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Ozet

GlUnimulzde destinasyonlar icin gergeklestiriien pazarlama faaliyetlerinin
basarisinda isbirligi ve internet 6nemini her gecen giin artirmaktadir. Calismanin
amaci; Uulkelerarasi ortak pazarlama stratejisi baglaminda belirlenen turistik
destinasyonlarin web ortaminda pazarlanabilirligini uzman gorislerine dayali
olarak ortaya koymaktir. Calismada, internetin pazarlama agisindan tasidigi 6nem
vurgulandiktan sonra, web tabanl ortak destinasyon pazarlamasi kavramina
deginilmistir. Daha sonra, web tabanli (lkelerarasi ortak destinasyonlarin
pazarlanmasina iliskin 396 turizm alaninda uzman kisiler (zerinde anket
uygulanmis, elde edilen veriler aritmetik ortalama ve Anova istatistiksel analiz
yontemleri kullanilarak dederlendirilmistir. Arastirma bulgulari Tlrkiye agisindan
dederlendirildiginde, ortak destinasyon pazarlama stratejisinin uygulanabilirlik
acisindan 6nemli oldugu sonucuna ulasilmistir. Arastirma kapsaminda belirlenen
ve Turkiye'nin de icerisinde bulundugu 11 adet destinasyondan Akdeniz, Ege ve
Inang destinasyonlarinin digerlerine gére daha 6ncelikli olarak uygulanabilir
oldugu tespit edilmistir.
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WEB BASED MULTINATIONAL COLLABORATIVE DESTINATION
MARKETING STRATEGY: A CASE STUDY OF TURKEY

Abstract

In destination marketing activities the importance of internet and collaboration is
increasing day by day. The aim of this study is to figure out marketability of
tourist destinations on web in the context of multinational collaborative marketing
through expert view. After being stressed the importance of internet for
marketing, web based collaborative marketing was explained. Questionnaire was
chosen as a method chosen for the empirical data collection, which was answered
by a total of 396 tourism experts. The collected data were analyzed by using
Anova test and arithmetic means. According to the findings of study, collaborative
destination marketing strategy is significant for Turkey in terms of applicability.
Mediterranean, Aegean and Religion destinations were determined as applicable
among 11 destinations which include Turkey.
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