10 1 VvNYNO[

-
-
s

\

HOSPITALITY AND TOURISM ISSUES

VOL:1 ISSUE:1 YEAR: 2019

e-ISSN 2687-5543


seçe
Typewriter
e-ISSN 2687-5543 


JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISi
Volume / Cilt: 1 Issue / Sayr: 1 Year / Yil: 2019

JOURNAL OF HOSPITALITY AND TOURISM ISSUES

AGIRLAMA VE TURIZM KONULARI DERGISI

Volume / Cilt: 1 Issue / Sayi: 1 Year / Yil: 2019

Founder & Owner / Kurucu ve Imtiyaz Sahibi

Dr. Ogr. Uyesi Sedat CELIK

Editors / Editorler
Dr. Ogr. Uyesi Sedat CELIK

Dr. Ogr. Uyesi Faruk Kerem SENTURK

Correspondence.Address / Yazisma Adresi

Journal of\Hospitality and Tourism Issues
Dr. Ogr. Uyesi Sedat CELIK/sedattcelik@gmail.com
Sirnak Universitesi Mehmet Emin ACAR Kampiisii
Turizm ve Otel Isletmeciligi Yiiksekokul Binas1

Kat:1 Merkez/SIRNAK

E-Mail / E-Posta

editorjohti@gmail.com



JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISi

Volume / Cilt: 1

JOURNAL OF HOSPITALITY AND
TOURISM ISSUES

Journal of Hospitality and Tourism Issues
includes applied or theoretical, quantitative
and qualitative research in the field of
tourism. Our journal is a peer-reviewed
scientific and international journal
published twice (June and December) a
year. The journal can also publish articles
in two languages “Turkish” and “English”.
The primary purpose of our journal is to
contribute to academic development and
sharing by publishing different topics of
tourism or interdisciplinary academic
studies within the scope of tourism as a
science field. Manuscripts submitted to the
journal should be prepared in accordance
with the spelling rules. In addition, the
manuscripts submitted to the journal
should not have been published before and
should not be sent to a place for
publication. The opinions expressed in the
articles published in the journal belong to
the authors and do not reflect.the-views of
our journal. All publication rights of the
articles published.in our journal are
reserved and can be cited.on condition that
the name of the journal is mentioned.

Issue / Sayr: 1

Year / Yil: 2019

AGIRLAMA VE TURIZM KONULARI
DERGISI

Agirlama ve Turizm Konular1 Dergisi
turizm alaninda uygulamali veya kuramsal,
nicel ve nitel aragtirmalara yer
vermektedir. Dergimiz yilda iki kez
(Haziran ve Aralik) yayinlanan, hakemli,
bilimsel ve uluslararasi bir dergidir.
Dergimizde “Tiirkce” ve “Ingilizee” olmak
tizere iki dilde de makaleler
yayinlanabilmektedir. Dergimizin 6ncelikli
amaci bir bilim alani elarak turizmin farkl
konularimi yada turizm kapsamindaki
disiplinlerarastr-akademik ¢aligmalari
yayinlayarak akademik gelisim ve
paylasima katki saglamaktir. Dergiye
gonderilen makaleler yazim kurallarina
uygun olarak hazirlanmalidir. Ayrica
dergiye gonderilen makaleler daha 6nce
herhangi bir yerde yaymlanmamis ve
yayinlanmak tizere bir yere gonderilmemis
olmalidir. Dergide yayimlanan yazilarda
belirtilen goriisler yazarlara aittir ve
dergimizin goriislerini yansitmamaktadir.
Dergimizde yayinlanan makalelerin tiim
yayin haklar1 sakli olup, dergimizin adinin
gecmesi kosulu ile alint1 yapilabilir.



JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISi

Volume / Cilt: 1

Issue / Sayr: 1

Year / Yil: 2019

Field Editors / Alan Editorleri

Name Institution / Kurum Field / Alan Country
o e Adnan Menderes . .
Prof. Dr. Atila Yiiksel University Tourism Philosophy Turkey
Dr. Omer Doru Mardl_n Ar_tuklu Tourism Economy Turkey
University
Dr. Ahmet Yaris Mardl_n Ar_tuklu Tourism, Gastronomy and Culinary-Arts Turkey
University
Dr. Sedat CELIK Sirnak University Tourism and Social Psychology Turkey
Dr. Faruk Kerem Sentiirk Diizce University Tourism and Orgasizgiong| Benavior/ Turkey
Psychology
Dr. Ogr. Uyesi Erhan Polat Mardin Artuklu Financial Accounting in Tourism Turkey
University
Advisory Board / Danisma Kurulu
Title Name Institution Department Country
Prof. Dr. A. Celil Cakici MersinUniversity Tourism Management Turkey
Prof. Dr. Akin Aksu Akdeniz University Tourism Management Turkey
Prof. Dr. Alina Zajadacz Adgm MlckleW|cz Tourism and Recreation Poland
University
Prof. Dr. iversi itécni i i
Andres Artal-Tur Universidad Politécnica de Economlcs and Tourism Spain
Cartagena Analysis
Assoc. Prof. | Anukrati'Sharma University of Kota India Commerce and India
Management
Prof. Dr. Asim'Saldamh Mardin Artuklu University | Tourism Faculty Turkey
Prof. Dr. _|/Atila Yiiksel Adnan Menderes University Tourism and Hotel Turkey
Management
Assist. Prof..| Bekir Bora Dedeoglu Nevsehir HBV University | Tourism Guiding Turkey
Prof. Dr. Beykan Cizel Akdeniz University Tourism Faculty Turkey
Assoc. Prof. | Christina Koutra Abu Dhabi University The College of Business UAE
. o University of South Florida | Hospitality & Tourism
Prof. Dr. Cihan Cobanoglu Sarasota-Manatee Leadership USA
.. S Tourism and Hotel
Assoc. Prof. | Emrah Ozkul Kocaeli University Management Turkey
Prof. Dr. Fiisun istanbullu Dinger | istanbul University Tourism Management Turkey
Prof. Dr. Haluk Tanriverdi Istanbul University Tourism Management Turkey
Prof. Dr. Konstantinos Andriotis | Middlesex University Marketing Branding and UK

Tourism




JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISi

Volume / Cilt: 1 Issue / Sayr: 1 Year / Yil: 2019
Prof. Dr. Maria D. Alvarez Bogazici University Tourism Management Turkey
Prof. Dr. Medet Yolal Anadolu University Tourism Guiding Turkey
Assoc. Prof. | Mir Abdul Sofique Burdwan University, Tourism Management India
Head of R&D Neuron Marketing and .
Dr. Mohsin Zahid . g Pakistan
Solutions Management
Siileyman Demirel .
Assoc. Prof. | Murat Cuhadar University Tourism Management Turkey
Prof. Dr. Orhan Batman Sakarya University of Tourism Management Turkey
Applied Science
Eastern Mediterranean i
Prof. Dr. Osman M. Karatepe Lern | Faculty of Tourism Northern
University Cyprus/Turkey
Istanbul Medeniyet i
Prof. Dr. | Salih Kusluvan - 4 Tourism Managgmegt Turkey
University
Prof. Dr. Semra Giinay Aktas Anadolu University Tourism Management Turkey
Prof. Dr. Tamara Ratz Kodolanyi Janos University | Tourism Department Hungary
Assoc. Prof. | Yildirim Yilmaz Akdeniz University Tourism Faculty Turkey
,_Assoc. Prof. | Zeki Akinel Akdeniz University Tourism Management Turkey
Dr. Ziad Alrawadieh The University of Jordan Atcheology and Jordan

Tourism

It is listed in alphabetical order

Language Editor/Dil Editorii

lhan YASAR

Contact Person/iletisim Kisisi

Lecturer Ali Dogantekin




JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISI
Volume / Cilt: 1 Issue / Sayr: 1 Year / Yil: 2019

Reviewers List of This Issue
Bu Sayidaki Hakemler
Dr. Ogr. Uyesi Caner GUCLU
Dr. Ogr. Uyesi Aysen ERCAN ISTIN
Dr. Ogr. Uyesi Ash Ozge OZGEN CIGDEMLI
Dr. Ogr. Uyesi Erhan COSKUN
Dr. Ogr. Uyesi Feridun DUMAN
Dr. Ogr. Uyesi Omiir UCAR
Dr. Ogr. Uyesi Yasemin TEKIN
Dr. Ogr, Uyesi Ceren AVCI

Dr. Ogr. Uyesi Emre CILESIZ



JOURNAL OF HOSPITALITY AND TOURISM ISSUES
AGIRLAMA VE TURIZM KONULARI DERGISi
Volume / Cilt: 1 Issue / Sayr: 1 Year / Yil: 2019

TABLE OF CONTENTS

ICINDEKILER

Urban Based Cultural Tourism: A Creative Influence on the Modern Society by the Rural
Talents of Santiniketan, West Bengal

Rama RANI, Mir Abdul SOFIQUE .....ccccceiiiiiiiiiiiiiiiiiiiiiiiisiinnmnsioteciececnieen. 1-16

Tiirkiye’de Turizmin Etkileri Konusunda Yerel Halkin‘Bakis. Acisin1 Konu Alan Lisansiistii
Tezlerin Bibliyometrik Profili

Bibliometric Profile of Postgraduate Theses Related..to Impacts of Tourism from the
Perspective of Local People

Rezan CIKRIK, ibrahim YILMAZ, Lutfullah Sadi TOPRAK .......ccceeuveeenennnn.. 17- 29

An Overview of Yachting Tourism. and lts Role in the Development of Coastal Areas of
Croatia

Stelios ALK TOANNIDIS ..t cin ittt e e e eaene 30- 43

Demografik ve'Mesleki Ozellikler Agisindan Calisanlarm Orgiitsel Destek Algilar1 Farklilik
Gosterir Mi?

Do Employees™ Perceptions of Organizational Support Differ in Terms of Demographic and
Professional Characteristics?

Bahar TANER, Aysen Ercan ISTIN .....ccouiiiiiiiiiiiiiiiiiieeieeeieeeneeeeeenneeenenn 44 — 57

Tiirk Turizminde Tanitim Sorunlar1 Uzerine Bir Degerlendirme
An Evaluation on the Problems of Promotion in Turkish Tourism
P L 0N 2 SRR 58 - 65



JOHTI-Journal of Hospitality and Tourism Issues/ Year: 2019, Vol: 1 No: 1, 1-16

Urban Based Cultural Tourism: A Creative Influence on the Modern
Society by the Rural Talents of Santiniketan, West Bengal

Rama RANIY, Mir Abdul SOFIQUE?

Research Article Avrticle History: Received 09/08/2019
Jel Kod: L83, J32 Accepted 23/10/2019

Citation: Rani, R. & Sofique, M.A. (2019). Urban Based Cultural Tourism: A Creative Influence on the
Modern Society by the Rural Talents of Santiniketan, West Bengal. Journal of Hospitality and Tourism
Issues, Vol.1, No.1, 1-16.

Abstract

Urban based cultural tourism is niche tourism that is achieving great prosperity today; as is shown in this
study where the efforts of rural people directly influence the habit and lifestyle of urban societies. The
objective of the study is to draw the relationship between cultural tourism and urban societies that fosters art
and craft activities in Santiniketan. The paper considers this rural influence created by the local
handicraftsmen as entrepreneurs in the area and explains the role of cross-cultural linkage on modern society.
Such niche tourism aspect has ability to bring positive influence on rural employment and income generation
in Santiniketan, hence it develops a creative type of tourism for both rural and urban areas. The primary data
were collected from 100 respondents through both questionnaire and observation at the destination. The
methods of the study are qualitative and quantitative that details the influence of rural talents of Santiniketan
on the other part of the world. The major finding is based on primary data where various products being
prepared here are showcased and the rise of several niche concepts is explained. The primary data collected
from 50 people are mainly analyzed using Likert scale rating from 1 to 5, few of which were explained using
bar graphs, the analysis tool used was Pearson Correlation analysis and the rest 50 were observed at the
destination. The sampling technique is random sampling. Secondary data were used to support literature
review. Qualitative data were used to discuss the attributes of the destination. This original work investigates
the specific problematic context of rural cultural tourism of Santiniketan identifying several initiatives for
development. This shift from ‘traditional’ cultural tourism towards creative tourism is a sustainable approach.

Keywords: Urban Cultural Tourism; Creative Tourism, Human Sustainable Development

1. INTRODUCTION

Tourism is an ever-expanding industry with a direct contribution of GDP of USD
2,570.1bn (3.2% of total GDP) in 2017 and was forecasted to rise by 4.0% in 2018. In
some places such as Istanbul, Vienna, Japan, New York, India (especially Varanasi),
Barcelona, Rio-de-Janeiro are already gaining popularity because of its cultural tourism.
Cultural tourism is the essence of Indian society as it is diverse in its form. During
January-July 2018 foreign exchange earnings from tourism increased 12.1 percent year-on-
year to USD 17.09 billion (World Travel and Tourism Council, 2018a-b). Among all the
twenty-nine states and seven union territories, they all reflect vibrant culture which is
unique in its form. Cultural tourism on the other hand including its sectors has emerged
worldwide as leaders in the revitalization of redundant buildings and open spaces for
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contemporary purposes, providing opportunities for sustaining traditional and
contemporary cultural values. Cultural tourism itself has contributed a lot in maximizing
the revenue for the tourism market. For example, revenue from ticketing at Archaeological
Survey of India’s monuments was INR 269.4 crores (Press Information Bureau, Ministry
of Culture, 2019). Ministry of Tourism, Government of India has taken several indigenous
tourism projects in India like in Kerela the government is promoting the underdeveloped
regions of India and reflecting out its beauty in front of the society. Further several heritage
tourism projects launched to explore the history and its art-forms (Ministry of Tourism,
2018). Bengal is no less in cultural tourism as it is said to be the cultural center of India.
Recently West Bengal Government is taking initiative to promote cultural tourism in
Darjeeling hills by showcasing the customs, food habits and rituals of the tribal groups
residing there (West Bengal Tourism, 2019). Likewise, several MSMEs (The Micro Small
and Medium Enterprises) are targeted to promote the local efforts of the villagers.
Especially in the villages of West Bengal one could find the role of MSMEs as they are
promoting the local craftsmanship and their unique handicraft products. Some examples
are like Kamarpukur of Hoogly, Alipurduar in Jalpaiguri, etc. Also, Khadi Village Industries
Commission (KVIC) getting fame because of its unique Khadi works (Ministry of
Tourism, Government of India, 2009).

The concept of urban-based cultural tourism is a new phenomenon and a niche
aspect. Urban based cultural tourism is gaining popularity in Indian states as there exists a
strong bonding with village lands. Almost 70-5% of the country’s population lives in the
village and almost all Indians are associated with some of the other villages, either because
of their ancestral origin or because of rural occupation. The real taste of India lies over
there in those lands where one could find unique culture, tradition, art, craft, festivals, fairs,
dance forms, cuisines or folklore (Ministry of Tourism, Government of India, 2009).

The method applied to the study is both qualitative and quantitative-based mainly on
primary data, and secondary data to provide overall support of the study. This study is
helpful in showcasing the rural art and craft, techniques to create handwoven and
handicraft materials that are sold in the local market of Santiniketan to the outside tourists
who usually belong to urban areas. They prefer to wear or use such items in their casual
habits, thus more demand for rural products is created through them. The study is
important as it explores such human nature of bringing new change in daily lifestyle. The
modern society today thrives for advancement in fashion and infrequent changes. The
study is helpful in knowing about the tourist preferences, lifestyle and usage habits in
relation to these handicraft products in the present scenario. Hence is helpful in drawing
the relationship between cultural tourism and urban societies.

2. LITERATURE REVIEW
2.1. Urban Based Cultural Tourism

Cultural tourism of urban space said to be involving the experience or of having contact of
differing intensity with the unique social fabric, heritage, and special character of places;
moreover, by experiencing wider urban culture the tourist will have a chance to learn about
the local community or will have an opportunity to learn something about the significance
of a place and its associations with the local community, that is its heritage (McKercher &
du Cros, 2002).

The development of this urban strategy towards sustainable cultural tourism helps to
preserve the local heritage and quality of life and this requires effective integration
between the urban activities and the actors concerned and vice versa. It is said when the
efforts are coordinated, it becomes very challenging for the urban managers and decision-
makers, particularly in smaller cities and towns which generally lack the capacities or the
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concept of strategic defines implementing ‘good urban governance’ for sustainable cultural
tourism. It is very important to analyze the role of integrated cultural tourism by the urban
authorities and the stakeholders (Paskaleva-Shapira & Besson, 2006).

2.2. From Cultural Tourism to Creative Tourism

Cultural experience-based tourism to creative tourism has been explained by Richards and
Raymond (2000). According to the study, the shift from tangible to intangible tourism
resources places pressure on destinations to become ever more creative in their
development strategies. Creative tourism is a further development of tourism towards more
experiential forms of consumption which emphasize personal development. The role of
ICTs (Information and Communication Technology) and of devices such as smart
environments could play a fundamental role in the shift from cultural (even experience-
based) to creative tourism, as ICTs could play a pivotal role in the way’s heritage assets are
accessed and experienced. Many cultural tourists aim to have a learning experience while
enjoying their destination. Not only their personal preferences but also the way the site is
managed and serviced, are at the basis of their destination’s choice (Riganti, 2008). He
analyzed deeply the relationship between cultural heritage and tourism and then it was
observed that ‘the new cultural tourism is based on offering experiences with three basic
elements: diversity, interactivity, and context’. The question of ‘diversity’ in particular
revolves around the question of how cities can use culture and cultural heritage to create a
sense of place (Delgado, 2001, p.105). The ‘interactivity’ the scholar referred to was not
the technological one, which is undoubtedly important (D’Auria, 2009), but a broader
cultural concept in this sense, distinction depends not just on physical space, but on the use
of those spaces and the way in which people interact with one another. This makes not just
interaction important, but also the third element, the ‘context’. The development of
creative tourism presents new challenges for both the tourist and the destination. One of
the important implications of creative tourism is that the destination has to be creative in
order to develop intangible cultural resources, which are characteristic of the destination
(such as traditions or local skills) into creative experiences for the tourists. It is not just a
question of the tourists themselves engaging in creative activities, but it should be a system
of ‘co-production’ between the tourist and the producers in the destination.

2.3. Concept of Creative Tourism

Creative tourism means a visit that usually offers the travelers and the visitors a unique
kind of opportunity for developing their creative potential through their various learning
experiences and active participation in related courses which are further the attribution of
the holiday destination where they are undertaken (Richards & Raymond, 2000, p.16-20).
At the same time it is said that creativity is now a more important element in regional
development strategies because of three main reasons “Firstly the rise of this symbolic
economy (Lash & Urry, 1994) privileged creativity over cultural products, secondly those
regions and cities have increasingly used culture as a form of valorization” (Ray 1998) and
therefore it is utmost needed to find new culture for creating distinction in an increasingly
crowded marketplace and thirdly destinations which lack a richly built heritage need to
find the new means of competing others” (Richards & Wilson, 2007, p.27). Many
countries, regions, and cities are now naming themselves as ‘creative’. Perhaps Australia
being the first example, positioned itself as a ‘Creative Nation’ in 1994. The Helsinki
region in Finland now positions itself as ‘the most creative region in Europe’, it’s because
of its high rating for research and development and ICT employment (Florida & Tinagli,
2004). The most important boost to creative development came from famous The Creative
Class, in which the topic of the argument among the scholars was the basis of economic
advantage that has shifted away from basic factors of production, such as raw materials or
cheap labor, towards human creativity. It is important for the destinations to develop,
attract and retain creative people who can stimulate these innovations and develop the
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technology-intensive industries which power economic growth. The creative people
collectively and ultimately make up the ‘creative classes’, also emphasized that what is
important to the creative class is the ‘quality of place’, which combines factors such as
openness, diversity, atmosphere, culture and environmental quality. The concept of dealing
with relatively intangible rather than fixed cultural assets focuses attention on the shifting
cultural phenomena that are at the same time the object of tourism and the basis of the
tourism culture itself (Florida, 2003). According to Richards (2007), perhaps one should be
shifting attention away from concepts of culture as a collection of ‘products’ (museums,
heritage centers, events, and so on) toward a more fluid concept of culture as ‘process’
(links between production and consumption, processes of capital accumulation, identity
formation and image creation). The emphasis on intangible factors has now arguably
become more important than ‘traditional’ cultural assets. One might also assume, therefore,
that tourists would also be attracted to such destinations since many tourists are in search
of ‘atmosphere’ and difference (OECD, 2009). Cultural tourism strategies have therefore
been supplemented by creative tourism products in many destinations, emphasizing
intangible and symbolic elements of local society. All the aspects of creativity and creative
tourism, when joined together, can give deep meaning to this urban-based cultural tourism
when it is connected to cultural factor of a region. The detail about cultural creative
tourism is discussed later in this study.

3. METHOD
3.1. Methodology

The work is completed using both quantitative and qualitative methods. The study aims to
showcase the culture of Santiniketan and explains the concept of Urban based culture
tourism through creative tourism. It further aims;

1. To foster the development of rural craftsmanship through the urbanized dwelling
2. To promote urban-based cultural tourism in West Bengal
3. To analyze the relationship between cultural tourism and urban societies

3.2. Sample and Data Collection

Primary data were collected at the destination of Santiniketan. A sample of 100 people
who visited Santiniketan is studied using both quantitative and qualitative studies. The
population of the sample study is diverse. Out of 100, the data were collected from 50
people through a Likert scale questionnaire and few were represented using the bar graphs.
With due reference secondary data is also used for elaborating literature review and
supporting the study. The sampling technique used was simple random sampling at the
destination of Santiniketan, West Bengal, India.

3.3. Qualitative and Quantitative Method

Observation is done to collect the qualitative data like the cultural outputs like art, crafts,
technique, creation, presentation, design, quality of handicraft products, the behavior of the
tourists, their preferences, the diversity at the destination, the contribution of the people
involved and the overall strength of the destination from the aspect of urban-based cultural
tourism.

A mainly Likert scale questionnaire is prepared to study the opinion of the first 50 tourists
visiting Santiniketan. The results of Likert scale ratings were explained to analyze the
guantitative data which were used to fulfill the objectives and give recommended
suggestions.
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3.4. Data Analysis

For data analysis, the quantitative data from 50 people were taken. The first 50 out of 100
populations that were represented through bar graph were further analyzed by Pearson
correlation technique using SPSS version 23. The data collected from rest 50 were taken
through observation at the destination. This analysis was used so that the level of
significance could be traced between the different variables. The significant variables
create a direct impact on the behavior of the tourists and overall activities at the
destination. In order to create a relationship between the two variables, this analysis
technique is used.

4. FINDINGS

According to the personal observation done at the destination following explanation are
provided.

4.1. Qualitative Findings

Santiniketan and Its Cultural Importance; Santiniketan a place situated in the
eastern corner of West Bengal, is about 158 km northwest of Kolkata in Bengal’s rural
hinterland. Santiniketan carries Rabindranath Tagore’s vision of a place of learning that is
untouched by religious and regional barriers. The place actually got established in 1863
with the mission of helping education go beyond the confines of the classroom.
Santiniketan grew into the famous Visva Bharati University in 1921 attracting some of the
most creative minds in the country. The youth from all across the world today participate
in various educational programs of mostly the Arts department of Visva Bharati
University. Santiniketan carries huge cultural importance and is known for its beautiful
craft and design works. The Bengali boutique work is popular for its designs and is used in
clothing, wall hangings, and various decorative materials. The Kantha stitch sarees are the
symbol of Santiniketan culture. The circulation of these beautiful crafts is found all across
the nation. The villagers are mostly involved in cultural art and creative design works. The
representation of Santiniketan’s culture can also be seen in the local fest and celebrations.
Various stalls are installed in the Pous Mela, Vasant Utsav and Magh Mela (seasonal fairs)
which is celebrated annually in these locations. The flow of creativity is found in all the
nearby villages of Santiniketan who participate in these fests. The Bawl singers are also a
creative attraction of these locations. They are talented enough to present the beauty of
Bengal in local Bawl lyrics and songs. Using the local instruments, they are often found
singing and dancing in these locations. The creativity of art can be also seen in the local
bamboo works in several unique designs. The overall beauty of Santiniketan can be viewed
through the mirror of its cultural diversity. Various handicraft materials that are sold in
Santiniketan;

Kantha Stitched Products; These are a rare collection of handcrafted material. A
type of embroidery craftwork namely Kantha art along with Kantha Stitched Sarees are
actually done in the eastern regions of the Indian subcontinent of West Bengal, Tripura,
and Odisha. Kantha sarees are traditionally worn by women in Santiniketan region of the
West. The traditional method of making other materials by the rural women in West
Bengal typically is through the use old sarees and clothes and they layer them with Kantha
stitching to make material such as a light blanket, throw, or bedspread, especially for
children. Kantha Stitch Patterns of Bolpur is also known by the name "Nakshi Kantha".
Various other garments are prepared like, dupatta, shirts for men and women, bedding and
other furnishing fabrics. The tribal women seen engaged in making those fashionable
jewelry made up of seeds. This is a skill of micromanagement done by rural men and
women.
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Bamboo Work; Bamboo craftwork is quite famous in the area of Santiniketan. Here
the craftsmen bring out the best in their artworks. They try to tweak existing processes and
bring about design innovation in products like fan, stationeries, showpieces, flower vases,
etc. Especially these products can be seen in Amar Kutir, a place close to Sriniketan at
Bolpur. Almost all the products are designed in Santiniketan and in their surrounding
villages. People from Kolkata are also seen coming to the place to buy these handicraft
materials

Leather Products: For the leather works, it only has a strip, the rest is dealt with by
the craftsmen team. They cut, skive, dye and stitch very creatively with the help of hand
and machinery. There are several workshops located in those handicraft villages like that in
Amarkutir Society for Rural Development which is a self-help group situated in a village.
Products for example purses, bags, etc are mostly sold.

Khesh and Cotton Weaved Products: Khesh weaving is continued in Birbhum
since many years. Many weavers in and around Santiniketan believes that it was started in
Shilpa Sadan in the early 1920s. This was considered to be the vocational training center of
Rabindranath Tagore which was set up in Sriniketan, adjacent to Santiniketan. Khesh is a
form of weaving with fine artistry. The process of weaving is like a warp which is with new yarn
and the weft is with strips of thin cloth obtained by tearing old sarees lengthwise. Bed-sheets are
prepared. Many weavers depend on householders to give them old sarees that get woven into
bedcovers. The weaver needs six sarees for a single bedcover and ten for a double. Apart from this,
bags are prepared with Khesh. It is compulsory that the old sarees have to be of cotton form in
order that they tear easily for the further process. Sometimes experiments using synthetic sarees
have also been undertaken since many women also like too weak synthetic sarees and that is easily
available. But the problem with such sarees is that they cannot be torn by hand and have to be cut
by scissors. Thus, increases the time and therefore the cost. The tearing process is a labor-intensive
technique as weaving is typically done by female members of the weaver’s household. Some
shortcuts have been found to make the process less tedious and time-consuming. The saree is first
torn into five or six parts lengthwise. One end of each part say about five inches is then torn into
strips. The person who torn then picks out alternate strips and holds them together in one hand, and
the remaining on the other hand. She then pulls in two opposite directions giving him many strips
at one go. Typically, a saree yields about seventy-five to eighty stripes. The strips are then hanged.
After that the beauty of Khesh fabric is revolved, the person designing, or the weaver can only
specify the color of the warp. It is observed that the color of the weft is completely a matter of
chance. Only when the fabric is woven then only one can see how the colors in the old sarees have
blended into the new fabric. The weaving is done either intensely with the old sarees or with gaps
in between depending on the effect that is desired to be given.

Cotton weaving especially printed fabrics in Khadi cotton is quite popular in
Santiniketan. Various designed and printed fabrics are available in shops in the
Santiniketan area. Traditional Bengal handloom weavers are there in rural locations of
Bengal including selected units of Birbhum.

Figure 1- Cotton handloom material at Amarkutir, Santiniketan Figure 2- Kantha Stitch Saree of Santiniketan
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Dokra Handicraft Products: Basically, Dokra handicrafts are brought from the
villages of the place of Bankura (Bikna village) and Burdwan (Dariyapur village). There
are several artisans in Handicraft villages of Bankura and Burdwan engaged in making
Dokra handicraft products. Dokra handicrafts are prepared by metal casting using the lost-
wax casting technique. There are two processes of lost wax casting, one by solid casting
which is predominant in the south of India and hollow casting which is more common in
Central and Eastern India. It is believed that this sort of metal casting has been used
in India for over 4,000 years and is still used. Products like statues, flower vase, home
décor items, pots, jewelry, lamp, tub, crockery, tiles are mostly sold. And most of them
are sold through Biswabangla, Kolkata.

Cultural Tourism to creative tourism in Santiniketan: Cultural Tourism has been
considered as people’s engagement in a region’s art, architecture, religion and other
elements that help shape their lifestyle. Cultural tourism is also creative in itself as it is
influencing the present society to create a new image and that’s further helping to a new
trendy lifestyle. It is believed that cultural tourism is more associated with being
surrounded or taking yourself between such culture that is unfamiliar to you, and that’s
how a cross-cultural linkage is created between different groups.

Creative tourism is not only creating active participation in courses but in anything
that is connected to learning that may be an area, group, village, family or anything.
Cultural tourism gives an opportunity to highlight one’s culture to a foreign individual
coming crossing borders and their creativity is reflected when they buy materials over here
and take them to their place. They try to use such materials in their day to day lifestyle and
create a blend of modern and traditional culture. That is also a part of creativity.

In Santiniketan, one has immense options to get involved either directly or through
shopping through some sources. People come here directly during festive occasions of
Magh Mela, Vasanta Utsav, and Poush Mela. In those days Santiniketan is crowded by the
Bengali people of nearby regions and far away districts. Even we could see foreigners who
are studying at Viswabharti University (a central university at Santiniketan) or who are
part of Kala or Sangeet Bhawan (Art and music department) in the university comes here
and participate in the culture.

Thousands of artisans bring their product to the venue and sell them to the tourists
directly. We could find many items being sold at this place like Dokra Jewelries and idols,
Sarees, Kurtas, Pijamas, Cotton weaved half coats, bed-sheets of Khesh products,
household materials made up of bamboo craft, decorative items, bamboo crafted hats,
showpieces, etc. These are in great demand across Santiniketan. Apart from season, one
can find a crowd every Saturday at Sanibarer Haat at Sonajhuri area of Santiniketan. Here
dokra products from Bankura and Burdwan, bamboo products made by local craftsmen of
Ballavpur Danga and Amarkurtir are bought and sold here. Also the Bawl singers are seen
singing their melodious songs in their rhythmic tunes with their musical instruments and
the tribal ladies seen performing Santhali dance altogether.

4.2. Quantitative Findings

The rating was from scale 1 to scale 5 where scale 1 was least agree/ least recommend
scaling 5 which was strongly agree/ strongly recommend. This means the one who least
prefers goes for 1 rating, then 2 who prefers a little more, the one on an average will prefer
3 which means he neither agrees nor disagrees, neither like nor dislikes and the one is more
used to or likes a lot will rate 4 and lastly 5 for those who highly recommend.

A whole of 50 respondents could complete the questionnaires in which 35 were
females and the rest 15 were male respondents. They were mostly from the places of
Kolkata, Durgapur, Rampurhat, Bankura, Asansol, Ranchi, New Delhi, Canada, and
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Germany. The people from West Bengal and nearby states were the frequent visitors,
whereas the foreign people have visited Santiniketan and now resides in their respective
countries.

Following is a graphical representation of the bar graph, stating seven parameters of
7 selected questions. The first graph describes axis X as number of visits where axis Y is
number of individuals. The number of visit ranges from scale 5 which are the most visited
and 3 to the neutral visit. Similarly, second graph with axis X denoted as recommending
someone to visit Santiniketan. It ranged from scale 4 to 5 denoting strongly agreeing to just
agreeing. The third graph with axis X denoted as recommending someone for buying
handicraft during the visit to Santiniketan. Again, it ranged from scale 4 to 5 denoting
strongly recommend to just recommended. The fourth graph with axis X denoted as
preferring to wear jewelry of Santiniketan outside the place. It ranged from scale 4 to 5
again denoting strongly agreeing to just agreeing. The fifth graph with axis X denoted as
recommending the use of handicraft for household purposes. It ranged from scale 4 to 5
denoting strongly agreeing to just agreeing. The sixth graph with axis X denoted as
agreeing to the fact that these items add uniqueness to the attire. And again it ranged from
scale 4 to 5 denoting strongly agreeing to just agreeing. The Seventh graph with axis X
denoted as agreeing to the fact that Dokra jewelry adds beauty to the attire on festive
occasion. And again, it ranged from scale 4 to 5 denoting strongly agreeing to just
agreeing, but we find some are at scale 1 denoting that they don’t agree. Three of the
individuals don’t agree where the maximum majority says yes. The people who least
agreed where mainly from Ranchi, Jharkhand and they haven’t bought the Dokra material
as such.
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Figure 3- Graphical representation of the parameters in the questionnaires

The rest seven parameters were not explained through the graph but follow the same
sequence. The parameter asks about how far this handcrafted jewelry of that of Dokra adds
beauty to your attire especially in festive occasion? It asks about the Kantha stitched
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Sarees (for women) or Kurtas (for men) are good to wear in festive occasions or not and it
is seen that it ranged from strongly agree to neutral, ranging from scale 5 to 3. Most of the
people were strongly agreed. Further the next parameter asks whether they like to buy
these handicrafts for their relative as well. And most of them were strongly agreed and a
few were just agreed with the scale ranging from scale 5 to 4. The next was about their
preference in carrying them in other countries, it ranged from scale 5 to 1 because few of
the foreigners agreed with it and the rest Indians disagreed and rated 1. The next rating was
about wearing jewelry with casual wear and it ranged from average to strongly agree, only
1 member disagreed. The next rating was about buying bamboo crafts items to decorate
their home and here it ranged from strongly agree to neutral, where 90% were strongly
agreed. Further it was asked to rate behavior of the entrepreneurs with the tourists and it
ranged from strongly agreed to neutral where the maximum was strongly agreed, few were
just agreed and one disagreed. The last but not the least, the rating for good affordability of
the handicrafts ranged from highly agreed to neutral, where most were happy with it, 20%
were just satisfied and the rest were just agreed. The following data were used to discuss
the relationship between significant variables.

Table 1. Correlations Between Variables

RECF [ RECM [ WEAR [ USE | UNI |FESS| KKS [ REL [ COUN | CAS | DES | ENT | AFF
VIS -156] -056] .639"| -.005] -156] .698™| .238] -222] 655" | .166] .231] .105] .213
RECF 083 .086] .034] .429™[ -.080[ .169[ .600™ 098] 4877 | -114] 4137[ 152
RECM -045] -007| .083] -036] -.069] .253] -321°[ -.009| .066| .130] -.062
WEAR .062| .086] .874™| .080] .099 354" .080] -.046] .002] .071
USE 3757 | 228 3917 .625™ 256 | 5077 | 5717 7107 [ 752"
UNI -080| .169] .600™ 098] 044 342°[ 4137 152
FESS -056 | 112 309" .091] .042] 37| .107
KKS 266 .7597| 653" [ 4367 | 724 | 784~
REL .037 ] 389" | 4797 | 7217| .399~
COUN 635" | .389™| 578" | 679"
CAS 212 753" | 845~
DES 5027 | 524~
ENT 7767

**_Correlation is significant at the 0.01 level (2-tailed).

*, Correlation is significant at the 0.05 level (2-tailed).

In the above table the code relates to following questions (refer appendix section):
VIS- You visit Shantiniketan most of the time?
RECF- How far you recommend someone to visit Santiniketan?

RECM-How much would you recommend someone to buy those handicraft materials from
Santiniketan?

WEAR-How often you prefer to wear those handcrafted jewelries outside Santiniketan?
USE-How useful are these handicraft materials for your household purpose?
UNI-How far these materials add uniqueness to your attire?

FESS-How far these handcrafted jewelries of that of Dokra add beauty to your attire,
especially in festive occasion?

KKS- Kantha stitched Sarees (for women) or Kurtas (for men) are good to wear on festive
occasions? How far you agree

REL- Do you like to buy these handicrafts for your relatives as well?
COUN- Do you carry them in other countries?
CAS- Do this handcrafted jewelry goes side by side with your casual wear?
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DES- Do you buy those bamboo crafts items to decorate your home?
ENT-It is true that the entrepreneurs are very friendly to the tourists? How far you agree?
AFF- Are those handcrafted products available at an affordable rate?

According to Table 1., VIS is shown highly significant at .639 to WEAR which
means tourists especially visit Santiniketan most of the time so that they could buy those
handcrafted jewelry and could wear in some other locations also. VIS is seen correlated to
FESS at a highly significant level of .698 which means when tourists consisting of females
visit Santiniketan especially during festival time like Pous Mela or Magh Mela, they prefer
to buy and wear handcrafted jewelry of Dokra. VIS is correlated to COUN at a highly
significant level of .655., that means among the tourist who visits Santiniketan most of the
time, some of them also take those handcrafted jewelries (which they buy at Santiniketan)
to some other countries. RECF is correlated to UNI at a highly significant level of .429.
This means that tourists usually recommend someone to visit Santiniketan because the
jewelries here add uniqueness to attire. RECF is correlated to CAS at a highly significant
level of .487 which means that the tourists who recommend someone to visit Santiniketan
and prefer to buy handcrafted jewelries; they love to wear them with their casual wear.
RECEF is correlated to ENT at a highly significant level of .413 which means that the
tourists usually recommend someone to buy handcrafted jewelries from Santiniketan
because the entrepreneurs are very friendly to the tourists. RECF is seen negatively
correlated to COUN at slight significant level of -.321 which means that least number of
tourists is there who suggests people to come and visit Santiniketan so that other people
could buy and carry these handicraft products to other countries as well. Then WEAR s
seen correlated to FESS at a highly significant level of .874 which means tourist specially
females who visit and buy handcrafted jewelries of Dokra also prefers to wear that outside
Santiniketan. Then WEAR is seen correlated to COUN at a slight significant level of .354,
this says that some tourists who prefer to wear handcrafted jewelries outside Shantiniketan
usually take them to other countries as well. After this USE is seen correlated to UNI at a
highly significant level of .375 which means that handcrafted products are useful for
household purposes, also the handcrafted materials add beauty to their attire. Then USE is
seen correlated to KKS at a highly significant level of .391 which says that the tourists who
come to buy the household products are also interested to buy the Kantha stitched sarees
and kurtas. USE is seen correlated to REL at a highly significant level of .625 which
means tourists who buy handicraft materials for household purpose also likes to carry them
for their relatives. USE is seen correlated to CAS at a highly significant level of .507 which
means the tourists who buy handcrafted materials; it is useful for their household products.
Also, they prefer to buy handcrafted jewelries that go side by side with their casual wears.
USE is correlated to DES at a highly significant level of .571 which means for some
tourists the handcrafted household products are not only useful but are also helpful to
decorate their home. Then USE is seen correlated to ENT at a highly significant level of
.710 which means tourists who are interested to buy handcrafted household products from
the entrepreneurs who are friendly to them. USE is seen correlated to AFF at a highly
significant level of .752 which means handcrafted products that are bought by the tourist
for household purposes are available at an affordable rate. UNI is seen correlated to REL at
a highly significant level of .600 which means that there are tourists who think that these
handcrafted materials add uniqueness to their attire; they also buy them to their relatives.
UNI is seen correlated to DES at a slight significant level of .342 which means that the
tourists who prefer to buy handcrafted products that add uniqueness to their attire, also
look for products to decorate their home. Then UNI is seen correlated to ENT at a highly
significant level of .413 which says that they buy unique handcrafted products from the
entrepreneurs who are friendly to them. After this KKS is seen correlated to COUN at a
highly significant level of .759 which means that most tourists prefer to buy Kantha
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stitched sarees and kurtas in festive occasions which they even like to carry to other
countries. Also KKS is seen correlated to CAS at a highly significant level of .653 which
says that the tourists who buy handcrafted jewelries for casual wear also buy Kantha stitch
sarees and kurtas to wear on festive occasion. Then KKS is seen correlated to DES at a
highly significant level of .436 which means that there are tourists who buy kantha stitch
sarees and kurtas to wear on festive occasions, are also interested in bamboo materials to
decorate their home.

KKS is seen correlated to ENT at a highly significant level of .724 which means
there are tourists who prefer to buy Kantha stitch sarees and kurtas says that the
entrepreneurs from whom they buy are quite friendly with them. Then KKS is seen
correlated to AFF at a highly significant level of .784 which describes that most of the
tourists who buy Kantha stitched sarees and kurtas from Santiniketan, they are quite
affordable for them. Then REL is seen correlated to CAS at a highly significant level of
.389 which means that most tourists buy handcrafted materials especially jewelries for
their relatives that go fine with casual wear. REL is seen correlated to DES at a highly
significant level of .478 which says that the tourists who buy handcrafted materials
including bamboo items for their relatives for decorating their homes. REL is seen
correlated to ENT at a highly significant level of .721 which says most tourists buy the
handcrafted products for their relatives as well because the entrepreneurs are very friendly,
and they motivate them to do so. REL is seen correlated to FSS at a highly significant level
of .399 which simply means that most tourists buy handcrafted products for their relatives
in Santiniketan because the products are available at the affordable rates. Then COUN is
seen correlated to CAS at a highly significant level of .635 which says that most tourists
who visit other countries use these handcrafted materials of Santiniketan with their casual
wear. COUN is seen correlated to DES at a highly significant level of .389 which describes
that the tourists, who carry these products to other countries, also buy bamboo materials to
decorate their homes. COUN is correlated to ENT at a highly significant level of .578
which means that tourists usually take handcrafted materials to other countries because the
entrepreneurs motivate them to buy because of their friendly approach. COUN is seen
correlated to AFF at a highly significant level of .679 which says that many tourists carry
the handicraft products to other countries because it is available at an affordable rate. Then
CAS is seen correlated to ENT at a highly significant level of .753 which means many
tourists even if they have no plan for buying the handicrafts, buys it as those materials can
go well with casual wear and they are motivated by the friendly approach of the
entrepreneurs. CAS is seen correlated to AFF at a highly significant level of .845 as simply
because the tourist who is willing to buy the products to wear with their casuals, it is
available at an affordable rate. Then DES is seen correlated to ENT at a highly significant
level of .542 which again says that the tourist usually buys handicraft materials to decorate
their home as because the entrepreneurs are quite friendly to the tourists which motivate
the tourist to buy. DES is seen correlated to AFF at a highly significant level of .524 that
says that the tourists mostly buy bamboo craft materials to decorate their home because
they are available at an affordable rate. Lastly ENT is seen correlated to AFF at a highly
significant level of .776 which says that tourists are interested to buy the handicraft
products of Santiniketan because the entrepreneurs including sellers are very friendly to
them and things are available at an affordable rate.

5. CONCLUSION AND DISCUSSION

As per the research survey and further feedback it was found that most people usually visit
Santiniketan during festival time. During the off-season mostly the local people from
Kolkata, Durgapur, Rampurhat come as the place which is known to them. They are fond
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of buying bamboo crafted artworks, cotton handloom sarees and visits Sanibarer Haat at
Sonajhuri for buying Dokra handicraft. Some go to Amarkutir society for Rural
Development for buying cotton and batik clothes from the showroom there. Some of the
foreigners who are studying at Vishwabharti University mostly buy things for their
relatives and wear those traditional hand-crafted jewelries with their casual attire. Some
who come from other states like New Delhi and Jharkhand are fond of household
decorative items and souvenirs. Approx 75% of the population are Bengali people, where
10% are foreigners and the rest 15% are from other Indian states. Few of them are not so
much satisfied with the cost of the product as the added GST (Goods and Service Tax)
takes the price at high scale and has to pay more from pocket. But rest part of Santiniketan
and their culture is loved a lot.

5.1. Urban Based Cultural Tourism in Santiniketan

The overall development of this creative tourism aspect is giving rise further to a new form
of niche tourism called as urban cultural tourism or urban-based cultural tourism. As per
the literature survey made earlier in this study, urban cultural tourism was about enhancing
cultural tourism in urban areas. But this paper tells that when a tourist who comes to rural
areas buys a lot many things for their family and friends and hence brings them to their
home which may be in urbanized areas and changes the culture of urban life and the trend
of today. This is because they use such products with their urban lifestyle and hence a
blend of culture is created and is reflected in their habits. In simple words cross-cultural
linkage is created through these businesses of MSMEs located at Santiniketan.

These days in India, fashion is at its peak and in every new season, we find fashion
getting more unique and trendier. When urban inhabitants use such rural materials, such
blend adds a new fashion, whether it is through their attire or through the decoration at
their homes. The most important benefit of such tourism is that it is generating income for
the rural dwellers that are poor and earning just for their food, clothing, and shelter. The
local vendors are also creating influence on the other part of society. The exchange of
culture here means that urban society is influenced by the talents of rural society and this
pulls them to Santiniketan again and again. The same impact is created when the same
culture is being transmitted to some other rural society, hence brings new ideas and
creativity in occupational level for the other rural society as well.

5.2. Creative Tourism in Santiniketan

Creativity is seen in the art and crafts materials prepared by the handicraftsmen of
Santiniketan in the form of jewelries especially made of seeds. The efforts they put in these
materials of jewelries and clothes are mostly handmade and rest bags, finishing of dresses,
purses, etc are machine-made. Kantha products are prepared and designed first by hand
and then finished by machine. The handicraftsmen here in Santiniketan are also the
entrepreneurs who at the same time make efforts for selling their products in the local fairs
or market. They work together as a family in harmony and provide their unique designs
and sharing various ideas and techniques. This type of effort is regarded to be as intangible
cultural resources, which are characteristic of Santiniketan and thus providing creative
experience to the tourists. The Creative Class also exists here in Santiniketan because the
entrepreneurs are anyhow accumulating the capital resources which is very limited and
planning for development of their businesses in a small space. There are self-help groups
like Amarkutir Society for Rural Development who are providing assistance to the
handicraftsmen. The poor laborers and entrepreneurs are helping their society and group to
form an identity of their MSMESs businesses among the tourists who visit their place and
thus getting a little fame by the tourists coming here and the third parties like Biswabangla
and Banglanatak.com. There comes the amalgamation of culture when local people carry
these handicrafts like decorative souvenirs, clothes like Kantha stitched materials like saree
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and kurtas, gods and goddesses idols to other locations or countries. This creates a visual
impact on other societies. Countries with modern habits love to bring changes to their
lifestyle, likes to wear colorful ethnic wears and hence demand is created. The purpose of
the visit of Santiniketan and purpose of buying material is also influenced by other people
whether through the mouth of words or through advertisement and publicity. Through this
research study an initiative is taken for sustainable approach. Sustainability of culture, art-
forms, lifestyle, and habit is created when it is carried forward by the future generation. For
creative tourism which is part of Urban Cultural Tourism according to the study, personal
preferences of the tourists are almost important which creates a motivating factor among
the handicraftsmen as entrepreneurs to provide them exactly what they want and even
more than what they expect.

There exists diversity in the population of the tourists and diversity in the choices
and preferences of the tourists of Santiniketan. Interactivity exists here between the local
residents and the tourists. When tourists come to Santiniketan, they get a learning
experience about the art and crafts making by those handicraftsmen, various other cultures
like dance-form, songs folklore, traditions and earning and living in a limited source of
income. This is also part of creative tourism. This particular observation and impression
tourists carries them in their mind for lifetime and helps to transfer it in the form of mouth
of word to the other part of society. Thus a human sustainable developmental approach
emerges through this study which clearly states that humans can explore more in a limited
income, and if more assistance is provided, one day it can be a pioneer.

5.3. Problems existing in the present scenario of Santiniketan

Santiniketan being the small place has well preserved its culture and is well famed about
literature and music through the novel laureate Shri Rabindranath Tagore and tradition but
is not well-famed about the traditional ethnic products. Initiatives have been taken so far
by Banglanatak.com and Vishwabangla for promoting their products. The poor laborers
work hard day and night for earning their living. Income status is quite low in the region.
There is a lack of intermediaries for promoting the destination. Secondary there is lack of
shelter for the handicraftsmen where they work especially in the villages of Amarkutir
Society, Ballavpurdanga, Gualpara, etc.

5.4. Suggestions

Hence it is suggested that such type of urban-based cultural tourism and creative tourism
must be promoted so that the rural society and their poor people are not just exploited, as
the reward of their work is being taken away by big multinational or private organization
who buys their product at cheaper rates from them and sells them at higher rate in some
other places or through their websites. The rural workforce should be rewarded equally for
their work and dedication. Their society needs further improvement by the local, state and
central government. Further it has been seen that Ministry of Tourism, Government of
India has given influence to rural tourism in some places including Bishnupur and
Mukutmanipur, Ballavpurdanga in Santiniketan so rural tourism in Santiniketan can be
more promoted by undertaking such rural tourism projects as the influence of one project is
not highly effective in the present scenario. More amenities like restaurants, ATMs,
drinking water or RO points and toilets could be established in several locations as it is the
prerequisite for the entire tourist who comes to this place, especially during the festival
days. The culture of Santiniketan is unique and colorful as it is seen in the Indian states of
Gujarat and Rajasthan but the main problem here in Santiniketan is lack of marketing.
Better publicity through some tourism slogans could help the place to get enriched. West
Bengal Tourism, Government of India could take initiative to promote Santiniketan
through such slogans. Ministry of Tourism, Government of West Bengal is already
planning for its development at a wide level. With the theme of creative and urban-based
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cultural tourism in Santiniketan, it can easily be marketed in other states and in other
countries because someone from another country always looks for something unique and
uncommon products which are here in the abode of Novel Laureate Rabindra Nath Tagore.
More and more research and development programs could be initiated in the area by
various organizations so that the drawbacks could be minimized to some extent. Poverty is
the main issue existing here. Economic empowerment is needed so that the infrastructure
could be developed in proper way. Through this study it is easily identified that there is a
huge scope of MSMEs (Micro Small and Medium Enterprises). So, the Ministry of Micro
Small and Medium Enterprises, Government of India could join hands together with
Ministry of Tourism and can handle certain projects on the villages around Santiniketan,
West Bengal. Lastly role of ICT (Information and Communication Technologies) is utmost
needed for promotion and development of Santiniketan at a broad level. More update
information is needed to be fed on the websites. Online marketing access is needed to be
created more for common tourists apart from Banglanatak.com and Biswabangla. There
should be a portal for the MSMEs at Shantiniketan from where all the stakeholders could
be connected. There is a huge scope for development at Santiniketan, only a safe shelter is
needed by the government so that things could gain a certain level of accuracy.

5.5. Limitation

The findings of this study are based on the 100 respondents of limited places. Hence the
overall views of a large population cannot be drawn with this. At the same time, the study
is helpful for the readers in getting an idea about niche cultural tourism which is present in
Santiniketan. The study is useful in providing a draft of present preferences of the tourists
in relation to those of traditional arts and handicrafts. It is important as it clarifies the
concept of urban-based tourism through creativity of rural men. This demand for rural
products creates a strong impact on buying behavior of other tourists. In this way the local
income is raised which can be further utilized in welfare of the rural society. Hence a
sustainable initiative is taken for preserving the rural heritage of Santiniketan, West
Bengal.
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APPENDIX

Visitors satisfaction questions

You visit Santiniketan most of the time?

How far you recommend someone to visit Santiniketan?

How much would you recommend someone to buy those handicraft materials from Santiniketan?

How often you prefer to wear those handcrafted jewelries outside Santiniketan?

How useful are these handicraft materials for your household purpose?

How far these materials add uniqueness to your attire?

How far these handcrafted jewelries of that of Dokra adds beauty to your attire especially in the festive

occasion?

8. Kantha stitched Sarees (for women) or Kurtas (for men) is good to wear on festive occasions? How far
you agree

9. Do you like to buy these handicrafts for your relatives as well?

10. Do you carry them in other countries?

11. Do these handcrafted jewelries goes side by side with your casual wear?

12. Do you buy those bamboo crafts items to decorate your home?

13. Itis true that the entrepreneurs are very friendly to the tourists? How far you agree?

14. The handicrafts are available at a very affordable rate. How far you agree?

NoaswbdPE
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Ozet

Tiirkiye’nin farkli turizm destinasyonlarinda turizmin gelismesiyle birlikte olumlu ve olumsuz pek ¢ok etki
ortaya ¢cikmustir. Bu etkiler genellikle ¢evresel, ekonomik ve sosyo-kiiltiirel etkiler seklinde kategorize
edilmektedir. Bu konuda ¢ok sayida bilimsel ¢alisma yapildig1 ve agirlikli olarak yerel halkin s6z konusu
etkilere iligkin bakig agisinin ortaya konuldugu bilinmektedir. Ancak bu ¢alismalar1 bibliyometrik bakis
agisiyla cesitli kriterlere gore bir arada analiz eden ¢alisma sayis1 oldukga sinirlidir. Bu baglamda ¢alismanin
amaci, Tirkiye’de turizmin etkileri konusunda yerel halkin bakis agisini ele almis lisansiistii tezlerin gesitli
kriterlere gore bibliyometrik yontemle analiz edilmesidir. Calismada 2000-2017 yillart arasinda turizmin
etkileri konusunda yerel halkin goriislerini ortaya koyan 85 adet lisansiistii tez analiz edilmistir. Analizlerde
tezlere iliskin “yil”, “tiir”, “yayinlandig1 iiniversite”, “hazirlandig1 enstitii ve anabilim dali”, “danisman
unvani”, “aragtirma alan1” ve “temel bulgular” kriterleri kullanilmistir. Analizler sonucunda en fazla tezin
2014 ve 2015 yillarinda yazildig1 ve tezlerin ¢ogunlugunun yiiksek lisans tezi oldugu belirlenmistir. En fazla
tezin Gazi Universitesinde hazirlandigi, tezlerin gogunlukla sosyal bilimler enstitiileri biinyesindeki turizm
isletmeciligi ana bilim dallarinda ¢aligildigi saptanmustir. En fazla tez yiiriiten tez danismani Uunvaninin Yrd.
Dog. Dr./Dr. Ogr. Uyesi olmas1 dikkat cekmektedir. Arastirma evreni olarak en cok tercih edilen illerin
sirasiyla Antalya, Mugla ve Izmir oldugu belirlenmistir. Son olarak, yerel halkin turizmin etkilerine yonelik
yaklagimlarinin genel anlamda olumlu oldugunu séylemek miimkiindiir.

Anahtar kelimeler: Turizmin Etkileri, Yerel Halk, Bibliyometri, Lisansiistii Tezler, Tiirkiye.

Bibliometric Profile of Postgraduate Theses Related to Impacts of Tourism from the Perspective of
Local People

Abstract

Many positive and negative impacts have emerged with the development of tourism in the different
destinations of Turkey. Usually, these impacts are categorized as environmental, economic, and socio-
cultural. It is seen that; many scientific studies have been done about this subject and mainly the subject is
revealed with the local people’s point of view. However, the number of studies that analyze these studies,
according to various parameters is rather limited. Thus, the purpose of this study is to analyze post-graduate
theses according to various parameters with the bibliometric method. In the study, 85 post-graduate theses
prepared between the years of 2000-2017 have been analyzed. While analyzing, "year", "type", "published
university”, "institute”, "published department”, “the degree of the advisor", “research area” and “key
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findings” were used. According to the results, most of the theses were written in the years of 2014 and 2015,
were written in the area of master's degree, and are written in Gazi University. Most theses are prepared
intensively in the institutes of social sciences and the departments of tourism management. Also, the degree
of the advisor is mostly assistant professor and the most preferred destinations as research areas are
respectively Antalya, Mugla and Izmir. Finally, local people's attitudes and perceptions towards the impacts
of tourism are generally positive.

Keywords: Impacts of Tourism, Local People, Bibliometric, Postgraduate Theses, Turkey.

1. GIRIS

Tirkiye’de turizmin etkilerine yonelik bilimsel arastirmalarin ¢ogunlukla yerel halkin
bakis agisiyla ele alindigini sdylemek miimkiindiir. Bir bolge ya da yorede devam eden
turizm faaliyetlerinden en fazla etkilenen kesimlerin basinda bolge ya da yore halkinin
gelmesi, aragtirmalarda goriilen bu yondeki egilimin gerekgesini olusturmaktadir (Yilmaz,
2017). Turizm olgusu ¢evresel, ekonomik ve sosyo-kiiltiirel faktorleri etkilemesi agisindan
¢ok boyutlu ve turist ile ev sahibi toplum arasinda etkilesim yaratmasi agisindan ise
dinamik bir siirectir. Bu siirecin saglikli ve verimli gegmesi igin fiziksel ¢evrenin ve yore
insaninin sosyo-kiiltiirel ve ekonomik ag¢idan turizme hazirlanmasi ve katilmasi 6nemli bir
konudur. Ciinkii turizmin olumlu etkilerini en st diizeye ¢ikarmak ve olumsuz etkilerini
minimize etmek i¢in yapilmasi gerekenlerden belki de en 6nemlisi, yerel toplumun turizm
gelistirme planlamasina katilmasidir. Yerel halkin turizm gelisim siirecine katilmasini
saglamak, onlarin bu konudaki goriis ve Onerilerini almak ve turizm gelisimini tesvik
yoniinde karsilikl fikir aligverisinde bulunmak yerel halkin kendilerini turizmin bir pargasi
olarak hissetmeleri agisindan oldukg¢a énemlidir. Turizmin gelisimi hakkinda y6re halkinin
genis katilim saglamasi hem yerel halkin beklentilerini karsilamakta hem de yore halkinin
turizme katilimi sayesinde turistik kosullarin iyilestirilmesine katki vermektedir (Soykan,
2004; Mansuroglu, 2006; Alaecddinoglu, 2008; Dal & Baysan, 2007; Cetin, 2009).

Tiirkiye’de turizmin etkilerini yerel halkin gdziinden inceleyen ¢ok fazla sayida
bilimsel arastirma yapilmis olmasina ragmen; bu arastirmalar biitiinsel bir bakis agisiyla
bir arada analiz eden yayin sayisi oldukga smirlidir. Oysa bilimsel arastirmalarin etkinligi
genellikle bu yaymlar1 tarihsel gelisim siirecinde hem nicelik hem de nitelik acisindan
sorgulayan yontemler ile degerlendirilmektedir (Al, Soydal & Yalgm, 2010). Bu
yontemlerden biri de bibliyometridir. Bibliyometri kavrami; yaymlanmig dergi, kitap gibi
bilimsel bilgi paylasim araglarinin matematiksel ve istatistiksel tekniklerle incelenmesinde
kullanilan bir yOntem olarak tanimlanmaktadir (Pritchard, 1969). Bibliyometrik
aragtirmalarda yaymlarin yillar itibariyle belirli 6zellikleri analiz edilerek ¢esitli bulgular
elde edilmektedir (Al & Costur, 2007; Barca & Hiziroglu, 2009). Bu bulgular ile hem bir
bilim alaninin gelisim siireci degerlendirilebilmekte hem de o alana iliskin gelecege
yonelik ¢ikarimlarda bulunulabilmektedir. Elde edilen bulgular o alanda ortaya cikan
sorunlarin takibini kolaylastirdigi gibi, sorunlari gidermeye yonelik diizenlemelerin
tartisilmasint da saglamaktadir. Dolayisiyla, bibliyometrik arastirmalardan iilkenin belirli
bir alandaki bilim politikasina yon vermek amaciyla makro diizeyde de
yararlanilabilmektedir (Karagoz & Kozak, 2014).

Lisanstistli tezler, ele alinan konularin belirli donemler itibariyle genis kapsamli
olarak incelendigi bilgi kaynaklar1 arasinda onemli bir yere sahiptir. Siirekli gelisim
halinde olan bu kaynaklarin bibliyometrik yontemlerle incelenmesi oldukca faydalidir. Bu
baglamda, ¢alismada Tiirkiye’de turizmin etkileri konusunda yerel halkin bakis agisini
ortaya koyan lisansiistii tezler gesitli kriterlere gore birarada incelenmektedir. Konuya
iligkin bilgilerin tek bir c¢ati altinda toplanmasi basta arastirmacilar olmak iizere farkli
kesimlerin tek kaynak iizerinden birgok bilgiye ulasmasina katki saglayacaktir. Calismanin
bahsi gegen konunun gelisim seyri ve gelecegine iliskin ¢ikarimda bulunmak agisindan da
yol gosterici olacagi diisiiniilmektedir.
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2. LITERATUR TARAMASI
2.1. Turizmin Cevresel, Ekonomik, Sosyo-Kiiltiirel Etkileri

Belirli bir destinasyona yonelik turizm talebinin olusmasi ve bu talebin devam ettirilmesi
bakimindan fiziksel ¢evre dnemli bir yere sahiptir. Turizm gelisimi i¢in saglikli ve temiz
bir c¢evreye ihtiya¢ vardir. Planli ve kontrollii bir gelisme ile turizmin fiziksel ¢evre
tizerinde olumlu etkide bulunabilecegi agiktir. Ancak, plansiz turizm gelisimi sonucunda
dogal ve insan yapimi ¢evre kaynaklar1 zarar gormektedir. Bu nedenle, turizm fa-
aliyetlerinin fiziksel ¢evre lizerindeki olumlu etkileri yaninda ¢ok sayida olumsuz etkisi de
vardir. Turizmin destinasyonlarin fiziksel ¢evre unsurlar1 {izerindeki olumlu etkileri;
onemli dogal alanlarin korunmasi, arkeolojik, tarihi ve mimari degeri olan insan yapimi
cekiciliklerin korunmasi, ¢evre kalitesinin artmasi1 ve mevcut altyapinin iyilesmesi seklinde
siralanabilir. Turizmin destinasyonda fiziksel ¢evre lizerinde yaratabilecegi en Onemli
olumsuz etkiler ise su kirliligi, hava kirliligi, giiriiltii kirliligi, gorsel kirlilik, kat1 atik (¢op)
kirliligi, ekolojik dengenin bozulmasi, erozyon, sel gibi g¢evresel tehlikeler, tarihi ve
arkeolojik alanlarin zarar gérmesi ve arazi kullanim sorunlari seklinde Ozetlenebilir
(Inskeep, 1991).

Ekonomik ve kitlesel bir olgu haline gelen turizmin 6zellikle gelismekte olan tilke
ekonomileri {izerindeki olumlu etkileri, turizmin ekonomik yoniinii 6n plana ¢ikarmistir.
Turizm, 6zellikle gelismekte olan iilkeler i¢in ekonomik darbogazlarin asilmasi, doviz
ihtiyacinin  karsilanmasi, gelir ve istihdam artis1 gibi konularda onemli katkilarda
bulunmaktadir (Cimat & Bahar, 2003). Ancak, turizm bir taraftan 6nemli ekonomik
faydalar saglarken; diger taraftan farkli ekonomik maliyetleri de beraberinde
getirebilmektedir (Altinok & Cetinkaya, 2003). Dolayisiyla, turizmin ekonomik etkilerini
incelerken bu iki bakis agisini dikkate almak gerekir.

Turizmin ekonomik etkileri parasal (moneter) etkiler ve reel etkiler seklinde ele
alinmaktadir. Turistlerin yapmis olduklar1 tiiketim harcamalarinin bir {iilkenin ekono-
misinde yarattig1 para hareketleri ve degisiklikleri parasal etkiler olarak adlandirilmaktadir.
Bu etkiler genellikle turizmin dis 6demeler dengesine etkisi, turizmin gelir yaratici etkisi,
turizmin kamu gelir ve harcamalarma etkisi, turizmin mal ve hizmet fiyatlarma etkisi
seklinde incelenmektedir (I¢dz, 2005). Turizmin ekonomide yarattigi reel etkiler ise
genellikle istihdam {izerindeki etkisi, ekonominin diger sektorleri tizerindeki etkisi, dengeli
kalkinmaya etkisi ile altyapi/iistyap: iizerindeki etkisi seklinde incelenmektedir. Her ne
kadar turizmin ekonomik etkileri genellikle olumlu bir bakis agisiyla ele alinsa da belirli
durumlarda olumsuz yansimalarmin oldugunu sdylemek miimkiindiir. Ornegin; turizmin
mevsimsel ya da donemsel bir olay olmasi nedeniyle, yarattig1 istihdam etkisi de genellikle
mevsimlik olarak ortaya ¢ikmakta ve bu dogrudan istthdamin 6nemli bir boliimiinii de
mevsimlik iggilicii olusturmaktadir. Yogun sezonda istihdam edilen isgiicliniin artmasi
ekonomi acisindan olumlu bir katki iken; sezon digsinda istihdam edilen isgiliciiniin
azalmas1 ekonomi agisindan olumsuz bir durumdur (I¢6z & Kozak, 2002).

Turizm, bazilaria gore yerel kiiltiiriin ve 6zgiinliigiin yok edilmesine neden olurken,
tersini savunanlar icin ise yerel kiiltiiriin korunmas1 ve gelistirilmesine onemli katkida
bulunmaktadir. Ulkelerde yasanan farkli deneyimler, her iki goriisii de destekler
niteliktedir. Bu nedenle, turizmin sosyo-kiiltiirel etkilerini olumlu ve olumsuz etkiler
seklinde ele almak miimkiindiir (Uslu & Kiper, 2006; Avcikurt, 2015). Ornegin; turistler
ziyaret ettikleri destinasyonda yasayan yore halki ile birtakim iliskiler igine girerek Sosyo-
kilttrel iliskiler gelistirmekte, ayrica kiiresellesen modern diinyada homojenlesen ve
Ozglinligiinii kaybeden kirsal alanlar turizm sayesinde canlanarak yerel kimlikler daha
taninir hale gelmektedir. Ancak turizmin hizla yogunlastigi bolgelerde ev sahibi
toplumlarin yasam tarzlarinin turizm amacgl olarak sunulmasi, zamanla bu bolgede
ticarilesmeye neden olmakta ve yerel kimlikler, kiiltlir ve yasam tarzi bozularak 6zglnligi
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yok olabilmektedir (Kervankiran, 2014). Bu baglamda Kingir, Celik, Sancar ve Akay
(2014) tarafindan Giineydogu Anadolu Bolgesinde yapilan bir arastirmada katilimcilar
turizmin kiiltiirel ve ¢evresel boyutta olumsuz ancak ekonomik etkilerinin olumlu yonde
oldugu sonucuna ulagsmislardir.

Turizmin toplumsal degisime etkilerinin bireysel davramis, aile iliskileri, ahlaki
tutumlar, deger sistemleri gibi sosyo- kiiltiirel boyutlarla sinirli kalmadigr ayn1 zamanda
psikolojik etkilerinin de oldugu vurgulanmaktadir (Avcikurt, 2015). Bu kapsamda
degerlendirildiginde turizm kavraminin 6znesi ve odak noktasi insandir ve turizm
etkinliklerine katilmada temel itici faktoriin psikolojik tatmin arayist oldugu goriilmektedir.
Turistlerin tatilleriyle ilgili beklentileri, tatillerinden tatmin diizeyleri, tatil siireclerindeki
tutum ve davraniglar1 psikoloji biliminin kapsaminda oldugundan turizm faaliyetleri ile
psikoloji biliminin iligkili iki alan oldugu anlasilacaktir. Dolayisiyla insanlarin niyet,
beklenti ve diinya goriisleri turizm olaymi etkileyen faktorlerdir ve turizm olayr da
insanlarin  ruhsal ve fiziksel yapisina iyi gelen tibbi gereksinim olarak
degerlendirilmektedir (Kozak, Kozak & Kozak, 2015, p.17-18; Bahar & Kozak, 2015,
p.126-127).

2.2. Literatiir Ozeti

Igili literatiir incelendiginde, Tiirkiye nin farkli turizm destinasyonlarinda turizmin etkileri
konusunda yerel halkin bakis acisin1 ortaya koyan cok sayida arastirma yapildig
goriilmektedir. Bu arastirmalarda turizmin olumsuz etkilerinden bahsedilmekle birlikte;
yerel halkin turizme ve turizmin etkilerine yaklasiminin genellikle olumlu olmasi dikkat
cekmektedir. Bu kisimda s6z konusu arastirmalardan elde edilen bulgular 6zetlenmektedir.

Alaeddinoglu (2008) tarafindan yapilan aragtirmada Sivas halkinin genel anlamda
kentte turizm gelisimine olumlu yaklastig tespit edilmistir. Halk, turizmin olas1 olumsuz
etkilerine ragmen, turizmin kentte yaratacagi olumlu etkilerin agirlikta olduguna inanmakta
ve buna bagli olarak da turistlere karsi iyl niyet beslemekte ve onlarla iyi iliskiler
kuracaklarimi ifade etmektedir. Foca’da gerceklestirilen bir arastirmada (Giimiis &
Oziipekge, 2009), halkin turizmin ekonomik, sosyal, kiiltiirel ve ¢evresel etkilerine yonelik
gorlislerinin genel olarak olumlu oldugu goriilmistiir. Afyonkarahisar’da yapilan bir
arastirmada (Ozdemir & Kervankiran, 2011) yerel halkin genel olarak turizmin ildeki
gelisim siirecine olumlu yaklastigi belirlenmistir. Yerel halkin ¢ogunluguna gore turizm
ilin ekonomik olarak canlanmasinda ve sosyo-kiiltiirel gelisiminde 6nemli etkiye sahiptir.

Keskin ve Contu’nun (2011) Urgiip’e bagli Mustafapasa Kasabasinda yasayan yerel
halkin turizme bakis agilarini saptamaya yonelik arastirmalarinda yerel halkin, turizmin
kasabada genellikle olumlu etkiler yarattigi yoniinde gorlis bildirdikleri goriilmiistiir.
Amasra’da yapilan bir arastirmaya (Cengiz, 2012) gore yore halki turizmin sehrin
tanitimina, ekonomisine ve Kkiiltiirel mirasinin korunmasma katkida bulundugunu
diisiinmektedir. Ancak plansiz arazi gelisimi nedeniyle turizm yorede dogal ve geleneksel
ozelliklerin zarar gormesine de neden olmaktadir. Duran (2013) tarafindan Bozcaada’da
yapilan arastirmada yerel halkin turizmden fayda elde ettikge turizmin sosyo-Kkiiltiirel,
cevresel ve ekonomik etkilerini olumlu algiladiklar1 ortaya ¢ikmistir. Ayvalik halkina
yonelik olarak gergeklestirilen arastirmada yerel halkin 6zellikle turizmin ekonomik et-
kilerini daha olumlu algiladigi, ancak turizmin sosyo-kiiltiirel ve c¢evresel etkileri
konusunda kararsiz kaldiklari, kusku duyduklari belirlenmistir (Y1ildiz, 2014).

Toprak (2015) tarafindan Mardin’de yapilan bir aragtirmanin sonuglarina gore sehir
halki bolgede turizm sektoriiniin gelismesiyle ortaya c¢ikabilecek degisimler i¢in pozitif
yonde goriis belirtmistir. Ayrica bolgede yasayan insanlar turizmin en fazla ekonomik
etkilerini daha sonra ise sosyal ve ¢evresel etkilerini onemsediklerini belirtmistir. Bogan ve
Sarusik (2016) tarafindan yiiriitiilen arastirmaya gore Alanya halki turizmin bolgeye
olumsuz etkisinden ziyade olumlu etkisinin oldugunu kabul etmektedir. Yore halki

20



JOHTI-Journal of Hospitality and Tourism Issues/ Year: 2019, Vol: 1 No: 1, 17-29

turizmin goriintii kirliligi ve trafik yogunlugu yaratmadigini, otel ve turistik yapilarin insa
edilmesinin de dogal ¢evreye zarar vermedigini diislinmektedir. Turizmin geleneksel
kiltiiriin degismesine neden oldugu goriisti kabul géormemekle birlikte; yerel halk 6zellikle
genglerde alkol kullaniminin, bosanma oraninin, tecaviiz ve fuhusun artmasinda turizmin
olumsuz etkide bulundugunu belirtmistir

Mesci ve Donmez (2016) Mudurnu halkinin turizmin sosyal, ekonomik ve ¢evresel
etkilerini olumlu algiladiklarini tespit etmistir. Yerel halkin turizm faaliyetlerine dogrudan
katildigi ve turizm faaliyetlerini destekledikleri sonucuna ulasilmistir. Bolge halki
turizmden elde ettigi gelirin turizmin gelismesiyle birlikte daha da artacagim
diisiinmektedir. Tiirker, Selcuk ve Ozyildirrm (2016) turizm gelisiminin, Safranbolu
halkinin yasam Kalitesini genel olarak olumlu yo6nde etkiledigini, turizmin ekonomik,
kiiltiirel ve cevresel etkilerinin Safranbolu halkinin yasam kalitesine olumlu yansidigin
ancak sosyal etkilerinin ise olumsuz oldugunu ortaya koymustur. Diyarbakir’da yiiriitiilen
bir arastirmada (Hanger & Manci, 2017) yerel halkin turizm faaliyetlerinin ekonomik,
sosyal, kiiltiirel ve ¢evresel etkilerine yonelik algilarinin genellikle olumlu yonde oldugu
belirlenmistir. Celik (2019) tarafindan yapilan arastirmada ise turizm alaninda liderlik
konusu ile ilgili yazilmis olan lisansiistii tezler cesitli bibliyometrik 6zellikler acisindan ele
almmustir. Calisma sonucunda en fazla tezin Gazi Universitesinde hazirlandigi, calisilan
tezlerde en c¢ok donilistimcii liderlik davranislarinin ve Olgeklerinin ele alindigt
belirlenmistir.

Daha 6nce de bahsedildigi gibi, bu arastirmalari tek bir ¢at1 altinda toplayan ve cesitli
kriterler agisindan birlikte analiz eden ¢aligma yok denecek kadar azdir. Bu galismalardan
biri Unur, Ertas ve Kanca (2015) tarafindan yapilmistir. Bu c¢alismada belirlenen veri
tabanlarinda yabanci ve yerli literatiir sistematik taramaya tabi tutularak turizmin yalnizca
sosyo-kiiltiirel etkilerine iliskin arastirmalar belirli kriterlere gore analiz edilmistir. Benzer
bir calisma Yilmaz (2017) tarafindan gergeklestirilmis ve farkli illerde turizmin cevresel,
ekonomik ve sosyo-kiiltiirel etkilerini konu alan arastirmalarin temel bulgular igerik
analizine tabi tutulmustur.

3. YONTEM

Calismada, yerel halkin turizmin etkilerine yonelik bakisi ile ilgili hazirlanmis olan
lisansiistii tezler bibliyometrik analiz yOntemiyle incelenmistir. Literatiir taramasi
sonucunda 2000-2017 yillar1 arasin1 kapsadigi belirlenen tezlere, Yok Ulusal Tez Merkezi
(https:/ltez.yok.gov.tr/UlusalTezMerkezi/) lizerinden kisiye 6zel kullanici adi ve sifre ile
15 Eylill 2017 tarihinden itibaren ulasilmaya baslanmistir. Ulasilmast kisitli olan bazi
tezler, tiniversitelerin kiitiiphane veri tabanlar1 kullanilarak elde edilmis, baz1 yazarlara ise
kisisel mail adreslerinden ulasilarak tezler temin edilmistir. Yaklagik ii¢ ay sonunda
konuyla dogrudan iliskili toplam 85 lisansiistii teze ulasilmistir. Analizlerde kullanilacak
kriterler belirlenirken daha 6nce yapilan benzer g¢alismalardan (Giiglii Nergiz 2014; Turan,
2014; Aydm, 2014; Arica, 2014; Giidii Demirbulat & Tetik Ding, 2017) faydalanilmistir.
S6z konusu kriterler asagidaki gibidir:

» Tezin tiiri
Yaymlandigi yil
Yayimlandig1 liniversite
Hazirlandigi enstitii

Yaymlandig1 ana bilim dali

YV V. V V V

Danigsman unvani
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» Arastirmanin yapildigi il
» Tezin temel bulgular

Bu temel kriterler tanimlayici istatistikler ile analiz edilerek bulgular ortaya konulmustur.

4. BULGULAR

Elde edilen verilerin analizinde frekans ve yiizde degerleri iizerinden degerledirme
yapilmis ve tezlerin temel bulgular1 ayrica 6zetlenmistir.

Tezlerin Tiirlerine Gore Dagilim

Tablo 1’de goriildiigii tizere incelenen donemde Tiirkiye’de turizmin etkileri konusunda
hazirlanmis lisansiistii tezlerin biiyiikk c¢ogunlugunu (%84,7) yiiksek lisans tezleri
olusturmaktadir.

Tablo 1: Tezlerin Tiirlerine Gore Dagilim

Tiirii Frekans %
Doktora 13 15,3
Yiiksek Lisans 72 84,7
Toplam 85 100

Tezlerin Yayinlandiklar Yillara Goére Dagilimi

Tablo 2’de lisansiistli tezlerin dagilimi iiger yillik donemler halinde gosterilmistir. Hem
yiiksek lisans hem de doktora tezlerinin son ii¢ donemi kapsayan dokuz yillik zaman
diliminde (2009-2017) yogunlagmasi dikkat ¢ekmektedir. Lisansiistii tezlerin toplam
yaklasik %80°1 bahsi gecen donemde hazirlanmigtir. Bu arada en fazla doktora tezi 2009-
2011 doneminde hazirlanmisken, en fazla yiiksek lisans tezinin hazirlandigi dénem 2012-
2014 donemi olmustur. Ote yandan, 2005 yilinda ne doktora ne de yiiksek lisans tezi
hazirlanmadigini belirtmek gerekir.

Tablo 2: Tezlerin Yillara Gore Dagilim

Doktora Yiiksek Lisans Genel Toplam

Donem F % F % F %
2000-2002 1 7,6 8 11,1 9 10,5
2003-2005 - - 3 4,1 3 35
2006-2008 - - 7 9,7 7 8,2
2009-2011 6 46,1 11 15,2 17 20
2012-2014 2 15,3 23 31,9 25 29,4
2015-2017 4 30,7 20 21,7 24 28,2
Toplam 13 100 72 100 85 100

Tezlerin Yaymlandiklar1 Universitelere Gore Dagilim

Lisansiistii tezlerin yayimlandiklar1 tiniversitelere gore dagiliminin verildigi Tablo 3’e
iliskin genel bir degerlendirme yapildiginda, otuzun iizerinde iiniversitede lisansiistii tez
hazirlandigimni séylemek miimkiindiir. 1k ii¢ sirada Gazi Universitesi, Mugla Sitk1 Kogman
Universitesi ve Dokuz Eyliil Universitesi’nin yer aldigi sdylenebilir. Bu iiniversiteleri
Akdeniz Universitesi takip etmektedir. Yiiksek lisans tezleri agisindan Gazi Universitesi ve
Mugla Sitkt Kogman Universitesi ilk siray1 paylasirken; doktora tezleri agisindan da Dokuz
Eyliil ve Akdeniz Universitesi ilk siray1 paylasmaktadir. Incelenen dénemde Mugla Sitki
Kog¢man Universitesi’nde doktora tezi hazirlanmadigini hatirlatmakta fayda vardir.
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Tablo 3:Tezlerin Universitelere Gore Dagilim

Doktora Yiiksek | . | Doktora Yiiksek
Universite E % [= % Universite E % E %
Gazi 3 23 8 11,1 | Afyon Kocatepe - - 1 1,3
Mugla Sitk1 Kogman - - 8 11,1 | Atithm - - 1 1,3
Dokuz Eyliil 2 153 | 5 6,9 | Beykent - - 1 1,3
Akdeniz 2 153 | 4 5,5 | Erciyes - - 1 1,3
Ankara - - 4 5,5 | Gaziantep - - 1 1,3
Canakkale Onsekiz - - 4 5,5 | Hacettepe - - 1 1,3
Sakarya - - 4 5,5 | Harran - - 1 1,3
Atatlirk 1 7,6 2 2,7 | Kafkas - - 1 1,3
Balikesir - - 3 4,1 | Karabiik - - 1 1,3
Istanbul - - 3 4,1 | Karamanoglu - - 1 1,3
Siileyman Demirel 1 7,6 2 2,7 | Marmara 1 7,6 - -
Adnan Menderes 1 7,6 1 1,3 | Mustafa Kemal - - 1 1,3
Anadolu - - 2 2,7 | Namik Kemal - - 1 1,3
Diizce - - 2 2,7 | Nevsehir H.B.V. - - 1 1,3
Ege - - 2 2,7 | Selguk - - 1 1,3
Mersin 1 7,6 1 1,3 | Usak - - 1 1,3
Trakya - - 2 2,7 | Yildiz Teknik 1176 - -
Toplam 11 84 57 78 2 15 | 15 19

Tezlerin Hazirlandiklar1 Enstitiilere Gore Dagilimi

Lisansiistii tezlerin enstitiilere gore dagilim tablosuna (Tablo 4) bakildiginda, biiyiik
cogunlugunun (% 85,8) sosyal bilimler enstitiileri blinyesinde hazirlandig1 goériilmektedir.
Egitim bilimleri enstitiilerinde hazirlanmig lisansiistii tezler ise %9,4’liik paylar ile ikinci
sirada yer almaktadir. Yiiksek lisans ve doktora tezleri agisindan ayr1 ayr1 degerlendirme
yapildiginda da sosyal bilimler enstitiilerinin yine ilk sirada oldugu goriilmektedir.

Tablo 4:Tezlerin Hazirlandiklar1 Enstitiillere Gore Dagilim

Doktora Yiiksek Lisans Genel Toplam

Enstitii E % F % E %
Sosyal Bilimler Enstitiisii 9 69,2 64 88,8 73 85,8
Egitim Bilimleri Enstitiisii 2 15,3 6 8,3 8 9,4
Fen Bilimleri Enstitiisii 1 7,6 1 1,3 2 2,3
Saghk Bilimleri Enstitiisii 1 7,6 1 1,3 2 2,3
Toplam 13 100 72 100 85 100

Tezlerin Yayimlandiklar1 Ana Bilim Dallarina Gére Dagilim

Tablo 5’e gore lisansiistii tezler 22 farkli anabilim dalinda hazirlanmistir. Ancak tezler
sirastyla Turizm Isletmeciligi Ana Bilim Dali, Turizm Isletmeciligi ve Otelcilik Ana Bilim
Dal1 ve Turizm Isletmeciligi Egitimi Ana Bilim Dali’nda yogunlasmaktadir. Ote yandan,
ana bilim dallar1 agisindan yiiksek lisans tezlerinin doktora tezlerine kiyasla daha fazla
cesitlilik gosterdigi anlasilmaktadir.
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Tablo 5:Tezlerin Ana Bilim Dallarina Gére Dagilhim

Doktora Yiiksek Doktora Yiiksek
A.B.D. Lisans A.B.D. Lisans
F % F % F % F %
Turizm Isletmeciligi 3 23 24 | 33,3 | Antropoloji - - 1 1,3
Turizm sletmeciligive | 2 | 153 | 9 | 12,5 | llkdgretim - - 1|13
Otelcilik
Turizm Isletmeciligi 3 23 6 8,3 | Rekreasyon Yonetimi - - 1 1,3
Egitimi
Cografya 1 7,6 7 9,7 | Ortadgretim Sosyal - - 1 1,3
Alanlar Egitimi
iktisat 1 7,6 4 5,5 | Tarim Ekonomisi - - 1 1,3
Sosyoloji - - 4 5,5 | Kamu Yonetimi - - 1 1,3
Isletme 1 7,6 2 2,7 | Halkla Iliskiler ve - - 1 1,3
Tanitim
Beden Egitimi ve Spor 1 7,6 2 2,7 | Halk Bilimi - - 1 1,3
Sosyal Cevre Bilimleri - - 2 2,7 | Felsefe ve Din - - 1 1,3
Turizm ve Otel - - 1 1,3 | Isletme Yonetimi - - 1 1,3
Mimarlik 1 7,6 - - Siyaset Bilimi ve - - 1 1,3
Toplam 13 99 61 84 11 14

Tezlerin Damisman Unvanlarina Goére Dagilimi

Lisanstistii tezlerin danisman unvanlarina gére dagilimi incelendiginde (Tablo 6) en fazla
tez calismasi yiiriiten danisman unvanmin Yrd. Dog. Dr./Dr. Ogr. Uyesi (% 44,7) oldugu
anlagilmaktadir. Yiiksek lisans ve doktora tezleri ayri1 ayr1 degerlendirildiginde her iki
kategoride de yine Yrd. Dog. Dr./Dr. Ogr. Uyesi unvanma sahip Ogretim diiyeleri
agirhiktadir. Ote yandan, bir tane yiiksek lisans tezi biri Dog. Dr. digeri Yrd. Dog. Dr./Dr.
Ogr. Uyesi olmak iizere iki kisi damismanliginda yiiriitiilmiistiir.

Tablo 6:Tezlerin Danisman Unvanlarina Gére Dagilim

Doktora Yiiksek Lisans Genel Toplam
Danisman Unvan = % = % = %
Prof.Dr. 4 30,7 20 27,7 24 28,2
Doc¢.Dr. 5 38,4 17 23,6 22 25,8
Yrd.Do¢.Dr./Dr. Ogr. Uyesi 4 30,7 34 47,2 38 44,7
Do¢.Dr+Yrd.Dog.(iki danismanli) - - 1 1,3 1 11
Toplam 13 100 72 100 85 100

Tezlerin Aragtirmamn Yapildigi illere Gore Dagilim

Tablo 7°de, lisansiistii tezlere konu olan arastirmalarin yapildig: illere gore dagilimi
verilmistir. Arastirma alani olarak en ¢ok tercih edilen iller sirasiyla, Antalya , Mugla ve
[zmir olmustur. Ayn1 anda birden fazla ilde yapilan ii¢ yiiksek lisans tezi ise “Diger”
baslig altinda verilmistir.
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Tablo 7: Tezlerin Arastirmanin Yapildig: illere Gore Dagilim

) Doktora Yiiksek Lisans ) Doktora Yiiksek Lisans

Iller = % = % Iller E % E %
Antalya 5 38,4 8 11,1 | Bitlis - - 1 1,3
Mugla - - 11 12,9 | Tokat - - 1 1,3
[zmir 2 15,3 8 11,1 | Balikesir - - 1 1,3
Ankara 1 7,6 3 4,1 | Tekirdag - - 1 1,3
Canakkale 1 7,6 3 4,1 | Gaziantep - - 1 1,3
Erzurum 1 7,6 3 4,1 | Sakarya - - 1 1,3
Kayseri - - 3 4,1 | Corum - - 1 1,3
Aydm 1 7,6 2 2,7 | Karaman - - 1 1,3
Isparta - - 3 4,1 | Afyon - - 1 1,3
Nevsehir - - 2 2,7 | Mersin - - 1 1,3
Edirne - - 2 2,7 | Artvin - - 1 1,3
Bolu - - 2 2,7 | Sanlurfa - - 1 1,3
Bursa 1 7,6 1 1,3 | Hatay - - 1 1,3
Denizli 1 7,6 1 1,3 | Kurklareli - - 1 1,3
Cankir1 - - 1 1,3 | Giresun - - 1 1,3
Igdir - - 1 1,3 Diger - - 3 4.1
Toplam 13 99 54 71 18 23

Tezlerin Temel Arastirma Bulgularina Gore Degerlendirilmesi

Yukarida yer verilen sayisal bilgilerin yani sira lisansiistii tezlerin temel bulgular1 da
incelenmistir. Inceleme sonunda ulasilan temel bulgular su sekildedir: Turizmin etkileri
konusunda farkli goriisler olsa da; yerel halkin genel olarak turizmi destekledigi ve
turizmin etkilerine olumlu baktigi goriilmektedir. Yerel halk, turizmi 6zellikle gelir getirici
ve istihdam yaratici bir sektor olarak gormekte ve turizmin bolgesel kalkinmada 6nemli bir
faktor olduguna isaret etmektedir. Yerel halk, bazi yorelerde turizmin yanlis arazi
kullanimina neden oldugunu ve turistik faaliyetler i¢in dogal kaynaklarin bilingsizce
kullanildigin1 diistinmektedir. Yore halki ayni zamanda, turizmin cevresel sorunlara ve
kiiltiirel yozlagmaya neden oldugunu diistinmektedir. Kirsal kesimlerde turizmin gelismesi
ile birlikte ge¢im kaynaginin tarima dayali oldugu donemlere kiyasla yerel iriinlerin
satisginin  arttif1 ancak ayni zamanda bolgedeki akrabalik iliskilerinin zayifladig:
belirtilmektedir. Yerel halkin birtakim demografik O6zelliklerinin, turizmin etkilerinin
algilanmasinda degiskenlige neden oldugu godzlemlenmektedir. Ornegin, turizmden
ekonomik fayda saglanmasi daha olumlu algilamaya yol agmaktadir.

5. SONUC VE ONERILER

Siirdiiriilebilir turizm gelisimi i¢in turizmden en ¢ok etkilenen paydaslardan biri olan yerel
halkin destegi olduk¢a Onemlidir. Tiirkiye'nin cesitli illerinde yerel halkin turizmin
etkilerine yonelik goriislerini ortaya koyan ¢ok sayida arastirma yapilmistir. Ancak, bu
arastirmalart tek cat1 altinda toplayan ve analiz eden ¢alisma yok denecek kadar azdir.
Bibliyometrik analiz bu konuda 6nemli fonksiyonlar iistlenebilecek yontemlerden biri
olarak dikkat ¢cekmektedir. Bu kapsamda, ¢aligmada yerel halkin turizmin etkilerine bakis
acist ile ilgili lisansiistii tezler belirli kriterler dahilinde bibliyometrik yontemle analiz
edilmistir. Lisansiistii tezlerin konusunu olusturan aragtirmalarin agirlikli  olarak
Tirkiye’nin o6nde gelen turizm destinasyonlarinda yiiriitiildiigli soylenebilir. Bu
destinasyonlar arasinda Antalya ili 6nde gelmektedir. Bu bulgularin benzer arastirmalarin

25



Cikrik, Yilmaz ve Toprak (2019: 17-29)

(Duran, 2013; Toprak, 2015; Mesci & Do6nmez, 2016) bulgular ile oOrtlstigi
goriilmektedir.

Son donemde, yerel halkin turizme ve turizmin etkilerine yonelik bakis agisinin
yogun ilgi duyulan konulardan biri olmasi, lisansiistii tezlerin son yillarda artis
gostermesinin en énemli nedenlerinden birisidir. Ayrica, yaklasik son 8-10 yillik donemde
tiniversiteler biinyesinde turizmle ilgili ¢ok sayida yiiksekokul ve Ozellikle fakiiltelerin
acilmasinin yanisira, faaliyete gecen lisansiistii boliim ve programlarin sayisindaki artis da
onemli bir neden olarak goriilebilir. Ote yandan ilgili lisansiistii tezlerin daha ¢ok yiiksek
lisans tezlerinden olusmasi dikkat ¢ekmektedir. Bunun temel nedeni, yiiksek lisans
tezlerinin doktora tezlerine kiyasla daha kisa siirede tamamlanmasi olabilir.

Gazi Universitesi’nin hem doktora hem de yiiksek lisans alaninda en fazla sayida tez
hazirlanan tniversite oldugu goriilmektedir. Dolayisi ile bu alanda ¢alismak isteyenler
Gazi Universitesinin programlarin takip edebilirler. Siiphesiz, bunda Gazi Universitesi’nin
Tiirkiye’nin en eski iiniversitelerinden biri olmast ve uzun yillardir turizm alaninda
lisansiistii diizeyde egitim vermesinin etkisi vardir. Lisansiistii tezlerin ¢ogunlukla sosyal
bilimler enstitiilerinde hazirlanmis olmasi, turizmin sosyal bilimler alanina girmesi
nedeniyle lisansiistii turizm programlarinin agirlikli olarak sosyal bilimler enstitiileri
biinyesinde bulunmasi ile agiklanabilir. Ote yandan, lisansiistii tezlerin bir kismimin sosyal
bilimler enstitiisii disindaki diger enstitiilerde hazirlanmig olmasi, turizmin ayni1 zamanda
disiplinler arasi1 bir alan olmasi ile ilgilidir.

En fazla lisansiistii tez danismanlig1 yapan 6gretim elemanlarinin Yrd. Dog¢. Dr./Dr.
Ogr. Uyesi unvanma sahip 6gretim iiyelerinden olmasi1 beklenen bir sonugtur. Zira, bahsi
gecen unvana sahip kisilerin akademik camiada sayisal c¢ogunlugu ellerinde
bulundurduklari bilinmektedir. Ote yandan, 2018 yili Mart ayinda yapilan yasal diizenleme
ile Yrd. Do¢. Dr. unvan kaldirilarak yerine Dr. Ogretim Uyesi unvani getirildigini
hatirlatmak gerekir.

Bu aragtirma turizm alaninda sadece yerel halkin bakis agisini konu alan lisansiistii
tezleri ele almistir. Bu yonden bir sinirlilik olmakla birlikte ele alinan bibliyotmerik
ozellikler acisindan 6nem arz etmektedir. Bundan sonraki caligsmalarda yerel halkin bakis
acis1 konusunun diger alanlarda nasil ele alindig1 arastirilabilir. Bu tarz ¢alismalarin, belirli
araliklarda yenilenmesinin ve giincellenmesinin ilgili literatiire ve sektore katki
saglayacag: diisiiniilmektedir. ileride benzer calisma yapacak arastirmacilara, lisansiistii
tezler disindaki benzer yayinlarin ve yerel halk haricindeki diger paydaslarin bakis agisinin
analiz edilmesi onerilebilir. Ayrica hem Tiirkiye’deki destinasyonlarin hem de Tiirkiye ile
diger iilkelerin karsilastirmali analizine yonelik ¢alismalar yapilabilir.
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Abstract

The economic growth, which took place in the last 3 decades in Europe, helped for yachting tourism to be
placed as a considerable option for holidays. Croatia has achieved to become the top yachting destination
worldwide during the last 20 years. The current study overviews the literature of yachting tourism and meta-
analyzes the significant role of yachting in the economic development of Croatia, based on data sourced from
the Croatian Bureau of Statistics. An overall image of the tourism activity in Croatia is provided, from which
the differences between the coastal and non-coastal areas of the country become clearer. Literature review on
yachting tourism, along with data analysis has been conducted. With the use of comparative document
review, the connection between yachting tourism activity and economic development in Croatia is clearly
demonstrated. Further data on accommodations and tourists’ arrivals for the period 1998-2018 were
employed to highlight the disproportion in the rhythm of development between the Adriatic zone of the
country and the inner parts of Croatia. For all coastal areas, the contribution of yachting tourism in the local
and state economy and the local communities is more than characteristic. The official data about marinas and
employment in marinas for the period 2012 — 2017 is presented and further edited for this purpose. However,
it seems that yachting tourism offered no solution to one of the biggest challenges of Croatia, which is the
equal tourist development of all parts of the country.

Keywords: Yachting, Marina, Croatia, Economy, Coastal Areas

1. INTRODUCTION

The continuing growth of tourism on a global scale, from the ’60s to nowadays, has led not
merely to an increase in tourism demand, but also, to the emergence of new types of
tourism, different that the initial Sun Sea Sex model. The 3S model started to gradually
lose his appeal to more and more experienced tourists (Coccossis et al., 2011). Moreover,
from the supply’s aspect, several areas, worldwide, farther from big urban centers, started
to adopt tourism as an economic development tool. Those areas took a distance from the
mass tourism model, in their effort to differentiate their product. It was obvious, that there
would be no results for them if they followed the 3S, as lack of infrastructures was a
restrictive factor for tourism development. Consequently, different types of tourism come
to surface. Special interest tourism (or Alternative tourism) is a wide term that was given to
denote the differentiation from the 3S model or mass tourism.

Special interest in tourism planning focused on providing experiences and a more
personalized approach to tourists' needs. Tourists who seek such kind of experiences are
driven by multiple motives (nature-based, hobbies, sports, education, curiosity) and for this
reason, this form of tourism is also called as motives tourism. According to Andriotis
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(2008), tourists” motivations related to this form of tourism can be listed as love for nature,
outdoor activities, love for the sea, history and culture, health, wellness and learning.

In this paper, it becomes clear that yachting tourism constitutes a type of special
interest tourism. Yachting tourists have as their motive the need for spending time in the
sea by using a sailing or a motor yacht both as a mean of transfer and as their
accommodation base. Also, love for the art of sailing is another significant factor for
tourists selecting sailing tourism.

2. LITERATURE REVIEW

Several definitions of yachting tourism appear in the academic community. Diakomihalis
(2009) refers to yachting as “’private sea journey’’ and defines the term of yachting as the
act of chartering a yacht both as a base for accommodation and recreation and as a mean of
transportation, from a group of people who plan their route and navigate themselves for
recreational purpose. Mikuli¢, Kresi¢, and Kozi¢ (2015) from the University of Zagreb
enlist yachting tourism as a form of special interest tourism and argue that yachting
belongs to the wider category of maritime tourism. They also provide the terms: marina
tourism and leisure boating tourism as synonym terms to yachting tourism. Nautical
tourism is a wider term, which includes apart from holidaying with a yacht, multiple
different sea activities, as participating in sea sports, fishing or tourists’ educational interest
in underwater life (Mikuli¢ et al., 2015). Further, as Gracan, Gregori¢ and Martinié
conclude (2016), “nautical tourism covers the entire spectrum of activities given that
boaters are not stationary, but guests are characterized precisely by their mobility”.

According to Mylonopoulos and Mira (2005), “yachting tourism is a sea activity,
where tourists charter a yacht for recreation and with the purpose to visit multiple seaside
areas of a destination”. Horak, Marusi¢, and Favro (2006) refer to yachting as a tourism
activity which takes place beside or in the water and is highly connected to sailing, while,
in parallel, they highlight the lack of a clear definition of yachting tourism from UNWTO
or the Encyclopedia of Tourism. In the aforementioned definition, Lukovi¢ (2013) argues
that “yachting can include apart from sailing several other activities, either at the marina or
in the sea, as all of those elements co-create the total yachting experience”. He, also,
recognizes 3 main categories of nautical tourism: the marina industry, the charter industry
and the cruise industry (Lukovi¢, 2012).

Furtherly, Coccossis, Tsartas and Griba (2011) directly connect yachting with sailing
tourism and they conclude to a common definition for sailing and yachting tourism, “as the
act of chartering different types of yachts for accommodating reasons from a group of
people with homogenous characteristics and a common decision about the following
routes”.

A deeper analysis of the definitions above leads us to a crucial conclusion about the
concept of yachting tourism. All definitions do not eliminate yachting as the act of
chartering a yacht, but they refer to a wider experience in the sea, where a yacht plays the
role of the accommodation facility and a tool for the satisfaction of their needs (sea
journey, vacations).

2.1. The Yachting Tourism System

In yachting tourism, tourists can make use of either of their own yacht or charter a yacht
from a fleet operator company. There is a plethora of travel agencies worldwide with
expertise in yachts chartering, called Brokers or Boat charter agencies. Sailing tourism has
become a significant trend in tourism during the last 2 decades, constituting the most
productive and currency gaining activity of maritime tourism (Igoumenakis et al., 1998).
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The demand for sailing yachts charters faces a continuous increase globally and proves to
be noticeably profitable, as it is addressed to tourists with high consumption capacity (Hall,
2001).

Yachts chartering can be categorized in 3 cases, depending on the demand of tourists:
» A bareboat charter, where members of the crew are skipper license holders

» Skippered charter, where none of the crew members possess a skipper’s license,
or even if they do, they feel insecure to navigate on their own, thus, a professional
skipper is required to be hired.

» Crewed charter, where the group of tourists charters a yacht including a
professional skipper and a chef or a hostess onboard.

Yacht charters can be categorized under 2 cases, depending on the number of the chartered
yachts:

» A bareboat charter, where a group of tourists charter their own yacht and follow
their commonly planned route. This option is selected by more experienced yachters
and, generally, by tourists aged 30+

» Flotilla charter, where the chartered yacht is part of a wider group of yachts,
following a leading yacht. In this case, all flotilla yachts follow a pre-scheduled route
and there is no flexibility for any yacht crew to select its own routes. This option is
selected by less experienced tourists or tourists with entirely no previous experience.
This option characterizes the tourists' age group of 18-25

The chartering of a yacht can proceeds in 2 ways:
» Direct charter from the end client to the fleet owner company

» Indirect Charter to the fleet owner company, through a broker (in this case, a
commission is also added on the Net Price for the broker’s services)

Chartering bareboat requires from the charterer and his group a deep knowledge of
the selected destination and sufficient navigation knowledge. Of course, the fleet owner
company members always provide useful information to the crew members about the area
and suggested routes with natural beauty. In case that a Broker has intervened in the
chartering process, the Broker will also advise the crew members about safe routes and
places of interest within the visited area.

2.2.International Yachting Fairs

The growth of yachting tourism led to the emergence of several yachting fairs across the
globe, as the demand for yachts chartering is gradually increasing. Table 1 demonstrates all
the major International Yachting Fairs, based on web research:

Table 1: International Yachting Fairs

International Yachting Fairs Location Participants
Annapolis Boat Show 10-14 Oct. 2019 U.S.A. (Annapolis - Maryland) B2B + B2C
Boot Dusseldorf 18-26 Jan. 2020 Germany (Dusseldorf) B2B + B2C
Salon Nautique de Paris 07-15 Dec. 2019 France (Paris) B2B + B2C
International Charter Expo (ICE) 07-10 Nov. 2019 Awustria (Vienna) B2B
Southampton International Boat Show 07-10 Nov. 2019 United Kingdom (Southampton) B2B + B2C
Charter Meetup Greece 12-14 Apr. 2019 Greece (Athens) B2B

Messe Tulln 07 — 10 Mar. 2019 Awstria (Tulln) B2B + B2C
Belgian Boat Show 09 — 17 Feb. 2019 Belgium (Gent) B2B + B2C
Biograd Boat Show 17 — 19 Oct. 2019 Croatia (Biograd na Moru) B2B + B2C

Source: By the Author, 2019. (The author participated in these organizations).
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Yachting fairs can be grouped into 2 categories. These categories are listed below:

» B2B Yachting Fairs (exclusively for providers and entrepreneurs (Fleet operators
— Brokers — Suppliers) B2B or B2B2C sales take place.

» Open Yachting Fairs, where yachting entrepreneurs and direct clients can
participate (B2B, B2B2C, B2C sales take place)

In terms of visitor’s numbers, Boot Dusseldorf has been the leading fair with the
Salon Nautique de Paris following. International Charter Expo and Charter Meetup Athens
have been the only B2B fairs in the tourism industry so far. Of course, we cannot ignore
the Annapolis Boat Show in the USA, which constitutes a grand yachting fair on the
American continent.

The yachting industry has been also having a presence in big international tourism
fairs, as yachting is gaining more and more popularity as an option for holidays not only
among sailors or yachters but to several groups of tourists. Table 2 presents the most
important international tourism exhibitions with yachting tourism entrepreneurs among
their participants, based on web research:

Table 2: International Tourism Fairs with Yachting Tourism Participations

International Tourism Fairs Location Participants
ITB Berlin 04 — 08 March 2020 Germany (Berlin) B2B + Visitors
W.T.M. London 04 — 06 November 2019 U.K. (London) B2B + Visitors
Athens International Tourism Expo (A.1.T.E.) Greece (Athens) B2B + Visitors
06 — 08 December 2019

Mitt Moscow 17 — 19 March 2020 Russia (Moscow) B2B + Visitors

Source: The Author, 2019 (The author participated in these organizations).

Experts of yachting tourism strongly claim that this presence will expand to more
tourist fairs in the next years, as yachting tourism (mainly sailing) becomes easier, less
expensive and more enjoyable compared to past years, thus, more and more people select a
yacht over a hotel for their holidays.

2.3. Economic and Social Impacts of Yachting Tourism

Yachting tourism has been proved a significantly profitable activity for tourism
destinations, with direct or indirect social benefits following the financial ones (Favro &
Grzeti¢, 2008; Favro et al., 2009; Zubak et al., 2014). There are ten sources of income for
destinations, generating by yachting tourism activity:

» Berth fees for yachts in ports and marinas during the summer period (usually from
April to October or November)

» Annually berthing fees, either in marinas or in yacht yards during the winter period
(November to April)

A\

12 months of operation for marinas and yacht yards with open vacancies for local
communities.

A plethora of seasonal open vacancies during the summer period

Yachting tourists’ consumption in marinas facilities

Yachting tourists’ consumption in the cities where every marina is located.
Sales of fuel for the yachts

Taxes for brokers and agencies commissions

vV V V VYV VYV V

Taxes for fleet operator companies’ incomes
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» Financial benefits for all complementary sectors to yachting tourism (sea sports
companies, transfer companies, souvenir shops, restaurants, local tour guides,
technical support companies)

It is obvious that the financial benefits are spread among all the stakeholders of a
destination and are not limited to fleet owner companies or brokers. Yachting tourism
constitutes a direct source of income for residents and practitioners, while governments
generate an indirect income through taxation (Zubak et al., 2014).

2.4. The Tourism Profile of Croatia

Croatia is a popular tourism destination among European travelers but also on a global
scale. It is an independent state since the partition of Yugoslavia in 1991. The country
covers a surface area of 56,5 km? and is divided into 3 zones: a) the northern zone, b) the
Dinaric zone (mountain range area) and c) the Adriatic zone. (coastline areas) It covers
1,3% of the total European surface area (European Union, 2016) and claims slightly less
than 1% of the total population of Europe (Eurostat, 2016; 2015). Croatia includes
numerous islands (718 islands and islets) 289 rocks and 78 reefs along However, the
islands amount to only 5.8% of the total Croatian surface area (Croatia.eu, 2018). 61
million overnights take place in the country, which equals with 5,1% of the total overnights
in the European continent. It is impressive that based on the previous numbers, Croatia has
been listed as a top destination in overnights per capita, along with Cyprus and Malta.
Taking a closer look at the tourist activity spread, it is clearly observed that only the
coastline areas of Croatia showcase intense activity, highly disproportionately to the other
parts of the country (Table 7). For this reason, Croatia has concentrated its efforts on
gradually developing different forms of tourism, apart from the 3S model (Sea-Sun-Sex or
Sand) and nautical tourism. This plan was estimated to spread the financial benefits of
tourism (social benefits too) to more areas, by promoting the special characteristics and
assets of several other parts of Croatia (Lew, 2008; Robinson & Novelli, 2005; Trunfio et
al., 2006). More specifically, the development of special interest tourism, nature, culture or
gastronomy based) was the initial planning. However, results have not proved this theory
so far, as the current situation shows clearly that tourists insist on showing preference in
the third zone of Croatia (Adriatic zone). In more detail, the Croatian Tourist Board
confirms that Croatia is closely associated in tourist markets with “’Sea Sun and Sand”’
holidays. Over 52% of tourists think of Croatia as a 3S destination, while 25% of tourists
link Croatia directly with nautical tourism. (Dwyer et al., 2017).

2.5. Croatia as a Yachting Destination

Two major activities of nautical tourism take place in Croatia: yachting and cruising.
Yachting is closer linked with staying on boats without a pre-determined itinerary, while
cruising refers to the use of larger, crewed vessels with a pre-scheduled itinerary’’
(Marusi¢ et al., 2014). Croatia witnesses a significantly growing demand for yachting
tourism during the last 20 years (Kovacic¢ et al., 2015). Weather conditions, natural beauty,
and efficient destination marketing campaign are the three competitive advantages of
Croatia’s success story. With mild winds and calm waters, Croatia claims to offer perfect
sailing conditions to tourists. Numerous protected bays along Croatia’s coastline are also a
major determinant for yachting tourists to select the country as a yachting destination. As
Seving and Giizel (2017) states, the 2 main reasons for a region to become a yachting
destination for yacht tourism are primarily its location and its natural and relatively clean
bays. Protected bays constitute a strong asset for a destination, as yachting tourists prefer to
anchor and overnight at such places. Croatia has succeeded in becoming the top destination
for yachting tourism worldwide, based on the aforementioned factors, and also in a highly
demanding environment, with several Mediterranean destinations competing to attract
tourists' interest.
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Another factor that contributed to the development of yachting tourism in Croatia is
the political stability, especially during the last 5 years, in comparison to its main
competitors (Greece and Turkey) Financial crisis and political instability of Greece during
the period 2011 to 2017, adding to lack of safety that yachting tourists imputed Turkey
during the period 2015-2016, created almost perfect conditions for Croatia to outpace its
main competitors. Croatia provides more than 35.000 yachts berths and generated more
than 800 million kunas? in 2008. An ambitious plan by the Croatian government for more
than 15 billion kunas of income-generating by yachts berthing for the year 2019 has been
deployed.

Regarding the profile of tourists that visit Croatia for yachting purposes, 76% of
them are men. 30 — 49 years old is the main age group. German tourists are most of them,
with Austrians and Italians following. 80% of yachting tourists who select Croatia as a
yachting destination have a university education and the average length of stay is 14 days.
Per capita consumption is 78 — 171€ (Andrijani¢ & Parlov, 2016). Additionally, according
to the Institute for Tourism of Zagreb, most charterers in Croatia have managerial working
positions. Entrepreneurs and pensioners follow. Regarding occupation, the Institute for
Tourism points out the great difference between yachting tourists and the rest of the
tourists in Croatia, who accommodate in hotels and they mainly consist of labor class and
students (Institute for Tourism, 2012).

Another interesting element is the loyalty of tourists in Croatia, which is high and
demonstrates equally high repeatability. The average tourist has visited Croatia at least 3
times for yachting holidays, according to the Institute for Tourism. This repeatability is
significantly higher than of the visitors in hotels (Institute for Tourism, 2012). Also, the
average length of stay is higher compared to the hotels 17 days according to the Institute
for Tourism or 14 days according to Andrijanic and Parlov (2016). German tourists have
an average of 26-day length of stay, following by Australians (20 days) and Italians (18
days). It is more than clear from the aforementioned data that Croatia has achieved to
obtain a positive image not merely as a yachting destination but generally as a tourism
destination. The high lengths of stay and repeatability is also an indicator for a high level
of satisfaction among the visitors. Regarding nationalities, the great majority of tourists
with interest to charter a yacht (either a sailing yacht or a motor yacht) are Europeans
(Germans, Italians, British French and Dutch) (Diakomihalis & Lagos, 2008). Americans
and Australians follow. American yachting tourists, in particular, as Diakomihalis states,
they seem to prefer motor yachts over sailing yachts (Diakomihalis & Lagos, 2008).

Croatia has also become a pioneer in yachting global distributions systems (yachting
GDS) providers as well. Currently, there are 4 GDS for yachts charters: Booking Manager
- MMK, Nausys, Sedna, Yacht Sys. 2 out of 4 are Croatia based provider companies
(MMK and Nau sys). Efficient marketing has been also proved a strong advantage for
Croatia against its Mediterranean competitors. According to Annapolis Boat Show
organizers, Greece is the first name that American tourists consider when they hear of the
Mediterranean Sea as a destination. However, they finally book their holidays to Croatia,
as Croatian fleet operator companies and Brokers appear to have a far better online
presence.

3. METHODOLOGY

This paper constitutes a desk research investigating the broader impact of yachting tourism
in Croatian economy. Secondary research has been executed, based on Croatian Bureau of

2 The basic monetary unit of Croatia.
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Statistics data major tourism parameters, as accommodation numbers, tourist arrivals
numbers, number of marinas and number of employees in marinas, for the last 20 years
(period 1998-2018) Literature review of yachting tourism has been used in combination
with the presentation of the yachting tourism system. Further, data analysis has been
conducted. With the use of documentary analysis, the connection between yachting
tourism activity and economic development in Croatia is clearly demonstrated.

As the main tourist activity in Croatia takes place in the western part of the country,
near the Adriatic Sea, this paper investigates the growth of 6 major areas: Dubrovnik,
Zadar, Sibenik, Kotar — Dalmatia, Istria, and Split, where also yachting tourism flourishes.
In particular, the significant growth of tourist arrivals is presented with the use of adequate
data. For the same areas, official data about marinas (number of marinas, capacity, income,
employment) is provided and by using comparative analysis we demonstrate the financial
contribution of yachting tourism in Croatia. Based in literature review and the provided
data, it becomes clear that Croatia has gained great social and economic support from
yachting tourism activity in the period 2009-2018, in the form of direct income through
taxation for the government but also for the residents through either a rise in working
vacancies or tourists’ consumption. Tourist consumption is also an indirect type of income
for the government as well, through VAT or other indirect taxes.

4. Findings on Yachting Tourism of Croatia

Based on the sources of income this paper proceeds to a qualitative analysis of Yachting
tourism in Croatia. Table 3 provide tourist arrivals annually for the period 1998 — 2018
(last 20 years). Six coastal areas have been selected, Dubrovnik, Zadar, Sibenik, Kotar—
Dalmatia, Istria, and Split, which have gained high popularity within the examined period.
The significant increase in the number of accommodations and in tourism arrivals within
the period 1998-2018 are illustrated in Table 4.

Table. 3 Tourist Arrivals in Croatia (Period 1998 — 2018).

Coastal Areas Split - Sibenik — Primorje Dubrovnik
of Croatia Dalmatia | Zadar Knin Istria Gorski Kotar Neretva
1998 653.017 304.337 168.902 1.799.581 1.435.378 328.024
1999 589.731 265.791 144.422 1.576.726 1.226.328 281.989
2000 894.895 451.100 261.369 2.080.359 1.650.848 469.050
2001 1.050.906 612.121 506.299 2.377.801 1.853.917 563.585
2002 1.177.142 654.255 579.078 2.354.931 1.922.927 597.215
2003 1.236.570 741.076 639.714 2.436.799 1.997.459 696.960
2004 1.366.950 843.290 650.677 2.515.701 2.024.597 796.795
2005 1.505.266 931.509 750.840 2.505.017 2.076.456 909.374
2006 1.549.257 977.395 752.081 2.575.090 2.149.985 928.604
2007 1.731.039 1.072.659 820.312 2.719.949 2.247.788 978.402
2008 1.746.311 1.102.170 822.879 2.729.618 2.214.061 986.851
2009 1.657.945 1.049.019 746.532 2.755.269 2.205.627 957.229
2010 1.637.656 971.092 634.614 2.627.918 2.005.292 982.619
2011 1.777.700 1.022.464 650.059 2.895.686 2.170.286 1.046.826
2012 1.834.876 1.074.192 657.371 2.985.042 2.181.095 1.122.420
2013 2.037.977 1.086.788 716.849 2.980.663 2.245.691 1.241.254
2014 2.212.903 1.186.908 754.177 3.059.226 2.266.152 1.346.281
2015 2.473.538 1.289.162 797.035 3.369.905 2.451.047 1.443.103
2016 2.737.304 1.362.206 817.755 3.763.174 2.598.437 1.598.767
2017 3.159.851 1.559.419 923.233 4.104.018 2.789.179 1.864.114
2018 3.468.253 1.664.144 965.089 4.255.408 2.909.581 2.013.577

Source: Croatian Bureau of Statistics, 2018.
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Tables 4 and 5 illustrate increasing trends for Croatia, both as a tourism destination
and as a yachting destination. This seems to have a continuation in the next years, as far as
not any serious incident occurs, or competitor countries of Croatia, as Greece and Turkey,
increase their share of the tourism market.

Table. 4 Increase Rate of Accommodations and Tourist Arrivals (1998 — 2018)

Increase Rate 1999-2018 % Increase Rate 1999-2018 (Tourists

Seaside Areas of Croatia (Accommodations) (%) Arrivals) (%)

Dubrovnik — Neretva 434 513

Split — Dalmatia 414 2.581

Zadar 477 446

Sibenik — Knin 518 3.163

Istria 140 1.321

Primorje — Gorski Kotar 123 964

Source: Data were adopted by the author from Croatian Bureau of Statistics, 2018.

Table 5 highlights the significant increase in the number of marinas situated at the
six main locations of interest (Dubrovnik, Zadar, Sibenik, Kotar — Dalmatia, Istria, and
Split) for the period 2005 - 2017. An important element emerging from this Table, apart
from the obvious increase in the number of marinas, is that the continuous rise in yachting
tourism infrastructure features a developing phase for yachting tourism in Croatia.
However, the falling rate of the increase in the number of marinas reveals the initiation of a
mature phase of yachting.

Table. 5 Number of Marinas in Croatia (Period 2005 — 2017)

Coastal Areas Split Zadar | Sibenik | Istria Primorje Dubrovnik Total
of Croatia Dalmatia Knin Gorski Kotar Neretva
2005 11 21 11 14 21 6 84
2006 11 24 11 14 29 6 95
2007 11 23 11 14 30 5 94
2008 11 24 11 14 32 5 97
2009 13 24 11 14 32 4 98
2010 13 24 11 15 30 5 98
2011 13 21 13 15 30 6 98
2012 16 19 13 15 29 6 98
2013 17 23 14 14 32 6 106
2014 21 26 15 14 30 6 112
2015 20 36 17 14 27 7 121
2016 27 44 21 13 26 8 139
2017 27 46 21 12 26 8 140

Source: Data were adopted by the author from Croatian Bureau of Statistics, 2018.

An interesting element from Table 6 is the move of yachting tourists flows (number
of moorings annually) along the Croatian coastline. This fact makes obvious the domestic
competition of Croatian destinations. As such, the county of Primorje — Gorski Kotar
displays a continuous decline in moorings during the period 2013-2017, the same as the
county of Istria. However, the total number of moorings shows a gradual increase with an
exception for the year 2017. This means a move of yachting tourists and boaters from the
aforementioned counties to other counties, such as Zadar or Split — Dalmatia, which are
highly characteristic paradigms of emerging yachting destinations in Croatia.

37



JOHTI-Journal of Hospitality and Tourism Issues/ Year: 2019, Vol: 1 No: 1 30-43

Table. 6 Number of Moorings in Croatian Marinas (Period 2013 — 2017).

Coastal Areas of Split Sibenik Primorje

Croatia Dalmatia | Zadar Knin Istria | Gorski Kotar Total
2013 2.021 3.553 3.529 3.668 3.455 16.940
2014 2.332 3.596 3.552 3.605 3.422 17.221
% Increase 2013-2014 15,4 1,2 0,6 -1,7 -0,9 1,6
2015 2.290 3.820 3.630 3.601 3.266 17.351
% Increase 2013-2015 13,3 7,5 2,8 -1,8 -54 2,4
2016 2.451 3.969 3.671 3.512 2.891 17.428
% Increase 2013-2016 21,2 11,6 4 -4,2 -16,3 2,9
2017 2.414 4.110 3.662 3.084 2.870 17.067
% Increase 2013-2017 19,4 15,7 3.8 -15,9 -16,9 0,7

Source: Data were adopted by the author from Croatian Bureau of Statistics, 2018.

The continuous increase in the number of marinas leads to increasing marinas’
incomes, as seen in Figure 1. In 2012 Croatian marinas generated 660 million kunas, while
in 2013 this amount reached up to 680 million, displaying an increase of 3%. This increase
continued during 2014 with a total income of 715 million kunas. In 2015 the total marinas’
income amounted to 755 million kunas and, finally, 768 million kunas during 2016,
showcasing an increase of 16,3% for the period 2012 — 2016.

Marinas' Income 2012 - 2016 (.000 kunas)
800000

750000
700000
650000 . I I
600000

2012 2013 2014 2015 2016
Figure 1. Marinas’ Incomes for the Period 2012 — 2016 in Croatia (.000 kunas).

Source: Data were adopted by the author from Croatian Bureau of Statistics, (2018).

It is important to point out that marinas’ incomes are generated not only directly
from yachts berthing, but also from yachting tourists’ consumption in marinas facilities
(bars, restaurants, souvenir shops, water sports equipment, other services). This last
element has triggered marinas to offer a grand variety of services and invest in facilities
and improvement of infrastructures. As a result, numerous marinas are considered
destination assets for their countries and as a strong reason for yachting tourists to visit a
destination.

Number of employees in marinas of Croatia
Period 2013 - 2017
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Figure 2. Number of Employees in Croatian Marinas for the Period 2013 — 2017.

Source: Data were adopted by the author from Croatian Bureau of Statistics, (2018).
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Tables 5, 6 and Figures 1 and 2 demonstrate a rise of 16,6% in Croatian marinas
income during the period 2012-2016 and a rise of 20% in employment in marinas in the
period 2013-2017 This fact comes to a result of a noticeable increase of 66,6% in the
number of marinas in the country within the last 12 years. Apart from the direct and
indirect sources of income for the state of Croatia generated by this increase in the number
of infrastructure and income, it is of major importance the contribution of this raise to local

communities with new working positions.
Table. 7 Coastal vs Non coastal areas Accommodations and Tourism Arrivals
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Krapina Zagorje 223 285 Dubrovnik Neretva 434 513
Sisak Moslavina 99 110 Split Dalmatia 414 2.581
City of Zagreb 287 242 Zadar 477 446
Varazdin 41 66 Sibenik Knin 518 3.163
Koprivnica-Krizevci -1 73 Istria 140 1.321
Bjelovar Bilogora 153 119 Primorje Gorski Kotar 123 964

Source: Data were adopted by the author from Croatian Bureau of Statistics, 2018.

A comparison in growth among the seaside part of Croatia (Adriatic zone) and the
rest of the country (northern zone and Dinaric zone) can be found in Table 7 In this Table,
the difference in tourism activity between the coastline and the non-coastal areas of the
country is clearly demonstrated. However, there is a notable increase in accommodation
and tourist arrivals numbers of noncoastal areas, which can be explained by the fact that
Croatia has put serious efforts in promoting those areas through the development of other
types of tourism than yachting or massive tourism (special interest tourism). Another
element is the significant increase in accommodations and tourist arrivals of the capital city
of Croatia, which is a positive impact of the establishment of Croatia as a global tourism
destination.

Regarding job vacancies, as shown in Table 8, there is an increase in the rate of
seasonal employment during the period 2013-2017. In 2013 a ratio of 1/5 (19%) of
marinas’ employees were occupied in a seasonal base. Within the next two years, this ratio
increased to almost 1/4 (26,6%), remaining at the same level until 2017 (26,9%).

Table 8. Rate of Seasonal Employment in Marinas of Croatia (2013 — 2017)

Year Number of employees Number of employees Rate (%)
(Total) (Seasonal) Seasonal Employment

2013 1.387 264 19

2014 1.516 336 22,2

2015 1.586 423 26,6

2016 1.686 455 26,9

2017 1.665 448 26,9

Source: Data were adopted by the author from Croatian Bureau of Statistics, 2018.

This increase in the rate of seasonal employment can be explained by strong
seasonality, which is the main characteristic of yachting tourism. The rise in the number of
marinas and the increase in their generated incomes have been proved insufficient to
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decrease the rate of seasonal employment in the yachting sector in the same period (2013—
2017).

4. CONCLUSION AND DISCUSSION

The continuous development of yachting tourism on a global scale is an undoubtful fact, as
tourists show increasing interest in this form of special interest tourism. Multiple
destinations across the globe are focusing their tourism planning on developing yachting.
Caribbean islands and eastern Mediterranean countries (Greece, Croatia, and Turkey, in
particular) constitute the most popular destinations among yachters. Croatia has achieved
to become a top yachting destination within the last 20 years. Of course, data shows that
Croatia is continuously gaining popularity as a tourism destination and not merely among
yachting tourists. The numbers of accommodations and tourist arrivals for all counties of
Croatia for the last 20 years (period 1998 — 2018) clearly show a flourish of tourism across
the country. However, the intensity of tourism activity, along with the tourism growth rate
show great differences between the three zones of the country. The Adriatic zone, which
consists of the coastline and the islands, shows a tremendous increase regarding
accommodations and visits compared to the other 2 parts of the country, where an increase
is also noticed but in a slower rhythm. The Croatian government has focused its efforts on
developing special interest forms of tourism and spread the benefits of tourism among the
entire country, but data proved those efforts insufficient.

Yachting tourism has significantly contributed to the economy of Croatia, but also to
local communities’ prosperity, as more and more yachters select the country as their
holidays destination and spend money on chartering a yacht or further needs. This yachting
activity, of course, was not ignored by public sector and entrepreneurs. Actions were taken
about the creation of high standards marinas and other yachting infrastructures, which, on
the one hand strengthened Croatia’s position towards its competitor countries and on the
other hand numerous new working positions were opened for the locals. The current paper
suggests that further acts needs to be taken in order for Croatia to respond to this gradually
increase in demand in a sustainable way.

As yachting tourism is still spotted in its development phase, this paper highlights the
importance of strategic planning for yachting development to be conducted, so that the
Croatian economy and local communities benefit the outmost, without any decline in the
quality of services or the navigation safety. It is, also, a fact that yachting tourism
addresses to middle- and higher-income tourists (Mikaci¢, 2002; Favro & Grzetic, 2008),
which is another strong reason for more and more areas across the coastline of Croatia to
invest in yachting infrastructures, with the aim of developing the potentials of yachting
tourism. The goal of spreading yachting activity in more areas is twofold: First, it will
enable more areas across the coastline to gain popularity among yachting tourists. By this,
more areas will take advantage of the economic and social benefits of yachting tourism.
Secondly, spreading yachting activity in more areas will decrease the concentration of
yachts and tourists in these areas, retaining the environmental and social carrying capacity
of those areas.

In a wider framework, similar research is suggested to be conducted for Turkey and
Greece, the main competitors of Croatia. As mentioned, the cluster of those three countries
constitute the second top visited yachting destination in a global scale (Eastern
Mediterranean), hence, it is essential to be examined in what way this form of tourism
contributes to countries’ economies and local communities’ prosperity. Also, the
environmental impact of such an increase should be examined in the 6 areas of Croatia
where yachting tourism takes place (Dubrovnik, Zadar, Sibenik, Kotar — Dalmatia, Istria,
and Split). The increase of 19,4% in the number of moorings during the period 2013 —
2017, combined with the fact that 64 new marinas were built during the period 2005 —

40



loannidis (2019: 30-43)

2017, should be monitored from an environmental aspect. Current environmental situation
in the aforementioned areas and any possible correlation between environment degradation
and yachting development should be examined.
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Ozet

Orgiitsel destek, orgiit ile calisanlar arasindaki iliskinin gostergesidir; drgiitiin calisanlarin ¢abalarimi, sosyal
ve duygusal ihtiyaclarini ne kadar 6diillendirdigi, calisanlarin katilimlarii takdir edip etmedigi ve onlarin
refahina 6nem verdigi konusunda calisanlarin genel inanglarini kapsamaktadir. Bunlara ek olarak, orgiitsel
destek, iggdrenlerin, orgiit hedeflerini gergeklestirme hususunda daha istekli olmalarina iliskin motive edici bir
unsur olarak degerlendirilebilen 6nemli bir konudur. Bu baglamda arastirmanin amaci, ¢alisanlarin demografik
ve mesleki Ozelliklerine iligkin Orgiitsel destek algisinin farklilik gosterip gostermedigini belirlemektir.
Arastirmanin evrenini, Antalya’daki bes yildizli konaklama isletmeleri, 6rneklemini ise evreni temsil edecek
sayida ulasilan isgorenler olusturmaktadir. Bu kapsamda, arastirmada 447 anket veri saglamaya elverisli
diizeyde bulunmus ve analiz edilmistir. Veri analizinde nicel arastirma veri toplama tekniklerinden anket
teknigi kullanilmigtir. Arastirmaya katilan 6rneklem grubunun tanimlayici 6zelliklerinin anlagilmasi igin
tanimlayict istatistiklerden faydalanilmigtir. Calisanlarin orgiitsel destek algisinin demografik ve mesleki
ozelliklere gore farklilik gdsterip gostermediginin tespit edilmesine yonelik farklilik testleri (ANOVA ve t-
testi) kullanilmistir. Arastirma sonucunda, orgiitsel destek algisinin medeni duruma goére 6nemsenme, goz ardi
edilme durumu ve gururlandirma boyutlarinda; yasa gore goz ardi edilme durumu ve gozden ¢ikarilma durumu
boyutlarinda; egitime gore dnemsenme ve gururlandirma boyutlarinda anlamli farkliliklar gosterdigi tespit
edilmigtir.

Anahtar kelimeler: Orgiitsel Destek, Konaklama Isletmeleri, Antalya.

Do Employees’ Perceptions of Organizational Support Differ in Terms of Demographic and Professional
Characteristics?

Abstract

Organizational support is an indicator of the relationship between the organization and its employees; and the
general beliefs of employees about how the organization rewards employees’ efforts, social and emotional
needs, whether in appreciation for the participation of employees and give importance employees’ welfare. In
addition, organizational support is an important issue that can be considered as a motivating factor for for
employees to be more willing to achieve organizational goals. In this context, the aim of the research is to
determine whether perception of organizational support differs according to employees’ demographic and
professional characteristics. The research population consists of five-star accommodation enterprises in
Antalya. The sample consists of the number of employees to represent the population. In this context, 447
questionnaires were found suitable for providing data and analyzed. Questionnaire technique which is one of
data collection techniques in quantitative research was used. Descriptive statistics were used to determine the
descriptive characteristics of the sample group. Differences tests (ANOVA and t-test) also were used to
determine whether employees’ perception of organizational support differs according to demographic and
Professional characteristics. As a result of the research, perceived organizational support differed according to
marital status in dimensions of being considered important, being ignored and making someone proud;
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according to age in dimensions of being ignored and being discard; and according to education in dimensions
of being considered important and making someone proud.

Key Words: Organizational Support, Accommodation Enterprises, Antalya.

1. GIRIS

Degisen teknolojik, ekonomik ve sosyal siirece orgiitlerin ayak uydurabilmeleri igin
kendilerini gelistirip siirecin beklentilerine uygun olarak sahip olduklar1 kaynaklari etkili ve
verimli kullanmalar1 gerekmektedir. S6zii edilen kaynaklardan isletme i¢in stratejik 6neme
sahip olan biri de insan kaynagidir ¢linkii agirlama endiistrisindeki isletmelerdeki isgorenler,
Ozellikle misafirle sik etkilesimde bulunanlar hem oOrgiitiin hem de Orgiitiin iiriin ya da
hizmetlerinin temsilcisi olarak gérev yapmaktadirlar.

Bilim ve teknolojideki ilerlemeye ragmen, isgorenler, bir¢ok orgiitiin, zellikle hizmet
tabanli orgiitlerin en 6nemli varliklarindan biri ve sermayesi olarak goriilmektedir. Ciinkii,
hizmet tabanli orgiitlerdeki emek-yogun iiretim tarzi nedeniyle hizmet kalitesini etkileyen
faktorlerin baginda; isgéren tatmini, isgdren performansi ve iggoren verimliligi gelmektedir.
Bu nedenle yogun rekabet ortaminda basarili olmay1 hedefleyen agirlama endiistrisindeki
isletmelerin iggdrenlerine giivenerek ve onlarla ayni hedefi paylasarak onlar1 desteklemeleri,
bdylece isgorenler arasindaki igbirligi ve dayanismay1 saglayip hizmet kalitesini arttirmalari
gerekmektedir. Isgdrenlerin korunmasi ve c¢alisma ortaminda yetenekli isgdrenlerin
tutulmasi, Orgiitlerin pazarda rekabet edebilmesi i¢in énemli bir zorunluluk olmakta ve
orgiitlerin basarili olmasini saglamaktadir.

Agirlama endiistrisi i¢in kritik basar1 faktorlerinden biri, insan kaynagi araciligiyla
rekabet avantaji kazanmaktir. Ciinkii agirlama endiistrisindeki mevsimsel talep ve
istikrarsizlik ile birlikte uzun ¢aligsma saatleri, gece ve hafta sonu ¢alisma, diisiik ticret ve
benzeri olumsuz ¢alisma kosullart yiiksek calisan devir oranina neden olmakta, hizmet
kalitesinde sorunlar yasanmakta ve rekabet giicii azalmaktadir. Bu nedenle, hizmet
kalitesindeki sorunlar1 ortadan kaldirmak ve rekabet giiciinii arttirmak igin etkin insan
kaynaklar1 yonetimini hem misafir hem de calisan perspektifinden inceleyip isgorenleri
desteklemek onemlidir. Destekleyici orgiitlerde gii¢lendirilmis igsgdrenler, takdir yetkisini
kullanarak misafirlerin ihtiyaglarini karsilayip sorunlarini ¢6zerek hizmet kalitesinin ve
misafir memnuniyetinin 6nemli belirleyicisi olmaktadir.

Agirlama endiistrisinde rekabet¢i pazarda giiclii bir yer edinmek icin nitelikli isgliciine
sahip olmak onemlidir. Dolayisiyla, konaklama isletmelerinin, isgorenlerini destekleyici
uygulamalar gelistirerek onlarin islerine yonelik potansiyellerini ortaya koyabilmelerine
firsat vermeleri, orgiitsel ¢ikarlara katkiy1 en iist diizeye tasir. Bu baglamda, destekleyici
orgiitlerde gli¢lendirilmis isgorenler, fikir ve Onerilerini rahatlikla uygulayip isletme
hedeflerine daha kolay ve hizli bir sekilde ulasir. Buna ek olarak destekleyici Orgiitlerde
giiclendirilmis isgorenler yiiksek performans gostererek verimliligi arttirir. Boylelikle
konaklama isletmeleri, yliksek hizmet kalitesi standartlarini saglar.

Orgiitler, giiniimiiziin dinamik is ortaminin zorluklariyla basa ¢ikmak igin siirekli yeni
1§ yapma yontemleri aramaktadir. Dolayisiyla orgiitsel hedeflere ulasmada isgiiciinden en iy1
sekilde yararlanmak icin drgiitlerin verimli calisana sahip olmas1 gerekmektedir. Isgiiciiniin
verimli performans gostermesi de Orgiitlin ¢alisana iliskin yatinmin1 ve destegini
gerektirmektedir. Insanlarin is yerlerinde harcadigi zaman ve enerjinin miktar1 gdz éniine
alindiginda, ¢alisanlarin 6rgiit tarafindan desteklenmeleri 6nemlidir.

Algilanan orgiitsel destek; is tatmini, orgiitsel vatandaghik, orgiitsel baglilik, ¢alisan
katilimi, yiiksek performans ile isten ayrilma, devamsizlik ve ise ge¢ kalma egiliminde
azalma gibi ¢esitli olumlu orgiitsel sonuglara yol agabilmektedir. Bu nedenle orgiitlerin,
calisanlarin orgiitsel destek algilarini olumlu yonde etkileyerek gorevlerini etkin bir sekilde
yerine getirmede onlara yardimci olmalart gerekmektedir. Boylelikle rekabetgi ortamda
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orgilitler varligini basaril bir sekilde siirdiirerek orgiitsel hedeflere daha kolay ulagabilir. Bu
cergevede yapilan bu arastirma, ¢alisanlarin 6rgiitsel destek algisinin demografik ve mesleki
ozellikler agisindan irdelenmesi, isgérenlere yonelik destekleyici faaliyetlerin ve stratejilerin
gelistirilmesi ve uygulanmasi a¢isindan énemlidir.

2. LITERATUR TARAMASI
2.1. Orgiitsel Destek Kavram

Orgiitsel destek, orgiit ile calisanlar arasindaki iliskinin gostergesidir ¢iinkii drgiitsel destek,
orglitlerin ¢alisanlarin ¢abalarini, sosyal ve duygusal ihtiyaclarin1 ne kadar 6diillendirdigi,
calisanlarin katilimlarini takdir edip etmedigi ve onlarin refahina 6nem verdikleri konusunda
calisanlarin genel inanglaridir (Aly El Banan, 2017:42-43). Diger bir ifadeyle 6rgiitsel destek,
orgltlerin, ¢alisanlarin iyiligini ya da refahin1 dikkate alarak onlarin mutluluklarini artirici
nitelik tasimasi durumudur (Eisenberger vd., 1986: 501).

Orgiitsel destek, ¢aliganlarin isverenlerine bagli kalmalar1 gerektigi ve orgiitsel
hedefleri destekleyen davranislar gostermekle yiikiimlii olduklart hissini yaratmaktadir
(Wayne vd., 1997:83). Boylelikle c¢alisanlarin performanslart ve buna bagli olarak
verimlilikleri artmaktadir.  Calisanlarda olusan oOrgiitsel destek algisi, onlarin Orgiit
hedeflerini gergeklestirmeye yonelik ¢abalarini arttirabilmekte ve 6rgiitii beklenilen hedefe
ulastirabilmektedir.

Orgiitsel destege etki eden faktorler; orgiitsel adalet, lider — iiye etkilesimi, ydnetici
destegi, ddiiller ve kisisel 6zelliklerdir. Orgiitsel adalet; calisanlarin gérev dagilimi, mesaiye
uyma, yetki verilmesi, iicret diizeyi, 6diil dagitimi, sosyal ve ekonomik anlamda adil bir
calisma ortami ve etkilesimi gibi degiskenlere iligkin, yonetsel kararlari degerlendirme
stireci ve Orgiit igerisinde alinan kararlarin nasil alindig1 ya da alinan bu kararlarin ¢alisanlara
nasil sdylendiginin, ¢alisanlarca algilanma big¢imi olarak tanimlanmaktadir (Ince ve Giil,
2005: 76). Lider — iiye etkilesimi kurami, genel olarak iistlerle astlar arasindaki dikey
diizeydeki iligkilere odaklanmakta ve oOrgiitlerde liderlerin zamanlarinin, sahip olduklar
kaynaklarin ya da giiclin sinirli olmasi nedeniyle astlarinin tiimiine aym liderlik tarziyla
yaklagamayacaklarin1 6ne siirmektedir. Bu nedenle lider — tiye kurami, iistlerin sahip
olduklar1 giicli ve kaynaklari, astlariyla farkli sosyal miibadele iligkileri gelistirirken nasil
kullandiklarini belirlemeye caligmaktadir (Bolat, 2011: 166). Kotte ve Sharafinski (1998)’ye
gore yonetici destegi, calisanlarin en yakin yoneticisinin orgiite kattig1 degerlerdeki algilar
ve onlarin refah1 hakkindaki ilgilerinin derecesidir (Zincirkiran vd., 2016: 977). Bir diger
faktor olan 6diil, bireyin kendi bakis acilarina gore davranig sikligini artiran herhangi bir
olay olarak tanimlanabilir (Altindag ve Akgiin, 2015:283). Odiiller, ¢alisan performansinda
onemli rol oynamaktadir. Ciinkii c¢alisan performansinin ne kadar verimli oldugunu
belirleyen odiiller, calisanlart motive etmekte ve performansi kontrol etmektedir (Seng ve
Arumugam, 2017: 52). Kisisel oOzellikler ise, ¢esitli durumlarda belirli bi¢imlerdeki
tepkilerin gosterildigi, siirekli ve zaman icinde yiiksek seviyelerde tutarliligin oldugu
yatkinliklar olarak ifade edilebilir (Cetins6z ve Akdag, 2015: 2). Calisanin basarist,
yonetimin ¢abalarina, organizasyonel amagclara ve kisinin sahip oldugu bireysel 6zelliklere
baglidir. Bu ozelliklerden kisisel ozellikler ile isletmenin isgdrenlerin verimlilik ve
etkinliklerini artiric1 yonde aldiklar1 tedbirler, basariy1 belirleyen hususlardir (Saltiirk, 2008:
100).

Orgiitsel destek, sosyal degisim teorisi ile aciklanmaktadir. Sosyal degisim teorisi,
Blau (1964) tarafindan ortaya atilmistir. Burada iki arkadas arasinda karsilikli sarta bagl
iyiliklerin degisimi vardir. lyilik goren kisi belirsiz bir zamanda bu iyilige firsatini
buldugunda karsilik vermekle yiikiimliidiir (Ozdemir, 2010: 241). Eisenberger ve arkadaslar
(1986), sosyal degisim siirecine 151k tutmak i¢in orgiit ¢alisanlarinin kendilerini giivende
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hissetmeleri ve arkalarinda orgiitiin varligini hissetmelerini ifade eden algilanmis Orgiitsel
destek kavramini kullanmistir (Ozdemir, 2010: 241).

Orgiitsel destek ile calisanlarin saygi gorme, ait olma ve onaylanma ihtiyaglari
kargilanmaktadir. Ayrica destekleyici Orgiitlerde c¢alisanlarin orgiite olan katkilarinin
farkinda olundugu, onlarin mutluluklarina énem verildigi ve onlarla birlikte ¢alismaktan
hoslanildig1 ortaya konulmaktadir (Ozdemir, 2010: 241). Bunlara ek olarak, orgiitsel
destegin orgiitsel kimlik (Ertiirk, 2018:95), orgiitsel baglilik (Demir, 2012:56), is tatmini ve
isten ayrilma niyeti ile pozitif yonlii (Anafarta, 2015:119)iliskili sonuglar1 da vardir Orgiitsel
kimlik, orgiitiin amaclariin belirlendigi ve orgiit iiyelerini gittikce daha biitlinlesmis ve
uyumlu hale getiren bir siireg olarak tanimlanmaktadir (Hall vd., 1970: 176-177). Is tatmini,
bir kisinin isinden memnun oldugunu belirtmesine neden olan psikolojik, fizyolojik ve
cevresel kosullarin herhangi bir birlesimi olarak tanimlanmaktadir (Hoppock, 1935: 47).
Orgiitsel bagllik, kisinin orgiit igin hissettigi psikolojik bagliliktir. Bu bagllik, kisinin orgiit
ozelliklerini ve bakis agilarini benimseme ya da icsellestirme derecesini yansitmaktadir
(O’Reilly ve Chatman, 1986: 493). Isten ayrilma niyeti ise Rusbult vd. (1988) gore,
isgorenlerin ¢alistiklar1 isyerinin sartlarindan memnun olmamalart durumunda ortaya
koyduklar1 negatif ve aktif eylemlerdir (Zincirkiran vd., 2015: 61). Shen vd., (2014) gore,
orgiitsel destegi diisiik diizeyde algilayan ¢alisanlarin tersine yiiksek diizeyde algilayanlar,
karsiliklilik normuna dayanarak orgiitlerine karsi daha fazla sorumluluk duygusuna sahip
olma egiliminde olabilir ve islerine yonelik daha fazla uygun tavir ve davramislar
sergileyebilirler. Ayrica calisanlar, Orgiitiin onlara karsi uygun tavir ve davranislar
sergilemelerine karsilik olarak orgiitte kalmaya devam etmeyi diisiinebilirler (Anafarta,
2015: 116).

Agirlama endiistrisi giin gectikce daha rekabet¢i bir ortamla kars1 karsiyadir. Artan
turist sayisi, uluslararasi otel zincirlerinin genisletilmesi, ¢alisanlarin fedakarlik ve gayret
gostermesini gerektirmektedir. Calisanlarin ¢alisma tutumlar1 ve hizmet performansi, is
hedeflerine ulasmanin yan sira rekabet {istlinliigli ve performans verimliliginin korunmasi
icin hayati 6nem tasimaktadir. Isletme yonetiminin, ¢alisanlarin is performanslarimi
arttirmak i¢in siirekli egitime ek olarak, misafirlerin sorunlarin1 ¢6zmesine yardimei olmak,
meslektaglari ile i birligi yapmak, beklenmedik olaylar1 6nlemek ya da basariyla yonetmek
ve Orgiite daha fazla dikkat etmelerini saglamak gibi diizenli is gorevlerinin 6tesinde belirli
davraniglar1 tegvik etmeleri gerekmektedir. Baska bir deyisle, calisanlarin isletmeye olan
yiikiimliiliiklerini yerine getirmeleri rutin gorevlerinin 6tesinde saglanmalidir. Calisanlari
meslek rollerinin Gtesine gotliirmek i¢in (is tanimlar1 disindaki gorevlerde yer almak gibi)
motive etmek, isletmeye yonelik hedefleri gerceklestiren ¢alisanlar1 ddiillendirmek, calisan
tatminini arttirmak ve orglitsel baglilig1 saglamak icin ¢alisanlarda orgiitsel destek algisinin
olusturulmas1 gerekmektedir. Orgiitsel destek algis1 olusan calisanlar, istekli bir sekilde
calisarak ekstra caba sarf edebilir, islerini yaparken daha iyi yollar arayabilir ve bdylece
yiiksek verimlilik elde edilebilirler.

3. YONTEM

Arastirma, calisanlarin orglitsel destek algisinin demografik ve mesleki ozelliklere gore
farklilik gosterip gostermedigini tespit etme amacina doniiktiir. Arastirmanin evrenini,
Antalya’daki bes yildizli konaklama isletmeleri olusturmaktadir. Orneklemini ise evreni
temsil edecek sayida ulasilan iggérenler olusturmaktadir. Arastirmanin 6rneklem gergevesini
ise Onbiiro, satis, yiyecek ve icecek ile insan kaynaklar1 departmanlarindaki isgorenler ile bu
departmanlarin yoneticileri olusturmaktadir. Toplamda 491 anket toplanmis; ancak 32
anketin biiyiikk cogunlugu bos birakildigindan veri setine eklenmemistir. Veri setinde yer
alan degiskenlerin ¢ok degiskenli istatistiksel analizlere uygun olup olmadigini tespit etmek
icin yapilan coklu normal dagilim analizi sonucunda verilerin normal dagilmadigi

47



JOHTI-Journal of Hospitality and Tourism Issues/ Year: 2019, Vol: 1 No: 1, 44-57

goriilmiistlir. Bu nedenle, sapan analizi yapilmistir. Sapan analizi sonucunda tespit edilen ug
degerlere iligkin 12 anket veri setinden ¢ikarilarak ¢oklu normal dagilim saglanmistir. Bu
kapsamda, arastirmada 447 anket veri saglamaya elverisli diizeyde bulunmus ve analiz
edilmistir. Nicel yontemle (anket teknigi) elde edilen veriler, istatistik paket programi
kullanilarak arastirma amacina uygun olarak analize edilmis ve sonuglar1 yorumlanmustir.
Aragtirmaya katilan orneklem grubunun tanimlayici 6zelliklerinin anlasilmasi ig¢in
tanimlayici istatistiklerden faydalanilmistir. Katilimceilarin orgiitsel destek algisina yonelik
farklilik tespitleri t-testi ve ANOVA ile gerceklestirilmistir.

Arastirma, 2018 yilinda Mersin Universitesi Sosyal Bilimler Enstitiisii Turizm
Isletmeciligi Anabilim Dali’nda yapilan doktora tezinden tiiretilmistir. Bu calismada,
Eisenberger ve arkadaslar1 (1986) tarafindan gelistirilen, 36 6nermeden olusan orgiitsel
destek dlgegi kullanilmustir (Istin Ercan, 2018: 60). Eisenberger ve arkadaslar1 (1986)
tarafindan gelistirilen algilanan orgiitsel destek 6lgeginin Cronbach alfa degeri 0,97 olarak
bulunmustur; o6lgege iliskin yapmis olduklar1 faktor analizinde tek boyut olarak
faktorlesirken (Eisenberger vd., 1986: 503), arastirmada algilanan o6rgiitsel destek dlgeginde
yer alan 36 dnermeye uygulanan faktor analizi sonucu 6z degeri 1’in lizerinde olan bes faktor
(boyut) belirlenmistir. Faktorleri isimlendirmek icin, bir faktor altinda biiyiik agirliklar1 olan
degiskenler dikkate alinmistir (Kalayci, 2014: 330). Dolayisiyla literatiir kapsaminda
algilanan orgiitsel destege iliskin yapilan tanimlar da g6z 6niinde bulundurularak birinci
faktor “Onemsenme”, ikinci faktor “gdéz ardi edilme durumu”, ii¢lincii faktér “gézden
cikarilma durumu”, dordiincii faktér “gururlandirma” ve besinci faktér “maagla
odiillendirilme ve anlayigla karsilanma” olarak adlandirilmistir. Bu ¢ergevede, galisanlarin
orgiitsel destek algisinin demografik ve mesleki 6zelliklere iliskin farklilik testleri, orgiitsel
destegin bes boyutuna uygulanmastir.

4. BULGULAR
Bu boliimde 6nce demografik degiskenlere iligkin tanimlayici istatistiklere daha sonra anova
ve t-testi analizler sonuglarina yer verilmis,

4.1. Calisanlariin Demografik ve Mesleki Ozelliklerine Iliskin Bulgular

Arastirmaya katilan ¢alisanlarin demografik 6zelliklerini temsil eden cinsiyet, yas, medeni
durum, egitim durumu ile mesleki 6zelliklerini temsil eden isletmedeki ¢alisma siiresi ve
calisilan pozisyona ait elde edilen verilere uygulanan frekans ve yiizde analizleri sonuglari
Tablo 1’de yer almaktadir.

Tablo 1. Katihmcilarin Demografik ve Mesleki Ozellikleri

| Frekans | Yiizde (%) | Frekans | Yiizde (%)
Cinsiyet Medeni Durum
Kadin 211 47,2 Evli 192 43,0
Erkek 236 52,8 Bekar 255 57,0
Toplam 447 100,0 Toplam 447 100,0
Isletmedeki Calisma Siiresi Egitim Durumu
1-12ay 213 47,7 Ilkdgretim ve Lise 106 16,8
13- 24 ay 71 15,9 On Lisans 107 22,3
2536 ay 48 10,7 Lisans 204 52,5
3748 ay 31 6,9 Yiiksek Lisans 30 7,6
49 — 60 ay 32 7,2 Toplam 447 100,0
61 ay ve iizeri 52 11,6 Yas
Toplam 447 100,0 18-24 yas arast 65 14,5
Calisilan Pozisyon 25-31 yas arast 149 33,3
Yonetici Calisanlar 303 67,8 32-38 yas arast 152 34,0
Yonetici Olmayan Calisanlar 144 32,2 39-45 yas arasi 51 11,4
- - - 46 yas ve lizeri 30 6,7
Toplam 447 100,0 | Toplam 447 100,0
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Tablo 1’de yer alan ¢alisanlarin demografik verilerine bakildiginda katilimcilarin
%47,2’sini (n=211) kadin ve %52,8’ini (n=236) erkek calisanlarin olusturdugu
goriilmektedir. Katilimcilarin %43°tnli (n=192) evli, %57’sini (n=255) bekar calisanlar
olusturmaktadir. Katilimeilarin %14,5’ini (n=65) 18-24 yas arasi, %33,3’iinii (n=149) 25-31
yas arast, %34’linili (n=152) 32-38 yas arasi, %11,4’tinii (n=51) 39-45 yas arasi ve %6,7’sini
(n=30) ise 46 yas ve lizeri ¢alisanlar olusturmaktadir. Egitim durumlari incelendiginde ise
katilimcilarin %16,8’inin (n=106) ilkdgretim ve lise, %22,3’linlin (n=107) 6n lisans,
%52,5’inin  (n=204) lisans ve %7,6’smnin (n=30) yiiksek lisans mezunu oldugu
gorilmektedir.

Tablo 1’de calisanlarin mesleki 6zelliklerine bakildiginda ise calisilan pozisyona
gore katilimcilarin %67,8’ini (n=303) yoneticilerin ve %32,2’sini (n=144) ise diger
calisanlarin olusturdugu goriilmektedir. Isletmedeki ¢alisma siireleri incelendiginde 1-12 ay
arast calisanlar %47,7°lik  (n=213) oranla grubun c¢ogunlugunu olusturmaktadir.
Katilimeilarin %15,9’unu (n=71) 13-24 ay arasi1 ¢alisanlar, %10,7’sini (n=48) 25-36 ay arast
calisanlar, %6,9’unu (n=31) 37-48 ay arasi calisanlar, %7,2’sini (n=32) 49-60 ay arasi
calisanlar ve %11,6’sin1 (n=52) 61 ay ve lizeri ¢alisanlar olusturmaktadir.

Ozet olarak Tablo 1°de calisanlarin demografik 6zelliklerine iliskin degiskenlerin
dagilimina bakildiginda erkek, bekar, lisans mezunu calisanlarin ve 32-38 yas arasi
calisanlarin katilimcilarin ¢ogunlugunu olusturdugu ifade edilebilir. Calisanlarin mesleki
ozelliklerine iliskin degiskenlerin dagilimina bakildiginda ise; yonetici ¢alisanlarin ve 1-12
ay arasi ¢alisanlarin katilimeilarin ¢ogunlugunu olusturdugu ifade edilebilir.

4.2. Demografik ve Mesleki Ozelliklere Gore Cahsanlarin Orgiitsel Destek Algilarin
Karsilastirilmasi

Demografik ve mesleki 6zelliklere gore c¢alisanlarin orgiitsel destek boyutlarina iligkin
algilarmin farklilik gosterip gostermediginin belirlenmesi i¢in t-testi ve  ANOVA
uygulanmis, elde edilen sonugclar tablolar halinde sunulmustur.

Tablo 2. Cinsiyet Durumu, Medeni Durum ve Calisilan Pozisyona Gére Cahsanlarin Orgiitsel
Destek Algilarimin Karsilastirilmasi (t-testi)

- " t-
Orglllgt(f;lu];;i:egln Demografik Ozellikler N | Ort. S:grjﬁa degeri p
~~ Cinsiyet Kadin 211 | 3,65 ,707
Onemsenme Durumu Erkek | 236 | 3,66 | 767 | "°° 874
Goz Ard1 Edilme Cinsiyet Kadin 211 | 3,32 ,803 1955 051
Durumu Durumu Erkek 236 | 3,16 ,897 ' '
Gozden Cikarilma Cinsiyet Kadin 211 | 3,43 779 1132 958
Durumu Durumu Erkek 236 | 3,34 ,870 ' '
Cinsiyet Kadmn 211 | 3,65 ,662
Gururlandirma | by Erkek | 236 | 3,63 | 750 | % 763
Maasla Odiillendirme o Kadin 211 | 3,02 ,832
ve Anlayisla Cinsiyet -,140 889
Durumu Erkek 236 | 3,03 ,828 ' '
Kargilanma
> Medeni Evli 192 | 3,75 ,705
Onemsenme Durum Bekar | 255 | 3,50 | 757 | 2°%° 023
G0z Ardi Edilme Medeni Evli 192 | 3,36 ,850 2794 007
Durumu Durum Bekar 255 | 3,14 ,851 ' '
Gozden Cikarilma Medeni Evli 192 | 3,45 ,832 1526 128
Durumu Durum Bekar 255 | 3,33 ,823 ' '
Medeni Evli 192 | 3,74 ,697
Gururlandirma Durum Bekar 255 | 3.57 720 2,522 ,012
Maasla odiillendirme . Evli 192 | 3,08 ,841
ve Anlayisla Medeni 1,109 268
Durum Bekar 255 | 2,99 ,820 ' '
karsilanma
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Yoneticiler 303 | 3,71 , 784

= Caligilan PRSI
Onemsenme Pozisyon Y onetici 144 | 355 700 4,657 ,031
Olmayanlar
Goz Ardi Edilme Caligilan YYOI}enf.ﬂ?r 308 | 3,27 866 1607 206
Durumu Pozisyon onetict 144 | 3,16 ,833 ‘ '
Olmayanlar
Gozden Cikarilma Caligilan YYOI}enf.ﬂ?r 303 | 3,41 849 1385 240
Durumu Pozisyon onetict 144 | 3,31 ,780 ‘ ‘
Olmayanlar
Calisilan Yoneticiler | 303 | 3,70 ,738
Gururlandirma Pozisyon Yonetici 144 | 352 649 5,744 ,017
Olmayanlar
Maasla Odiillendirme Calisilan Yoneticiler | 303 | 3,08 ,807
ve Anlayisla Pozisyon Ydnetici 144 | 2,92 | 868 3,756 ,053
kargilanma Olmayanlar
1. Hi¢ Katilmmyorum; 2: Katilmiyorum; 3: Kararsizim; 4: Katiliyorum; 5: Tamamen Katiliyorum

Cinsiyet degiskenine gore algilanan orgiitsel destegin boyutlarinda farklilik olup
olmadigin1 test etmek amaciyla t-testi yapilmis, sonuclara Tablo 2’de yer verilmistir.
Orgiitsel destegin 6nemsenme (p=,874>0,05), gbz ardi edilme durumu (p=,051>0,05),
gozden ¢ikarilma durumu (p=,258>0,05), gururlandirma (p=,763>0,05), maasla
odiillendirme ve anlayisla karsilanma (p=,889>0,05) boyutlarinda kadin ve erkek c¢alisanlar
arasinda istatistiksel agidan anlamli bir farklilik olmadig: tespit edilmistir.

Tablo 2’de yapilan t-testi sonucunda, medeni duruma gore oOrglitsel destegin
onemsenme (p=,023<0,05), goéz ardi edilme durumu (p=,007<0,05) ve gururlandirma
(p=,007<0,05) boyutlarinin her iicii i¢cinde ¢alisanlarin algilar1 arasinda anlamli bir farklilik
oldugu bulgulanmistir. Medeni duruma gore calisanlarin dnemsenme boyutuna iliskin
algilarmin ortalamasina bakildiginda, evli ¢alisanlarin (ortalama=3,75) bekar calisanlara
(ortalama=3,59) oranla isletmelerinde Onemsenme algilarinin daha yiiksek oldugu
goriilmektedir. Evli galisanlarin (ortalama=3,36) bekar calisanlara (ortalama=3,14) oranla
isletmelerinde g6z ardi edilme durumuna iligkin algilarimin daha yiiksek oldugu
goriilmektedir. Evli calisanlarin (ortalama=3,74) bekar ¢alisanlara (ortalama=3,57) oranla
isletmelerinde gururlandirma algilarinin daha yiiksek oldugu goriilmektedir. Bu durumun
aile sorumlulugu ile iligkili oldugu diisiiniilebilir. Ote yandan, orgiitsel destegin gdzden
cikartlma durumu (p=,128>0,05), maasla odiillendirme ve anlayigla karsilanma
(p=,268>0,05)) boyutlarina iligkin ¢alisanlarin algilarinin anlaml bir farklilik gostermedigi
bulgulanmastir.

Tablo 2’de yapilan t-testi sonucunda, ¢alisilan pozisyona gore oOrglitsel destegin
onemsenme (p=,031<0,05) ve gururlandirma (p=,017<0,05) boyutlarina iligkin olarak
calisanlarin algilar1 arasinda anlamli bir farklilik oldugu bulgulanmistir. Calisilan pozisyona
gore calisanlarin 6nemsenme boyutuna iligskin algilarinin ortalamasina bakildiginda,
yoneticilerin (ortalama=3,71) yonetici olmayanlara (ortalama=3,55) oranla isletmelerinde
onemsenme algilarinin daha yiliksek oldugu goriilmektedir. Bu durum, yoneticilerin
onemsenme durumlarmi daha fazla algiladiklarini  gostermektedir. YOneticilerin
(ortalama=3,70) yonetici olmayanlara (ortalama=3,52) oranla igletmelerinde gururlandirma
algilarinin daha ytiksek oldugu goriilmektedir. Bu bulgunun yonetici konumunda ¢aliganlar
icin 6nemsenme ve gururlandirmanin daha ¢ok 6nem tasiyabileceginden kaynaklandigi
diisiiniilebilir.

Ayni tabloda ¢alisilan pozisyona gore yapilan t-testi sonucunda, orgiitsel destegin géz
ardi edilme durumu (p=,206>0,05), gozden ¢ikarilma durumu (p=,240>0,05), maasla
odiillendirme ve anlayisla karsilanma (p=,053>0,05) boyutlarina iligkin c¢alisanlarin
algilarinin anlamli bir farklilik géstermedigi bulgulanmistir.
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Tablo 3. Yasa Gore Calisanlari Orgiitsel Destek Algilarinin Karsilastirilmasi (ANOVA)

Orgiitsel Destegin ) Std.
Boyutlar: Demografik Ozellikler n Ort. | Sapma F p
18-24 yas aras1 65 3,43 ,821
25-31 yasg arasi 149 | 3,66 117
Onemsenme Yas 32-38 yasg arasi 152 | 3,68 ,706 2,288 ,059
39-45 yas arasi 51 3,74 ,708
46 yas ve lizeri 30 | 3,85 ,806
18-24 yas arasi 65 2,98 ,861
i . 25-31 yas aras1 149 | 3,27 ,839
Goz Srf‘ ﬁdﬂme Yas 32-38 yas arast 152 | 328 | 826 | 2,448 | 046
uramd 39-45 yas arast 51 | 343 | 832
46 yas ve lizeri 30 3,11 1,031
18-24 yas arasi 65 3,07 ,865
. 25-31 yas arasi 149 | 3,46 ,806
G"ngn Fﬁ‘}aﬂlma Yas 3238 yas arast 152 | 343 | 828 | 3569 | 007
urumd 39-45 yas arasi 51 3,51 72
46 yas ve lizeri 30 3,19 ,810
18-24 yas arasi 65 | 3,49 ,718
25-31 yas arasi 149 | 3,63 , 716
Gururlandirma Yas 32-38 yasg arasi 152 | 3,65 711 1,435 ,221
39-45 yas arasi 51 3,76 , 709
46 yas ve {izeri 30 3,80 , 706
18-24 yas arasi 65 2,89 ,906
. Maa§la 25-31 yas arasi 149 | 3,04 815
Od‘ilefld‘“fe ve Yas 32-38 yas arast 152 | 3,00 | ,828 | 1,113 | ,350
kafs ﬁzrllir?a 39-45 yas arasi 51 3,11 , 743
46 yas ve lizeri 30 3,25 ,866
Hkégretim ve Lise 106 | 3,67 , 768
. Esitim On lisans 107 | 3,69 ,593
Onemsenme Dtjgrumu Lisans 204 | 3,67 77 1,398 ,243
Yiiksek Lisans 30 3,39 ,814
Ilkdgretim ve Lise 106 | 3,12 ,837
. . Egitim On lisans 107 | 3,21 ,864
Goz Ardi Edilme | ugr . ieans 200 [ 334 | gsp | LO19 | 126
Durumu -
Yiiksek Lisans 30 3,09 ,895
[lkogretim ve Lise 106 | 3,18 ,829
Gozden Cikarilma Egitim On lisans 107 | 3,27 753 6736 | 000
Durumu Durumu Lisans 204 | 3,57 ,833 ' '
Yiksek Lisans 30 3,22 ,813
Ilkogretim ve Lise 106 | 3,65 741
. On lisans 107 | 3,63 ,595
Egitim : 2343 | 072
Gururlandirma Durumu Lisans 204 | 3,69 , 726 ' ’
Yiksek Lisans 30 3,32 ,868
Maasla [Ikogretim ve Lise 106 | 3,10 ,832
Odiillendirme ve Egitim On lisans 107 | 299 | 783 | o0 | i4e
Anlayigla Durumu Lisans 204 | 3,06 ,841 ' '
karsilanma Yiiksek Lisans 30 | 3,03 ,954
1: Hi¢ Katilmyorum; 2: Katilmiyorum; 3: Kararsizim; 4: Katihyorum; S: Tamamen Katiliyorum

Yas degiskenine gore algilanan Orgiitsel destegin boyutlarinda farklilik olup
olmadigimi test etmek amaciyla ANOVA analizi yapilmis, sonuglara Tablo 4’te yer
verilmigstir. Tablo 3’te yasa gore yapilan ANOVA sonucunda, orgiitsel destegin goz ardi
edilme durumu (p=,04<0,05) ve gozden ¢ikarilma durumu (p=,00<0,05) boyutlarmin her
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ikisi i¢cinde ¢alisanlarin algilar1 arasinda anlamli bir farklilik oldugu bulgulanmistir. Post Hoc
testi sonucunda, goz ardi edilme durumu boyutunda, bu anlaml farklilasmanin 18-24 yag
gurubu ile 39-45 yas arasinda oldugu tespit edilmistir. Post Hoc testi sonucunda, gézden
¢ikarilma durumu boyutunda, bu anlamli farklilasmanin 18-24 yas gurubu ile sirasiyla 25-
31 yas arasinda, 32-38 yas arasinda ve 39-45 yas arasinda oldugu tespit edilmistir.

Calisanlarin goéz ardi edilme durumu boyutuna iliskin algilariin ortalamasina
bakildiginda, 39-45 yas arasi ¢alisanlarin (ortalama=3,43) diger yas grubundaki ¢alisanlara
oranla isletmelerinde gbz ardi edilme durumuna iliskin algilarinin daha yiiksek oldugu
gorilmektedir. Aymi sekilde, 39-45 yas arasi c¢alisanlarin (ortalama=3,51) diger yas
grubundaki calisanlara oranla isletmelerinde gozden ¢ikarilma durumuna iligkin algilarinin
daha yiiksek oldugu goriilmektedir. Calisanlarin kariyerinde 39-45 yas aralidi, is degistirme
acisindan bir oturmusluk dénemi olarak diisiiniilebilir. Orneklemin iigte ikisi ydnetici
konumunda olup bu kisilerin isten ayrilmayr diisiinmeleri ¢ok yakin bir ihtimal olarak
gozilkmemektedir. Ancak, otel isinin mevsimselligi nedeniyle bu yas araligindaki kisilerin
g6z ardi edilme durumu ve goézden ¢ikarilma durumu boyutlar1 agisindan yiiksek kaygi
yasamalar1 olagan karsilanabilir.

Tablo 3’te yasa goOre yapilan ANOVA sonucunda algilanan orgiitsel destegin
onemsenme (p=,05>0,05), gururlandirma (p=,22>0,05), maasla ddiillendirme ve anlayisla
kargilanma (p=,35>0,05)) boyutlarina iliskin c¢alisanlarin algilarinin anlamli bir farklilik
gostermedigi bulgulanmistir.

Tablo 4’te egitime gore yapilan ANOVA sonucunda, algilanan oOrgilitsel destegin
gbzden ¢ikarilma durumu (p=,00<0,05) boyutuna iligkin calisanlarin algilar1 arasinda
anlamli bir farklilik oldugu bulgulanmistir. Post Hoc testi sonucunda, gézden c¢ikarilma
durumu boyutunda, bu anlamli farklilagsmanin ilkdgretim ve lise mezunu olan calisanlar ile
lisans mezunu ¢alisanlar arasinda ve 6n lisans mezunu ¢alisanlar ile lisans mezunu ¢alisanlar
arasinda oldugu tespit edilmistir.

Egitime gore calisanlarin gozden cikarilma durumu boyutuna iliskin algilarinin
ortalamasina bakildiginda, lisans mezunu c¢alisanlarin (ortalama=3,57) diger egitim
grubundaki calisanlara oranla isletmelerinde gozden ¢ikarilma durumuna iliskin algilarinin
daha yiiksek oldugu goriilmektedir. Bu durum da egitim diizeyi yiikseldik¢e gozden
cikarilma durumuna iliskin alginin daha yiiksek olabilecegi ve calisanlarin ylizde elliden
fazlasinin lisans mezunu oldugu diisiiniildiiglinde olagan karsilanabilir.

Ayni tabloda egitime gore yapilan ANOVA sonucunda, orgiitsel destegin dnemsenme
(p=,24>0,05), goz ardi1 edilme durumu (p=,12>0,05), gururlandirma (p=,07>0,05), maasla
odiillendirme ve anlayisla karsilanma (p=,14>0,05)) boyutlarina iliskin c¢alisanlarin
algilarinin anlaml bir farklilik gostermedigi bulgulanmastir.

Tablo 5’te calisma siiresine gore yapilan ANOVA sonucunda, orgiitsel destegin
onemsenme (p=,80>0,05), goz ardi edilme durumu (p=,41>0,05), gbzden ¢ikarilma durumu
(p=,19>0,05), gururlandirma (p=,60>0,05), maasla Odiillendirme ve anlayisla
karsilanma(p=,05>0,05) boyutlarina iligkin olarak c¢alisanlarin algilarinin anlamli bir
farklilik gostermedigi bulgulanmistir.

Tablo 5. Calisma Siiresine Gore Calisanlarin Orgiitsel Destek Algilarinin Karsilastiriimasi

(ANOVA)
Orgiitsel Destegin Std.
Boyutlar Demografik Ozellikler n | Ort. | Sapma F p
1-12 ay 213 | 3,64 | ,713
- Calisma 13-24 ay 71 3,68 | ,650
Onemsenme | qiresi | 25-36 ay 18 |362 | 776 | %8 |80
37-48 ay 31 3,84 | ,585
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49-60 ay 32 3,65 | ,946
61 ay ve iizeri 52 3,62 | ,869
1-12 ay 213 | 3,23 | ,833
13-24 ay 71 3,42 | ,839
Go6z Ardi Edilme | Calisma 25-36 ay 48 3,14 | 787 1013 | 21
Durumu Siiresi 37-48 ay 31 3,26 | ,847 ‘ ‘
49-60 ay 32 3,09 | 1,015
61 ay ve lizeri 52 3,17 | ,934
1-12 ay 213 | 3,42 | ,805
13-24 ay 71 3,55 | ,652
Gozden Cikarilma | Calisma 25-36 ay 48 3,28 | ,851 1489 | 19
Durumu Siiresi 37-48 ay 31 3,20 | ,909 ’ '
49-60 ay 32 3,27 1,00
61 ay ve iizeri 52 3,25 | ,928
1-12 ay 213 | 3,65 | ,683
13-24 ay 71 3,75 | ,704
aligma 25-36 ay 48 3,61 | ,733
Gururlandirma | G&" 37-48 ay 31 | 368 |.619 | oL |00
49-60 ay 32 3,51 | 815
61 ay ve iizeri 52 3,55 | ,826
1-12 ay 213 | 3,07 |,776
Maasla 13-24 ay 71 3,18 | ,759
Odiillendirme ve | Caliyma | 25-36 ay 48 2,92 | 918 2188 | 05
Anlayisla Siiresi 37-48 ay 31 3,14 | ,694 ' '
karsilanma 49-60 ay 32 2,75 | ,961
61 ay ve iizeri 52 2,83 | ,976
1: Hi¢ Katilmiyorum; 2: Katilmiyorum; 3: Kararsizim; 4: Katiliyorum; 5: Tamamen Katiliyorum

5. SONUC VE TARTISMA

Calisanlarin orgiitsel destek algilarinin demografik ve mesleki 6zelliklere gore farklilik
gosterip gostermedigini test etmek icin yapilan t- testi ve ANOVA analizi sonuglarina
bakildiginda; medeni duruma gore orgiitsel destegin gozden ¢ikarilma durumu, maasla
odiillendirme ve anlayisla karsilanma boyutlarina iligkin ¢alisanlarin algilarinin anlamli bir
farklilik gostermedigi bulgulanirken; 6rgiitsel destegin onemsenme, géz ardi edilme durumu
ve gururlandirma boyutlarinin her {icii i¢inde ¢alisanlarin algilar1 arasinda anlamli bir
farklilik oldugu bulgulanmistir. Medeni duruma gore orgiitsel destegin gozden ¢ikarilma
durumu ve maagla 6diillendirme ve anlayisla karsilanma boyutlarina iliskin anlamli farklilik
olmadig1 goriiliirken; dnemsenme, goz ardi edilme durumu ve gururlandirma boyutlarinin
her {icii iginde calisanlarin algilar1 arasinda anlamli bir farklilik oldugu goriilmiistiir. Medeni
duruma gore calisanlarin onemsenme boyutuna iliskin algilarinin ortalamasina gorevli
calisanlarin bekar calisanlara oranla isletmelerinde 6nemsenme algilarinin daha yiiksek
oldugu goriilmektedir. Evli calisanlarin bekar ¢alisanlara oranla isletmelerinde goz ardi
edilme durumuna iligkin algilarinin daha yiiksek oldugu goriilmektedir. Ayrica, evli
calisanlarin bekar ¢alisanlara oranla isletmelerinde gururlandirma algilarinin daha yiiksek
oldugu goriilmektedir. Bunun nedeni, sosyal hayatta evli bireylerin iliskilerini saglikli
yiiriitebilmelerine iliskin karsilikl1 bir bilerini 6nemseme ve gururlandirma, dolayisiyla goz
ard1 edilmeme noktasinda hassasiyet alanlarinin genis olmasi ve bunu is hayatina yansitiyor
olmasi olabilir. Buradan hareketle evli c¢alisanlardan, Oorgiitlerinden Onemsenme,
basarilariyla gururlandirma ve orgiit icinde géz ardi edilmeme hususunda beklentilerinin
yiiksek olmasi beklenebilir. Ancak ilgili literatiir incelendiginde, Bigici (2013) ve Ozkan
(2017) tarafindan orgiitsel destege iliskin yapilan arastirma sonuglarina gore calisanlarin
orgiitsel destek algisinin farklilasmadigi belirtilmistir.

Cinsiyete gore algilanan oOrglitsel destegin boyutlarina (dnemsenme, géz ardi edilme
durumu, gozden ¢ikarilma durumu, gururlandirma, maasla 6diillendirme ve anlayisla
karsilanma) iliskin calisanlarin algilarinin anlamli bir farklilik géstermedigi bulgulanmustir.
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Aragtirmanin bu baglamdaki sonucu, oOrgiitsel destege iliskin Giilaydin (2019), Boz ve
arkadaslar1 (2017), Kestek ve arkadaslar1 (2018) tarafindan yapilan arastirma sonuglariyla
paralellik gostermektedir. Diger yandan, Yoon ve Lim (1999), Gil (2010), Yilmaz ve
Tanriverdi (2017) tarafindan orgiitsel destege iliskin yapilan arastirma sonuclarina gore
cinsiyete iliskin calisanlarin oOrgiitsel destek algilarimin anlamli farklilik gosterdigi ifade
edilmistir.

Calisilan pozisyona gore algilanan orgiitsel destegin goz ardi edilme durumu, gézden
¢ikarilma durumu, maagla odiillendirme ve anlayisla karsilanma boyutlarina iliskin
calisanlarin algilarinin anlamli bir farklilik gostermedigi bulgulanirken; algilanan orgiitsel
destegin dnemsenme ve gururlandirma boyutlarina iliskin c¢alisanlarin algilar1 arasinda
anlamli bir farklilik oldugu bulgulanmistir. Calisanlarin 6nemsenme boyutuna iliskin
algilarinin ortalamasina gore yoneticilerin yonetici olmayanlara oranla isletmelerinde
Oonemsenme algilarinin daha yiliksek oldugu goriilmektedir. Ayrica ydneticilerin yonetici
olmayanlara oranla isletmelerinde gururlandirma algilarinin daha yiikksek oldugu
goriilmektedir. Bunun nedeni, yoneticilerin, Orgiitteki basarilarda etkili olduklarini
diistinmeleri ve dolayistyla bunun farkindaliginin, 6nemsenme ve gururlandirma yoniinde
hissettirilmesine iliskin algilarinin yiiksek olmasi olabilir.

Yasa gore algilanan Orgiitsel destegin Onemsenme, gururlandirma, maasla
odiillendirme ve anlayisla karsilanma boyutlarina iligskin ¢alisanlarin algilarinin anlamli bir
farklilik gostermedigi bulgulanirken; orgiitsel destegin goz ardi edilme durumu ve gézden
farklilik oldugu bulgulanmistir. Yasa gore calisanlarin goz ardi edilme durumu boyutuna
iliskin algilarinin ortalamasina gore 39-45 yas arasi calisanlarin diger yas grubundaki
caligsanlara oranla isletmelerinde g6z ardi edilme durumuna iligskin algilarinin daha yiiksek
oldugu goriilmektedir. Ayrica, 39-45 yas arasi1 ¢alisanlarin diger yas grubundaki ¢alisanlara
oranla isletmelerinde gozden c¢ikarilma durumuna iligkin algilarinin daha yiiksek oldugu
goriilmektedir. Bunun nedeni, 39-45 yas arasi ¢alisanlarda, agirlama endiistrisinde, personel
seciminde daha ¢ok gen¢ ve dinamik ¢alisanlarin tercih edilmesi bagli olarak goz ardi edilme
ve gdzden cikarilma kaygisinin geligsmesi olabilir. Ilgili literatiir incelendiginde, Bigici
(2013) ve Kaya (2012) tarafindan yapilan aragtirma sonuglarina gore yasa iliskin calisanlarin
orgiitsel destek algilarmin farklilasmadigi, Ozkan (2017), Kestek ve arkadaslari tarafindan
yapilan arastirma sonuglarina gore yasa iliskin ¢alisanlarin Orgiitsel destek algilarinin
farklilastig belirtilmistir.

Calisma siiresine gore algilanan orgiitsel destegin boyutlarina (6nemsenme, goz ardi
edilme durumu, gozden ¢ikarilma durumu, gururlandirma, maasla ddiillendirme ve anlayisla
karsilanma) iligkin ¢alisanlarin algilarinin anlamli bir farklilik gostermedigi goriilmiistiir.
Bigici (2013), Kestek (2016) ve Kaya (2012) tarafindan yapilan arastirma sonuglarinda da
calisanlarin algilarinin anlamli bir farklilik géstermedigi gortilmiistiir.

Egitime gore algilanan orgiitsel destegin dnemsenme, goz ardi edilme durumu,
gururlandirma, maagla 6diillendirme ve anlayisla karsilanma boyutlarina iliskin ¢alisanlarin
algilarinin anlaml bir farklilik gostermedigi bulgulanirken; algilanan orglitsel destegin
gbzden ¢ikarilma durumu boyutuna iliskin ¢alisanlarin algilar1 arasinda anlamli bir farklilik
oldugu bulgulanmistir. Calisanlarin gézden ¢ikarilma durumu boyutuna iligkin algilarmin
ortalamasina gore lisans mezunu c¢alisanlarin diger egitim grubundaki c¢alisanlara oranla
isletmelerinde gozden ¢ikarilma durumuna iligkin algilarinin daha yiiksek oldugu
goriilmektedir. Bunun nedeni, lisans egitim diizeyi ayni olan ¢alisanlarin say1 olarak fazla
olmasina bagli olarak isten c¢ikarilma kaygisi tagimalari, ¢alisanlarin gézden c¢ikarilma
durumu hususunda algilarmin yiiksek olmasma neden olabilir. Ilgili literatiirde yapilan
arastirmalara gore Kaya (2012), Boz ve arkadaslar1 (2017) tarafindan yapilan arastirma
sonuglarinda ¢alisanlarin orgiitsel destek algilarinin anlamli farklilasmadigi ifade edilirken;
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Kestek (2016), Karatepe (2012) ve Yilmaz (2016) tarafindan yapilan arastirma sonuglarinda
anlamli farklilagtig1 belirtilmistir.

Ilgili literatiir baglaminda, orgiitsel destek algis1 yiiksek calisanlarin verimlilik,
performans, is tatmini, motivasyon, Orgiite baglilik diizeylerinin de yiiksek oldugu
sOylenebilir. Dolayisiyla oOrgiit tarafindan desteklendigini diigsiinen ¢alisanlarin Orgiit
hedeflerini kendi hedefleri olarak benimseyip kaliteli hizmet sunmalari kaginilmazdir. Bu
baglamda, hizmet isletmelerinin ¢alisanlardan en yiiksek performans ve verimlilik elde
edebilmek amaciyla onlarin demografik ve mesleki 6zelliklerini dikkate alip caliganlari
destekleyici stratejiler gelistirmeleri ve uygulamalari 6nemlidir. Bu kapsamda konaklama
isletmelerine sunulabilecek oneriler agsagida siralanmaktadir;

» Cinsiyet ve medeni durum ayrimi yapilmadan c¢alisanlari, bilgi, beceri ve
uzmanliklarina gore uygun pozisyonlarda gorevlendirmeleri, terfi olanaklarindan
yararlanmalarin1 saglamalari, adil 6diillendirmeler yapmalari,

» Yas ve egitim diizeyine gore insanlari uygun pozisyonlarda uzmanlik, bilgi ve
becerilerine uygun gorevlendirmeleri, ancak bu gorevlendirmeyi yaparken egitim
diizeyi diisiik olan calisanlarin motivasyonunu diisiiriicii tutum ve davranislardan
kacinmalari, ¢alisanlarin yas ve egitim diizeyine bakilmaksizin ddiillendirme ve terfi
gibi motive edici faaliyetlerde, hakkaniyetli bir yaklagim benimseyip uygulamalari,

» Calisilan pozisyona bakilmaksizin, yine terfi ve odiillendirme gibi motive edici
olanaklardan calisanlarin hakkaniyetli bir sekilde yararlanmalarin1 saglamalari,

» Calisma siiresine gore c¢alisanlarin sahip olduklari tecriibelerden en giizel sekilde
yararlanmak amaciyla uygun pozisyonlarda gorevlendirme yapmalari, ancak bunu
yaparken daha az tecriibeye sahip diger c¢alisanlarin motivasyonunu diisiiriicli tutum
ve davranislardan kag¢inmalari ve onlarinda bu tecriibeleri kazanmalarina imkan
saglamalari 6nerilebilir.

Yukarida siralanan Oneriler konaklama isletmeleri tarafindan  gelistirilip
uygulandiginda, calisanlarda orgiitsel destek algisinin olumlu yonde olugsmasi kagimilmazdir.
Orgiitii tarafindan desteklendigini hisseden ¢alisan, orgiit icin 6nemli oldugu algisina sahip
olacak ve kendini degerli hissedecektir. Bu durumda, ¢alisanin orgiite olan bagliligi, is
tatmini ve bunlara bagli olarak performansi ve verimliligi de yiiksek olacaktir. Orgiit
hedeflerinin, bu algiya sahip ¢alisanlarin ¢abalariyla basarili bir sekilde ve kisa zamanda
gerceklesmesi kaginilmazdir. Boylece, orgiitler {istiin rekabet avantaji elde edebilir ve
varligini basariyla stirdiirebilir.

Antalya bolgesindeki konaklama isletmelerindeki isgdrenler iizerinde gerceklestirilen
bu caligma, farkli turistik destinasyonlardaki, farkli hizmet ve imalat isletmelerindeki
iggorenler lizerinde daha biiyiik 6rneklemlerle gergeklestirilebilir. Boylelikle orgiitsel destek
ile demografik ve mesleki 6zellikler arasindaki iliskiye yonelik daha genel bakis agisina
sahip olma, farkliliklar1 ve benzerlikleri kiyaslama imkani1 elde edilebilir. Ayrica
arastirmalarda elde edilen sonuglarin sektor ile paylasilmasi da personel istihdaminda,
demografik ve mesleki Ozellikler dikkate alinarak akilci kararlarin alinmasina katki
saglayabilir.
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Ozet

Tiirkiye turizm bakimindan olduk¢a fazla kaynaga sahip olmasina ragmen arzu edilen turist sayisina ve
gelirine ulagamamis olmasinin temel nedeni uluslararasi turizm pazarina yeterince agilamamis olmasidir.
Tiirk turizminin uluslararasi turizm pazarinda istenen yerde olamamasinin dniinde ciddi manada sorunlarin
oldugu goriilmektedir. Bu arastirma Tiirk turizminin dniindeki 6nemli bir engel olan tanitim sorunlari tizerine
bir degerlendirme yapmak amaciyla ortaya konulmustur. Bu dogrultuda ilgili literatiir incelendiginde Tiirk
turizminin tanittim sorunlariin ortaya ¢ikmasinda en 6nemli unsurlarin; net tanitim politikalarinin ortaya
konulamamasi, finansal kaynaklarin yeterli olmamasi, 6zerk bir turizm ydnetim yapisinin olmayist ve imaj
gibi sorunlarin oldugu tespit edilmistir. Sonug olarak bu durum turist sayisini, turizmden elde edilen geliri,
ortalama turist harcamalarii olumsuz etkileyebilmektedir.

Anahtar Kelimeler: Turizm Kaynaklari, Turizm Pazari, Tanitim Sorunlari.

An Evaluation on the Problems of Promotion in Turkish Tourism
Abstract

Although Turkey has a lot of resources in terms of tourism, the main reason why Turkey has not reached the
desired income and the number of tourists is not open enough to the international tourism market. It is seen
that there are serious problems ahead of Turkish tourism in the international tourism market. This research
has been put forward with the aim of carrying out an evaluation on the problems of publicity which is an
important obstacle for Turkish tourism. In this respect, when the relevant literature is examined, it is
determined that the most important elements in the emergence of the promotion problems of Turkish tourism
are lack of clear promotion policies, insufficient financial resources, lack of an autonomous tourism
management structure and image. As a result, this situation may negatively affect the number of tourists,
income from tourism and average tourist expenditures.

Key Words: Tourism Resources, Tourism Market, Promotion Problems.

1. GIRIS

Turizm sektoriinden beklenen faydanin saglanabilmesi i¢in sektoriin tiim unsurlarinin
birlikte ele alinmas1 gerekmektedir. Turizm sektoriinlin gelisiminin 6niindeki engellerin
ortaya konulmasi, ortaya konulan engellere yonelik ¢oziim Onerilerinin gelistirilmesi,

¢ozlim Onerilerinin uygun politikalar kapsaminda uygulanabilmesi turizm sektdriinden elde
edilecek fayda agisindan 6nemlidir (Emir & Yilmaz, 2010: 621).

Tiirkiye, 1980’li yillarindan beri ekonomik ve toplumsal agidan her gegen giin daha
cok kiiresellesmeye baslamistir. Tiirkiye’nin ekonomik ve toplumsal yapisinda oldukca

L Ogr. Gor. Dr., Burdur Mehmet Akif Ersoy Universitesi, Aglasun Meslek Yiiksekokulu, Seyahat Turizm ve Eglence
Hizmetleri Bolumii, Tirkiye, (ainanir@mehmetakif.edu.tr). Orcid ID: https://orcid.org/0000-0001-8647-3375.
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etkili olan turizm sektorii de bu degisimden fazlasiyla etkilenmistir. Fakat son yillarda
turizmin geligmesinin oniinde engeller ortaya ¢ikmaya baglamistir.

Tirkiye’de turizmin gelismesini engelleyen unsurlara yonelik ilgili literatiir
incelendiginde konuyla ilgili yerel ve ulusal bazda birgok arastirmanin yapildigi
goriilmektedir (Se¢ilmis, 2011; Yilmaz & On Esen, 2015; Dinger Istanbullu & Kizilirmak,
1998; Duman & Yagci, 2004; Tungsiper & Ilban, 2006; Tiirksoy, 2007; Akkilig &
Giinalan, 2007; Bilgin, 2008; Kozak vd., 2017). Yerel ve ulusal destinasyonlar bazindaki
calismalar dogrultusunda {ilkemizin turizm sektoriine yonelik tanitim sorunlarinin
incelenerek ortaya konulmasi 6nem arz etmektedir.

2. LITERATUR TARAMASI
2.1. Turizmde Tanitim Kavrami

Turizmde tanitim kavramini daha iyi ortaya koyabilmek i¢in oncelikle tanitim kavramini
tek basina ele almak yerinde olacaktir. Tanitim; “bir iilkenin toplumda olumlu bir imaj
yaratmak veya olumsuz bir imaji olumluya ¢evirmek maksadiyla farkli iletisim
yontemlerinden yararlanarak acik, siirekli ve yogun olarak gerceklestirilen bilgilendirme
olay1” olarak ifade edilebilir (Hacioglu, 1992: 124; Avcikurt, 2005). Turizmde tanitim ise,
“insanlarin algilarii bir turistik destinasyonun mal ve hizmetlerin iizerine ¢ekmek, onlara
bu konuda enformasyon hizmeti sunmak, egitmek, bazi uyarilarda bulunarak hafizada bir
imaj ortaya c¢ikarmak maksadiyla turistik mal ve hizmetleri temin etmesini saglayarak
bdylece sosyal ve ekonomik fayda saglamak amacli gerceklestirilen faaliyetlerin tiimii”
olarak ifade edilebilir (Sahbaz, 2000; Arslan, 2014: 182).

Etkin tanitim yapilabilmesi icin kitle iletisim araclarinin etkili ve verimli kullanimi
olduk¢a onemlidir. Bu dogrultuda tanitim faaliyetleri i¢in gerekli olan kitle iletisim
araclar, yazili, sozlii, gorsel ve aynm1 zamanda kulaga hitap eden tanitim araglar1 olarak
siiflandirilmaktadir. Gazeteler, dergiler, brosiirler, televizyonlar, radyolar, videolar ve
filmler tanitim araglari olarak kullanilabilirler (Hacioglu, 2000: 73-86).

Tanitim olgusunun oldukga etkili oldugu bu dénemlerde tanitimi etkili kullanmak ve
turizmin daha fazla benimsenmesini saglayabilmek amagli, tanitim karmasi elemanlarinin
daha etkili kullanilabilmesi gerekmektedir. Ilgili literatiir incelendiginde tanitim karmasi
elemanlari; reklam, halkla iligkiler ve iletisim, lobicilik, satis gelistirme (satis tutundurma)
ve enformasyon olarak ifade edilmektedir (I¢6z, 1991: 35; Arslan, 2007: 15; Sahbaz &
Keskin, 2012: 100- 102).

Reklam; “gazete, dergi, radyo, televizyon, afis ve tabela gibi tanitim araglariyla mal
ve hizmetlerin genis kitlelere tanitilmasi” olarak ifade edilebilir (Pektas, 1987: 221). Bu
mal ve hizmetlerin hangi pazardan, nasil ve hangi fiyatta alinacagi ve tiiketiciye nasil
kullanilacag ile ilgili bilgi veren ona hak etmis oldugu parasini nasil harcayacagi ile ilgili
yol gosteren dnemli bir aractir. Ayn1 zamanda reklam yeni pazarlar bulmaya, sermayeyi
degerlendirmeye ve yeni iretim ve yatirimlar gerceklestirmeye ciddi katkilar saglar
(Pektas, 1987: 221). Bu nedenledir ki reklam siirekli olarak yeniligi ve arayis1 gerektirdigi
icin 6nemli bir sanattir (Yoldas & Ergezer, 2013: 283).

Halkla iligkiler; “bir kurumun amaglar iizerine gercgeklestirilen, dnem siralamasi
kimi zaman tiiketici, kimi zaman iiretici, kimi zaman dagitict veya ¢alisanlar gibi kurumun
veya yapilan kampanyanin hedeflerine gore degisiklik gosteren belirlenen kitlelerle
gerceklestirilen stratejik bir iletisim faaliyetidir” (Peltekoglu, 2007: 7). Halka iliskiler diger
bir ifadeyle hedeflenen kitlelerin belirlenen yontemlerle ikna edilmesi sanati olarak izah
edilebilir. Halkla iligkiler hem kurumlarin i¢indeki hem de disindaki kitlelerle iyi niyet
giiven ve anlayis ortaya koymay1 hedeflemektedir. Bunlarla birlikte, basarili bir kurumsal
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imaj olusturmak, olumsuz bir imaj varsa ortadan kaldirmak icin sik¢a bagvurulan bir
yontemdir (Er, 2013: 182-183). iletisim ise, “bilgi diisiince, tutum ve kamilarla davranis
bi¢cimlerinin gonderici ve alic1 arasindaki bir iliski vasitasiyla ve simgelerle degisim ve
aktarma olarak” ifade edilebilir (Yiiksel, 2011: 11). Diger bir ifadeyle iletisim; “kaynagin
bir bilgiyi ¢esitli iletisim araglariyla aliciya iletmesi, alicinin da anladig1 kadariyla tekrar
kaynaga geri bildirimde bulunmasi olay1” olarak ifade edilebilir (Sen Demir, 2011). Etkili
bir halkla iligkiler faaliyetinin gergeklesebilmesi i¢in hedeflenen Kkitleler ile saglikli bir
iletisimin kurulmasi gerekmektedir.

Lobicilik; “hedef kitlenin karar verme siirecini etkileme ve yonlendirme stratejisi”
olarak ifade edilebilir (Yilmaz, 2009: 1). Bu stratejiyle istenen, genellikle siyasi bir konuda
degisim ortaya cikarmak veya olasi degisime yonelik kararlarin alinmasinin Oniine
gecmektir. Ozellikle orgiitler veya bireyler c¢ikarlarina aykirt kararlar alindigini
gordiiklerine sistemi yonlendirerek kendilerine c¢ikar saglama amaglhi bu faaliyeti
gerceklestirebilirler. Karar almanin yaninda olumlu bir imaj ortaya cikarabilmek igin
lobicilik 6nemli bir tanitim aracidir (Yilmaz, 2009: 1; Aslan, 2009: 1). Diinya iizerinde
meydana gelen degisimler lobicilik faaliyetinin tanitim siirecinde halkla iliskilere benzer
bir sekilde kullanildigin1 ortaya koymaktadir.

Satig gelistirme (satis tutundurma), “tiikketimi gergeklestiren bireyleri satin alma
yoniinde tesvik etmek, perakendecilerin ve aracilarin etkinligini ve isbirligi gelistirmek i¢in
uygulanan pazarlama iletigimi faaliyetidir” (Er, 2013: 189). Satis gelistirme halkla iliskiler,
kisisel satis ve reklam gibi tutundurma etkinliklerinin disinda kalan hedef kitleyi satin
almaya yonlendiren pazarlama etkinligini attirmaya yonelik gergeklestirilen faaliyetlerdir
(Uyar, 2018: 23). Satis gelistirme faaliyetleri sayesinde tiiketicilerin satisa sunulan iiriinleri
tercih etmesi saglanmaktadir.

Enformasyon; “bir olguya ait seyleri bilmek” olarak ifade edilmektedir (Ozkok &
Giimiis, 2009: 57). Enformasyon aym zamanda bilgilendirme faaliyetidir. Ozellikle bir
iriin veya hizmet hakkinda sunulan bilgilendirme faaliyeti enformasyon olarak ifade
edilebilir. Gergeklestirilen enformasyon faaliyeti sayesinde hedef kitlenin bir iiriin veya
hizmeti talep etmesi ya da o {irlin veya hizmet hakkindaki diigiincelerinin olumlu yonde
gelismesi saglanabilir.

2.2. Turizmde Tanitim Sorunlari

Turizmde tanitim faaliyetleri uluslararas1 arenada 41 iilkede 46 Kiiltiir ve Tanitma
Miisavirligi vasitasiyla yapilmaktadir. Ayrica bakanlik uluslararasi tamitim fuarlarina
katilarak da tanitim faaliyetleri gerceklestirmektedir. Kiiltiir ve Turizm Bakanlig1 yurt dist
tanitim faaliyetleri i¢in her yil Bagbakanlik Tanitma Fonu, Turizm Bakanligi Doner
Sermaye Isletme Genel Miidiirliigii, Turizm Gelistirme Fonu, maliyeden saglanan ek
kaynaklar ve Bagbakanlik biitcesi gibi kaynaklardan biit¢e tahsis etmektedir. Turizm
tanittmina ayrilan biitce arttikga gelen turist sayist da buna bagl olarak artmaktadir. Bu
nedenle {ilkeler turizmin tanitimi i¢in her yil ayirdiklan biitgeleri arttirmaktadir (Sahbaz,
2000; Cetinel, 2001; Avcikurt, 2005). Tiirkiye’de de her yil tamitima ayrilan biitge
artmaktadir. Fakat bu oran elde edilen turizm gelirlerinin %1°1 bile degildir. Bu nedenle
rakip tilkelere gore turizme ayrilan biitge konusunda Tiirkiye olduk¢a geri kalmaktadir.

Tiirkiye’de turizmin {ilke geneli tanmitimda baskin kurulus Kiiltiir ve Turizm
Bakanlhigi’dir. Yer yer yerel paydaslarla da birlikte Turizm Bakanlhigi’nin tanitim
faaliyetlerini gerceklestirdigi goriilmektedir. Fakat burada da kamunun baskin rol oynadigi
ve alaninda uzman olmayan liyakatsiz kisilerle tanitim faaliyeti gercgeklestirdigi
goriilmektedir. Bu yapidan ziyade turistik yorelerde olusturulan destinasyon yonetim
orgiitleri vasitastyla turizmin tanitiminin gergeklestirilmesi tanittimin daha genis uzman ve
liyakatli paydaslarla ger¢eklesmesini saglayacaktir. Ozellikle Tiirkiye'nin rakibi olan
Ispanya, Italya, Portekiz, Yunanistan ve Fransa bu 6zerk yapiyla turizm tamtiminda yiiksek
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diizeyde basariya ulastigi gorilmektedir (Bonham & Mak, 1996; World Tourism
Organization, 1996; Géymen, 2000: 1036; Inanir, 2018: 121).

Tirkiye’nin uluslararasi turizm piyasalarindaki en ©Onemli sorunlarindan birisi
elindeki turistik kaynaklari mevcut pazara etkin ve verimli olarak duyuramamis olmasidir.
Ilgili literatiir incelendiginde bu durumun ortaya ¢ikmasinda birden ¢ok etmenin oldugu
goriilmektedir. Bu dogrultuda turizmde tanitim sorunlar1 asagidaki bagliklar altinda
toplanabilir (I¢6z, 1991: 36).

v" Uluslararas1 turizm piyasasinda rekabet oldukg¢a c¢etindir. Bu nedenle etkin
pazarlama ve tanitim stratejileri gelistirilmelidir fakat Tirkiye’de etkin pazarlama ve
tanitim stratejileri mevcut degildir.

v' Tiirkiye’nin turistlik hizmetlerin miktar1 ve Kkalitesi birincil eleman olarak
diisiiniilmemistir.

v' Tamitima yeterli biitge ayrilmamustir.

v Yurt diginda subesi bulunan seyahat acentelerinin sayisinin azalmasi nedeniyle
tanitma ve reklam ac¢isindan etkili olmamustir.

v’ Kamu sektorii ve 6zel sektor tanitim konusunda etkin isbirligi yapamamaktadir.
v" Dis turizmde imaj istenen diizeyde degildir.

v Uriinlerin fiyatlandirma politikalarinda ortaya cikan sorunlar tanitimmi da
olumsuz etkilemektedir.

v' Tirkiye’deki enflasyonist ortam ve kur artis1 tanitimi olumsuz etkilemektedir.
v' Havayolu ulagim fiyatlar1 yiiksektir.
v" Etkili pazar boliimleme sistemi uygulanamamaktadir.

Tirkiye’de  turizmin tamitilmasinda ortaya ¢ikan sorunlar genel olarak
degerlendirildiginde net tanitim politikalarinin ortaya konulamamasi, finansal kaynaklarin
yeterli olmamasi, O6zerk bir turizm yonetim yapisinin olmayist ve imaj sorunudur.
Tiirkiye’de turizmin tanitimiyla ilgili net politikalarin ortaya konulamamasi yillardan beri
stiren bir sorundur. Tiirkiye’de turizm tanitimi partiler {istii olarak tutulamamistir. Bu
duruma bagh olarak sik sik meydana gelen hiikiimet degisiklikleri tanitimla ilgili olarak
yapilan ¢aligmalarin yarida kalmasina neden olmustur (Kozak vd., 2017: 183). Bu durum
ozellikle etkin tamitim politikalarinin meydana getirilememesine ve ayni zamanda
stirdiiriilebilir tanitim politikalarinin da olusturulamamasina neden olmustur.

Bir bolgeye yonelik olarak izlenim, inanis, fikir, beklenti ve hissiyatlarin toplami
olan imaj (Kim & Richardson, 2003: 218) ozellikle turistlerin karar verme siirecinde
oldukga etkili olan (Yilmaz vd., 2009: 462; Atar & Konaklioglu, 2017: 227; Inanir, 2019:
526) ve yorede turizmin genel durumunu belirleyen en 6nemli unsurlardan biri olarak
ortaya ¢ikmistir. Turistler bir turistik {iriinii satin almadan 6nce turistik {iriin hakkinda bilgi
toplama ve inceleme siirecine girerler. Eger satin almayi istedikleri turistik {iriin daha once
denenmis ise ¢esitli mesajlardan veya medya organlariin bilgilendirme faaliyetlerinden ve
ortaya cikarilan imajdan biiyiik Sl¢iide etkilenmektedirler (Tung, 2003: 2). Bu nedenle
medyanin imaj tizerinde oldukca fazla etkisi oldugu ifade edilebilir. Tiirkiye uzun yillardir
uluslararas1 platformlarda kendini tanitamama ve buna bagli olarak imaj sorunu
yasamaktadir. Ozellikle yabanci gii¢ler terdr orgiitlerini kullanarak Tiirkiye nin imajini
olumsuz sekilde etkilemeye ¢aligmaktadir. Bununla birlikte medyada ortaya ¢ikan Tiirkiye
aleyhindeki filmler, jeopolitik konum, ¢evresinde meydana gelen savaslar, yanl yayinlar,
saglik, glivenlik, deprem gibi olumsuzluklar (Giizel, 2009: 149-150) Tiirkiye’nin turizm
imajin1 olumsuz etkilemis bu durumda tanitimda istenen diizeye gelinememesi sorununu
ortaya ¢ikarmistir.
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3. SONUC VE ONERILER

Tiirkiye turizm kaynaklar1 bakimindan oldukg¢a zengin olan bir {ilkedir. Fakat kaynaklarin
etkin ve verimli kullanilabilmesinin Oniinde altyapt ve istyapi, kalifiyeli personel,
finansman, giivenlik, iirlin ¢esitlendirme, hizmet kalitesi, orgiitlenme, imaj, i¢ turizm,
isletmecilik, yonetim, algi ve tutum ve tanitim gibi sorunlarin oldugu goriilmektedir. Bu
sorunlarin i¢inde en ¢ok goze carpani siiphesiz tanitim sorunlaridir. Tanitim sorunlari uzun
yillardan beri ¢6ziilemeyen bir sorun haline gelmistir. Tanitim sorunlarinin ortaya
cikmasinda farkli etmenlerin oldugu goriilmektedir. Bu etmenler, ortaya konulmus tanitim
politikalarinin olmayisi, finansal kaynak yetersizligi, destinasyon yonetim Orgiitleri
cergevesinde bir tanitimin olmayist ve olumsuz imajin ortaya ¢ikarmis oldugu
olumsuzluklar olarak ifade edilebilir.

Tiirkiye’de net olarak ortaya konulamayan turizm tanitim politikalar1 etkin, verimli
ve siirdiirtilebilir tanitim faaliyetlerini olumsuz etkilemektedir. Tanitimla ilgili kuruluslarin
taniim konusunda ayirmis oldugu biitcenin rakip {ilkelerin gerisinde kalmasi tanitim
faaliyetlerini olumsuz etkilemistir. Kamu, 6zel sektor, sivil toplum kuruluslar ve yerel
halk gibi paydaslarin yer aldigi destinasyon yonetim oOrgiitlerine dayali tanitim
faaliyetlerinin olmamasi, bu eksiklikten dogan yerel tanitim faaliyetlerin etkili olmasinda
sorunlar ortaya ¢ikarmaktadir. Uluslararasi arenada Tiirkiye’nin imaj sorunu da tanitim
faaliyetlerini olumsuz etkilemektedir. Giivenlik teror, trafik yogunlugu, jeopolitik konum,
siirlardaki bitmeyen savaslar ve 6zellikle medyada ortaya ¢ikan olumsuz haberler tilkenin
imajin1 olumsuz etkilemekte bu durumda turizmde etkin ve verimli tanitimin yapilamamasi
problemini dogurmaktadir. Tiim bu sonuglardan yola ¢ikarak tanitim konusunda ilgili
birimlere bazi 6nerilerde bulunulabilir.

> Oncelikle tanitim faaliyetlerinin etkin, verimli ve siirdiiriilebilir olarak
yapilabilmesi i¢in genis capli katilimin saglandigi tanmitim politikalari
olusturulmalidir.

» Tamtim ile ilgili ayrilan biitge artirilmalidir. Ozellikle rakip iilkeler seviyesinde
hatta daha iizerinde biit¢e olusturulmalidir.

» Kamu, 6zel sektor, sivil toplum kuruluslart ve yerel halkin yer aldig1 yerel, ulusal
bazda destinasyon yonetim orgiitleri olusturulup tamitim faaliyetlerinde etkin
olmalar1 saglanmalidir.

> Ulkenin olumsuz imaji olan giivenlik, terdr, saglk gibi sorunlar ¢oziilmeli, bu
sayede tanitim Oniindeki imaj sorunu ortadan kaldirilmalidir.

A\

Ulke genelini ele alan tamtim faaliyetlerinden ziyade yerel ve bolgesel tanitima
onem verilmelidir.

Tanitimda yerel unsurlar yer almalidir.
Abartili ve gercegi yansitmayan tanitim faaliyetlerinden uzak durulmalidir.

Tanitim faaliyetleri stirekli, agik ve anlasilir bir sekilde gergeklestirilmelidir.

vV V V VY

Tanitimda siiphesiz en 6nemli unsur medyadir. Bu nedenle 6zellikle ulusal ve
uluslararast medyanin olumsuz tanitim faaliyetleri yapmasinin engellenmesine
yonelik caligmalar yapilmali, olumlu tanitim faaliyetlerinin attirmasi konusunda
destek verilmelidir.

» Etki tanitim i¢in teknolojiden oldukga fazla yararlanilmalidir.

» Tamtimda Tirkiye'nin rakip ulkelerle rekabet edebilecegi unsurlar 6n plana
cikartlmahidir. Ozellikle iilkemizi diger iilkelerden aywran unsurlar 6n plana
cikarilmalidir.
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» Tanmitim faaliyetleri sirasinda turizmin siirdirilebilirligi bu  dogrultuda
destinasyonlarin tasima kapasiteleri dikkate alinmalidir.

» Turistlerin Tirkiye’ye marka bagliliginin artirllmasina yonelik tanitim faaliyetleri
gerceklestirilmelidir.

> Ogzellikle altyapis1 olmayan destinasyonlarda tasima kapasitesinde problem ortaya
cikaracak tanitim faaliyeti gerceklestirilmemelidir.

» Son olarak etkin tamitim faaliyetleri gergeklestirilebilmesi i¢in  turizm
akademisyenleri bu konudaki akademik c¢aligmalarini artirmali, kamu, 6zel sektor
ve sivil toplum kuruluslar1 da bu ¢alismalar1 dikkate alarak tanitim faaliyetlerini
gerceklestirmelidir.
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