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Ozet

Tatil Grdnindn pazarlanmasinda tanitim énemli bir konuma sahiptir. Tanitimin nasil, nerede, ne zaman
yapilacagini belirleyen degisik unsurlar olmakla birlikte, hedef kitlenin tatil motiflerini dngérerek dogru
cekiciliklerle tasarlanmis mesajlar tanitim etkinligi agisindan gereklidir. Bu amagla galismada (lkemizin
tanitimini resmi olarak yapan sitesinde (www.goturkey.com) yer alan tanitim materyali ¢ézimlenerek
icerdigi duygusal ve rasyonel gekicilikler ingiltere’de tlkemizi pazarlayan tur operatérlerinin (First Choice ve
Thomson) ayni Urtnd tanitmada kullandiklari rasyonel ve duygusal gekiciliklerle karsilastiriimigtir. Tur
operatérlerinin ispanya ve Yunanistan ile ilgili yaz tatili kataloglar da ¢éziimlenmis, bdylelikle Gilkemizin ve
rakiplerimizin tanitiminda kullanilan c¢ekicilikler kiyaslanmistir. Kataloglardan temin edilen icerikler Access
Veri Tabani programi araciligiyla Pollay’in listesinde yer alan 42 cekicilik agisindan degerlendirilmistir.
Sonuglar, Glkemizin tanitim metninde yer alan gekiciliklerin duygusal gekicilikler agisindan yogun oldugunu
gostermektedir. Bununla birlikte kullanilan duygusal c¢ekicilik yogunlugu arastirmaya dahil edilen First
Choice ve Thomson'un Tiirkiye, Yunanistan ve ispanya tanitim kataloglarina gére diisiiktiir. Rasyonel
gekicilikler Ulkemiz tanitim metninde karsilastirma yapilan diger kataloglara kiyasla daha fazladir.
Cekiciliklerden bazilari Tur Operatorleri tarafindan yogun olarak kullaniimasina ragmen haz, macera,
duyarhlik ve mistisizm gibi ¢ekiciliklerin Glkemizin resmi tanitim metninde daha az veya hi¢ kullaniimadig
gorulmektedir. Tanitim metinlerinin Ulke kaltirini 6ngdrerek hazirlanmasini dneren gorus dogrultusunda
yapilan incelemede 6zellikle ingiltere pazarinda First Choice ve Thomson'un risk alma egilimi yiiksek ingiliz
kaltiruni gozeterek ulkemizi tanitirken daha fazla macera, genglesme ve mistisizm eksenli c¢ekicilikler
kullandigi  gorulmektedir. Bu c¢ekicilikler Glkemizin resmi taniim metninde ayni  yogunlukta
kullaniimamaktadir. Calismanin uygulamaya donuk etkileri tartisiimistir.
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Promotional Materials and Appeals: A Comparsion among Turkey, Spain and
Greece

Abstract

Destinations are growing in number and so is fierce competition. Carefully designed advertisement
materials containing the right set of emotional and rational appeals are needed in order to inform and
convince potential consumers to prefer one particular destination over others. Several destination
authorities have therefore invested heavily on development of marketing materials; however, their
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effectiveness is yet to be tested. This research aimed to investigate i) what appeals are used by the Turkish
authority in marketing of Turkey and ii) compare these appeals to those used in First Choice and Thomson’s
catalogues about Turkey. Appeals used by these two tour operators in their catalogues about Turkey, Spain
and Greece were further subjected to a cross-examination in order to iii) understand the extent to which
three catalogues differ in terms of rational and emotional appeals and iv) to see whether marketing material
of Turkish destination authority accommodates values of the British culture. Access 5 was used to analyze
the contents of introductions in the electronic catalogues of First Choice and Thomson and Turkey’s official
marketing website (www.goturkey.com). Pollay’s list was used to categorize appeals contained in these
materials. Results have shown that while emotional appeals were heavily used, Turkey’s official website
was found to use more rational appeals than First Choice and Thomson. The results have indicated that a
number of appeals, including enjoyment, adventure and magic have been more frequently used by the Tour
Operators in comparison to Turkey's official website. In line with the low Uncertainty Avoidance,
characterizing the British culture, Tour Operators were found to deliver more magic, youth and adventure
conveying messages in their marketing efforts for Turkey as opposed to Turkey's official website.
Implications for marketing are discussed.
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