundation for this developmental process.

e Financial problems were found to be the most important internal factor that negatively
affects the motivation of individuals living in Russia to purchase tourism products and
services. Therefore, it is crucial for tourism supply stakeholders to determine prices that can
solve the financial problems of individuals living in these two countries and to provide
flexible payment options.

e In addition, health problems were identified as the most important external factor that
negatively affects the motivation of individuals living in Russia to purchase tourism
products and services. Therefore, it is important for tourism supply stakeholders to create
and offer products and services that can respond to the health problems perceived by
individuals living in this country.

Upon analyzing the results, it is evident that the quantitative and qualitative values and elements
support each other. However, there are some unique qualitative results, of which the most significant
is the impact of coronavirus. As seen in the research, coronavirus has the most significant negative
impact on the motivation factors of potential consumers in Russia. The tourism sector has been severely
affected by the pandemic, which started in China in December 2020 and has now become a global
phenomenon. Due to its high transmission rate and the necessity of social distancing, which is difficult
to maintain in the tourism sector, it has adversely affected the purchasing motivation of individuals
who have the potential to participate in tourism in the Russian market.

Tourism stakeholders have recognized the inadequacy of health measures taken so far. While many
measures have been taken, including social distancing, mandatory mask use, and safe operation
certificates in the tourism sector, their implementation continuity is crucial. This is because the
coronavirus is still rampant worldwide. Additionally, a study conducted in Russia revealed that
destination preferences would be directed towards countries such as Turkey, which have implemented
these measures effectively.
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