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Article Information

Diinyanin 6nde gelen endiistrilerinden biri ve en hizli biiyiiyen ekonomik sektorlerden biri
olan turizm endiistrisi, ¢ok sayida organizasyonu sekillendirip donistiirebilen, sosyal, kiiltiirel
ve ekonomik alanlarda giiglii bir itici giigtiir. Bu endiistri, modern bir hizmet endistrisi ve
diinya ¢apinda uluslar ve insanlar arasinda baglantilar kurmanin bir yolu olarak kamuoyunun
dikkatini ¢ekmistir. Bu endiistriye olan ilgi, 6zellikle tarihi ve kiiltiirel kaynaklar ve dogal
glzellikler agisindan zengin iilkelerde 6nemlidir. Bir tilkenin turizm sektdriiniin ilerlemesi
ve gelismesi, etkili pazarlama stratejileri ve ol¢limlerinin uygulanmasiyla 6nemli olgiide
etkilenebilir. Turizm endiistrisinin gelisiminde pazarlamanin rolii ¢ok 6nemli ve etkilidir. Bu
alandaki pazarlama, seyahat ve turizmle ilgilenenleri gekmek ve tesvik etmek igin ¢esitli yontem
ve stratejilerin kullanilmasini igerir. Bu nedenle, turizm pazarlamas: izerine arastirma ihtiyaci
her zamankinden daha fazladir. Bu baglamda, bu arastirma, serbest ticaret bélgelerinin turizmin
ve bolgesel ekonomik faaliyetlerin gelisimindeki roliinii incelemek i¢in yiiriitilmistiir. Turizm
gelisiminin 6nemi, pazarlama ortaminin analizi, 6zellikleri, asamalari, uygulamasi, faydalar1 ve
pazarlamanin turizm endiistrisinin ve bolgesel ekonominin gelisimindeki rolii konunun boyutlar:
olarak incelenmistir. Aragtirmanin gerekliligi ve 6nemi goz 6niine alindiginda, bu nitel calismada
kullanilan arastirma yontemi tanimlayicidir. Pazarlamanin eksikligi nedeniyle, bu endiistrinin
gelismekte olan iilkelerdeki rolii gegmise gére daha az belirgin hale gelmistir. Ulkenin gelir
kaynaklarini ¢esitlendirme stratejilerinden biri olarak turizm endiistrisinin gelistirilmesi, tilke
planlamacilar1 ve politikacilar: tarafindan daha fazla dikkat ¢cekmelidir. Giiniimiizde pazarlama
cabalari, tiretim ve satiglardan ¢ok daha 6nemlidir. Bu nedenle, bir tilke yeterli olanaklara ve
turizm potansiyeline sahipse, ancak pazarlama tekniklerini dikkate almaz ve bu cazibeyi
planlarina dahil etmezse, o iilke stiphesiz turizm endiistrisinin ve ekonomik faaliyetlerinin
biiyiimesinde ve gelismesinde basarili olmayacaktir. Bu nedenle, turizmde ilerleme saglamak
i¢in toparlanma goériiniimiine dikkat etmek ¢ok gereklidir. Turizm gelistirme ve pazarlamanin bu
sliregte yakindan iligkili oldugu ve birbirlerinin farkli yonlerini etkileyebilecegi unutulmamalidir.

Abstract

Research Article

Submitted: 09.02.2025
Accepted: 27.03.2025
Published: 22.09.2025

DOI: 10.58455/cutsad.1636113

Eylil, 2025
No: 14
Pages: 1-17

Tourism Industry, Marketing,
Regional Economy, Tourism

Potential, Tourism Development

The tourism industry, as one of the world’s leading industries and one of the fastest-growing
economic sectors, is a strong driving force in social, cultural and economic fields, capable of
shaping and transforming numerous organizations. This industry has attracted public attention
as a modern service industry and a means of establishing connections between nations and
people worldwide. Attention to this industry is especially significant in countries that are rich
in historical, and cultural resources and natural attractions. The advancement and enhancement
of a nation’s tourism sector can be significantly influenced by the implementation of efficient
marketing strategies and metrics. The role of marketing in the development of the tourism
industry is very important and influential. Marketing in this field involves the use of various
methods and strategies to attract and stimulate those interested in travel and tourism.
Therefore, the need for research on tourism marketing is more than ever. In this regard, this
research was conducted to examine the role of free trade zones in the development of tourism
and regional economic activities. The importance of tourism development, analysis of the
marketing environment, characteristics, stages, application, benefits and role of marketing in
the development of the tourism industry and regional economy were examined as dimensions
of the subject. Given the necessity and importance of the research, the research method used
in this qualitative study is descriptive. Due to the lack of marketing, the role of this industry in
developing countries has become less prominent than in the past. The development of the tourism
industry as one of the strategies for diversifying the country’s income sources should be given
more attention by the country’s planners and politicians. Today, marketing efforts are much more
important than production and sales. Therefore, if a country has sufficient facilities and tourism
potential but does not consider marketing techniques and introduce this attraction in its plans,
that country will undoubtedly not be successful in the growth and development of its tourism
industry and economic activities. Therefore, to achieve progress in tourism, it is very necessary
to pay attention to the appearance of recovery. It should be noted that tourism development
and marketing are closely related in this process and can affect different aspects of each other.
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The Role of Marketing Indicators in the Development of Tourism and Regional Economic
Activities

Introduction

Today, tourism in the world has developed a lot and many countries have been able to improve their
situation to a significant extent and overcome their economic problems, such as low per capita
income, high unemployment and lack of foreign exchange earnings, through this approach (Asadi et
al., 2013). Tourism, as an effective and influential activity in societies, has been able to attract the
attention of policymakers and planners. Tourism is a widespread activity that brings with it important
economic, social, cultural and environmental impacts. In many countries in the world that have
developed tourism, significant impacts on the economy are observed. The development of the
tourism industry is of great importance, especially for developing countries, to overcome problems
such as high unemployment, limited foreign exchange resources and a single-product economy
(Ebrahimzadeh & Yari, 2012). Planning in tourism can play an undeniable and fundamental role in
generating income, creating employment, and ensuring tourist satisfaction.

In the definition of tourism marketing, we can mention the methods of tourist marketing in the United
Arab Emirates and Turkey. These two countries have created conditions by setting specific
regulations for the entry of tourists, in which a large part of their countries' income is provided by
tourists and tourists. Today, Dubai is considered a center of autumn and winter tourism for people in
Europe and America, and Turkey has also easily been able to attract recreational and medical tourists
from Iran and Arab countries.

Marketing is very necessary and essential for the continuation of the tourism industry. In fact, through
marketing methods, potential tourists can be attracted to the desired area. Therefore, developing
strategic marketing plans can effectively help achieve the goals of tourism projects. Tourism
marketing is the process of designing and implementing activities for products, pricing, promotion,
improvement and distribution of tourism services or products. Tourism marketing includes all
activities designed to meet the needs and desires of tourists and can be considered as a subset of
tourism marketing activities (Asadi et al., 2013). Tourism marketing plays a crucial role in
recognizing and anticipating the requirements of travelers, facilitating the provision of services that
cater to these needs, while simultaneously informing and inspiring potential visitors to explore
various locations. This strategic approach not only enhances tourist satisfaction but also aligns with
the objectives of tourism organizations. Travelers embark on journeys to diverse regions primarily
to experience the unique attractions offered by these destinations. Thus, the availability of appealing
attractions serves as a significant draw, encouraging individuals to venture to different locales
(Brown, 2009). The unique attributes of tourism products render marketing a critical component
within this sector, distinguishing it from other industries. Consequently, the strategic application of
tourism marketing instruments is vital for a country or region, as these tools serve to inform
prospective travelers about the diverse offerings available and motivate them to explore the
destination (Laimer & Weiss, 2009; Amin Bidakhti & Nazari, 2009).
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The utilization of mass media for advertising and disseminating information stands out as a highly
effective element in the realm of tourism marketing. Today, developing and underdeveloped
countries are forced to use mass media to achieve comprehensive standards in all matters, to provide
information and to use mass media to achieve balanced and homogeneous development (Mahdaviyan
Mashhadi et al., 2012). On the other hand, in the rapidly accelerating global trend, communication
technology has advanced at an unimaginable speed and has dominated all levels of human activities
(Rezagholizadeh, 2010). The scope and depth of this transformation are such that a new society is
emerging and taking shape and a new era in human life has begun. The key and influential element
in this process of transformation and transformation is technology, which is gaining new expression
in the media every day (Asadi et al., 2013; Javid & Asadi, 2018; Iranpur Mobarake et al., 2019).
Given the increasing demand for travel by tourists worldwide, media tools are becoming increasingly
important for introducing tourist attractions and attracting tourists in this era. Social media has great
potential for marketing in an industry related to people's moods and entertainment.

Media is a means of transmitting messages and information and with the help of technology, it
dominates all social levels of the territories. Today, unlike in the past, communication technology is
not only available to specialists but has become a basic need of the daily lives of ordinary people
(Moradi et al., 2011). At the same time, the media are considered the most powerful tool for
projecting and spreading ideas and the most efficient means of penetrating cultures and attitudes into
the heart of societies. The media and their quantitative and qualitative advances are the vanguards of
the recent movement in all aspects of life and the development of communications from various
aspects. Imagery, need assessment, persuasion and satisfaction, awareness, effective communication
and the use of new technology in the field of media have placed many countries among the top tourist
destinations in the world (Aqili & Basti, 2011). Apart from these, the media play a decisive role in
the development of the tourism industry, playing roles such as culture building, education,
information provision, and social participation (Javid et al., 2013). A large part of our view of the
world is rooted in media messages that have been constructed in advance. The extensive reach of
media significantly shapes societal values and norms, exerting a direct influence on the collective
consciousness. Concurrently, the media are instrumental in transforming public awareness and
attitudes within society (Asadi et al., 2013).

Today, the necessity and importance of tourism marketing are such that it is sometimes referred to
in the tourism literature as the main pillar of industry development in tourism destinations. At the
same time, one of the main concerns of marketers is planning and identifying the causes and factors
that affect the increase in the acceptance and presence of tourists and visitors to tourism destinations
(Asadi et al., 2013). Until the mid-1990s, advertising and marketing in tourism was generally limited
to travel agencies. However, with the advancement of science and technology, the emergence of mass
media and the need for advertising and marketing on a wider scale, tourism was able to expand its
market well by designing and creating websites (Ramona et al., 2008).

In recent years, social media has increasingly become a communication and business tool, and
businesses have recognized the importance of social media as a way to attract customers on a personal
level. The expansion of these media has led businesses to seek new ways of interacting with their
customers. Social media marketing has a positive impact on business performance. Therefore,
according to the most important hypotheses of the research, it is suggested that tourism businesses
use social media marketing to attract customers and use social media as a powerful marketing tool
(Shirshamsi et al., 2021).

1. Research Background
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Tourism marketing as a process involves designing and providing products and services that meet
the needs of tourists, both individually and in groups, and these products are offered to the markets
to achieve desirable social and economic results. Given that tourism services and products are
composed of material components as well as specific organizational and economic structures, it is
essential to coordinate the marketing activities of all companies active in this field (Kallibekovich,
2024).

The existing body of research in this domain remains relatively sparse, prompting the mention of
several notable studies undertaken in recent years. The research undertaken by Starchevich and
Konjikusich (2018) sought to investigate the influence of digital technologies on the travel patterns
of millennials, with the objective of developing a comprehensive profile of this demographic. This
profile is intended to assist tourism marketing managers in formulating effective marketing strategies
tailored to the preferences and behaviors of millennial travelers.

The publication titled Strategic Marketing in Tourism Services authored by Tsiotsou (2012) offers
an in-depth exploration of the application of target marketing and electronic marketing techniques in
the advancement of the tourism services sector.

In 1989, Papadopoulos presented a theoretical model for tourism marketing planning and
development. This model systematically analyzes source markets and determines appropriate
strategies for attracting tourists, as well as how to plan for the implementation of these strategies. He
explained in detail the contribution and role of each marketing component and its different stages in
the policy-making process (Papadopoulos, 1989). In another study, Li and Petrick (2008) examined
the appropriate paradigms for international tourism marketing in changing conditions and provided
solutions. The article refers to the changing aspects of the tourism market and the types of paradigms
used, including relational, network and service paradigms, and finally, presents a model for
examining current market changes and new ways of thinking in international tourism marketing.

Eusebio et al. (2006) conducted a study titled Marketing Performance Measurement in Spain. This
study aimed to highlight the importance of marketing performance measurement due to the
limitations of effective measurement methods. In their study, marketing performance measurement
criteria were determined including financial, competitive, consumer behavior, intermediary behavior,
direct customer, and innovation. The findings of this study showed that customer-based criteria are
more effective in the tourism industry.

Hosseini Kia (2011), in his article titled "Designing an Analytical Model of Integrated Marketing
Communications Suitable for Attracting More Tourists to a Tourist Region", states that the
components of integrated marketing communications - especially advertising, followed by public
relations, sales promotion, personal selling, and direct marketing - have the greatest impact on
attracting tourists to the region under study. Kannan (2009) in a study titled "Tourism Marketing: A
Service Marketing Perspective" examined tourism marketing in India and concluded that modern
technology should be used to succeed in tourism marketing. Barghi et al. (2012) conducted a study
titled "Tourism Marketing Modeling" and stated that the components of promotion, people, and
product are of great importance in tourism marketing in the cities of Mazandaran province. Ghadiri
Masoum et al. (2013) conducted a study to evaluate and prioritize the influential indicators in rural
tourism marketing, and their results indicate the broad importance of promotion, people, and product
indicators in the development of rural tourism. Hosseini Kolkuh and Habibi (2014) in their article
“Investigating the Effect of Marketing on Increasing Tourist Attraction with Four Components”
concluded that in the price component, fixing the price of goods, in the promotion component,
holding exhibitions, in the location component, easy access to attractions, and in the product factor,
diversity of accommodation centers is the most important. They also believe that to increase tourist
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attraction and tourism development policy, comprehensive strategic marketing planning should be
carried out to attract tourists (Hosseini Kolkuh & Habibi, 2014). The results of Rahmani et al. (2014)
research show that tourism marketing and development, planning and management, production,
advertising, and the influence of individuals in this region are of great importance.

Marketing capabilities hold significant importance within organizations, as highlighted by Dias and
Lages (2021). These capabilities are characterized as resources that are developed through
comprehensive analyses of the external market, which encompass competitors, customers, and
stakeholders, in addition to the organization’s established reputation and inherent capabilities
(Camison et al., 2016). For example, dynamic capabilities enable organizations to adopt innovative
strategies that leverage existing resources, allowing for their transformation in various unique
manners. This adaptability is crucial for navigating ongoing market changes and minimizing the costs
associated with the development of new resources (Teece et al., 2008).

The competitiveness of tourism destinations has emerged as a crucial factor in attracting tourists and
meeting their diverse needs, thereby facilitating an increase in tourist consumption, as noted by
Enright and Newton (2004). This dynamic process is characterized by a proactive approach that
enhances the well-being of residents while ensuring a high level of satisfaction for visitors.
Organizations can bolster both the competitiveness of destinations and their operational success by
embracing strategies centered on innovation, risk-taking, collaboration, and efficiency, as
highlighted by Ritchie and Crouch (2000). Furthermore, effective destination management is
reinforced by the strong relationships among stakeholders, including tourists, which fosters an
environment conducive to knowledge sharing and skill development through co-creation, ultimately
improving the quality of life in these areas, as discussed by Richards (2020).

2. Research Methodology

The tourism industry, as one of the world's leading industries and one of the fastest-growing
economic sectors, is a strong driving force in social, cultural and economic fields, and can shape and
transform numerous organizations, including factors that can improve the development of this
industry. The use of effective electronic marketing tools and parameters is therefore the need for
research on tourism marketing. Considering the research objectives, the following research questions
were answered.

What is the importance of the development of the tourism industry in the local economy?

What are the key marketing indicators in promoting tourism and regional economic activities?
What is the role of marketing in the growth of the tourism industry and the formulation of economic
strategies?

How are the stages and characteristics of marketing defined, as well as its applications in the
development of the tourism industry?

Also, what challenges and disadvantages can marketing create in the process of tourism industry
development?

In this regard, this study aims to investigate the role of free trade zones in the development of tourism
and regional economic activities. Considering the importance of marketing in the development of
tourism and the regional economy, this article attempts to examine the importance and importance
of the expansion of the tourism industry, the tourism life cycle, the analysis of the tourism marketing
environment, the stages of marketing, the benefits and role of marketing, the applications of
marketing and the characteristics of marketing on the development of tourism activities and the
regional economy, and the necessity of its development. Given the importance and necessity of this
research, the research method used in this article is descriptive meta-synthesis. In this research, the
library method and information available in articles and reference books were used to collect data in
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the field of theoretical foundations of the research literature, and related domestic and foreign articles
and books were also examined. The study's statistical population included all research (thesis,
research projects, and articles) conducted on the role of social media in the development of the
tourism industry from 2013 to the time of the study. To determine published research, all scientific
databases, including websites, the Humanities Portal, the National Library, as well as Google and
Google Scholar, were studied in a free search. The search keywords in the Internet databases included
the terms tourism industry, marketing, regional economy, tourism potential, and tourism
development.

3. The Importance of Expanding the Tourism Industry

In the global economic system, the tourism industry is becoming more and more important day by
day. The tourism industry plays a significant role in the growth and development of the country and
increases production and employment. To create sustainable and appropriate development of the
tourism industry, it is very important to have competent, coherent and coordinated management
between the public and private sectors. First, the government has several responsibilities, including
coordinating policies, planning, preparing statistics and conducting research, setting standards and
regulations for the tourism industry, creating investment incentives, providing some marketing
services, planning and training human resources for tourism, and building and expanding
infrastructure facilities. The private sector is also responsible for business development building and
managing tourist accommodation and providing facilities and other tourism and marketing services
for these places and facilities (Amiri Aghdai et al., 2016).

Tourism in the present time is a set of desires and movements. Access to more financial facilities and
capabilities has made travel possible for different masses. New technologies such as airlines and
satellite communications have changed the way people live, work and play, as well as have fun in
the twentieth century, and have also caused the amount of travel, travel, and tourism to increase for
various reasons. As a result, it has increased leisure time and idle time. Today, tourism has become
a lucrative industry and, in some countries, this industry has become the most important source of
income (Shirshamsi et al., 2021).

The tourism industry is very important in two main ways. First, it has provided a means for nations
to become familiar with other cultures, races, ethnicities, lands, and dialects. Second, it is considered
an economic source of income and foreign exchange. Different countries around the world are
developing this industry and trying to use various facilities and attractions to attract tourists. Tourism
is becoming one of the main pillars of the world's commercial economy. Many development planners
and policymakers refer to the tourism industry as the main pillar of sustainable development.

The tourism industry is one of the largest and most dynamic industries in the world, with significant
impacts on the economy, culture, and sustainable development. The importance of this industry as a
major source of employment, economic growth, and cultural exchange is undeniable. In this article,
we will examine the importance of the tourism industry and its role in social and economic
development.

Job creation:

One of the most important positive effects of the tourism industry is job creation. Among the people
who benefit directly or indirectly from this industry are tour guides, hoteliers, restaurants, taxi
drivers, local artists, local production units, etc. Also, tourism development can create secondary jobs
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such as construction, transportation, and financial services, which in turn leads to an increase in
employment rates and a decrease in unemployment.

Economic development:

In difficult economic conditions, the hypothesis is that the growth and development of the national
economy are supported by the tourism industry. The tourism industry is an important source of
income for countries. Tourism can act as a major engine for economic growth in different parts of
the world (Shahraki & Ebrahimzadeh, 2015). Revenue generation from tourism can not only help
develop other sectors of the economy but can also provide resources for upgrading infrastructure,
improving social services, and raising the standard of living of the community.

Environmental protection:

Although tourism may have negative impacts in some aspects, it can also help to protect and restore
natural and cultural areas. Given the economic value of tourism to an area, people and local officials
may do their best to preserve the natural and cultural resources in these areas so that these areas
remain attractive to visitors.

Cultural exchange:

Tourism can provide an opportunity for cultural exchange and communication between different
ethnicities and nations. This cultural exchange can contribute to better understanding and peaceful
interactions between nations and help develop a global culture and mutual understanding between
different peoples.

The tourism life cycle is as follows:

Exploration: A country is visited as a tourist destination by a small number of tourists. Due to the
small number of tourists, the local people will treat the tourists kindly, regardless of their interests.
In this stage of tourism, the interaction between the local people and the tourists is friendly.

Involvement stage: The number of tourists increases, and people benefit from the positive effects of
the arrival of tourists. People provide welfare facilities for tourists (local people rent out their homes
to them or accompany tourists as guides to increase their profits from the presence of tourists), and
the host-guest relationship is harmonious and good.

Development stage: The behavior of the local people changes, foreign investment begins, the shape
and space of the region changes, and the market becomes specialized. In this stage, the number of
tourists has increased significantly, and investors have started building hotels and other amenities to
attract tourist capital. Local people at this stage view tourists as an economic resource. In the tourism
development stage, the tourism market becomes a specialized market.

Consolidation stage: In this stage, tourists travel to the destination country regularly and
permanently, and the per capita income of the destination country is visibly affected by the presence
of tourists.

Institutionalism: After a while, a tourist destination becomes repetitive and boring for tourists.
Cultural differences between tourists and locals become a problem due to the expansion of
communication and the increased time of this communication, and tourists change their tourist
destination.
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Decline-rejuvenation: If there is no renewal, new goods and services are not created, and tourism
facilities are not renewed, little by little only memories of the boom years remain in the minds. A
tourist destination must be able to set a rejuvenation plan after a recession.

4. Tourism Marketing

Tourism marketing is defined as recognizing the needs of tourists and responding to the identified
needs by providing specialized tourism services. This method of marketing is included in the
activities of the service marketing field. In this approach, there must first be sufficient awareness of
the differences between customers of products and services and tourists. Individuals as tourists have
needs that are substantively different from those of customers of products and services. Traditionally,
marketing begins through market research and recognizing the needs of the target market. Then,
these needs are responded to by providing products and services tailored to the target market.
However, in the field of tourism, the target market intends to achieve its needs and desires by moving
to another place. This is a subtle and attractive point of tourism marketing. The subject of marketing
in the tourism industry is very specialized, and the discussion of tourists and tourism is fundamentally
different from that of customers of products and services. Success in this field requires a correct
understanding of the concept of tourism. On the other hand, marketing skills must also be fully
present (Zekavati et al., 2024).

Marketing in the tourism industry is a management mechanism that anticipates the needs of current
and future tourists and plans to meet these needs. Tourism marketing creates competition between
companies providing tourism services, such as travel agencies. Tourism marketing management is
not limited to financial issues (Shirshamsi et al., 2021).

Tourism marketing is the use of mechanisms related to understanding the target market, and the needs
of tourists and responding to those needs by providing appropriate services. Tourism marketing
encompasses the business practices aimed at attracting visitors to specific destinations. This concept
is closely linked to the development and implementation of marketing strategies within the tourism
sector (Sofronov, 2019). In contemporary society, numerous nations rely significantly on tourism as
a vital contributor to their gross domestic product. Tourism marketing, a specialized sector within
the broader field of marketing, focuses specifically on promoting the tourism industry. The effective
execution of tourism marketing strategies is essential for maximizing the benefits derived from this
sector.

In today's highly competitive markets, marketers and destination managers are increasingly seeking
to influence tourist behavior. Marketing has a positive and significant impact on destination brand
equity and tourists' behavioral intentions, and brand equity plays a mediating role in the impact of
marketing on tourists' behavioral intentions (Mohammadi et al., 2020). In the tourism industry,
different goods and services enter the market every day through different suppliers, and all compete
with each other. In the meantime, it is very difficult to attract a tourist to purchase one of these
services and, more importantly, to create satisfaction in him. A tourist's demand depends on personal
tastes, fashion, suggestions from others, and the travel season.

4.1. Marketing In the Development of The Tourism Industry

The role of marketing in the development of the tourism industry is very important and influential.
Marketing in this field involves the use of various methods and strategies to attract and stimulate
those interested in travel and tourism (Fedoryshyna et al., 2021).

4.1.1. Economic strategies.
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Marketing within the tourism sector is characterized as a strategic approach employed by tourism
enterprises, which involves an ongoing analysis of both current and prospective market conditions.
This process is aimed at ensuring that the offerings of the company are consistently aligned with
these conditions, thereby effectively addressing and satisfying consumer needs. Consequently, this
practice is recognized as a financially efficient economic endeavor. Furthermore, tourism marketing
encompasses a diverse array of communication strategies and methodologies designed to enhance
the visibility and appeal of various regions and destinations (Sofronov, 2019). The characteristics of
consumer behavior within the tourism sector, alongside brand management and strategic marketing,
represent critical areas of focus in this field. Implementing effective marketing strategies has the
potential to greatly enhance marketing performance and facilitate the attainment of business
objectives in the tourism industry. Furthermore, strategic management in this sector pertains to the
long-term framework and operational activities undertaken by organizations (Probstl-Haider &
Haider, 2013).

Marketing strategies can include advertising, events, media activities, digital marketing, public
relations, and direct marketing. These strategies can help attract domestic and international tourists,
promote tourist destinations, increase sales of tourism services, and enhance the image of a tourist
destination (Fedoryshyna et al., 2021; Khan et al., 2022).

By using market analysis, market research, identifying target needs, promoting cultural and natural
monuments, offering discount programs and special packages, and using innovative methods such as
experiential marketing, it is possible to have a greater impact on the development of the tourism
industry.

4.1.2. Marketing stages in the development of the tourism industry
Its stages in the development of the tourism industry are:

* Market analysis: This stage involves examining the tourism market and the factors affecting it.
This analysis includes understanding the target market, competitors, needs and preferences of
tourists, market trends and other aspects of marketing (Mosavi et al., 2022).

* Destination and product identification: In this stage, the tourism destination and its related
products and services are identified. This includes determining the characteristics, attractions and
uniqueness of the tourism destination.

* Marketing goal and strategy setting: In this stage, marketing goals are set for the tourism industry.
These goals may include attracting more customers, increasing revenue, improving tourist awareness
about the destination, and other marketing objectives.

* Marketing targeting and planning: In this stage, detailed marketing plans are planned to achieve
the set goals. This includes the use of advertising, promotion, digital marketing, and other marketing
tools (Armutcu et sl., 2023).

» Implementation and execution: In this stage, marketing plans are put into action and executed.
This includes conducting advertising, and promotional activities, developing products and services,
updating the website, and implementing digital strategies.

* Evaluation and measurement: In this stage, marketing performance and achievement of goals are
reviewed. This includes measuring performance, analyzing efficiency, receiving feedback,
evaluating strategies, and modifying them based on results. Measuring the effectiveness of marketing
and promotional activities in the tourism industry includes evaluating key performance indicators
(Jalaliyoon et al., 2023).
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Note that these are basic steps for marketing in the tourism industry and may vary depending on the
specific circumstances of the region.

4.1.3. Marketing characteristics in the tourism industry

Until a few years ago, marketing was only for goods. Today, the marketing of tourism services has
also gained an important place and is developing. The most important characteristic of these services
is their invisibility. This intangibility of tourism services creates a huge level of uncertainty in the
purchase of services. A tourist plans to buy services a long time ago and also reserves the place of
travel and accommodation. It is possible that in the future when he intends to travel, he will have a
different feeling than when he made the decision. Tourism services are consumed at the time of
production, and because of this type of service, person-to-person relationships are very important
and satisfaction plays an important role (Amin Bidakhti & Nazari, 2009).

The characteristics of marketing in the tourism industry are as follows:

» Engaging content: The tourism industry should use engaging and interesting content. This content
can include attractive destination photos, sweet stories, and useful tips for tourists.

* Needs and desires: Marketing in the tourism industry should pay attention to the needs and desires
of tourists. It is better to focus on the tourist experience and provide services and opportunities that
respond to their desires and expectations (Mossberg, 2007).

» Targeting: The tourism industry should be targeted and consistent with marketing roadmap
approaches. Understanding and analyzing the market and targeting advertising and activities based
on these analyses can be helpful.

» Uniqueness: Marketing in the tourism industry should be able to explain the unique advantages
and biases of each destination. The natural, cultural, historical and other unique attractions that a
tourist destination has should be better used in promotion and advertising.

* Use of technology: The evolution of communication through social media has led to an increase in
online information and content about tourist destinations (Narangajavana Kaosiri et al., 2019). The
tourism industry cannot afford to be left behind by technology. The use of social media, websites,
applications and other tools to communicate with tourists and provide information and services
online can be very effective.

» Communication and interaction: The tourism industry should pay attention to communication and
interaction with tourists. Receiving feedback, answering questions, providing guidance and
establishing active communication with tourists can play an important role in the success of
marketing.

* Collaboration with local communities: Marketing in the tourism industry should cooperate with
local communities and use the spirit of participation and participation in the development stages.
Exploiting local products and services and introducing joint activities can be helpful.

By using these features, marketing in the tourism industry can be successful and attractive and
contribute to the development of the tourism industry and the economic growth of the region.

4.1.4. Marketing applications in the development of the tourism industry

Marketing can play important roles in the development of the tourism industry. Below are some of
the applications of marketing in the development of the tourism industry:

* Attracting tourists: Using appropriate marketing strategies can help attract tourists to the region.
Attractive advertisements, discount offers, and diverse tourist packages can attract the attention of
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tourists and encourage them to visit and stay at the tourist destination (Kasemsap, 2015). By providing
accurate and engaging information about tourist destinations, local attractions, services, and available
opportunities, marketing can convince people to travel and experience tourism in that area.

* Promoting tourist destinations: Marketing can help promote tourist destinations and introduce
them to international markets. This process includes the use of media, websites, social networks,
exhibitions, specialized events and other promotional methods.

» Improving the image of the destination: Effective marketing can help improve the image of a
tourist destination. Appropriate promotion and advertising can increase public awareness of the
destination and create a positive image in the minds of tourists. By using marketing, the image of a
tourist destination can be improved and its reputation and recognition can be increased on a national
and international scale (Mohammad Shafiee & Rezaei Hajiabadi, 2023). A positive image of a
destination attracts more tourists and creates more trust among them.

* Promoting local culture and arts: Marketing can pave the way for promoting and promoting local
culture, arts, and crafts. This can provide a greater experience for tourists and help attract those
interested in local culture and arts.

* Creating recognition in new markets: Appropriate promotion and marketing can help the tourism
industry gain recognition in new and emerging markets. Online marketing and targeted advertising
can achieve new opportunities in the tourism industry.

* Creating economic impact: Currently, the tourism sector is recognized as the most extensive and
varied industry globally, possessing the potential to significantly contribute to a nation's economic
expansion and development by serving as a primary source of revenue and job creation. The
increased demand for tourism services can create new employment opportunities and lead to
economic prosperity and a leap in development in destinations (Amini et al., 2024). By attracting
tourists, tourism companies and facilities improve and earn the most income from the tourism
industry. This is very important for creating jobs, keeping tourism-related industries alive, and
motivating further development in the tourism sector.

e Achieving sustainable development: The significance of tourism in the context of sustainable
development cannot be overstated. In this regard, the function of marketing within the tourism sector
is increasingly pivotal as it seeks to advocate for sustainable practices. Through various marketing
and promotional strategies, there is a concerted effort to enhance awareness regarding responsible
travel habits, eco-friendly initiatives, and the importance of honoring local cultures, traditions, and
ecosystems. By motivating travelers to embrace sustainable tourism practices, marketing plays an
essential role in nurturing a tourism industry that is both environmentally sustainable and socially
responsible. This includes promoting responsible tourism, paying attention to environmental
protection and local culture, regional social development, and the balanced use of local resources
(Baloch et al., 2023). Sustainable marketing benefits from reducing negative environmental and
societal impacts and promoting social and cultural responsibility in tourism businesses.

4.1.5. Disadvantages of marketing in the development of the tourism industry

Although it is useful and effective in the development of the tourism industry, there are also some
disadvantages and weaknesses. Some of them are mentioned below:

* Tourist crowding: A successful type of tourism industry can suddenly increase the number of
tourists. This can lead to the crowding of tourists in crowded tourist destinations and traffic, crowding
in places and the destruction of local nature and environment.
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* Price increase: Successful promotion of tourist destinations can increase demand and cause prices
to increase in accommodations, tourism services and local products. This can reduce accessibility for
some tourists, especially those with limited incomes, and prevent them from taking full advantage of
tourism opportunities (Apriyanti et al., 2024).

* Impact on local culture: The development of the tourism industry, especially through the use of
marketing, affects and influences local culture. The main problem is in attracting tourists and
organizing tourism events in such a way that visitors feel welcome. This may lead to the change of
local culture and traditions and the reduction of local authenticity and identity (Zhang et al., 2021).

e Impact on the environment: Tourism development and active marketing can sometimes lead to
environmental and natural resource degradation. This includes air and water pollution, landscape
degradation, damage to wildlife, and climate change.

¢ Inequitable distribution of benefits: Successful tourism development and marketing may result in
inequitable distribution of benefits and advantages to the local community. Some large companies
and investors may reap greater economic benefits, while the local community may reap less and face
social and cultural problems (Wang & Tziamalis, 2023).

5. Discussion and Conclusion

The tourism industry, as one of the most important industries in the world, is undoubtedly of great
importance with its impacts on the economy, culture, and environment. From job creation and
economic development to environmental protection and cultural exchange, the positive impacts of
this industry on societies and countries are visible. Therefore, paying attention to the development
and improvement of this industry and improving the quality of tourism services can contribute to the
sustainable development and growth of societies. Applying appropriate strategies and policies for
optimal resource management and sustainable development in the tourism industry can be effective
in increasing the productivity of this industry and preserving the environment.

One of the challenges in the field of tourism marketing is that in the definitions of tourism marketing,
the issue of tourism marketing is viewed as a business, in which customer orientation is emphasized.
However, given that tourism is an industry and is beyond a business, in which various actors play a
role. This generalization of business to industry must exist in the definition of tourism marketing,
and an infrastructure must be created in which marketing in the field of tourism is seen at a macro
level. This is while the current definition of tourism marketing is based on a micro perspective.
Therefore, what exists in the current definitions of tourism marketing and what exists in the real
world are contradictory.

Tourism marketing involves recognizing and predicting the requirements of travelers, offering
amenities that cater to these needs, and effectively communicating with potential visitors to inspire
and encourage them to explore a destination. The tourism product is different not only from physical
goods and products but also from other services. In other words, this product is not only experienced
over some time and through different stages. This makes its evaluation complicated, but it is also
risky for tourists because in addition to having opportunity costs, lost time cannot be regained.

In general, marketing in tourism development helps companies and related organizations to introduce
their brands, expand their market, generate more income, and contribute to the sustainable
development of tourism in the region and the country. In tourism development, it helps to increase
the number of tourists, create employment and economic growth, promote tourism destinations, build
an image, and promote sustainable development. Proper planning and management of tourism
marketing is very important to reduce negative impacts and ensure sustainable and responsible
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development in the tourism industry. Smart and strategic marketing in tourism development can help
to promote the economic, social, and cultural development of the region and improve the tourist
experience. Also, part of this product is based on the personal desires of tourists, including getting
rid of the pressures of life, gaining new experiences, and having fun. Therefore, planning and
developing tourism requires identifying these types of motivations and demands. Recognizing the
motivations and demands of tourists is one of the duties of tourism marketers.

The tourism product possesses the potential for dual utilization, indicating that it serves not only non-
resident tourists but also provides advantages to local populations who engage with various offerings
from this sector. Due to the unique attributes inherent in tourism products, the significance of
marketing within this industry is markedly heightened in comparison to other sectors. Consequently,
the strategic application of tourism marketing instruments becomes crucial for the development and
promotion of a region.

Marketing instruments play a crucial role in shaping the interactions among market participants,
influencing the development of supply, and analyzing and fulfilling demand for a diverse array of
travel services. The outcomes of marketing research significantly determine the selection of
strategies aimed at enhancing the sales of tourism-related services. Understanding customer
requirements, conducting price evaluations, and analyzing their fluctuations serve as foundational
elements for the planning of travel services, as well as for the development of product offerings that
leverage advertising to foster enduring relationships with travelers and attract new clientele. In this
context, marketers are increasingly adopting digital technologies to address their challenges, making
the integration of digital marketing tools a key focus of strategic management within the tourism
sector. Through effective digital marketing strategies, potential tourists can access destination
imagery and tour information that ultimately shapes their decision-making processes (Armutcu et sl.,
2023). The impact of different digital marketing strategies can significantly shape the experiences of
travelers, enabling destinations to enhance their online presence and reputation. This, in turn, can
attract a broader spectrum of tourists from various cultural backgrounds.

The main problems in industrial tourism marketing are the cultural differences between tourists and
local people. In tourism marketing management, conditions must be created so that local people
benefit from the arrival of tourists. In this way, local people welcome tourists with more open arms
and accept cultural differences more easily. On the other hand, as local people's benefits from tourists
increase, local people's acceptance of tourists will increase, and this will lead to tourist satisfaction
(Narangajavana Kaosiri et al., 2019). In tourism marketing, when we can establish a balance between
the demands of tourists and the demands of local people, we can hope for the continuation of the
tourism industry.

The fields of marketing and advertising are essential to the effective management of travel and
tourism, as they serve to draw in potential visitors, create a distinct brand identity, enhance public
awareness, and formulate successful marketing strategies (Kasemsap, 2015). The growth of the travel
and tourism industry is significantly influenced by marketing, which not only boosts visitor
attendance but also improves the overall experience for travelers. This field is responsive to evolving
market trends, actively involves various stakeholders, assesses performance metrics, and advocates
for sustainable tourism initiatives. Consequently, marketing and advertising play a crucial role in
determining the success and sustainability of destinations, ultimately contributing to a prosperous
future for the industry as a whole.

Travel and tourism management encompasses the formulation of detailed marketing strategies that
are in harmony with the aims and objectives of a particular destination or enterprise. Such strategies
delineate the target demographics, articulate essential messaging, select appropriate marketing
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channels, and outline promotional initiatives designed to successfully engage and draw in the
intended audience.

The significance of marketing within the tourism sector cannot be overstated, as it is essential for
enhancing awareness of various destinations, services, and offerings related to travel. Through a
diverse array of channels, including advertising, digital marketing, social media, and public relations,
marketing serves as a fundamental mechanism that allows prospective travelers to uncover and
understand the myriad options and opportunities that exist for enriching their travel experiences.

The significance of marketing and advertising within the tourism sector is reflected in the
establishment of a robust brand identity. By engaging in strategic marketing and advertising
initiatives, destinations and tourism enterprises cultivate a unique image, articulate their core values,
and define their market positioning. This approach not only differentiates them from their
competitors but also fosters favorable perceptions among target audiences, thereby playing a crucial
role in their overall success.

Marketing and advertising play an essential role in the tourism sector, serving as key instruments for
drawing in potential visitors. By implementing effective marketing and advertising strategies,
destinations can generate interest and entice travelers by highlighting their distinctive characteristics,
attractions, and experiences. This not only enhances the appeal of a location but also significantly
contributes to the overall success and expansion of the tourism industry by boosting visitor numbers
and fostering greater awareness.

The significance of marketing within the tourism sector cannot be overstated, as it plays a vital role
in enriching the experiences of visitors through effective and informative communication strategies.
By highlighting major attractions, proposing tailored itineraries, and streamlining access to various
services, marketing initiatives empower travelers to organize their journeys with greater efficiency,
ultimately contributing to a distinctive and pleasurable experience.

Marketing plays a crucial role in the tourism sector by monitoring market trends, understanding
consumer preferences, and embracing new technologies. This vigilance enables tourism managers to
modify their strategies and approaches to align with the shifting expectations of travelers. By utilizing
innovative digital platforms and capitalizing on emerging growth opportunities, proficient marketing
and advertising practices help maintain the industry's competitiveness, relevance, and adaptability to
the dynamic requirements of travelers.

Marketing plays a crucial role in the tourism sector by engaging with various stakeholders, including
tourism enterprises, local populations, governmental bodies, and industry organizations. Through the
establishment of partnerships and the promotion of collaborative efforts, marketing and promotional
strategies significantly enhance the success of destination marketing campaigns. This cooperative
methodology not only amplifies the impact and scope of marketing endeavors but also fosters a
vibrant and sustainable tourism industry.

Bilgi Notu

Destek Bilgisi: Bu ¢aligmanin hazirlanmas: siiresince herhangi bir bireyden ya da kurumdan ayni ya da nakdi
bir yardim/destek alinmamustir.

Etik Onay1: Makalede ulusal ve uluslararasi arastirma ve yayin etigine uyuldugunu yazarlar beyan eder. Aksi
bir durumun tespiti halinde Catalhdyiik Uluslararasi Turizm ve Sosyal Arastirmalar Dergisinin higbir
sorumlulugu olmayip, tiim sorumluluk makale yazarlarina aittir.

Etik Kurul Onay1: Bu ¢alisma, TR Dizin etik kurul izni gerektiren ¢alisma grubunda yer almamaktadir.

Cikar Catigmasi: Makalede herhangi bir ¢ikar ¢atigmasi ya da kazanci yoktur.
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Gastronomide etik tiiketime iliskin sosyolojik bir perspektif gelistirmek,
bireylerin tiiketim pratiklerini bicimlendiren kiiltiirel normlar, toplumsal degerler
ve yapisal etkenlerin ¢ok boyutlu analizini zorunlu kilmaktadir. Bu ¢alimanin
amaci, etik titketim kavramini gastronomi baglaminda sosyolojik bir bakis
acisiyla degerlendirmek ve bireylerin yemek se¢imleri ile toplumsal dinamikler
arasindaki iligkiyi irdelemektir. Arastirmada, nitel arastirma desenlerinden biri
olan kavramsal analiz yontemi benimsenmistir. Bu baglamda, etik tiiketime
dair sosyolojik analizlerde 6ne ¢ikan farkli teorik yaklagimlar sistematik
bicimde incelenmistir. Yapisal-islevselcilik, etik tiiketimin siirdiiriilebilirlik,
saglik ve toplumsal dayanigma islevlerine odaklanirken; catisma kurami bu
davraniglarin sinifsal ayrismalar ve ekonomik esitsizlikler tizerindeki etkisini
tartigmaktadir. Sembolik etkilesimcilik bireylerin etik tiiketim yoluyla kimlik ve
anlam insa siireglerini incelerken; feminist sosyoloji toplumsal cinsiyet rollerinin
belirleyiciligine dikkat ¢ekmistir. Cevresel sosyoloji ise etik tiiketimi, ¢evreyle
uyumlu yasam ve siirdiiriilebilirlik acisindan degerlendirmektedir. Elde edilen
bulgular, etik tiiketimin yalnizca bireysel bir tercih degil; ayni zamanda toplumsal
yapi, normlar, degerler ve gii¢ iliskileriyle i¢ ice ge¢mis bir olgu oldugunu
gostermektedir. Sonug olarak, gastronomide etik tiiketim, ¢cevresel ve toplumsal
stirdiiriilebilirlige katki saglamanin yami sira kiiltiirel korunmay: ve toplumsal
dayanigmay1 da pekistirmektedir.
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Developing a sociological perspective on ethical consumption in gastronomy
necessitates a multidimensional analysis of the cultural norms, social values,
and structural factors that shape individuals’ consumption practices. The
aim of this study is to evaluate the concept of ethical consumption within the
context of gastronomy from a sociological point of view and to examine the
relationship between individuals’ food choices and social dynamics. In this
research, the conceptual analysis method, one of the qualitative research designs,
was adopted. Within this framework, various theoretical approaches prominent
in sociological analyses of ethical consumption were systematically examined.
While the structural-functionalist perspective emphasizes the functions of ethical
consumption such as sustainability, health, and social solidarity, the conflict
theory discusses its impact on class divisions and economic inequalities. Symbolic
interactionism explores how individuals construct identity and meaning through
ethical consumption, whereas feminist sociology highlights the determining role
of gender roles. Environmental sociology, on the other hand, addresses ethical
consumption in terms of environmentally compatible living and sustainability.
The findings reveal that ethical consumption is not merely an individual choice
but a phenomenon deeply intertwined with social structures, norms, values, and
power relations. In conclusion, ethical consumption in gastronomy contributes
not only to environmental and social sustainability but also reinforces cultural
preservation and social solidarity.
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Gastronomide Etik Tiiketim Davramslarinin Sosyolojik Kuramlarla Degerlendirilmesi:
Kavramsal Bir Calisma

Giris

Gida tiiketimine iliskin etik kaygilar, insanlik tarihi kadar eskiye dayanmaktadir. Zamanla gida etigi,
bilimsel gelismeler ve toplumsal degisimlerle birlikte evrim gecirmistir. 17. ve 18. yiizyillarda gida alim
stireglerine yonelik bilimsel ilginin artmasiyla bu alandaki etik tartigmalar da sekillenmistir. 19. yilizyilda
ise gida iiretiminin sosyal boyutu daha fazla 6ne ¢ikmis ve iiretim siireclerine yonelik farkindalik
artmistir. Tiikettigimiz gidalarin nasil tiretildigi, yalnizca bireysel tercihlerimizi degil, ayn1 zamanda bu
iretim ve dagitim siireclerinden etkilenen milyonlarca canliyt ve ekosistemi de dogrudan
ilgilendirmektedir (Zwart, 2000; Barnhill & Doggett, 2018). Bu baglamda bu g¢aligmanin amaci,
gastronomide etik tiiketimi sosyolojik kuramlar araciligiyla ¢ok boyutlu olarak kavramsal diizeyde
analiz etmektir.

Glniimiiz diinyasinda artan g¢evresel sorunlar, sosyal adaletsizlik ve tiiketim kiiltiiriindeki hizli
degisimler, bireylerin tiikketim aligkanliklarinin yalnizca bireysel tercihlerle agiklanamayacagini ortaya
koymaktadir. Ozellikle gastronomi alaninda tiiketim, sadece beslenme ve lezzet odakli bir faaliyet
olmaktan ¢ikmis; ayni zamanda etik degerler, ¢evresel sorumluluk ve toplumsal biling gibi kavramlarla
i¢c ice gecmistir. Bu baglamda etik tiiketim, bireylerin tiiketim kararlarin1 sosyal, ¢evresel ve ahlaki
etkileri dikkate alarak sekillendirdigi bir davranis bigimi olarak énem kazanmaktadir (Ozden, 2019).
Gastronomi ise bu davranigin en belirgin oldugu alanlardan biridir.

Bu ¢alismanin amaci, etik tiiketim kavramini gastronomi gergevesinde sosyolojik bir bakis acisiyla
degerlendirmek ve bireylerin yemek segimleri ile toplumsal normlar, kiiltiirel degerler ve smif
farkliliklart gibi sosyal etmenler arasindaki iliskiyi irdelemektir. Arastirmanin 6nemi, hem tiiketici
davraniglarinin toplumsal dinamikler {izerinden anlasilmasina katki saglamasi hem de etik tiiketimin
gastronomi sektoriindeki stirdiiriilebilirlik, adil ticaret ve ¢evresel sorumluluk gibi konularla nasil i¢ i¢e
gectigini gostermesi agisindan biiyliktiir. Ayrica, bu ¢alisma etik tiiketim bilincinin gelistirilmesi i¢in
Oneriler sunarak gastronomi alaninda daha bilingli ve duyarl: tiiketim egilimlerinin benimsenmesine
katki saglamay1 amaclamaktadir.

Gastronomide etik tiiketim olgusunun 6nem kazanmasinda; ¢evresel stirdiiriilebilirlige dair farkindalik,
adil tretim zincirlerine yo6nelik toplumsal ilginin artmasi ve bireylerin biling diizeyindeki yiikselis
belirleyici faktorler olmustur. Bu doniisiim, tiiketicilerin klasik tercih Slgiitleri olan tat ve fiyat gibi
unsurlarin Otesine gegerek; Uriinlerin kokeni, tretim kosullari ve c¢evresel etkilerini gbz Oniinde
bulundurmasina yol agmaktadir. Yerel ve organik iriinlerin tercih edilmesi, karbon ayak izinin
azaltilmasina katki sunarken, ayn1 zamanda yerel ekonomilerin desteklenmesine olanak tanimaktadir.
Benzer sekilde, vegan ve vejetaryen beslenme egilimleri de hayvan haklar1 ve ¢evresel sorumluluk
temelli etik yaklagimlarin birer yansimasi olarak one ¢ikmaktadir.
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1. Kavramsal Cerceve
1.1. Etik Tiiketim Kavrami

Etik kelime anlami olarak, cesitli meslek kollar1 arasinda taraflarin uymasi veya kaginmasi gereken
davranislar biitiinii, ahlak bilimi olarak belirlenmistir (www.sozluk.gov.tr). Etik, insan davraniglarinin
dogrulugunu ve yanhisligini sorgulayan bir disiplindir ve tarih boyunca bir¢ok filozof tarafindan ele
alimmustir. Ozellikle Platon, Sokrates ve Aristoteles gibi antik Yunan filozoflari, ahlaki degerler ve
erdem {izerine 6nemli tartigmalar yiiriitmiislerdir (Atacan, 2017: 3). Etik, genel olarak dogru ve yanlis
kavramlarimin ahlaki ilkeler ve degerler c¢ercevesinde diisiiniilmesi ve degerlendirilmesi olarak
tanimlanmaktadir (Angelo & Vladamir, 1991). Bir baska tanima gore ise etik; iyi-kotii, dogru-yanlis ve
erdem-erdemsizlik gibi kavramlarin sistematik bigimde incelendigi bir disiplindir (Brinkmann, 2002:
159). Etik kavrami, insanlarin iyi ve kotii arasinda ayrim yaparak her zaman dogru olam1 yapma
sorumlulugunu vurgular (Barnett & Cameron). Etik literatiiriinde 6zellikle iki temel yaklasim One
cikmaktadir: Deontoloji ve teleoloji. Deontolojik yaklasim, eylemin kendisinin dogru olup olmadiginm
esas alirken, teleolojik yaklasim eylemin sonuglarini temel alir. Bununla birlikte, etik davraniglarin
degerlendirilmesinin tam anlamiyla anlagilabilmesi i¢in yalnizca bu iki ekoliin degil, diger etik
yaklagimlarin da bilinmesi 6nemlidir. Bu kapsamda, Fennell & Malloy (1999: 929-932), etik ile ilgili
bes temel ekolii agiklayarak, insan davranislarinin daha genis bir perspektiften degerlendirilmesine
olanak saglamustir.

Seyahat ederken, "ahlaki pelerinimizi" yanimizda tasimak, bir misafir olarak gittigimiz yerlerde daha
sorumlu davranmamizi saglar. Bu, ev sahibi toplumlara kars1 is birligi ve saygiy1 pekistirir (Fennell,
2006). Tiiketicilerin de etik sorumluluklar1 bulunmaktadir. Tiiketicilerin, tiiketim siirecinde gevreye
zarar vermemeye Ozen gostermeleri bilylik nem tagimaktadir. Bunun yani sira, tiikketicilerin mal ve
hizmet satin aldiklari isletmelere karsi da etik bir tutum sergilemeleri beklenmektedir (Aktan, 2011: 69).
Tiiketim davraniglarinin, toplumun genel ahlak kurallarina ve degerlerine uygun bir sekilde
gergeklestirilmesi hem c¢evresel hem de sosyal acgidan sorumlu bir tiketim anlayisini ortaya
koymaktadir. Bu yaklasim, yalnizca bireysel bir tercih olmanin 6tesinde, toplumun genel refahini ve
stirdiiriilebilirligini destekleyen bir davranis bi¢imi olarak degerlendirilmektedir. Giinliik yasamda, bazi
isletmeciler veya pazarlamacilar tiiketim siirecinde etik disi davramiglarda bulunabilir. Bu durum,
yaniltici bilgi verme, gercek disi beyanlarda bulunma veya hileli uygulamalara bagvurma seklinde ortaya
¢ikabilmektedir. Etik bir tiiketim siirecinin saglanabilmesi i¢in, toplumun genelinde kabul gdrebilecek
belirli kurallarin olusturulmasi gerekmektedir. Bu kurallar, tiiketim davraniglarinin adil, sorumlu ve
toplumsal degerlere uygun bir sekilde gerceklesmesini saglamay1 amaglamaktadir (Giiven & Cay, 2020:
49).

Kiiresel ticarette yasanan adaletsizlikler ve ¢evresel sorunlar gibi etik konularin giindeme gelmesiyle
birlikte, etik tiiketime olan ilgi artmis ve bu durum, "etik tiiketici" olarak adlandirilan bir tiiketici
grubunun ortaya ¢ikmasina neden olmustur. Etik tiikketim, bireylerin daha bilingli segimler yapmasini
tesvik ederken, tiiketimin sorumluluk bilinciyle gergeklestirilmesini ve goniillii olarak siirdiiriilebilir
eylemlere katilimi1 kapsamaktadir (Shaw & Newholm, 2002: 168). Bu anlayis, satin alma
davraniglarinda ahlaki sorumlulugu 6n plana gikararak insanlar1 hem bireysel hem de toplumsal diizeyde
ortak bir sorumluluk almaya yoneltmektedir. Bagka bir ifadeyle, etik tiiketim; insanlara, hayvanlara ve
cevreye karst duyarlilik gostermeyi ve buna uygun tiiketim aliskanliklar: gelistirmeyi amaglamaktadir
(Brinkmann, 2004: 129). Ozetle, kisisel ¢ikarlarin 6tesinde yapilan tiiketim bigimleri ahlaki bir yaklagim
olarak degerlendirilmektedir (Aygiin, 2018: 65).

Etik tiiketim, kokleri gecmise dayanan ancak 6zellikle son yillarda tiiketicilerin bilinglenmesiyle daha
fazla énem kazanan bir kavramdir. Uriin ve hizmet se¢imlerinde ¢evre, sosyal adalet, insan saglig1 ve
hayvan haklar1 gibi konulara duyarliligin artmasiyla 6ne ¢ikan bu tiikketim bigimi, tiiketicilerin etik

19



Catalhoyuk International Journal of Tourism and Social Research | E-ISSN: 2548-0588

kaygilar1 dogrultusunda karar alma, satin alma ve tiilketim deneyimlerini sekillendirmesi olarak
tanimlanabilir (Low & Davenport, 2005: 494-511; Cooper-Martin & Holbrook, 1993: 113). Etik
tiikketim, bireylerin ahlaki degerleri ve inanglar1 dogrultusunda bilingli tercihler yapmalarini iceren bir
siire¢ olup, baz1 durumlarda etik agidan sakincali goriilen fliriinlerin bilingli olarak tercih edilmemesi
anlamma da gelmektedir (Crane & Matten, 2010: 370; Neo, 2016: 202). Genel olarak, tiiketicilerin
topluma karst sorumluluklarin1 yansitan bir davramis bicimi olan etik tiiketim, bireysel yasam
aligkanliklarini sekillendirmenin yani sira kiiresel ticaretin ¢evresel ve sosyal etkileriyle de dogrudan
iligkilidir (Siiygiin, 2015: 56; Uusitalo & Oksanen, 2004: 214). Etik tiiketim aliskanliklarini benimseyen
bireyler, etik tiiketici olarak adlandirilmakta olup, bu bilingli tiiketici kitlesinin sayis1 ozellikle
sanayilesmis iilkelerde son 20 yilda 6nemli bir artis gostermistir (Ethical Consumer, 2003). Giinlimiizde
etik degerlere sahip pazarlarin biiylikliigli milyarlarca dolara ulasmis ve yalnmizca 2015 yilinda
Ingiltere’de etik tiiketim faaliyetlerinin hacmi 38 milyar dolar olarak kaydedilmistir (Ethical Consumer,
2016: 5).

Etik tiiketim, bireylerin satin alma siireclerinde ¢evresel ve sosyal etkileri dikkate alarak bilingli tercihler
yapmalarini ifade etmektedir. Tiiketiciler, siirdiiriilebilir bir gelecek i¢in aligveris aligkanliklarini etik
degerler dogrultusunda sekillendirme egilimindedir (Friedman, 1996). Ancak, etik tiiketim bilincinin
artmasina ragmen, bazi tiiketiciler satin alma siireglerinde etik dis1 uygulamalara yonelebilmektedir.
Ornegin, iiretilme kosullar1 sagliksiz olan iiriinlerin tercih edilmesi, genetigi degistirilmis gidalarm
tiikketilmesi, hayvanlar tizerinde test edilmis kozmetik iirtinlerin kullanilmasi ve geri doniistimii miimkiin
olmayan, ¢evreye zarar veren iirlinlerin satin alinmasi gibi durumlar, etik olmayan tiiketim 6rnekleri
arasinda yer almaktadir. Bu tiir tilketim aligkanliklari, ¢evre ve insan saglig1 iizerinde olumsuz etkiler
yaratmakta ve siirdiiriilebilir tilketim anlayisinin yaygimlagmasini engellemektedir (Brinkmann, 2004).
Ancak, tiiketicilerin etik tiiketim konusunda bilinglenmesi sadece bireysel tercihlere baglh kalmamakta,
ayni zamanda igletmelerin etik ilkelere ne derece uyum sagladigiyla da dogrudan iligkilidir. Gastronomi
alaninda faaliyet gdsteren yiyecek ve icecek isletmeleri, insanlarin yalnizca temel beslenme ihtiyaglarin
karsilamakla kalmayip, ayn1 zamanda 6zel giin kutlamalari, is yemekleri, eglence, sosyallesme, yeni
lezzetler kesfetme ve kiiltiirel etkinliklere katilma gibi ¢esitli motivasyonlara yonelik hizmet sunmay1
amaglamaktadir. Bu igletmeler, misafirlerin beklentilerini en iyi sekilde karsilayabilmek icin nitelikli
personel istihdam etmekte ve hem nicel hem de nitel agidan uygun hizmet kosullar1 saglamaya 6zen
gostermektedir (Kilig & Babat, 2011: 97). Ancak, gastronomi sektoriiniin genig bir yelpazeye hitap
etmesi ve yogun bir etkilesim ortami sunmasi nedeniyle, zaman zaman etik disi1 davraniglarla da
karsilagilabilmektedir. Miisteri memnuniyetinin 6n planda oldugu bu sektdrde, etik ilkelerin ihmal
edilmesi hem hizmet kalitesini diisiirmekte hem de sektoére duyulan giiveni zedeleyebilmektedir. Bu
nedenle gastronomi alaninda hem isletme yonetiminin hem de ¢alisanlarin etik kurallar ¢ergevesinde
hareket etmesi, stirdiiriilebilirlik ve miisteri sadakati agisindan biiyiik 6nem tagimaktadir.

Viassone ve Grimmer'in (2015) yaptig1 ¢alisma, etik gidanin turizm endiistrisindeki artan énemini ve
ozellikle turistik destinasyonlarin ¢ekiciligini artirmadaki roliinii incelemektedir. Etik gidaya yonelik
kiiresel ilgi giderek artmasina ragmen, bu konunun turizm iizerindeki etkisini ele alan arastirmalar
stnirlidir. Caligma, etik gidanin turizmde bir farklilagma araci olarak nasil kullanilabilecegini gostermek
i¢in "Slow Food" hareketini bir vaka calismasi olarak ele almistir. Bulgular, etik gidanin "Salone del
Gusto" gibi etkinlikler ve yerel gida festivalleri aracilifiyla otantik kiiltiirel deneyim arayan turistleri
cezbettigini ortaya koymaktadir. Etik gida tiiketimi, siirdiiriilebilirlik, yerel ekonomilerin desteklenmesi
ve ¢evrenin korunmasi agisindan 6nemli katkilar sunmakta ve destinasyon markalagsmasinin temel
unsurlarindan biri haline gelmektedir. Calismada ayrica, yliksek maliyetler, sinirh iiriin erigimi ve
tiikketici farkindalig1 gibi arz ve talep tarafli engellere dikkat ¢ekilmistir. Bu engellerin asilmasi igin
egitim faaliyetlerinin artirilmasi, seffaf pazarlama stratejileri gelistirilmesi ve devlet desteklerinin
saglanmasi Onerilmistir. Sonug olarak arastirma, etik gidanin hem bir turizm ¢ekim unsuru hem de kirsal
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ve kentsel alanlarda siirdiiriilebilir kalkinmayi tesvik eden bir arag olarak dnemli bir potansiyele sahip
oldugunu vurgulamaktadir.

Sathatip vd. 'nin (2025) ¢alismasinda, kiiresel Olcekte artan ¢evresel kaygilar ve toplumsal sorumluluk
bilinci dogrultusunda, etik mutfak uygulamalarn ve siirdiiriilebilirlik farkindaliginin ascilik egitimi
programlarina nasil entegre edilebilecegi aragtirilmaktadir. Norm Aktivasyon Modeli (NAM) ve Tutum-
Davranig-Baglam (ABC) teorisi cergevesinde gelistirilen kuramsal model, olumlu rol modelleri,
deneyim temelli 6grenme ve kurumsal politikalarin dgrencilerin siirdiiriilebilirlik farkindaligi ve etik
davraniglart iizerindeki etkisini incelemektedir. Calismada, Tayland'daki ascilik 6grencilerinden
toplanan verilerle yapilan yapisal esitlik modellemesi ve zorunluluk analizi sonuglarina gore,
deneyimsel 6grenme ile kurumsal destek unsurlarinin farkindalik diizeyini anlamli Slgiide artirdigi;
kisisel normlarin ise gida israfinin azaltilmasi, enerji verimli pisirme tekniklerinin benimsenmesi ve
siirdiiriilebilir kaynak kullanimina yonelik davraniglari giicli sekilde yonlendirdigi belirlenmistir.
Ayrica, kigisel normlar hem gerekli hem de yeterli kosullar olarak tespit edilmistir. Calisma,
stirdiiriilebilir gastronomi egitiminin gelistirilmesi i¢in pratik uygulamalarin, rol model egitimcilerin ve
kurumsal destegin Onemini vurgulamakta; as¢ilik egitiminde etik ve siirdiiriilebilirlik konulariin
miifredata entegrasyonunun, gelecek nesil seflerin ¢evresel ve sosyal sorumluluk bilincini artiracagini
oOne siirmektedir.

Ozden'in (2019) calismasinda, etik tiiketici davranisi ile marka odakli tiiketici karar verme tarzi
arasindaki iliskiyi inceleyerek demografik ozelliklerin bu davraniglar iizerindeki etkisini
arastirmaktadir. Sosyal ahlak ve ¢evresel siirdiiriilebilirlik agisindan giderek daha 6nemli hale gelen etik
tilketim hem tiiketiciler hem de isletmeler ic¢in kritik bir konu olarak one ¢ikmaktadir. Arastirma,
markalarin yalnizca birer iriin etiketi olmaktan g¢ikarak tiiketicilerle duygusal bag kuran kavramlara
donistiigiini ortaya koymaktadir. Calisma kapsaminda 18 yas ve {lizeri 402 katilimciyla anket yontemi
kullanilarak elde edilen veriler, etik tiiketici davranisi ile marka odakli karar verme tarzi arasinda anlamli
ve negatif bir iliski oldugunu gostermektedir. Bu sonug, marka odaklilik arttikga etik tiiketim
davraniglarinin azaldigim ortaya koymaktadir. Ozellikle marka sadakati yiiksek olan tiiketiciler, etik
degerlerden ziyade markanin prestijini 6n planda tutmaktadir. Geng tiiketicilerin etik konulara iliskin
bilgi sahibi olmalarina ragmen, marka imaj1 ve sosyal ¢evre etkisiyle etik dis1 markalari tercih ettikleri
gorlilmektedir. Demografik faktorlerin de bu davraniglar {izerinde oOnemli bir etkisi oldugu
belirlenmistir. 36-45 yas araligindaki, daha yiiksek egitim ve gelir diizeyine sahip katilimcilarin etik
tilketim davraniglarini daha fazla benimsedigi gozlemlenirken, geng tiiketicilerde bu egilimin daha
diisiik oldugu saptanmistir. Cinsiyet agisindan ise, etik tliketici davranislarinda istatistiksel olarak
anlamli bir fark bulunmamakla birlikte, erkek katilimcilarin marka odaklilik diizeylerinin kadin
katilimcilara gore daha yiiksek oldugu tespit edilmistir. Calisma, isletmelerin etik tiiketicilere yonelik
pazarlama stratejilerini gelistirmeleri gerektigini vurgulamakta ve sosyal sorumluluk projeleri ile etik
titketim bilincinin artirilmasinin énemini ortaya koymaktadir.

Dolmaci ve Bulgan'in (2013) caligmasinda, turizm sektdriinde ¢evresel duyarlilik ve etik uygulamalarin
onemi ele alinmaktadir. Turizm, ¢evre ile yakin bir iliskiye sahip olup, dogal kaynaklara dayali bir sektor
olmasi nedeniyle ¢evresel etkileri en aza indirme sorumlulugunu tagimaktadir. Konaklama isletmeleri
basta olmak {izere turizmde faaliyet gosteren tiim aktorlerin ¢evre koruma bilinciyle hareket etmesi
gerekmektedir. Caligmada, ¢cevresel duyarliligin hem etik bir ylikiimlilik hem de siirdiiriilebilir turizmin
vazgecilmez bir unsuru oldugu vurgulanmistir. Cevre dostu isletmelerin, dogal kaynaklarin
siirdiirilebilir kullanimini saglarken ayni zamanda turistlerin artan g¢evre bilinci sayesinde rekabet
avantaji elde ettigi belirtilmistir. Calisma, Diinya Turizm Orgiitii tarafindan kabul edilen Kiiresel Turizm
Etigi Ilkeleri'nin c¢evre koruma ve siirdiiriilebilir kalkinma agisindan &nemini ortaya koyarken;
Tiirkiye'de konaklama sektoriinde uygulanan ¢evreye duyarli programlar, "Yesil Yildiz" ve "Beyaz
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Yildiz" gibi sertifika sistemlerinin isletmeler igin getirdigi yiikiimliliikleri ve avantajlar1 da
acgiklamaktadir.

Mirabella vd. (2025), Italya'da isci dostu etiketlerin etik gida tiiketimi {izerindeki etkisini deger-inang
ve deger-kimlik normlar ¢ergevesinde incelemislerdir. Calisma, tiiketicilerin adil ¢alisma kosullarin
destekleyen {irlinlere yonelik tutumlarini ve bu tutumlarin satin alma davranislarina nasil yansidigin
arastirmaktadir. Arastirma sonuglari, tiiketicilerin is¢i dostu etiketlere sahip iirlinlere daha fazla 6deme
yapmaya istekli olduklarini, ancak bu istekliligin deger-kimlik normlar1 tarafindan giiclii bir sekilde
etkilendigini gostermektedir. Ozellikle kendilerini etik tiiketici olarak tanimlayan bireylerin, isci
haklarin1 destekleyen {iriinleri tercih etme olasiliklarinin daha yiiksek oldugu belirlenmistir. Caligma,
gida sektoriinde sosyal siirdiiriilebilirligin saglanmasi igin ig¢i haklarina yonelik farkindaligin
artirtlmasinin ve bu konudaki sertifikasyon sistemlerinin gelistirilmesinin 6nemini vurgulamaktadir.

Giliven ve Cay (2020), turizm isletmelerinde etik dis1 ve gayri ahlaki tiiketici davraniglarini inceledikleri
calismalarinda, tiiketicilerin etik dis1 davraniglarinin isletmeler lizerindeki etkilerini ve bu davranislarin
altinda yatan nedenleri arastirmiglardir. Caligsma, 6zellikle konaklama ve yiyecek-igecek isletmelerinde
karsilasilan etik dis1 tiiketici davraniglarini kategorize ederek, bu davranislarin igletmelere ekonomik ve
sosyal maliyetlerini ortaya koymaktadir. Arastirma sonuglari, tiiketicilerin etik dis1 davranislarinin
genellikle ekonomik fayda saglama, firsat¢ilik ve ahlaki kayitsizlik gibi faktorlerden kaynaklandigim
gostermektedir. Caligsma, isletmelerin bu tiir davraniglarla basa cikabilmesi igin etkili politikalar
gelistirmesi ve tiiketici egitiminin 6nemini vurgulamaktadir.

Kiling (2022), cevre sosyolojisi alaninda yapilan ¢aligmalar bibliyometrik analiz yontemiyle inceledigi
arastirmasinda, bu alandaki akademik calismalarin egilimlerini ve odak noktalarii belirlemeyi
amaglamistir. Calisma, ¢evre sosyolojisinin son yillarda giderek artan bir ilgi gordiigiini ve 6zellikle
strdiiriilebilir tiiketim, iklim degisikligi ve cevresel adalet konularmmin 6n plana ¢iktigimi ortaya
koymaktadir. Arastirma sonuglari, ¢evre sosyolojisi alanindaki ¢alismalarin disiplinlerarasi bir nitelik
kazandigmi ve Ozellikle gastronomi, turizm ve tiiketici davramiglart gibi alanlarla kesistigini
gostermektedir. Calisma, cevre sosyolojisi perspektifinin etik tiikketim ve siirdiiriilebilir gida sistemleri
arastirmalarina 6nemli katkilar sunabilecegini vurgulamaktadir.

2. Yontem

Bu calisma, nitel aragtirma yontemlerinden biri olan kavramsal analiz yontemi ile yapilandirilmistir.
Kavramsal analiz, belirli bir olgunun kuramsal ve uygulamali baglamda ne sekilde tanimlandigini,
literatlirde nasil konumlandigini ve ne tiir anlamlar tagidigimi sistematik bigcimde ortaya koymay1
amaglayan bir yontemdir (Jabareen, 2009; Walker & Avant, 2011).

Aragtirma siireci lig agsamadan olusmaktadir: (1) Kavram ve kuramsal yapilarin belirlenmesi, (2) bu
kuramlarin etik tiiketim 6zelinde incelenmesi, (3) sosyolojik kuramlar gergevesinde bir sentez ve
biitiinciil degerlendirme yapilmasi. Calismada saha verisi kullanilmamis; bunun yerine ikincil
kaynaklara dayali sistematik literatiir incelemesi gerceklestirilmistir. Veri toplama siirecinde TR Dizin,
Scopus, Google Scholar ve Web of Science gibi veri tabanlarindan ulasilabilen akademik makaleler,
kitaplar, tezler ve raporlar taranmistir. Toplamda 68 akademik kaynak incelenmistir. Bu kaynaklar
arasinda 29 makale, 15 yiiksek lisans/doktora tezi, 18 kitap boliimii ve 6 rapor yer almaktadir. Caligma
siiresince yalnizca son 20 yila ait Tiirkce ve Ingilizce kaynaklara odaklamlmus; erisim, nitelik ve teorik
uygunluk esas almmustir. Aramalarda: ‘ethical consumption’, ‘etik tiikketim’, ‘gastronomi sosyolojisi’,
‘sosyolojik teori’, ‘sustainable gastronomy’, ‘food ethics’ gibi anahtar kelimeler kullanilmustir.

Amagli 6rnekleme yontemiyle segilen literatiir, etik tiiketim konusunda teorik katki sunan ve sosyolojik
agiklamalar barindiran kaynaklar arasindan belirlenmistir (Yildirim & Simsek, 2018). Veriler, betimsel
icerik analizi yoluyla incelenmis, her sosyolojik kuramin sundugu agiklamalar tematik olarak
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siiflandirilmis ve karsilastirmali olarak yorumlanmistir. Literatiir taramasi Aralik 2024—Subat 2025
tarihleri arasinda yuritilmistiir. Tercih edilen kaynaklara elektronik erisim saglanmis, gerekli
durumlarda kiitiiphane arsivlerinden yararlanilmistir. Literatiir seciminde yalnizca kuramsal katki sunan
ve sosyal bilimler ¢ergevesine uygunluk gosteren kaynaklara yer verilmistir. Se¢im yanliligini azaltmak
icin caligmalarda g¢oklu teorik goriis igeren kaynaklara oncelik verilmistir. Sosyolojik kuramlarin
seciminde {i¢ Ol¢iit kullanilmustir: (1) Etik tiiketimi toplumsal baglamda analiz etme kapasitesi, (2)
literatlirde daha dnce gastronomi ile iligkilendirilmis olmasi, (3) farkli sosyolojik diizeyleri temsil etmesi
(makro-mikro-yapisal). Bu kuramlar; sistematik olarak icerik temalarina (saglik, sinif, kimlik, cinsiyet,
cevre) gore siniflandirilarak karsilastirmali bicimde analiz edilmistir.

Bu baglamda aragtirmanin temel arastirma sorulari sunlardir:
1. Gastronomide etik tiiketim kavrami nasil bir iglev gérmektedir?
2. Farkli sosyolojik kuramlar etik tiiketimi nasil agiklamaktadir?
3. Bu agiklamalar gastronomi baglaminda nasil bir biitiinliik sunmaktadir?

Calismanin sinirhilifl, ampirik veri igermemesi, yani yalnizca kuramsal degerlendirme ile smirh
kalmasidir. Ancak teorik derinlik ve kavramsal ¢erceve olusturma agisindan katki sunmasi
hedeflenmistir.

3. Bulgular
3.1. Yapisal-islevselci Perspektiften Etik Tiiketim

Yapisal-islevselci sosyoloji perspektifi, toplumu birbiriyle iliskili parcalardan olusan bir sistem olarak
ele alir ve her bir parganin toplumun siirekliligine nasil katkida bulundugunu inceler (Parsons, 2013).
Bu bakis acistyla etik tiikketim, toplumsal diizenin siirdiiriilmesine katkida bulunan bir mekanizma olarak
degerlendirilebilir. Gastronomide etik tiiketim pratikleri, toplumun saglik, ¢cevresel siirdiiriilebilirlik ve
sosyal dayanigma gibi temel islevlerini desteklemektedir.

Etik tiiketimin toplumsal saglik islevi, organik ve dogal gidalarin tercih edilmesi yoluyla
gergeklesmektedir. Pestisit ve kimyasal katki maddelerinden arindirilmis gidalarin tiikketimi, toplum
sagligimin korunmasina katkida bulunmaktadir. Ayrica, yerel ve mevsimsel {irlinlerin tercih edilmesi,
besin degeri daha yiiksek gidalara erisimi artirarak toplumsal saglig1 desteklemektedir. Bu baglamda,
etik tiiketim toplumun saglikli nesiller yetistirme iglevine hizmet etmektedir.

Etik tiikketimin ¢evresel siirdiiriilebilirlik islevi, ekolojik dengenin korunmasina katkida bulunmaktadir.
Diusiik karbon ayak izine sahip gidalarin tercih edilmesi, gida atiklarinin azaltilmasi ve siirdiiriilebilir
tarim uygulamalarmin desteklenmesi, dogal kaynaklarin korunmasini saglamaktadir. Bu durum,
toplumun gelecek nesillere yasanabilir bir ¢evre birakma islevini yerine getirmesine yardimci
olmaktadir.

Etik tiiketimin sosyal dayanigsma islevi, adil ticaret iiriinlerinin tercih edilmesi ve yerel iireticilerin
desteklenmesi yoluyla ger¢eklesmektedir. Bu tiir tliketim pratikleri, toplumsal esitsizliklerin
azaltilmasina ve sosyal adaletin saglanmasina katkida bulunmaktadir. Ayrica, topluluk destekli tarim
gibi uygulamalar, tiiketiciler ile ireticiler arasinda dogrudan baglar kurarak toplumsal dayanismay1
gliclendirmektedir.

Yapisal-islevselci perspektif, etik tiikketimin toplumsal degerlerin ve normlarin aktarilmasindaki roliinii
de vurgulamaktadir. Gastronomide etik tiikketim pratikleri, siirdiiriilebilirlik, adalet ve sorumluluk gibi
degerlerin toplum iginde yayginlagsmasina ve yeni nesillere aktarilmasina katkida bulunmaktadir. Bu
baglamda, etik tiikketim toplumun kiiltlire] devamlilik islevini desteklemektedir.
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Ancak, yapisal-islevselci perspektif etik tiiketimin toplumsal esitsizlikleri pekistirme potansiyelini
yeterince ele almamaktadir. Etik iiriinlerin genellikle daha yiiksek fiyatlara sahip olmasi, bu {irlinlere
erisimi ekonomik duruma bagl hale getirmektedir. Bu durum, etik tiiketimin toplumsal tabakalagmay1
pekistirme riski tagidigini gostermektedir. Mirabella vd. (2025), isci dostu etiketlere sahip iiriinlere daha
fazla 6deme yapma istekliliginin gelir diizeyiyle iliskili oldugunu ortaya koymustur. Bu bulgu, etik
tiikketimin toplumsal esitsizlikleri azaltma islevinin sinirli olabilecegini gostermektedir.

3.2. Catisma Kuram Perspektifinden Etik Tiiketim

Catisma kurami, toplumu farkli ¢ikar gruplar1 arasindaki giic miicadelesi iizerinden analiz eder ve
toplumsal esitsizliklere odaklanir (Marx & Engels, 2015). Bu perspektiften bakildiginda, etik tiiketim
sinifsal ayrismalarin ve ekonomik esitsizliklerin bir yansimasi olarak degerlendirilebilir. Gastronomide
etik tiiketim pratikleri, sinifsal ayricaliklarin ve gii¢ iliskilerinin yeniden iiretildigi bir alan olarak
karsimiza ¢ikmaktadir.

Etik gida tiriinlerinin genellikle daha yiiksek fiyatlara sahip olmasi, bu iiriinlere erisimi ekonomik giice
bagh hale getirmektedir. Organik, adil ticaret sertifikali veya yerel iireticilerden temin edilen trtinler,
genellikle konvansiyonel alternatiflerine gore daha pahalidir. Bu durum, etik tiiketimi belirli bir
ekonomik smifin ayricalig1 haline getirmekte ve sinifsal ayrismalar1 pekistirmektedir. Ozden (2019)'in
calismasi, etik tiikketim davraniglarinin gelir ve egitim diizeyiyle pozitif iligkili oldugunu ortaya
koymustur. Bu bulgu, etik tiikketimin sinifsal bir pratik oldugu goriigiinii desteklemektedir.

Etik tiiketim ayn1 zamanda bir statii sembolii olarak da islev gorebilmektedir. Belirli etik gida iiriinlerini
tilketmek, kisinin ekonomik giiciinii ve kiiltiirel sermayesini sergilemesine olanak tanimaktadir.
Guthman (2003), organik gida tiiketiminin "yuppie chow" (geng kentli profesyonellerin yiyecegi) olarak
etiketlenmesini inceledigi ¢aligmasinda, organik gidanin sinifsal bir ayricalik ve statii gostergesi haline
geldigini ortaya koymustur. Bu durum, etik tiiketimin sinifsal ayrigmalari pekistirme potansiyelini
gostermektedir.

Catigma kurami perspektifi, etik tiiketimin kapitalist sistem igindeki c¢eliskili konumunu da
vurgulamaktadir. Etik tiiketim bir yandan kapitalist {iretim iliskilerinin yarattifi cevresel ve sosyal
sorunlara bir tepki olarak ortaya ¢ikarken, diger yandan bu sorunlari bireysel tiiketim tercihleri diizeyine
indirgemekte ve sistemin yapisal sorunlarini gizlemektedir. Johnston vd. (2011), etik yeme pratiklerinin
kiiltiirel repertuarini inceledikleri ¢calismalarinda, etik tiiketimin sistemik sorunlari bireysel sorumluluk
alanina indirgeme riskini tasidigini belirtmislerdir.

Etik tiketimin kiiresel gii¢ iliskileri baglamindaki konumu da c¢atigma kurami perspektifinden
incelenebilir. Adil ticaret sertifikali {iriinler, gelismekte olan iilkelerdeki iireticilere daha adil kosullar
saglamay1 amaglasa da bu sistem i¢inde de gii¢ dengesizlikleri bulunmaktadir. Raynolds (2009), adil
ticaret kahve sistemindeki gii¢ iligkilerini inceledigi ¢alismasinda, biiyiik sirketlerin adil ticaret
sistemine dahil olmasiyla birlikte, sistemin 0zgilin amaglarindan uzaklagsma ve iireticilerin pazarlik
giiciliniin azalma riskini tagidigini ortaya koymustur.

Bu bulgular, etik tiikketimin toplumsal esitsizlikleri azaltma potansiyelinin sinirli oldugunu ve hatta bazi
durumlarda bu esitsizlikleri pekistirebilecegini gostermektedir. Etik tiiketimin gergek anlamda
doniistiiriicli bir gii¢ olabilmesi i¢in, bireysel tiikketim tercihlerinin 6tesinde, gida sistemindeki yapisal
esitsizlikleri hedef alan kolektif eylemlere ve politik degisimlere ihtiya¢ duyulmaktadir.

3.3. Sembolik Etkilesimcilik Perspektifinden Etik Tiiketim

Sembolik etkilesimcilik, toplumsal gercekligin bireylerin giindelik etkilesimleri ve anlam yaratma
stirecleri iizerinden insa edildigini savunur (Mead, 1934). Bu perspektiften bakildiginda, etik tiiketim
bireylerin kimlik ingasi ve anlam yaratma siireglerinin bir pargasi olarak degerlendirilebilir.
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Gastronomide etik tiiketim pratikleri, bireylerin kendilerini ifade etme ve toplumsal kimliklerini
olusturma bigimlerinden biri olarak karsimiza ¢ikmaktadir.

Etik tiiketim, bireylerin ahlaki degerlerini ve diinya goriislerini yansitan bir ara¢ olarak islev
gormektedir. Organik, yerel veya adil ticaret tirlinlerini tercih etmek, bireyin ¢evresel duyarhlik, sosyal
adalet veya hayvan haklar gibi degerlere verdigi onemi gostermektedir. Bu tiir tiiketim tercihleri,
bireyin "sorumlu tiiketici", "¢evre dostu birey" veya "etik tiiketici" gibi kimlikler olusturmasina olanak
tanimaktadir. Okten (2023), dijital cagda kimlik insas1 {izerine yapt1g1 ¢calismada, tiiketim tercihlerinin
bireylerin online kimliklerinin olusumunda 6nemli bir rol oynadigini ortaya koymustur. Bu bulgu, etik

tiiketimin kimlik insasindaki roliinti desteklemektedir.

Etik tiiketim ayn1 zamanda bir iletisim araci olarak da islev gérmektedir. Bireyler, etik tiiketim pratikleri
araciligryla belirli mesajlar iletmekte ve toplumsal etkilesimlerde bu mesajlar iizerinden anlam
yaratmaktadirlar. Ornegin, bir restoranda vejetaryen veya vegan secenekleri tercih etmek, bireyin
hayvan haklar1 konusundaki duyarliligini ifade etmesine olanak tanimaktadir. Bu tiir tiiketim tercihleri,
benzer degerlere sahip bireylerle bag kurma ve bir topluluk olusturma islevi de gérmektedir.

Sembolik etkilesimcilik perspektifi, etik tiikketimin toplumsal etkilesimler yoluyla nasil 6grenildigini ve
yayginlagtigimi da agiklamaktadir. Bireyler, aile, arkadas cevresi, sosyal medya ve diger iletisim
kanallar1 araciligiyla etik tliketim pratikleri hakkinda bilgi edinmekte ve bu pratikleri
benimsemektedirler. Sathatip vd. (2025), ascilik O6grencilerinin etik mutfak uygulamalarini
benimsemesinde rol modellerin ve sosyal etkilesimlerin 6nemini vurgulamislardir. Bu bulgu, etik
tiikketimin sosyal 6grenme siiregleri yoluyla yayginlastigini gostermektedir.

Etik tiiketimin sembolik boyutu, gastronomide 6zellikle belirgindir. Yemek se¢imleri, sadece beslenme
ihtiyacin1 karsilamanin Otesinde, kiiltiirel kimlik, sosyal statii ve degerler gibi sembolik anlamlar
tagimaktadir. Trubek (2008), "terroir" (yoreye 6zgii tat) kavramini inceledigi ¢aligmasinda, yerel ve
otantik gidalarin kiiltiirel kimlik ve yer duygusu ile olan iligkisini ortaya koymustur. Bu baglamda, yerel
ve geleneksel gidalarin tercih edilmesi, kiiltiirel kimligin korunmasi ve ifade edilmesi islevini
gormektedir.

Sembolik etkilesimcilik perspektifi, etik tiiketimin anlamimin toplumsal etkilesimler iginde nasil
miizakere edildigini ve degistigini de vurgulamaktadir. Etik tiiketimin anlami, farkli toplumsal
baglamlarda ve zaman icinde degisebilmektedir. Ornegin, bir donem "etik" olarak kabul edilen bir
tiketim pratigi, yeni bilimsel bulgular veya toplumsal degisimler sonucunda bu niteligini
kaybedebilmektedir. Bu durum, etik tiikketimin dinamik ve baglamsal dogasini géstermektedir.

3.4. Feminist Sosyoloji Perspektifinden Etik Tiiketim

Feminist sosyoloji, toplumsal cinsiyet iligkilerinin ve kadinlarin deneyimlerinin toplumsal yapilari nasil
sekillendirdigini inceler (Butler & Trouble, 1990). Bu perspektiften bakildiginda, etik tiiketim toplumsal
cinsiyet rolleri ve gii¢ iliskileri baglaminda degerlendirilebilir. Gastronomide etik tiiketim pratikleri,
toplumsal cinsiyet rollerinin yeniden iretildigi veya donistiiriildiigi bir alan olarak karsimiza
cikmaktadir.

Gida aligverisi, hazirlanmasi ve sunumu geleneksel olarak kadinlarin sorumlulugunda olan
faaliyetlerdir. Bu baglamda, etik tiikketim kararlar1 da ¢ogunlukla kadmnlar tarafindan alinmaktadir.
Kadinlar, ailenin sagligin1 ve refahin1 koruma rolii ¢ercevesinde, organik, dogal ve saglikli gidalar
tercih etme egilimindedirler. Bu durum, etik tiikketimin toplumsal cinsiyet rolleriyle olan iliskisini
gostermektedir. Ozden (2019)'in calismasi, kadinlarin etik tiikketim davramislarini erkeklere gére daha
fazla benimsedigini ortaya koymustur. Bu bulgu, etik tiiketimin toplumsal cinsiyet boyutunu
desteklemektedir.
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Feminist perspektif, etik tiikketimin kadinlar iizerindeki ¢ifte yiikii de vurgulamaktadir. Kadinlar bir
yandan geleneksel bakim rolleri ¢er¢evesinde ailenin beslenmesinden sorumlu tutulurken, diger yandan
etik tiikketim sOylemi bu sorumlulugu daha da artirmaktadir. Organik, yerel ve saglikli gidalarin
secilmesi, hazirlanmas1 ve sunulmasi genellikle daha fazla zaman, emek ve bilgi gerektirmektedir. Bu
durum, kadinlarin ev i¢i emek yiikiinii artirmakta ve toplumsal cinsiyet esitsizliklerini pekistirme riski
tasimaktadir.

Ote yandan, etik tiiketim kadinlarin giiclenmesi ve toplumsal degisim yaratmasi icin bir alan da
sunmaktadir. Kadinlar, tiiketim tercihleri araciligiyla cevresel ve sosyal sorunlara karsi durus
sergileyebilmekte ve kolektif eylem icin bir araya gelebilmektedirler. Topluluk destekli tarim, gida
kooperatifleri ve yerel gida aglar1 gibi alternatif gida sistemlerinde kadinlarin 6ncii rol oynadigi
gorlilmektedir. Bu tiir girisimler, kadinlarin geleneksel toplumsal cinsiyet rollerini doniistiirme ve yeni
dayanigsma bi¢imleri olusturma potansiyeli tagimaktadir.

Feminist perspektif, etik tiiketimin kesisimsel boyutunu da vurgulamaktadir. Toplumsal cinsiyet, sinif,
ik ve diger toplumsal kategoriler, bireylerin etik tiikketim pratiklerine erigsimini ve bu pratikleri
deneyimleme bigimlerini etkilemektedir. Ornegin, diisiik gelirli kadinlar, etik gida iiriinlerine erisimde
daha fazla engelle karsilasmakta ve bu durum onlarin "iyi anne" veya "sorumlu tiiketici" olarak
goriilmelerini zorlastirmaktadir. Bu baglamda, etik tiiketim sdylemi, farkli toplumsal konumlardaki
kadinlar i¢in farkli anlamlar tasimakta ve farkli sonuglar dogurmaktadir.

3.5. Cevresel Sosyoloji Perspektifinden Etik Tiiketim

Cevresel sosyoloji, insan-gevre iliskilerini ve ¢evresel sorunlarin toplumsal boyutlarini inceler (Kiling,
2022). Bu perspektiften bakildiginda, etik tiiketim insan-gevre iliskilerinin yeniden diizenlenmesi ve
cevresel sorunlara kargi toplumsal bir yanit olarak degerlendirilebilir. Gastronomide etik tiiketim
pratikleri, cevresel siirdiiriilebilirlige katkida bulunan ve ekolojik dengeyi korumayi amaglayan bir
yaklagim olarak karsimiza ¢ikmaktadir.

Etik tiiketim, gida sisteminin gevresel etkilerini azaltmayir amaglayan bir dizi pratigi igermektedir.
Organik tarim, permakiiltiir, agroforestri gibi siirdiiriilebilir tarim yontemleriyle {iretilen gidalarin tercih
edilmesi, pestisit ve kimyasal giibre kullaniminin azaltilmasina katkida bulunmaktadir. Yerel ve
mevsimsel driinlerin tercih edilmesi, gida tasimaciligindan kaynaklanan karbon emisyonlarini
azaltmaktadir. Gida atiklarimin azaltilmas1 ve kompostlanmasi, atik yonetimi sorunlarinin ¢oziimiine
katkida bulunmaktadir. Bu tiir pratikler, gida sisteminin g¢evresel ayak izini azaltmay1 ve ekolojik
dengeyi korumay1 amaglamaktadir.

Cevresel sosyoloji perspektifi, etik tiiketimin toplumsal degisim potansiyelini de vurgulamaktadir. Etik
tiikketim, bireysel tercihler diizeyinde baslasa da kolektif eylem ve yapisal degisim i¢in bir katalizor islevi
gorebilmektedir. Tiiketicilerin siirdiiriilebilir gida sistemlerine yonelik talepleri, iireticileri ve politika
yapicilar1 daha siirdiiriilebilir uygulamalar1 benimsemeye tesvik edebilmektedir. Dolmaci & Bulgan
(2013), turizm sektoriinde ¢evresel duyarliligin artmasinda tiiketici taleplerinin 6nemli bir rol oynadigini
ortaya koymuslardir. Bu bulgu, etik tiiketimin toplumsal degisim potansiyelini desteklemektedir.

Cevresel sosyoloji, etik tiiketimin ¢evresel adalet boyutunu da ele almaktadir (Bell, 2004). Cevresel
sorunlarin etkileri toplumda esit dagilmamakta, diisiik gelirli topluluklar ve dezavantajli gruplar bu
sorunlardan daha fazla etkilenmektedir (Bullard, 2000). Etik tiiketim, ¢evresel adaletin saglanmasina
katkida bulunma potansiyeli tasimaktadir (Spaargaren & Mol, 2008). Adil ticaret sertifikali tirtinlerin
tercih edilmesi, gelismekte olan iilkelerdeki lireticilerin daha adil kosullarda ¢alismasina ve gevresel
standartlarin yiikseltilmesine katkida bulunmaktadir (Raynolds, 2009). Ancak, etik iiriinlerin genellikle
daha ytiksek fiyatlara sahip olmasi, bu lirlinlere erisimi ekonomik giice bagl hale getirmekte ve gevresel
adalet hedefini zayiflatmaktadir (Johnston, 2008).
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Cevresel sosyoloji perspektifi, etik tiikketimin sinirlarini ve geliskilerini de vurgulamaktadir. Bireysel
tilketim tercihleri, gida sisteminin yapisal sorunlarin1 ¢ézmekte yetersiz kalabilmektedir. Ayrica, etik
tilketim sdylemi g¢evresel sorunlari bireysel sorumluluk alanma indirgeme ve yapisal c¢oziimleri
golgeleme riski tasimaktadir. Ercis & Tiirk (2016), etik tiiketimin ¢evresel sorunlarin ¢oziimiine
katkisini inceledikleri galigmalarinda, bireysel tiiketim tercihlerinin yani sira yapisal degisimlere de
ihtiya¢ duyuldugunu vurgulamislardir. Bu bulgu, etik tiiketimin smirlarimi ve cevresel sorunlarin
¢Ozlimi i¢in daha kapsaml yaklagimlara ihtiya¢ duyuldugunu gostermektedir.

4. Kuramsal Model Onerisi: Gastronomide Etik Tiiketim Davramslarinin Sosyolojik Analiz
Modeli

Bu ¢alismada gastronomide etik tiiketim, yalnizca bireysel tercihleri yansitan bir davranis bigimi olarak
degil; ayn1 zamanda toplumsal yapi, smifsal konum, kiiltiirel normlar, cinsiyet rolleri ve g¢evresel
sorumlulukla sekillenen ¢ok boyutlu bir toplumsal olgu olarak ele alinmigtir. Kavramsal analiz siirecinde
degerlendirilen sosyolojik kuramlarin her biri, bu karmasik yapinin farkli bir boyutunu anlamaya olanak
saglamaktadir. Bu baglamda ¢alismanin 06zgiin katkisi olarak “Gastronomide FEtik Tiiketim
Davraniglarinin Sosyolojik Analiz Modeli” 6nerilmektedir.

Model, etik tiiketim davraniglarini agiklayan bes temel boyuta dayanmaktadir. Bu boyutlar, sosyolojik
kuramlarin  Onerdigi agiklayict c¢ergevelerle yapilandirilmis  ve gastronomi  baglaminda
somutlastirilmigtir:

1. Toplumsal Islevsellik Boyutu (Yapisal-Islevselcilik): Etik tiiketim, bireylerin toplumun
siirdiiriilebilirligine katki sunan islevsel birer aktor olarak konumlandigi bir davranig
oriintiistidiir. Saglik, dayanisma, gevresel sorumluluk ve kiiltiirel devamlilik gibi unsurlar bu
boyutun temelini olusturur.

2. Swumfsal Erisim ve Giic Iliskileri Boyutu (Catisma Kurami): Etik iiriinlere erisimdeki maliyet
odakli engeller ve bu drlinlerin statli sembolii héline gelmesi, smifsal ayrismay1
derinlestirebilmektedir. Bu boyut, etik tiikketimin potansiyel diglayiciligina odaklanir.

3. Kimlik ve Anlam Insasi Boyutu (Sembolik Etkilesimcilik): Etik tiiketim, bireylerin ahlaki
duruslarini, yasam tarzlarii ve diinya goriislerini ifade ettikleri bir kimlik inga alanidir.
Gastronomide etik tercihler, tiiketimle anlam yaratma siirecinin bir yansimasidir.

4. Toplumsal Cinsiyet ve Goériinmeyen Emek Boyutu (Feminist Sosyoloji): Etik tiiketim
kararlarinin alinmasi, uygulanmasi ve siirdiiriilmesi biiyiik 6l¢iide kadinlarin ev i¢i gériinmeyen
emegiyle gergeklesmektedir. Bu boyut, etik tiikketimin cinsiyet temelli esitsizliklerle kesigsimini
aci8a cikarir.

5. Cevresel Sorumluluk Boyutu (Cevresel Sosyoloji): Etik tiikketim, sirdirilebilir tarim, yerel
iiretim ve diisiik karbon ayak izi gibi uygulamalar araciligiyla cevresel biitiinliiglin korunmasina
katki sunar. Bu boyut, bireysel tiikketim kararlarinin doga ile uyumunu merkeze alir.

Bu model, etik tiiketim davraniglarinin sadece bireysel biling diizeyinde degil, ayn1 zamanda yapisal
esitsizlikler, kiiltiirel normlar ve cevresel etkiler baglaminda degerlendirilmesini 6nerir. Boylece
gastronomi alaninda yapilan c¢aligmalara, disiplinlerarasi ve c¢ok kuramli bir teorik cerceve
sunulmaktadir.

Gelecekte yapilacak nitel veya nicel arastirmalar i¢in bu model, hem veri toplama araglarinin (gériisme
sorulari, anket Olgek boyutlart vb.) gelistirilmesinde hem de veri analizinde kavramsal kodlama
cergevesi olarak kullanilabilecek bir baslangi¢ noktasi niteligi tasimaktadir. Ayrica, gastronomi turizmi,
yerel {riin politikalar1 ve etik pazarlama stratejileri gibi uygulamali alanlarda da bu modelin karar
vericiler i¢in yol gosterici potansiyele sahip oldugu degerlendirilmektedir.
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Sekil 1: Gastronomide Etik Tiiketim Davranislariin Sosyolojik Analiz Modeli

Toplumsal islevsellik
(Yapisal-islevselcilik)

Cevresel Sorumluluk Sinifsal Erigsim ve Glig
(Cevresel Sosyoloji) (Catisma Kurami)

Btk Tiketimn
Dayrap ]

Toplumsal Cinsiyet ve Emek Kimlik ve Anlam insasi
(Feminist Sosyoloji) (Sembolik Etkilesimcilik)

5. Tartisma

Gastronomide etik tiiketim, yalnizca bireysel tercihleri degil, ayn1 zamanda toplumsal deger sistemini,
siifsal yapiyi, cinsiyet rollerini ve gevresel sorumlulugu igeren ¢ok boyutlu bir toplumsal siireci
yansitmaktadir (Johnston, Szabo & Rodney, 2011). Gastronomi yalnizca kiiltiirel etkilesim degil, ayni
zamanda bireylerin seyahat ve gastronomi tercihlerine yon veren bir deneyim sundugu goriilmektedir;
bu durum, etik tiiketim davranislarinin toplumsal ve kiiltiirel baglamda sekillendigini destekler
niteliktedir (Uzun & Karahani, 2024: 49-50). Calismada gelistirilen kuramsal model dogrultusunda, etik
titketimin farkli sosyolojik diizlemlerde nasil konumlandigi ve bu konumlarin gastronomi 6zelinde ne
tiir etkiler yarattig: tartisiimaktadir.

Yapisal-islevselci bakis agisina gore etik tiiketim, toplumun ¢evresel siirdiiriilebilirlik, halk sagligi ve
sosyal dayanigma gibi temel islevlerini destekleyen bir mekanizma olarak 6ne ¢ikmaktadir. Bireylerin
etik tiiketim yoluyla sadece kisisel fayda degil, kolektif yasamim devamliligina katki sunmalari,
toplumsal sorumluluk bilincini pekistirmekte ve yerel tireticilerin desteklenmesiyle dayanisma temelli
ekonomik yapiy1 giiglendirmektedir (Hinrichs, 2000; Ozdemir Oztiirk, 2022).

Ancak catisma kurami perspektifinden bakildiginda, etik tiikketimin bu olumlu etkileri sinifsal baglamda
yeniden degerlendirilmelidir. Etik iirlinlerin genellikle yiiksek maliyetli olmasi, alt gelir gruplarmin bu
iiriinlere erisimini kisitlamakta; bu da etik tiiketimin bir statii semboliine doniismesine ve tiiketim temelli
dislanma bigimlerine neden olabilmektedir (Raynolds, 2009; Johnston vd., 2011).

Sembolik etkilesimcilik agisindan etik tiiketim, bireylerin kimlik insas1 ve degerlerini goriiniir kilma
araclarindan biri haline gelmistir. Ozellikle gastronomi alaninda yapilan secimler, tiiketicilerin ¢evresel
duyarlilik, hayvan haklar1 ya da toplumsal adalet gibi degerlerle 6zdeslesmesini saglamaktadir.
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Feminist kuramin ortaya koydugu tizere, etik tiiketim siireci toplumsal cinsiyetle yakindan iliskilidir.
Kadinlar, ev i¢i sorumluluklarin biiyiik boliimiinii listlenmekle birlikte, etik tiiketim sdyleminin yiikiinii
de siklikla tasimaktadir. Bu durum, kadmlarin goériinmeyen emegi {izerinden siirdiiriilen bir etik
uygulama bi¢iminin sistemsel hale gelmesine yol agmaktadir.

Cevresel sosyoloji cercevesinde ise etik tiiketim, bireylerin doga ile kurdugu iliskiyi yeniden tanimlama
potansiyeline sahiptir. Yerel ve geleneksel iiriinlerin tercih edilmesi, kiiltiirel siirdiiriilebilirligi
desteklemenin otesinde, kiiresel gida sistemlerinin yaratti§i homojenlesmeye karst bir direnis hatti
olusturmakta ve gastronomiyi kiiltiirel aidiyetin bir bileseni haline getirmektedir (Trubek, 2008).

6. Sonuc ve Oneriler

Bu ¢alisma, gastronomide etik tiiketim olgusunu sosyolojik kuramlar araciligiyla ¢ok boyutlu bir sekilde
degerlendirmeyi amaglamistir. Kavramsal analiz yontemiyle yapilandirilan inceleme, etik tiiketimin
bireysel ahlaki bir eylemden &te, yapisal esitsizlikler, kimlik insasi, toplumsal cinsiyet ve gevresel
sorumluluk gibi karmasik toplumsal boyutlarla iliskili oldugunu ortaya koymustur.

Bu dogrultuda ¢alismada gelistirilen “Gastronomide Etik Tiiketim Davranislarinin Sosyolojik Analiz
Modeli”, etik tiiketimi bes temel boyutta degerlendiren kuramsal bir ¢ergeve sunmaktadir:

1. Toplumsal Islevsellik,

2. Smfsal Erisim ve Giig Iliskileri,
3. Kimlik ve Anlam insas1,

4. Toplumsal Cinsiyet ve Emek,

5. Cevresel Sorumluluk.

Bu model, yalnizca etik tiiketimin neden-sonug iliskilerini anlamaya degil, ayn1 zamanda bu davranigin
gastronomi alaninda nasil tezahiir ettigine dair sosyolojik bir biitiinliik saglamaya yoneliktir. Modelin
sundugu bu ¢oklu kuramsal perspektif, etik tiikketimi hem mikro diizeyde bireysel tercihler hem de makro
diizeyde toplumsal yapilar baglaminda degerlendirme olanagi tanimaktadir.

Bu kuramsal zemin dogrultusunda gelistirilen oneriler sunlardir:

1. Etik Gida Uriinlerine Erisimin Artirilmasi: Etik gidalarm yaygimlagabilmesi igin fiyat
diizenlemeleri, {iretici siibvansiyonlari, vergi indirimleri ve alternatif dagitim kanallarinin
tesviki gereklidir. Bu, etik tiiketimi sadece yliksek gelir gruplarina degil, daha genis kesimlere
ulastiracaktir.

2. FEtik Tiiketim Okuryazarhigimin Yayginlastirilmasi: Etik tiikketimin gevresel ve toplumsal etkileri
hakkinda farkindaligi artirmak amaciyla egitim programlari, medya igerikleri ve okul temelli
girisimlere yer verilmelidir.

3. Kolektif Eylemin ve Kurumsal Déniistimiin Tegviki: Etik tiikketimin bireysel davranistan oteye
gecebilmesi i¢in tiiketici kooperatifleri, topluluk destekli tarim sistemleri ve yerel gida politikasi
olusumlar1 gibi kolektif yapilar desteklenmelidir.

4. Toplumsal Cinsiyet Duyarliligimin Gii¢lendirilmesi: Etik tliketim yiikiiniin kadinlar iizerine
orantisiz sekilde binmesini engellemek icin esit emek paylasimmi destekleyen Kkiiltiirel
dondsiimler ve soylem bigimleri gelistirilmelidir.

5. Cevresel Adaletin Saglanmasi: Etik tiiketim stratejileri, cevresel adaleti gdzetmeli ve diisiik
gelirli ya da dezavantajli gruplarin siirdiiriilebilir ve saglikli gidaya erisimini kolaylastiracak
yapilar (6rnegin gida bankalari, topluluk bahgeleri) olusturulmalidir.
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Sonug olarak, gastronomide etik tiiketim davranislarinin sadece bireysel bir etik kaygi degil, sosyolojik
agidan ¢ok katmanli bir olgu oldugu goriilmektedir. Bu nedenle etik tiiketimi tesvik edecek politikalarin
da bireysel farkindaligin 6tesine gecerek sinifsal, cinsiyet temelli ve c¢evresel esitsizlikleri gozeten
biitiinciil bir yaklasimla tasarlanmasi gerekmektedir. Gelistirilen kuramsal model, bu ¢cok boyutlu yapiy1
anlamak ve ¢6ziim iiretmek i¢in gii¢lii bir teorik arag sunmaktadir.
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miimkiindiir. Arastirmanin  amaci, 5 yildizli konaklama isletmelerinde
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gore 10 tema belirlenmistir. Elde edilen sonuca gore konaklama isletmelerinin
muhasebe ve finans departmanlarinin ana yonetsel uygulamalar1 arasinda finansal
raporlama ve biitcelemenin yer aldig1 ve bunlarin gelistirilmesi i¢in teknolojik
entegrasyondan faydalanildig belirlenmistir. Ayrica, stratejik hedeflerle uyum igin
SWOT analizinden faydalanildigy, finansal stratejilerin belirlenmesinde ekonomik
kosullar, biitceleme ve Orgiitsel hedeflerin etken oldugu, farkli performans
olgiim yontemleri ve farkli tesvik sistemleri kullanildigy, siirelerin etkinliginin
degerlendirilmesi noktasinda risk degerlendirmesi ve verimlilik analizleri
yapildig1 ve egitim ve gelistirme programlarinin faydali oldugu belirlenmistir.
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In today’s world, organizations need to develop some strategies in order to adapt to
environmental conditions and sustain their existence. Considering the importance
of the financial situation of the organization in ensuring sustainability, it is possible
to say that the accounting and finance department is of great importance. The aim
of the research is to determine the accounting and finance strategies and practices
carried out in 5-star accommodation establishments. The study group consists of 8
people working as managers in the accounting and finance departments of 5-star
accommodation establishments operating in Konya. A semi-structured interview
form was used to learn from the participants about the accounting-finance
strategies and practices in their departments. According to the results of the content
analysis, 10 themes were identified. According to the results, financial reporting
and budgeting are used, SWOT analysis is used, economic conditions, budgeting,
and organizational goals key factors in determining financial strategies. Various
performance measurement methods and incentive systems are applied, while risk
assessments and efficiency analyses are conducted to evaluate the effectiveness
of process, and training and development programs are deemed beneficial.
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Accounting and Financial Strategies and Practices in 5-Star Accommodation Businesses

Introduction

In today’s world, where the global economy plays a dominant role, businesses shape their strategies
based on global, political, sectoral, and internal risk factors. In this context, organizations also
implement their accounting and finance strategies accordingly. The occurrence of financial scandals
on a global scale has increased the importance of accounting information systems. In Tiirkiye, a
significant step was taken with the adoption of the International Financial Reporting Standards
(IFRS) through Turkish Commercial Code No. 6102, allowing financial statements to be expressed
in a common language within the global economic system. The accounting information system is the
oldest among management information systems (Karacaer & Ibrahimoglu, 2003). The accounting
information system is primarily divided into two categories: financial accounting and managerial
accounting. Financial accounting is the information system that manages a company’s
responsibilities towards the institutions and organizations with which it interacts. Managerial
accounting, on the other hand, is entirely internally focused, organizing a company’s internal
dynamics and strategies. Companies that have established a robust accounting information system
are well-positioned to make accurate decisions for the future.

Accounting provides users with the company’s financial data in an organized manner through its
specialized language. Accounting information has two primary user groups: internal and external.
Internal users include managers who are responsible for organizing, managing, controlling, and
planning the workflow within the company. In accommodation businesses, examples of these
managers include those working in the front office, food and beverage, kitchen, purchasing, human
resources, and housekeeping departments. External users, on the other hand, include entities such as
the tax office, social security institutions, banks, and suppliers.

Given its central role in evaluating a company’s success or failure, accounting serves an active
function. The process, which begins with the accurate recording of information and documents into
the accounting system, forms the foundation for the strategies businesses will pursue in the future. A
well-structured information system facilitates accurate costing and management strategies,
simplifying decision-making for leaders. Conversely, poorly structured information systems result
in incorrect costing and management decisions, which can lead to significant economic challenges
for businesses in the medium term.

This study aims to identify the strategies and practices carried out in the accounting and finance
departments of five-star accommodation businesses by interviewing managers working in these
departments. The strategies and practices to be identified include key managerial practices, the
alignment of accounting and finance strategies with organizational strategies, factors influencing the
determination of financial strategies, performance measurement, the relationship between
organizational performance and financial performance, methods for evaluating process efficiency,
risk management and internal control systems, continuous improvement initiatives, and training and
development programs.
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1. Literature Review

Today, organizations are significantly affected by various factors such as constant environmental
changes, uncertainties, increased competition, social and legal shifts, and the rapid development of
technology. While these factors make it difficult for organizations to ensure their continuity, it has
become inevitable for them to take precautionary measures to cope with the challenges they face. To
effectively manage these challenges, organizations need to develop strategies that incorporate new
perspectives and ideas for quick and accurate adaptation (Akgemci, 2007). Strategic planning is
defined as long-term planning, prepared by senior management that helps organizations achieve the
goals aimed at fulfilling their mission and purpose. Strategic planning plays a crucial role in
determining the current position of organizations before initiating operational activities (Eren, 2013).

Strategic management is the process of using an organization’s resources efficiently and effectively
to achieve its goals and objectives, enabling the organization to gain a competitive advantage and
generate returns that exceed the average profit. The key aspect of strategic management is not to
focus on routine tasks but to ensure the sustainability of the organization by securing long-term
competitive advantages. Therefore, strategic management involves managerial decisions that will
provide the organization with sustained competitive benefits (Ulgen & Mirze, 2013).

In the strategic management process, all management levels (lower, middle, and upper) should be
involved, and each level should participate actively in strategic management (planning,
implementation, etc.). To effectively implement the strategies determined within the framework of
strategic management, policies must be coordinated and aligned with all functional areas. Functional
strategies should be prepared by senior management in a way that is appropriate for middle and
lower-level management. According to the value chain, functional strategies in organizations can be
categorized into six groups: marketing, sales and service activities, production activities,
procurement and logistics activities, human resources management activities, research and
development (R&D) and technology development activities, and accounting and finance activities
(Giiles & Tiirkmen, 2010).

The accounting departments of businesses encompass the company’s economy, assets, related claims
(liabilities and equity), changes in resources and claims, and cash flow. These elements should be
presented in the financial statements of the company in the correct order, including its financial
position, income, and cash flow statements (Barth & Schipper, 2008). Before implementing financial
strategies, it is crucial for companies to conduct financial analyses to achieve these objectives.
Financial analyses help organizations prepare the necessary groundwork for their strategies and
ensure their successful implementation. The objectives of financial analyses in organizations are as
follows (Ulgen & Mirze, 2013):

o Ensuring that the organization has enough assets to cover its equity and debt capital, and
maintaining this balance,

. Securing sufficient cash flow to meet its debt obligations in a timely manner,
o Providing sufficient and appropriate financing to support the organization’s growth and
development.

Financial analyses allow organizations to thoroughly examine their financial situation, identify their
strengths and weaknesses, and take steps accordingly. This, in turn, increases the likelihood of
successfully implementing strategies and achieving organizational goals.

Organizations need performance evaluations to assess whether they have achieved their set goals and
to determine the extent of their success. Criteria should be established for evaluating the
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implementation of strategies designed to achieve these goals. These criteria can be both tangible and
intangible, measurable and non-measurable (Kiigiiksiileymanoglu, 2008). Performance evaluation
can be applied in various areas such as human resources, marketing, and managerial accounting, and
there are different approaches to performance evaluation (Franco-Santos et al., 2007).

Given the significant impact of economic conditions on every sector, including tourism, it is crucial
to address management activities from a strategic perspective in the tourism industry (Gtiglii, 2003).
To gain a competitive advantage and avoid being affected by external factors, accommodation
businesses, which represent the most comprehensive structure of the tourism sector, require well-
planned strategies. When developing strategies in accommodation businesses, rapid changes in both
internal and external factors can create challenges. More specifically, factors such as the lack of
skills, experience, and knowledge among employees responsible for determining strategies, the
seasonal fluctuations in prices within the tourism industry, the difficulty in accurately predicting
demand, and the competitive environment are important considerations when formulating strategies.

Strategic management practices in accommodation businesses typically include competitive
practices, specialization in goods and services, outsourcing, resource management, differentiation,
as well as patent and cost strategies. Additionally, strategic tools commonly used in other sectors,
such as portfolio analysis, scenario analysis, the Delphi technique, Q-sort analysis, and cost-benefit
analysis, can be adapted for use in accommodation businesses (Kaya, 2010).

One of the key processes in strategic management that draws the attention of managers is operational
decision-making. The aim of operational decisions is to manage the resource allocation process as
effectively as possible. In this context, resources can be classified into budget resources and
efficiency criteria. In budget resources, the focus is on human resources and financial assets, while
in efficiency criteria, performance evaluation across departments is considered (Eren, 2013).

Identifying factors that are deemed effective in accounting and finance activities in comparison with
competitors, as well as pinpointing strengths and weaknesses, is critical for determining accounting
and finance strategies. The key points to address in this regard are as follows (Eren, 2013):

o The total amount and strength of financial resources,
. Lower capital costs compared to the sector and competitors,
. The effectiveness of the capital structure, with flexibility in resource allocation if additional

capital needs arise,
. Establishing positive relationships with owners and shareholders,

. Conducting efficient and effective financial calculations, capital budgeting processes, and
working capital management,

o Taking advantage of favorable tax conditions and investment incentives,

o Effectively managing the budgeting, auditing, and profit planning processes in accounting
systems,

. Managing inventory valuation and stock policies.

Providing satisfactory answers to these questions in the accounting and finance departments can help
businesses gain significant competitive advantages by enhancing financial robustness, resource
efficiency, and investor appeal.

In the tourism sector, it is crucial for businesses to ensure continuity, growth, and sustained revenue
generation. Considering the intense competition in the industry on both national and international
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levels, transitioning to modern management practices is inevitable to withstand the competitive
environment and even gain a competitive advantage. At this point, tourism businesses must focus on
branding, ensuring service quality and its continuity, achieving continuous improvement and
development in the services offered, and ensuring customer and employee satisfaction (Kara &
Cavus, 2014).

2. Methodology
2.1. Purpose, Significance, and Scope of the Study

The purpose of this study is to identify the accounting and finance strategies and practices employed
in five-star accommodation businesses. Accordingly, a semi-structured interview form was utilized,
and descriptive and content analyses were applied to interpret the data obtained. The aim of the
research is to provide insights into the managerial practices of accounting and finance departments,
the alignment of accounting and finance strategies with organizational strategies, the factors
influencing the determination of financial strategies, performance measurement, the relationship
between organizational and financial performance, process efficiency evaluation, risk management,
continuous improvement initiatives, and training and development programs. Additionally, the study
aims to determine the effects of these practices on the department and the overall accommodation
business. It is expected that the results will contribute to both the literature and the accommodation
businesses by identifying the benefits of general strategies and practices as well as those specifically
developed by individual accommodation businesses.

2.2. Research Method

The research employed interviews, one of the qualitative research methods. The interview is a
technique used to gather information by asking questions to individuals who have knowledge of a
particular subject. Compared to other techniques, interviews are known for providing depth and
flexibility to both the researcher and the interviewee (Aziz, 2020).

2.3. Study Group

The study sought to present the opinions of accounting department managers from five-star
accommodation businesses operating in the province of Konya. In this context, interviews were
conducted with accounting department managers from eight five-star accommodation businesses in
Konya. In qualitative research, the originality of the selected sample is more important than its
representativeness. Therefore, while quantitative studies tend to have larger samples, qualitative
studies prioritize maintaining the originality of the study over sample size. Another reason for
working with a smaller sample is that researchers invest their time and effort in reaching fewer
participants to explore various visible and invisible aspects of the subject (Kincal, 2022).

2.4. Data Collection Tools and Processes

A semi-structured interview form was used to deeply examine participants’ responses and ask follow-
up questions regarding the process. A pool of 17 questions was created, and 3 academic expert and
a statistics center were consulted for evaluation. Following expert feedback, 7 questions were
excluded, and 10 questions were included in the interviews. The questions in the interview form are
as follows:

o What are the managerial practices in your accounting and finance department, and how are
they developed?

. How do you think your accounting and finance strategies align with organizational
strategies?
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. What factors do you consider when determining financial strategies, and how do these align
with your organizational goals and performance?

. How do you measure and evaluate the performance of the accounting and finance
department?

. How do you assess the relationship between organizational performance and financial
performance?

. How do you evaluate the effectiveness of your accounting and finance processes, and what
are their impacts on efficiency?

o How are your risk management and internal control systems designed, and how do they
comply with performance and ethical standards?

. How is technology used in accounting and finance functions, and how does it contribute to
the reporting process?

. What steps are taken for continuous improvement in the accounting and finance department,
and what was your most recent improvement?

o What types of training and development programs do you offer for your accounting and
finance team, and how do they support team performance?

The semi-structured interview form was used to conduct face-to-face interviews with managers
working at five-star accommodation businesses in Konya. Interviews were conducted with eight
individuals over a 14-day period (20.11.2024-03.12.2024) during the hours when the employees were
present at the accommodation businesses. Before the interviews began, the purpose of the research
and its intended use were explained, and participants were informed that the conversations would be
recorded on a voice recording device (phone) to ensure the information could be verified. The
participants agreed to the recording as they trusted the researchers and found the explanations
satisfactory. The longest interview lasted 1 hour and 4 minutes, while the shortest lasted 44 minutes.
The average duration of the eight interviews was 51 minutes.

2.5. Data Analysis

Inductive descriptive analysis and content analysis techniques were used to interpret the interview
outputs. Descriptive analysis allowed for direct quotes from the participants, bringing the information
to life for the reader. During the content analysis phase, all interview data were transcribed into
"Microsoft Office Word 2019" and transferred to the "MAXQDA 2020" software for coding. Open
and axial coding processes were followed, and the coding was conducted NVivo. To ensure coding
reliability, all transcriptions were thoroughly read twice by two researchers, and consensus was
reached on the accuracy of the codes. Similar codes were grouped into categories, which were then
combined to form themes.

2.6. Reliability, Transferability, and Confirmability

All audio recordings obtained during the interviews are stored digitally, and the documents into
which the interviews were transcribed are also retained. Additionally, to check for errors in the
transcription process, the researchers worked in coordination, and all data were coded using the
software. The codes and outputs are stored separately by the researchers and can be shared with
authorized personnel if needed.
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2.7. Limitations of the Study

The study was conducted with managers working in the accounting and finance departments of five-
star accommodation businesses operating in Konya. The study’s focus on five-star accommodation
businesses limited the collection of information regarding accommodation businesses with other star
ratings. Furthermore, the busy schedules of the managers sometimes caused interruptions in the
interviews, leading to occasional lapses in memory. Another limitation was the lack of similar studies
in the literature, which made it difficult to make comparisons during the literature review and
prevented the identification of similar or differing results.

3. Results

The demographic characteristics of the participants in the study are presented in Table 1. Participants
were coded as Pl, P2, P3, P4, P5, P6, P7 and PS.
Table 1. Demographic Characteristics

Gender Age Education Level Total Work Current Company

Experience Tenure

P1 Female 31 Bachelor's Degree 9 years 9 years

P2 Male 31 Bachelor's Degree 12 years 8 years

P3 Female 34 Associate Degree 16 years 6 years

P4 Male 37 Associate Degree 18 years 15 years

P5 Female 49 Associate Degree 27 years 9.5 years

P6 Male 29 Associate Degree 15 years 8 years

P7 Female 39 Bachelor's Degree 17 years 6 years

P8 Male 39 Bachelor's Degree 18 years 5 years

Based on the analysis of the data, ten main themes were identified. These themes are as follows:
"Managerial Practices and Their Improvement in the Accounting and Finance Department,"
"Alignment of Accounting and Finance Strategies with Organizational Strategies," "Factors in
Determining Financial Strategies," "Performance Measurement in the Accounting and Finance
Department,” "The Relationship Between Organizational and Financial Performance,"
"Effectiveness of Accounting and Finance Processes," "Risk Management and Internal Control
Systems," "Technology in Accounting and Finance Functions," "Continuous Improvements in the
Accounting and Finance Department," and "Training and Development Programs in the Accounting
and Finance Department."

3.1.Managerial Practices and Their Improvement in the Accounting and Finance Department

During the interviews, participants were asked, "What are the managerial practices in your
accounting and finance department, and how can they be improved?" The responses were coded
using the NVivo vo method, and categories were identified. According to the categories obtained,
information was gathered on the managerial practices in the accounting and finance departments of
accommodation businesses, what could be done to improve these practices, and who determines the
procedures. These results are illustrated in Figure 1.

38



Catalhoyuk International Journal of Tourism and Social Research | E-ISSN: 2548-0588

Who Determines the Procedures? (0)

Daily (1) @

Daily Revenue Zontrol (1)

(‘ZI Managerual Practices ( 1)
@ Mdgetmg (0) / /
Inc:

e- Expense Balance (3 @

Monthly ( Joint Decision (2)
Yearly (7) Centralized (3) @
@ Financial Reportlng 0)
Weekly (1) Self-determined (3)
Periodic (2)
How tolm pmve’
Annual (2
Cost Control {0} Monthly (3) Vmua\ Pos (1)
@ @ Periodic (2)
Daily (1) Monthly (2) Weekly (2)
((ZI @ Updates

Weekly (1) Continuous Improvement (
Upper anagerﬂentDecllens 1)

Cc:l Technolog\cal Integration (4
Software Services (3)

Quality Management System (1)
Figure 1. Managerial Practices and Their Improvement in the Accounting and Finance Department

Based on the participants' responses, it was concluded that budgeting and financial reporting are
frequently conducted, technological integration is the most commonly used method for improvement,
and the procedures vary depending on the accommodation’s management style. P8 stated the
following on the subject:

"..First of all, to maintain the balance between income and expenses, budgeting is carried out on a
daily, weekly, monthly, and yearly basis, and the central management routinely monitors these
budgets through reports. Monthly budgeting is particularly emphasized both by the central
management and within our own department, and since it is the most important, an event and
organization calendar for the following year is created at the end of each year, and the monthly
budget is adjusted according to this annual plan.”" (Daily, Weekly, Monthly, Yearly
Budgeting/Income-Expense Balance/Centralized Procedures).

Additionally, P1 and P2 mentioned that they carry out periodic budgeting. P2 stated the following
regarding the subject:

"...We do budgeting. In the past, we used to do it annually, but for the last two years, we have been
doing it semi-annually. As [ mentioned, our cost control used to be long-term, but now it’s more up-
to-date. Sometimes it’s done weekly or daily, depending on the price increases. Generally, we always
have a monthly financial analysis. We also perform a semi-annual and annual induction." (Periodic
Budgeting, Weekly and Daily Cost Control/Monthly, Periodic, and Annual Financial Reporting).

Regarding the managerial practices in the accounting and finance department, P3 stated the
following: "...Revenue reports are already a form of financial reporting. We prepare them on a
weekly and monthly basis. In fact, if we count the end-of-day reports, we could say that we do them
daily as well, since we report income here too." (Weekly, Monthly Financial Reporting).

P6, unlike other participants, mentioned that they conduct daily revenue control and monthly cost
control. He explained: "...We monitor the hotel’s daily revenues. We have department-specific
revenue controls in place. Payments are also monitored. We track daily payments, credit cards, cash,
bank transactions, customer invoices, and company invoices on a daily basis. There are
reconciliations and collections with the companies we work with on a credit or current account basis,
which are also done daily or weekly. Overall, this is what we do. On a monthly basis, we handle
things like the hotel’s expense and cost control, as well as inventory counts. For example, the hotel's
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fixed asset count is done annually, and the stock count is done monthly." (Daily Revenue
Control/Monthly Cost Control).

Regarding who determines the procedures, P5 stated:
"..We have our head office and the hotel we franchise. The three of us make decisions together."”
(Joint Decision).

P4, however, mentioned that they set the procedures themselves:
"...We maintain the balance between income and expenses, collect receivables on time according to
the receivables table, and pay debts on time. We prepare an annual budget at the beginning of the
year, and we make sure that expenses do not exceed the budget, and we guide departments to
generate revenue in line with the budget." (Maintaining Income-Expense Balance, Annual
Budgeting, Self-Determined Procedures).

Regarding improvements in practices, while participants shared common views, some provided
different responses. P2 mentioned the following on the subject:
"..We are adapting to technology. We use the Akinsoft program. Since Akinsoft is a well-known
brand, it fulfills our requests based on our needs." (Technological Integration, Updates, Software
Services).

P6 was the only participant who mentioned using quality management systems for improvements
and stated:

"..For instance, our quality management system started a year ago. Previously, every region and
hotel had its own system. As [ mentioned earlier, everything used to be handled locally, but now it’s
managed centrally. To be honest, our workload has decreased, and our responsibilities have
diminished. On the other hand, it's actually better to manage everything centrally.” (Quality
Management System).

P3 was the only participant who mentioned implementing upper management decisions and using
point-of-sale (POS) systems, and explained:

"..We don’t directly develop things ourselves because we are a corporate hotel. We implement the
decisions made by upper management, so we are the implementers, not the developers. For example,
we are currently using a virtual POS system. Before guests arrive at the hotel, they can complete the
check-in process faster by using the virtual POS system during the reservation stage, and this is
possible thanks to technology.” (Upper Management Decisions/Virtual POS).

P1 mentioned benefiting from continuous improvement and explained:

"..We have continuous improvement, and we are very satisfied with the program we use. The
development and updates help us understand each other better. We have been working together for
a long time, and we collaborate. We are able to express ourselves and they can express themselves,
and we can come to a mutual understanding.” (Continuous Improvement).

3.2. Alignment of Accounting and Finance Strategies with Organizational Strategies

During the interviews, participants were asked, "How do you think your accounting and finance
strategies align with organizational strategies?" The responses were coded using the NVivo method,
and categories were identified. According to the categories obtained, it was determined that the
alignment of accounting and finance strategies with organizational strategies in accommodation
businesses is beneficial. These results are illustrated in Figure 2.
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Figure 2. Alignment of Accounting and Finance Strategies with Organizational Strategies

Based on the participants' responses, it was concluded that aligning accounting and finance strategies
with organizational strategies has certain benefits. P7 stated the following on the subject:

"..dt is important that the annual budgets we create align with the reports we receive through our
system. We report these to our owner. Therefore, our strategic goals are progressing in alignment.
These programs help us establish communication and collaboration. At the same time, they improve
our performance by ensuring coordination between hotel departments.” (Budget Alignment/Income-
Expense Balance/Facilitating Communication and Collaboration/Performance Improvement). On the
same topic, P2 stated:
"I believe they are aligned. It helps us achieve our strategic goals and long-term planning.”
(Achieving Strategic Goals/Long-Term Planning).

Regarding SWOT analysis, PS5 mentioned: "...SWOT analysis is conducted based on the following.
Currently, the largest expenses for hotels are personnel and energy. These two are always included
in the SWOT analysis. We now do this not only with hotels but also with the industry. Among hotels,
we typically benchmark Konya, Nevsehir, and Pamukkale. These are our competitors in the tourism
network. We evaluate the customer portfolio accordingly.” (Determining Personnel Numbers/Energy
Usage/Similar Attractions).

P8 said: "...We conduct SWOT analysis, and when we identify weaknesses, we work on addressing
them, but we don't currently have any weaknesses. We evaluate this within Konya based on room,
price, location, and price assessment, also considering segment differences.” (Within Konya).

P1 also commented on the subject: "...We typically do it with hotels around Konya. We research
nearby hotels and see what they are doing.” (Around Konya).

3.3.Factors in Determining Financial Strategies

During the interviews, participants were asked, "What factors do you consider when determining
your financial strategies, and how do these align with your organizational goals and performance?"
The responses were coded using the NVivo method, and categories were identified. According to the
categories obtained, information was gathered regarding the factors influencing the determination of
financial strategies in accommodation businesses and their alignment with organizational goals and
performance. These results are illustrated in Figure 3.
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Figure 3. Factors in Determining Financial Strategies and Their Alignment

Based on the participants' responses, it was concluded that the most influential factors in determining
financial strategies are economic conditions and budgeting. The alignment of these strategies with
organizational goals and performance varies across accommodation businesses. P1 stated the
following on the subject:

"...We completely determine this based on economic conditions and the intensity of the period. Our
vision is to make our guests feel comfortable, as if they are staying in their own homes. We determine
our strategies in relation to our strategic goals and according to our budgeting. All of these factors
cause and result together. I think that’s how it works. I believe it aligns with our performance
indicators. In this regard, we place great importance on our guests' feedback.” (Economic
Conditions/Period Intensity/Vision and Mission/Budgeting/Performance Indicators).

P3 expressed the following: "First, the country’s economy, second, regional competition, inflation,
and then the data from the previous year also influence this—whether we are performing well or
poorly, and what we should do to improve. We also conduct market research for these factors.”
(Competition/Economic Conditions/Previous Years' Data/Market Research).

Similarly, P7 stated: "The country’s economy, socio-political situation, the exchange rate of the
dollar, are we facing an impending war? A possible conflict with the Far East would greatly affect
us. Our relations with Russia impact us as well. These are entirely bureaucratic issues. If we are
planning an investment, we conduct market research accordingly and develop strategies. We also
have destination-focused strategies. In this way, we conduct competitive analysis. We also make
adjustments based on customer demands, and to ensure alignment, we sometimes transfer employees
between departments based on their skills.” (Economic Conditions/Socio-Political Situation/Market
Research/Talent Management/Competition/Customer Analysis).

’

Regarding this issue, P5 commented: "..We’ve shifted more toward cost-saving. Before the
pandemic, our occupancy rates were high, so costs were not a significant concern, but after the
pandemic, cost calculations and budgets have become more sensitive. Since costs fluctuate, we

inevitably focus more on them." (Cost Control).

P2 added: "...It’s in alignment. Everything in our business revolves around getting payment and
ensuring guest satisfaction. Satisfying the guest is the job of the service staff, while receiving payment
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is primarily the responsibility of the front desk. The front desk handles it, and the accounting
department checks and verifies its accuracy." (Interdepartmental Coordination).

P4 stated: "...If the staff requests cross-training, we can provide it. For example, if someone in the
reception is studying accounting and asks for help because they don’t know much about it, we can
assist them by allowing them to come in an hour or an hour and a half early during work hours. If
we need external training and it’s paid, we are tied to the head office, and they need to approve it. If
it’s free, we can take any training we want from anywhere." (Training).

1!

P6, however, had a different response: "...This doesn’t exactly fall within my area of responsibility.
Here, we are part of the lower-tier staff. Since the accounting and finance supervisors handle this
topic, we don’t have much knowledge about it. These aren’t issues typically shared with the lower
staff. We’re not involved in budget planning or monthly meetings. Even if we are team leaders,
certain information, such as reports, isn’t shared with us, so I don’t think there is alignment.”

(Determined by Central Management/Not Aligned).
3.4.Performance Measurement in the Accounting and Finance Department

During the interviews, participants were asked, "How do you measure and evaluate the performance
of the accounting and finance department?" The responses were coded using the NVivo method, and
categories were identified. Based on the categories obtained, information was gathered on how
performance measurement is conducted in the accounting and finance departments of
accommodation businesses. These results are illustrated in Figure 4.
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Figure 4. Performance Measurement in the Accounting and Finance Department

Based on the participants' responses, it was found that performance measurement in the accounting
and finance departments of accommodation businesses is conducted in various ways, with auditing
being the most frequently used method. P5 stated the following on the subject:

"There is both reporting and measurement. These measurements are not just based on the reports
they prepare for us. Accounting doesn’t only deal with income and expenses; it also evaluates
external purchasing and sales, all of which are assessed individually. We usually evaluate these
ourselves, but our head office also evaluates them, so it’s not just us." (Reports/Central Auditing).

P1 stated: "We mostly conduct a lot of observation. We hold meetings from time to time and consult
with each other. We assess the situation according to the conditions of the period. We monitor our
income and expenses, and sometimes we evaluate the situation based on our annual revenues or
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profits. We have set goals, and to see if we have reached them, we do periodic evaluations. For
example, we have different targets for periods like winter, summer, the Seb-i Arus, and other fairs.
According to these, we have periodic performance indicators. Our goals and success criteria include
kindness, politeness, and empathy. There is continuous open communication between our accounting
department and  other  departments.”  (Observation/Meetings/Reaching  Goals/Success
Criteria/Periodic/Communication).

P4 added: "There is no such audit. If we meet the budget, we are successful. It’s self-evident." (No
Audit/Budget Achievement).

Similarly, P6 mentioned that they do not conduct audits. Regarding the topic, P7 said:

"External auditing is done by a private audit firm, which is arranged by the head office and
conducted twice a year. There’s also an annual audit done by the head office. When the head office
audits, they check our brand standards, but when the private audit firm does it, they assess legal
compliance." (Private Audit/Central Auditing).

P2 further added: "...An external certified public accountant audits the accounting. There are also
audits conducted by the tax office.” (Tax Office).

3.5. The Relationship between Organizational Performance and Financial Performance

During the interviews, participants were asked, "How do you assess the relationship between
organizational performance and financial performance?" The responses were coded using the NVivo
method, and categories were identified. Based on the categories obtained, insights regarding the
relationship between organizational and financial performance in accommodation businesses were
gathered. These results are illustrated in Figure 5.

Organizational Performance and Financial Performance
/
Encouragement (0) @
/ @ Encouraging Female Employment (1)
Employee Satisfaction (2)
Cash Reward (1) @
Employee of the Month (2)
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Figure 5. The Relationship between Organizational Performance and Financial Performance
Based on the participants' responses, it was found that incentive systems are the most commonly used
method in managing the relationship between organizational performance and financial performance.
P7 stated the following on the subject: "I believe they are aligned. We have a bonus system in place
for department managers if they meet the targeted budget. Additionally, small gestures are made
within the department to ensure guest satisfaction. For example, we offer breakfast at X hotel or
accommodation at other hotels in our chain to staff or departments that receive a high number of
positive reviews that month. Our brand also has certain obligations, such as requiring a percentage
of our employees to be women and maintaining a minimum number of female managers. These are
some of the standards we Sfollow.” (Bonus/Employee of the
Month/Meals/Accommodation/Encouraging Female Employment).

P5 added: "...We have the Employee of the Month program, and bonuses are given if sales exceed a
certain amount. First, each department manager selects their own employee of the month, and then
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we put it to a vote. More than one person can be selected. The reward varies,; sometimes we give a
gold coin or a cash bonus." (Employee of the Month/Bonus/Cash Reward).

P3 mentioned: "...Organizational performance directly affects financial performance. If you
demonstrate good sales performance, it will naturally reflect on the financial side. If you don’t make
sales, you’ll see a financial decline. To increase this, we have a bonus system in place, and we give
small gifts to employees, especially on special days like Mother's Day and Father's Day."
(Bonus/Employee Satisfaction). Similarly, P2 also emphasized the importance of employee
satisfaction.

3.6. Effectiveness of Accounting and Finance Processes

During the interviews, participants were asked, "How do you evaluate the effectiveness of your
accounting and finance processes, and what are their impacts on efficiency?" The responses were
coded using the NVivo method, and categories were identified. Based on the categories obtained, it
was concluded that the effectiveness of processes in the accounting and finance departments is
evaluated in different ways, and these processes have varying impacts on efficiency. These results
are illustrated in Figure 6.
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Figure 6. Evaluation of the Effectiveness of Accounting and Finance Processes and Their Impacts

Based on the participants' responses, it was concluded that risk assessment is the most commonly
used method for evaluating the effectiveness of accounting and finance processes, and these
processes have various impacts. P6 stated the following on the subject:

"..We don't always have time to do it, but we do hold small meetings. From the perspective of the
work I do, I believe we are contributing to the business and benefiting other departments.”
(Meetings/Contribution to Other Departments).

P4 added: "...In this regard, we also conduct risk assessments and organize training to mitigate them.
These definitely have an impact on efficiency. For example, when an employee works in a peaceful
and happy environment, it affects their performance. This, in turn, reflects on guest satisfaction, and
happy guests are always a source of income for us.” (Efficiency Analysis/Training/Risk
Assessment/Employee Satisfaction/Guest Satisfaction).

P1 stated: "...We don’t have an analysis specifically for evaluating the efficiency of departments; we
Jjust have our own relative reports. Our team relationships are very honest and healthy. Most of the
time, we don’t have a hierarchical structure. Everyone does their job, so we are constantly in
communication and can easily track each other’s work. To improve this, we are constantly consulting
with each other.” (Reporting/Continuous Learning/Collaboration and Coordination/Team
Performance).
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Regarding the topic, P2 mentioned: "...Cross-functional relationships are strong. Communication is
”

fast. Interdepartmental ~ cooperation and  coordination are  done  quickly.
(Communication/Collaboration and Coordination).

3.7.Risk Management and Internal Control Systems

During the interviews, participants were asked, "How are your risk management and internal control
systems designed, and how do they align with performance and ethical standards?" The responses
were coded using the NVivo method, and categories were identified. Based on the categories
obtained, it was found that accommodation businesses use different methods for internal control,
while cybersecurity is the most emphasized aspect in risk management. These results are illustrated
in Figure 7.
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Figure 7. Risk Management and Internal Control Systems
Based on the participants' responses, it was found that internal control systems vary across
accommodation businesses, with the most attention in risk management being focused on
cybersecurity.
P7 stated the following on the subject: "... We have a guest relations department. At the end of each
day, both guest surveys and the reports we send are compiled into a report. The general manager
reviews these in monthly meetings, and actions are taken accordingly. This helps reduce our risks."
(Guest Satisfaction).
P4 added: "... We plan based on what we need to do to meet the monthly budget. There are also audits
conducted by the head office. We have something called SOI (Standart Operating Instructions),
which sets the rules that everyone must follow. A person from the head office is assigned to oversee
this, and when they come, they stay at the hotel for 3-4 days to check if things are done according to
the standard, and at the end of the audit, tests are conducted.” (Meeting Budget/SOI).
P3 mentioned: "...Regular drills are conducted periodically, for example, fire drills. Training is
provided to staff for these, as they are mandatory." (Drills).
P1 stated: "... We conduct risk analysis and SWOT analysis, and we evaluate the results. Risk control
is done in advance. We ensure this by constantly meeting with departments. Based on
interdepartmental meetings, we make recommendations. We then create reports accordingly. 1
believe our internal control error rates are very low.” (Risk Analysis/Interdepartmental
Communication/Low Internal Control Error Rates).
Regarding the subject, P2 said: "...We conduct risk analysis and report it. We have reports on a
weekly, monthly, quarterly, semi-annual, and annual basis. Internal audits are conducted by the
certified public accountant, and external audits are done by the tax office. We also receive external
services to protect against cyberattacks, in addition to having our own technical team. We have an
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’

in-house developer to safeguard against hacking, and all our data is backed up on the server.’
(Certified Public Accountant/Cybersecurity).

3.8. Technology in Accounting and Finance Functions

During the interviews, participants were asked, "How is technology used in accounting and finance
functions, and how does it contribute to the reporting process?" The responses were coded using the
NVivo method, and categories were identified. Based on the categories obtained, information was
gathered regarding the programs used in the accounting and finance departments of accommodation
businesses, their contributions, and the integrations involved. These results are illustrated in Figure
8.
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Figure 8. Technology in Accounting and Finance Functions
Based on the participants' responses, it was found that different programs are used in the accounting
and finance departments, with most accommodation businesses having program integrations, and
these programs offer various contributions. The participants provided the following responses
regarding the programs they use:
P1 stated that they do not use any programs, while P2 mentioned using Akinsoft and ERP, P3 uses
Opera and Netsis, P4 uses Netsis, and P5 and P6 use Sedna. P7 and P8 indicated that they use Opera.
Regarding integration, P2, P3, P4, P5, and P8 reported that there is integration between departmental
programs and/or across programs, whereas P1, P6, and
P7 stated that no such integration exists. Additionally, P8 noted: "... When each department uploads
information into the system, it goes to a shared platform, and all departments can view it. If there
are any incorrect or erroneous entries, which we often catch when invoices are verified, the
accounting department has the authority to make corrections.” (Invoice Verification).
P3 commented: "...Thanks to technological tools, we can already monitor financial reporting and
analysis processes. The program is regularly updated, and we receive training for these updates."
(Financial Reporting/Analysis Processes).
P6, however, expressed that they did not think the programs made a significant contribution, stating:
"..These are the first programs I have used, so I'm not sure how other programs might offer more
convenience. Our manager uses some programs and says that certain aspects are easier, like
reporting and integrated systems, which make accounting processes quicker and simpler.” (No
Contribution).
3.9. Continuous Improvements in the Accounting and Finance Department
During the interviews, participants were asked, "What steps are being taken for continuous
improvement in the accounting and finance department, and what was your most recent
improvement?" The responses were coded using the NVivo method, and categories were identified.
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Based on the categories obtained, information was gathered about continuous improvements and the
latest improvements made in accommodation businesses. These results are illustrated in Figure 9.
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Figure 9. Continuous Improvements in the Accounting and Finance Department
Based on the participants' responses, it was concluded that most continuous improvements in the
accounting and finance department are related to auditing, with the most recent improvement being
program integration.
P2 commented on the topic: "...The key is monitoring. Monitoring, auditing, and feedback. We use
financial programs for these. The latest improvement is the system's ability to give warnings for
overdue payments and companies." (Feedback/Auditing/Warning for Overdue Payments).
P3 added: "..Staff training is continuously conducted, and weekly meetings are held online.
Performance indicators are analyzed, reviewed, and compared. We also conduct motivational
activities for the staff. Regarding guests, there is flexibility in offering discounts." (Staff
Training/Analysis and Review of Performance Indicators/Staff Discount Flexibility).
P8 mentioned: "...Since costs are routinely checked in two ways, the likelihood of correcting errors
increases, preventing similar mistakes from occurring. Before program integration, our processes
were very slow, but now they are much faster. The head office generally has a practice where the
best department managers from existing hotels are selected, and one person from each department
Jjoins the management of a new hotel. These are the latest improvements we 've made.”" (Two-Way
Control/Program Integration/Job Rotation).
P6 noted: "...We switched to a virtual POS system,; we no longer use mail orders.”" (Transition to
Virtual POS System).

3.10. Training and Development Programs in the Accounting and Finance Department
During the interviews, participants were asked, "What types of training and development programs
do you offer for your accounting and finance team, and how do these support team performance?"
The responses were coded using the NVivo method, and categories were identified. Based on the
categories obtained, insights were gathered regarding the training and development programs in the
accounting and finance departments of accommodation businesses and their impact on performance.
These results are illustrated in Figure 10.

48



Catalhoyuk International Journal of Tourism and Social Research | E-ISSN: 2548-0588

Training and Development (0)
ﬂg Programs (0) Effect on Perfarmance (0)
& '\ |
Certified Public Accountant (4) / \ ‘ skill Impravement (2
[ ‘
B |
@ \ \ daptation on Changes (2|
Online Training (5) / \ Guest Feedback (1) #
[ Error Reduction {2}
@ J Time-Saving (3)
Training Modules (1) Self-Development {1) Motivation {2)
@ @ Price Performance (1) Confidence (1)

Nat done (1)
Self-Learning (2) Daily Quiz (1)

Figure 10. Training and Development Programs in the Accounting and Finance Department

Based on the participants' responses, it was concluded that most training programs in the accounting
and finance department are provided by certified public accountants, and these programs have
various impacts on performance.

P3 stated the following on the subject: "Training modules are provided on-site. We take exams every
six months for this. New training plans are made according to the evolving process. We also receive
annual training. Weekly online training sessions are held, and sometimes they are cross-functional.
A backup manager from another hotel may come and teach the job. Self-learning is also frequently
used. We instill this confidence in the staff, allowing them the opportunity to learn on their own. Most
importantly, these training programs make our work easier and help us keep our knowledge fresh.
They keep us motivated. These programs also allow us to test ourselves, identify areas for
improvement, and engage in self-critigue.” (Training Modules/Online Training/Self-
Learning/Confidence/Time-Saving/Motivation).

P7 added: "...We have a loyalty program. As part of this program, we have a daily three-question
quiz that helps keep information up to date. All departments answer these questions daily to earn
points. These points can be used for stays at our other hotels.” (Daily Quiz).

P8 mentioned: "... We mostly receive online training. We have two routine training sessions per year,
provided by the head office. Additionally, we receive training from a certified public accountant.
Sometimes, when the program is updated, we also get training to adapt to the new version. These
help us reach our goals faster and with fewer errors, and they help us improve our skills. They also
assist us in adapting to changes." (Online Training/Certified Public Accountant/Time-Saving/Error
Reduction/Skill Improvement/Adaptation to Changes).

P2 added: "..Besides that, it impacts our price performance and positively influences guest
feedback."” (Price Performance/Guest Feedback).

P1 stated: "...It supports us in a positive way. It helps me develop myself and better position myself."
(Self-Development).

P6, however, had a different view: "Actually, it's included in the training plan, but we don't have
time for it. Our hotel is supposed to plan training sessions every month, but as I said, there's no time,
and since only two of us are working, we already know the tasks, and there’s nothing new to develop
or improve.” (Not Done).
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4. Conclusion and Recommendations

Based on the interviews with participants, feedback regarding managerial practices and development
strategies highlights that budgeting and financial reporting are frequently conducted, technological
integration plays an important role, and procedures vary depending on the hotel's management style.
Considering these results, it is essential to address managerial practices and development strategies
in terms of budgeting and financial reporting, technological integration, procedure determination,
and development practices. Barth and Schipper (2008) mention that financial reporting in businesses
and ensuring transparency help organizations understand the risks they face and manage them early.
Taking this into account, it is possible to assert that regular financial reporting in accommodation
businesses can assist with risk management, particularly considering the ease with which such
businesses are affected by external factors. Planning, as one of the initial cycles in the financial
management process—including activities such as vision, mission, auditing, allocation, and
distribution—is strategic and crucial in budgeting (Kharisma, Wardhana, Arsani & Pasaribu, 2022,
p. 255).

Frequent budgeting and financial reporting processes not only allow for the monitoring of financial
health and efficiency but also enable the regular assessment of the financial status of the business
through daily, weekly, monthly, and yearly budgeting and reporting processes. Feedback indicates
that managerial controls enhance the accuracy and effectiveness of budgeting processes. In light of
the information obtained, the adoption of technological integration in managerial practices and
development strategies allows financial processes and reporting to be conducted more quickly and
accurately, while the use of various software solutions can offer tailored solutions to the business’s
needs. For instance, the use of virtual POS systems not only increases customer satisfaction but also
speeds up transactions. Along with technological integration, having procedures determined jointly
by upper management and other stakeholders according to the needs of the business enhances
operational flexibility, consistency, and alignment. However, the successful determination and
implementation of strategies will require the adoption of quality management systems, as well as a
continuous improvement approach, which will help businesses adapt quickly to changing conditions
and increase their competitiveness.

The alignment of accounting and finance strategies with organizational strategies is the most
important factor in enhancing overall performance and efficiency, as it facilitates the achievement of
strategic goals. To ensure strategic alignment, the focus should be on aligning with strategic goals,
conducting SWOT analysis, and making regional comparisons. SWOT analysis is a vital tool in
decision-making processes as it involves a systematic evaluation of a business's strengths,
weaknesses, opportunities, and threats in the external environment. In the tourism sector, where
comprehensive research and planning are required, the need for analyzing different strategic factors
using methods like SWOT analysis becomes evident (Mondal, 2017, p. 161). The alignment of
organizational strategic goals with accounting and finance strategic goals—particularly in the areas
of annual budgets and reports—contributes to improved performance, facilitates communication and
collaboration, and enhances interdepartmental coordination. This forms the foundation for
sustainable growth. Prior to determining organizational strategies and accounting and finance
strategies, conducting analyses such as SWOT is crucial for determining the right strategies. The data
collected for SWOT analysis, along with the identification of strengths and weaknesses, regional and
sectoral comparisons, and the identification of opportunities and threats, will serve as the basis for
the strategies developed in the resulting SWOT matrix.

It is evident that factors such as economic conditions, budgeting, and alignment with organizational
goals play a significant role in determining financial strategies. Economic conditions and the
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intensity of the period are critical in shaping financial strategies, directly impacting budgeting
processes and performance indicators. Additionally, market research conducted by accommodation
businesses, considering inflation and past data, ensures that strategies are more realistic and
applicable. Particularly after the pandemic, cost control and precise budgeting have become more
critical for the sustainability of businesses, highlighting the need to minimize costs to maintain
financial health. Alongside these considerations, the importance of interdepartmental coordination is
emphasized for successfully implementing financial strategies, especially regarding guest
satisfaction and improving overall performance. In light of these insights, factors such as economic
conditions, budgeting, competitive analysis, cost control, and interdepartmental coordination play a
crucial role in determining financial strategies.

In accommodation businesses, the performance of the accounting and finance departments is
measured using various methods. These include audits, reporting, observation, and meetings. Audits,
conducted by both internal and external sources, play a key role in performance measurement, with
the achievement of targets and adherence to budgets being critical success criteria. Other methods,
such as internal evaluations, are conducted by internal resources. Audits and reporting by upper
management play an important role in performance measurement within the accounting and finance
departments, allowing for the healthy monitoring of the company's financial position through the
evaluation of income and expenses, external purchases, and sales. Following audits and reports
conducted by upper management, observation and meetings serve as effective methods for
performance measurement. Monitoring income and expenses, setting periodic targets, and evaluating
the extent to which these targets are achieved are also important factors. Additionally, external audits
conducted by private audit firms offer different perspectives on performance measurement,
particularly when it comes to evaluating legal compliance.

The relationship between organizational performance and financial performance in accommodation
businesses is largely facilitated through incentive systems. It is well-known that incentives such as
bonuses, employee of the month programs, small gestures, meal, and accommodation opportunities
play a significant role in boosting employee motivation and performance. These incentive and reward
systems strengthen the relationship between organizational and financial performance. Bonuses,
employee of the month awards, and meal and accommodation opportunities positively affect
employee performance by enhancing their motivation. Employee satisfaction, strengthened by
incentives, is a key factor in improving both organizational and financial performance. Satisfied
employees are more motivated in their work, which positively impacts the overall performance of
the business. The emphasis on employee satisfaction and incentives for female employment also
supports the relationship between organizational and financial performance. These strategies help
businesses achieve their financial goals and improve their overall performance.

The effectiveness of accounting and finance processes in accommodation businesses is generally
achieved through risk assessments and efficiency analyses. Evaluations have shown that meetings,
training, reporting, collaboration, and coordination play an important role in improving the
effectiveness of these processes. Arturas et al. (2015) mentioned that since there are specific risks at
every stage of the tourism sector, it is essential to identify risks in phases and apply economic risk
assessment models accordingly. Efficiency, as a performance indicator, is defined as the capacity to
achieve maximum results with minimal effort and cost. Thus, accommodation businesses can
evaluate their processes through efficiency analyses, utilizing current technology to achieve
maximum output with minimal input in a timely manner (Bayrak & Bahar, 2018).

Risk assessment is seen as an important tool for enhancing the effectiveness of accounting and
finance processes, enabling the identification of potential risks and the implementation of preventive
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measures. Necessary training programs can enhance employees' knowledge and skills, facilitating
more efficient and effective processes. Moreover, regular meetings play a crucial role in improving
the effectiveness of accounting and finance processes, as they strengthen interdepartmental
communication and coordination, leading to more efficient and effective management of processes.
Through risk assessments, training, and regular meetings, reports generated will contribute to
evaluating the effectiveness of accounting and finance processes, fostering continuous learning and
team performance evaluation, and improving these processes. With improved performance,
employee satisfaction will indirectly impact the effectiveness of accounting and finance processes.
Motivated employees, who approach their tasks with greater enthusiasm, will enhance process
efficiency and be more likely to embrace organizational strategies and align with goals and
objectives.

Based on participants' responses, risk management and internal control systems in accommodation
businesses are maintained through various strategies and practices. Special attention is given to the
importance of cybersecurity, alongside methods focusing on guest satisfaction, budget adherence,
drills, risk analyses, and audits. Monthly budget planning and upper management audits play a
critical role in achieving financial goals and standardizing business processes. The Standard
Operating Procedures (SOP) system ensures that business activities are conducted in accordance with
established standards. Consequently, guest satisfaction-focused reporting and evaluation processes
play a significant role in mitigating risks in accommodation businesses. Guest feedback serves as an
effective tool for improving service quality and identifying potential risks in advance. Additionally,
drills and staff training, which enhance preparedness for emergencies and ensure the overall safety
of the business, are crucial in identifying and managing potential risks within the organization. Risk
analyses and interdepartmental communication, as part of a modern risk management strategy in
hospitality businesses, enhance the effectiveness of cybersecurity internal control systems and
positively impact overall business performance. These strategies ensure the sustainability of
businesses by improving overall performance and security.

The use of technology in accounting and finance functions within accommodation businesses plays
a significant role in enhancing departmental efficiency. The use of technology in the accounting
department has made processes such as bookkeeping, tax return preparation, and statement
preparation faster, more cost-effective, and reliable (Karaca, 2023). The programs and integration
processes used by participants facilitate financial reporting, analysis, and data sharing functions
within businesses. The interdepartmental integration provided by these programs, which allows
information to be shared on common platforms and corrected when necessary, reduces errors and
speeds up the financial reporting and analysis processes. This, in turn, improves the effectiveness of
reporting, analysis, and data management processes, thereby enhancing the efficiency of the
departments.

Continuous improvements in the accounting and finance departments play a critical role in increasing
the overall efficiency and performance of businesses. These improvements offer numerous benefits,
such as preventing errors, speeding up work processes, and boosting employee motivation.
Continuous training, performance analysis, auditing, and feedback mechanisms are essential for
keeping staff knowledge and skills up to date, thereby contributing to the continuous improvement
of accounting and finance processes. Particularly, training and analyses are important for increasing
employee motivation and improving the efficiency of work processes. Program integration and two-
way control mechanisms contribute to speeding up work processes, preventing errors, increasing data
accuracy, and managing costs effectively. Additionally, keeping up with technological innovations
and implementing them in daily operations also helps establish a robust working system.
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Training and development programs in accounting and finance departments are crucial for keeping
staff knowledge and skills up to date, increasing efficiency, and maintaining high levels of
motivation. Training modules, weekly online training sessions, and daily quizzes supported by
loyalty programs are particularly important for promoting a culture of continuous learning and
keeping employees' knowledge current. Furthermore, training provided by specialists such as
certified public accountants contributes to the development of professional knowledge, skills, and
abilities. It is also important to ensure that a current and accurate workforce inventory is prepared
when designing training programs. Identifying skill gaps and developing appropriate programs
accordingly is critical.

Bilgi Notu
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unsurlarinin gelistirilmesi gereken zayifliklary; bilingsizlik, deformasyon, kiiltiirel
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Cultural tourism plays an important role in sustainable development, preservation
of identity and local heritage by transferring the traces of the past to future
generations. For destinations with high historical and cultural richness such as
Turkey, which has been home to many civilizations throughout history, cultural
tourism is not only an economic activity, but also offers an important potential
that contributes to the preservation and transmission of cultural continuity. In
this context, this research aims to evaluate the current situation and opportunities
of cultural tourism in Soganli Valley, which constitutes a concrete example
of this potential. For the purpose of the research, data were collected from 38
participants consisting of stakeholders such as local people, sector representatives,
local administrators, academicians, etc. determined by purposeful sampling
method and SWOT analysis was carried out. As a result of the research, it
was determined that the strengths of Soganli Valley such as its natural and
historical beauties, fairy chimneys, being home to different civilizations, as
well as opportunities such as its unspoiled structure and ecotourism potential
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and cultural degeneration are threats that need to be taken into consideration.
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Kiiltiir Turizmi Kapsaminda Soganh Vadisi’nin Mevcut Potansiyelinin Degerlendirilmesi

Giris

Kiiresellesen diinyada 6nemli bir yatirim ve istihdam araci olarak goriilen turizm sektorii, siirekli
gelisim gostermekte ve buna bagli olarak biiytimektedir (Hall, 2012). Turizme olan yatirim ilgisinin
artmasi ve ¢ok sayida kisiye is imkani saglamasi, bu sektoriin ne denli gelistigini ve biiylidiiglinii
acikca ortaya koymaktadir. (Emekli, 2006). Sektorel anlamda turizmin bu denli gelisim ve biiyiime
gostermesinin temelini teknolojide goriilen yeniliklerin yan1 sira insan ihtiyaglariin kiiresellesme

ve diger faktorlere bagli olarak siirekli farklilasmasi olusturmaktadir (Yang vd., 2023).

Insanlarin siirekli olarak ikamet ettigi yerden ayrilip yeni yerler gdrme istegi, merak duygusu, bos
zamanindaki artig, yogun is temposundan uzaklagma istegi gibi etkenler turizme olan katilimi
artirmaktir (Ozdemir & Kervankiran, 2011). Ayrica insanlar, sikinti ve stresten uzaklagmak
amaciyla yeni arayiglara yonelmistir. Bu durum, iletisim ve ulasim olanaklarinin da etkisiyle
turizme yansimis; Ozellikle turist profillerinde meydana gelen degisim, kitlesel turizm yerine 6zel
ilgi turizminin tercih edilmesini ve alternative turizmin gelismesini saglamistir (Kozak & Babhar,

2005).

Insanlarin farkhilik arayislarmin kiiltiirel degerlere yonelmesi ile birlikte alternatif turizm cesidi
olarak kiiltiir turizmi kavrami ortaya c¢ikmaktadir (Kiling vd., 2019). Daha genis bir ifadeyle
insanlarin kendi kiiltiirleri digindaki kiiltiirlere duyduklar ilgiden dolayi ilgili kiiltiirlerin izlerini
gormek istemesi ve bu ama¢ dogrultusunda, kiiltiirleri tanimak igin seyahat ve konaklama
hareketliliklerine katilmalar1 kiiltiir turizmini olusturmaktadir (Aring, 2002; Wasela, 2023). Kiiltiir
turizmi agisindan, 6zellikle ylizyillardir farkli etnik gruplardan toplumlara ev sahipligi yapmis olan
Anadolu topraklar1 oldukca zengin kaynaklara sahiptir. Bu kaynaklardan birisinin ise bir turizm
destinasyonu olma yoniinde 6nemli faaliyetlerin yiiriitiildiigii ve sahip oldugu essiz degerlerle

onemli bir cazibiyet merkezi olan Soganli Vadisi oldugu sdylenebilir.

Siiphesiz daha once de kirsal turizm potansiyelinin belirlenmesi ve bu potansiyelin etkili bir sekilde
degerlendirilmesine yonelik ¢aligmalar gerceklestirilmistir. Ancak bu ¢alismalarin pek ¢ogu daha
cok genel turizm potansiyelinin ortaya konmasina odaklanip, Soganli Vadisi gibi hem bakir
kalmay1 basarabilmig, hem de zengin kiiltirel dokusu ve dogal ozellikleriyle 6zgiinlesen
destinasyonlar1 derinlemesine ele almamaktadir. Bu aragtirmanin ayirt edici yonii, Soganh

Vadisi’ni sadece turistik degerleriyle degil, turizm paydaslarinin goriisleri dogrultusunda ve SWOT
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analizi gibi analitik yaklasimlardan yararlanarak ¢ok boyutlu bir perspektiften degerlendirmesidir.
Bunun yani sira bolgeye yonelik kiiltlir turizmi ile ilgili yapilmis herhangi bir arastirmaya
rastlanilmamis olmasi bu aragtirmanin Onemini ortaya koymaktadir. Arastirmanin amaci
dogrultusunda, Soganli Vadisi’nin kiiltiir turizmi bakimindan sahip oldugu zayif ve giiclii yonlerin
yant sira firsat ve tehditlerinin ortaya konmasi i¢in turizm paydaglarindan elde edilen verilere

dayali olarak SWOT analizi ger¢eklestirilmistir.

1. Kavramsal Cerceve

Kiiltiirel yap1 igerisinde bireylerin tutum ve davranislarinda 6nemli bir konuma sahip olan kiiltiir,
temelde toplumsal yasam igerisinde meydana gelen bir unsuru ifade etmektedir (Rodriguez &
Rosa, 2011). Hayatin tiim siireglerinde oldugu gibi turizm sektorii ile yakindan iliskili olan kiiltiir,
onemli bir turistik {iriin niteligine sahip olmasindan dolay1 turizm sektorii i¢in yadsinamaz bir
konumdadir (Ceylan vd., 2023). Turizm sektoriiniin Onemli bilesenlerinden biri olarak
degerlendirilen kiiltiirel degerler, bu yoniiyle bolgesel, ulusal ve uluslararasi diizeyde 6nemli bir

turizm hareketliligine neden olmaktadir (Emekli, 2021).

Bireylerin kendi kiiltiirlerine ait eski medeniyet ve degerleri tanimanin yam sira farkli kiiltlirlere
yonelik de benzer egilim gostermeleri (Aring, 2002), ayrica insanlarin son yillarda kitle
turizminden siyrilarak farkli ihtiyaglarina yonelik alternatif turizm hareketliliklerine katilim
gosterme niyetleri, kiiltlir temelinde gerceklestirilen seyahatleri artirmaktadir. Kiiltlir amagh
seyahate ¢ikan turistlerin otantik yerleri ziyaret etmeleri, kiiltiir temelinde turizm hareketliligini
ifade eden kiiltiir turizminin gelisimine ortam hazirlamaktadir (Wang vd., 2006). Alternatif turizm
tirlerinden olan kiiltiir turizmi, klasik turistik 6geler (konaklama, ulasim, eglence) ile kiiltiirel
miras Ogelerini (miize vb.) birlestirmektedir (Ferreira & Estevao, 2009). Kiiltiir turizmi, insanlarin
kiiltiirel ihtiyaclarini karsilamak ve yeni yerler goriip deneyimleyerek bilgi sahibi olmak amaciyla
ikamet ettikleri bolgeden kiiltlirel c¢ekiciliklerin bulundugu yerlere yonelik yapmis olduklar

seyahatler olarak tanimlanmaktadir (Richards, 2011).

Kiltlir turizmi, sadece gecmis kiiltiirlere ait mekanlarin ziyaret edilmesi degil ayn1 zamanda
insanlarin yasam bic¢imlerinin tanitilmasi ile ilgili bir siirectir (Richards, 2001). Kiiltiir turizminin
en 6nemli etkisi, bireylerin gliniimiiz sartlarin1 gorerek gegmisle kiyaslama imkéani bulmasi ve buna
bagl olarak bireylerin kendini gelistirmesine firsat sunmasidir (McCain & Ray, 2003). Goniilliiliik
ilkesine dayanan kiiltiir turizminin bir diger dnemli etkisi ise kiiltlir turizmine katilan bireylerin
hassasiyetlerine dayali olarak kiiltiirel turizm unsurlarinin korunmasina sagladig: katkidir (Donlon
vd., 2010). Diger taraftan, kiiltlir turizmine katilan ziyaretgilerin konaklama, yeme-igme ve benzeri
isletmelerde yaptigi harcamalarin, ortalama turistik harcamalarin {izerinde olmas1 (Jelincic, 2001)
ve bunun doviz girdisini artirmasi, kiiltiirel turizm &gelerinin destinasyona 6nemli ekonomik

katkilar saglayacagini ortaya koymaktadir. Bu durum, bdlgenin rekabet giiciinii pekistirirken, yerel
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halkin refahini artirmayr ve toplumsal degerleri daha da giiclendirmeyi miimkiin kilmaktadir

(Doggett, 1993; Vong, 2013).

Diinya Turizm Orgiitii verilerine gére, kiiltiir amacli seyahat eden uluslararas: turistlerin oraninin
her gecen yil artig gosterecegi ongoriilmektedir (McKercher & Cros, 2002). Dolayisiyla hem kiiltiir
turizmi hareketliliginin siirekli artis gostermesi hem de yukarida bahsedildigi iizere kiiltiir
turizminin rekabet {stiinliigl tizerinde 6énemli bir deger olusturmasina bagli olarak farkli niteliklere
sahip ve her biri kendi yapisi icerisinde cazibiyet olusturan kiiltiir turizmi destinasyonlarinin ortaya
ciktigr soylenebilmektedir. Zengin tarihi, gelenek ve gorenekleriyle her c¢agda kendine ozgii
konuma sahip olan Tiirkiye’nin bu yoniiyle kiiltiir turizmi acisindan dnemli bir potansiyele sahip
oldugu soylenebilir (Alvarez & Korzay, 2011). Soganli Vadisi de, sahip oldugu cografi niteliklerin
yan1 sira zengin kiiltiirel degerleri ile son yillarda potansiyel bir kiiltiir turizmi destinasyonu olarak

goriilmektedir.

Kayseri ilinin 67 km glineyinde bulunan Yesilhisar ilge sinirlar icerisinde yer alan ve ‘Soandos’
adiyla da bilinmekte olan Soganli Vadisi, Yesilhisar’in 15 km batisinda yer almaktadir. Vadinin
kuzeyinde Incesu, giineyinde Yahyali, dogusunda Develi, batisinda Urgiip ilceleri yer almaktadir
(Giineri, 2021). Soganli Vadisi, Asag1 ve Yukart Soganl olarak ikiye ayrilmakta, kaya kilise ve
magaralarin bulundugu dogal giizellikleri ile insanlar1 cezbeden her mevsim ziyaret edilebilecek bir
acik hava miizesi konumundadir (Toymus 1999). Eski bir yerlesim alani olan Soganli Vadisi,
Roma doneminden kalan kaya kiliseleriyle taninmakta ve zengin tarihsel mirasiyla dikkat
¢cekmektedir. Vadi, giivercinlik, magara, barinak, kilise ve manastir olarak kullanilmig ¢esitli kaya
olusumlarmi biinyesinde barindirmaktadir. Yaklagik 50’ye yakin kaya kilisesi ve magaraya ev
sahipligi yapan bolge, sit alani ilan edilerek koruma altina alinmigtir (Tezer, 1998). Soganli Vadisi,
kdy evlerinin birbirine yakin konumlandigi ve merkezi bir kdy kilisesinin yer aldigi yapisiyla
tarihsel bir yerlesim dokusunu yansitmaktadir. One ¢ikan 6nemli kiliseler arasinda Sakli, Kubbeli,

Karabas, Yilanl ve Azize Barbara (Tahtali) kiliseleri yer almaktadir (Karaca, 2019).

Sahip oldugu kiiltiirel ve tarihi degerleriyle énemli bir kiiltiir turizmi destinasyonu potansiyeli
tagiyan Soganli Vadisi, bu yoniiyle arastirmanin odak noktasini olusturmaktadir. Nitekim bu
potansiyelin degerlendirilmesi amaciyla Kayseri Valiligi tarafindan bolgede ¢esitli yatirimlar
gergeklestirilmistir. Ozellikle altyapr iyilestirmeleri, yiiriiyiis yollarnin diizenlenmesi, bilgilendirici
yonlendirme tabelalarinin yerlestirilmesi ve geleneksel dokuya uygun yapi restorasyonlari,
bolgenin turizm agisindan cazibesini artirmay1 hedefleyen uygulamalardan bazilaridir. Bolgenin
cekiciligini artiracak bir diger yatirim ise sicak hava balon turlarma yonelik olmus ve uygun hava
sartlar1 olmasi durumunda her giin balon turlan1 diizenlenmektedir. Bu yatirimlar, vadinin
stirdiriilebilir bir kiiltliir turizmi merkezi haline gelmesine yonelik Onemli adimlar olarak

degerlendirilmektedir (Kayseri Valiligi, 2025).
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2. Yontem

Arastirma kapsaminda Soganli Vadisi’nin kiiltiir turizmi potansiyeli, SWOT analizi yontemiyle
ortaya konulmaya calisgilmaktadir. Arastirmaya katki saglayan turizm paydaslarina amacgh
ornekleme metodu ile ulasilmistir. Amagl 6rnekleme yonteminin arastirmanin amaci ile iligkili
bireylerden amaca uygun verilerin derinlemesine temin edilebilmesine firsat tanimasindan dolay1
(Altunigik vd., 2012), bu arastirmada 6rnekleme metodu olarak benimsenmistir. Yerel halk, sektor
temsilcileri, yerel yoneticiler, akademisyenler gibi paydaslardan olusmak {izere toplam 38
katilimecidan veriler toplanmistir. Veri toplanan kisi sayisi, bolgedeki cesitli paydas gruplarinin
goriislerinin dengeli bigimde temsil edilmesini saglamis; dolayisiyla arastirmanin gecerlik ve
giivenirlik diizeyini artiran 6nemli bir unsur olmustur (Moon, 2019). Katilimcilarin sektorel
cesitliligi ve yerel deneyime sahip bireyler olmalari, elde edilen bulgularin baglamsal zenginligini
desteklemistir. Goriismeler, tematik tekrarlarin artmasi ve yeni veri elde edilmemesiyle birlikte veri

doygunlugu noktasina ulasildiginda sonlandirilmistir (Akcay & Koca, 2024).

Arastirmanin veri toplama siireci, farkli paydaslarin goriislerine yiiz yiize goriismeler ve Google
Formlar tlizerinden ulasilarak yiiriitiilmiistiir. Bu yaklagimla, hem sahada daha derinlemesine ve
baglamsal bilgi elde edilirken, hem de ¢evrimici form araciligryla daha genig bir katilimer kitlesine
ulasilmay1 hedefleyen karma bir yontem benimsenmistir. Bu siirecte, bolgeyi yakindan tantyan ve
turizmin etkilerini ilk elden gozlemleyen yerel halk, turizmin olusturabilecegi firsatlar ve tasidigi
riskler hakkinda degerli bilgiler sunmustur. Akademisyenlerle yapilan goriismeler, aragtirmanin
kuramsal derinligini artirip elde edilen bulgularin ilgili yazinla iligkilendirilmesini kolaylastirmistir.
Turizm liselerinde gorev yapan Ogretmenler, sektore yetisen insan kaynagimin ihtiyaglart ve
eksikleriyle ilgili goriisleriyle arastirmaya onemli katkida bulunmuslardir. Sektor temsilcileri,
turizm isletmeciligi ve rehberlik gibi hizmetlerde yasanan uygulamaya doniik zorluklar1 ortaya
koyarken, sivil toplum kuruluslarinin temsilcileri, ¢evre koruma ve kiiltiirel mirasin yagatilmasina
iliskin caligmalar ve yaklasimlarla ilgili bilgiler paylasmistir. Son olarak, bolgeyi ziyaret eden
turistlerin goriisleri, Soganli Vadisi'nin turistik degerleri, hizmet kalitesi ve eksik yonleri hakkinda
kullanic1 bakis agilar1 sunarak, arastirmanin daha biitiinciil ve ¢ok boyutlu bir temele oturmasina

yardimci olmustur.

Bununla birlikte, katilimcilara Soganli Vadisi’nin turizm baglaminda tasidig1 giiclii ve zayif yonleri
ile firsat ve tehditleri de agik bir sekilde sorulmus; bu sayede SWOT analizinde belirlenen
faktorler, tamamen saha paydaslariin goriislerine dayandirilarak elde edilmistir. Bu yaklasimla,
SWOT analizinde ortaya ¢ikan sonuglar daha gergekgi, baglamsal agidan daha tutarli ve stratejik
planlamada daha etkili olabilecek niteliktedir. Tim bu bilgiler, Soganli Vadisinin turizm
potansiyelinin daha etkili ve kapsayici bir sekilde ortaya konulmasina ve bolgeye 6zgii turizm

stratejilerinin olusturulmasina énemli katkilar saglayacak niteliktedir.
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3. Bulgular

Arastirmanin 6rneklemini, bolgeyi ziyarette bulunmus olan ve gesitli kurumlarda gérev yapan

kisiler olusturmaktadir. Katilimcilar arasinda %63.2’sini (24 kisi) erkekler, %36,8’ini (14 kisi) ise

kadinlar olusturmaktadir. Yas dagilimina bakildiginda, katilimeilarin %21,1’inin (8 kisi) 18-30 yas

arasinda, %52,6’sinin (20 kisi) 31-44 yas arasinda, %26,3 iiniin (10 kisi) ise 45-50 yas arasinda yer

aldigr goriilmiistiir. Bu baglamda orneklemin, cogunlugunun erkek ve 30-44 yas arasinda

toplandig1 sdylenebilir.

Turizm paydaslarindan toplanan bu verilerle gerceklestirilen SWOT analizinin sonuglarina Tablo

1’de yer verilmistir. Soganli Vadisi’nin kiiltlir turizmi potansiyelinde etkili olan gii¢lii ve zayif

yonleri ile firsat ve tehditleri ayr1 bagliklar halinde ele alinmigtir,

Tablo 1. Soganh Vadisi’nin Kiiltiir Turizmi Potansiyeline iliskin SWOT Analizi

GUCLU YONLERI (STRENGHTS)

ZAYIF YONLERI (WEAKNESSES)

e Dogal ve tarihi giizellikleri
o Yiirlyls parkurlart
e Kapadokya gibi destinasyonlara yakin
konumu.
e Bolgede bulunan Peri Bacalari.
o Farkli medeniyetlere ev sahipligi yapmig
olmasi.
e Bolgede bulunan kiiltiirel ¢ekicilikler.
e Bakir yapiya sahip olmasi.
e Bolgenin sahip oldugu kiliseler.
e Bolgenin sakin atmosferi.
¢ Geligen gastronomi potansiyeli.
e Tarim arazilerinden elde edilen organik
iiriinler.
e Doga fotograf¢iligi igin benzersiz firsatlar.
e Zengin flora ve faunasi.

o Ulasilabilirlik.
e Bolgedeki turizm tesislerinin yetersiz olmasi.
e Bolgede faaliyet gdsteren tesislerin pahalilik
gdstermesi.
e Restorasyon- renovasyon ¢alismalarinin
bolgenin orijinalligini olumsuz etkilemesi.
e Tanitim faaliyetlerindeki yetersizlik.
o Zenginlestirilmis {irlin ve yan hizmetlerin yok
denecek kadar az olmasi.
e Bolge tanitimim saglayacak rehberlerin
bulunmamasi.
e Zayif ¢evre bilinci.
o Bolgedeki dil bariyerleri.
¢ Diisiik yerel farkindalik.
e Bolgedeki etnik ¢esitliligin avantaja
dontstiiriillememesi.

FIRSATLAR (OPPORTUNITIES)

TEHDITLER (THREATS)

e Kapadokya ile entegre edilebilme firsati.
e Bolge ekonomisine katki saglamasi.
o Bozulmamis, tahrip edilmemis cekiciliklere
sahip olmas.
e Balon turlan diizenlenmesi.
e Bolgenin 4 mevsim ziyaret edilebilmesi.
e Yerel el sanatlar1 ve geleneksel {irtinleri ile
taninirlik.
o Turizm iriinlerinin ¢esitlendirilecek diizeyde
olmas.
e Bolgeyi tanitan sinirli medya ¢aligmalart.
e Bolgenin film setinde kullaniliyor olmasi.
e Turizm altyapisinin giiclendiriliyor olmasi.

e Bolgenin tahribat riski ile kars1 karsiya kalma
olasilig1.
e Giivenlik sorunu.
e Kapadokya bolgesinin sahip oldugu turistik
cekiciliklerin bolgenin 6ne ¢gikmasini
engellemesi.
e Bolge halkinin yeterince bilingli
davranmamast.
e Bolgeye yapilan ziyaretlerde tasima
kapasitesinin dikkate alinmamasi.
e Cevre kirliligi.
e Deformasyon sonucu bdlgenin dogalligim
yitirmesi.
o Kiiltiirel yozlagma riski.
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e Yetersiz acil durum miicadele plani.
e Bolgedeki yasam kalitesinin diismesi.
e Sosyal huzursuzluk.

Soganli Vadisi, sahip oldugu dogal ve tarihi giizellikler, peri bacalari, farkli medeniyetlere ev
sahipligi yapmis olmasi gibi giiclii yonlerle dikkat cekmektedir. Bu unsurlar, bolgeyi hem tarihsel
hem de kiiltiirel agidan 6nemli kilmakta ve bolgenin kiiltlir turizmi potansiyelini artirmaktadir.
Ozellikle Kapadokya bolgesine olan yakinlik, bolgeyi hem yerli hem de yabanc turistler igin cazip
kilmaktadir. Kapadokya'nin taninmig turistik ¢ekicilikleri, Soganli Vadisi’ne olan ilgiyi artirirken,
bolgenin bakir yapisi, daha az kesfedilmis ve korunakli kalmasi nedeniyle bolgedeki turizm
potansiyelini farklilagtirmaktadir. Peri Bacalar1 gibi benzersiz kaya olusumlari, bdlgenin hem dogal
hem de kiiltiirel zenginliklerini pekistirmekte, bu da Soganl Vadisi'ni cazip bir destinasyon haline

getirmektedir.

Bolgedeki yiiriiyiis yapilabilir alanlar ve yerlesim yerlerinin yakilig: gibi 6zellikler, doga ve kiiltiir
turizmini birlestiren bir deneyim sunmaktadir. Bu durum, turistlerin daha fazla zaman gecirerek
bolgenin gesitli alanlarii kesfetmelerine olanak tanimaktadir. Ayrica, bolgedeki kiliseler ve tarihi
yapilar, 6zellikle kiiltiir turizmi agisindan 6nemli ¢gekim merkezleridir. Bu yapilar, Soganl Vadisi'ni
sadece bir doga cenneti degil, ayn1 zamanda derin bir kiiltiirel mirasa sahip bir bolge olarak

konumlandirmaktadir.

Giiclii yonlerin tam anlamiyla degerlendirilmesi i¢in bdlgenin ulasilabilirligi ve turizm tesislerinin
yetersizligi gibi zayif yonlerin ¢ozlilmesi gerekmektedir. Bolgedeki turizm tesislerinin pahaliligi,
turistlerin bolgeye yapacaklari ziyaretleri sinirlayabilir. Ayni zamanda, restorasyon ve renovasyon
caligmalarinin bolgenin orijinalligini olumsuz etkilemesi, turizm sektoriiniin siirdiiriilebilirligini
tehdit etmektedir. Bu g¢alismalarin bilingsizce yapilmasi, Soganli Vadisimin kiiltlirel kimligini
zedeleyebilir. Ayrica, bolgenin tanitim eksiklikleri, potansiyel turistlerin bolgeyi kesfetmesini
engelleyebilir. Ulusal ve uluslararasi diizeyde tamitim faaliyetlerinin yetersizligi, bolgenin turizm
sektoriindeki goriiniirliigliinii  azaltmaktadir. Bolgedeki rehberlerin yetersizligi de turistlerin
deneyimlerini olumsuz etkileyebilir. Profesyonel rehberlerin eksikligi, turistlerin bdlgenin tarihi ve

kiiltiirel degerlerini derinlemesine 6grenmelerini engelleyebilir.

Soganli Vadisi’nin turizm potansiyelini artirabilecek ve rekabet avantaji saglayabilecek birtakim
firsatlar1 bulunmaktadir. Kapadokya ile entegrasyon, Soganli Vadisi’nin tanitimmi destekleyebilir
ve bdlgenin turizm altyapisinin gelistirilmesine yardimci olabilir. Kapadokya'nin bilinirligi, Soganlh
Vadisi'ne olan ilgiyi artirabilir. Ayrica, balon turlar1 gibi popiiler aktivitelerin bdlgeye dahil
edilmesi, Soganli Vadisi’ni daha ¢ekici kilabilir. Balon turlari, bolgenin dogal giizelliklerine farkl
bir agidan bakilmasimi saglayarak turistlerin ilgisini ¢ekebilir. Bolgenin dort mevsim ziyaret
edilebilir olmasi, y1l boyunca turist ¢cekme potansiyelini artirmakta ve bolgeyi mevsimsel turizm

acisindan siirdiiriilebilir hale getirmektedir. Ayrica, bozulmamis yapist ve ekoturizm potansiyeli,
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bolgenin turizm acisindan siirdiiriilebilir bir destinasyon olmasini saglayabilir. Bu unsurlar,

bolgenin gelecekteki turizm planlamalari i¢in 6nemli firsatlar sunmaktadir.

Soganli Vadisi'nin kiiltiir turizmi bakimindan sahip oldugu birtakim tehdit unsurlar1 da
bulunmaktadir. Bolgenin tahribat riski, 6zellikle artan ziyaretci sayisi ile birlikte biiyliyen bir
tehdittir. Ziyaret¢i yogunlugunun fazla olmasi, bolgenin dogal yapisim1 olumsuz etkileyebilir ve
ekosistem tizerindeki baskiy1 artirabilir. Ayrica, glivenlik sorunlari ve yeterli korumanin olmamasi,
turistlerin bdlgeyi ziyaret etme kararini olumsuz etkileyebilir. Bolgenin kapasite asimi ve tagima
kapasitesinin goz ardi edilmesi, ¢cevreye zarar verebilir ve bolgenin dogal yapisini bozabilir. Bolge
halkinin bilingsizlik diizeyi de 6nemli bir tehdit olarak 6ne ¢ikmaktadir. Yerel halkin turizme
yaklasimindaki eksiklikler, bolgenin dogal ve kiiltiirel varliklarinin korunmasinda ciddi bir engel
olusturabilir. Cevre kirliligi ve deformasyon, bolgenin dogalligin1 kaybetmesine neden olabilir. Bu
tehditlerin basinda, bolgenin turistik potansiyelinin artmasiyla birlikte, bélgeye yapilan ziyaretlerin

yeterince denetlenmemesi ve siirdiiriilebilir kalkinma anlayisinin eksikligi yer almaktadir.

4. Sonug ve Oneriler

Kiiresellesen diinyada en hizli biiyliyen ve gelisen sektorler arasinda yer alan turizm,
destinasyonlar ve igletmeler agisindan Oonemli bir yatirim araci olarak goriilmektedir. Ulagim
imkanlarinin gelisimi, konforlu ulasim araglarimin kullaniminmin yayginlagmasi, insanlarin egitim
seviyesindeki artig, bog zamanlarinin gegmise gore daha fazla olmasi gibi faktorler, turizme olan
egilimi artirarak 6nemli diizeyde bir turist hareketlili§i olusturmaktadir. Bos zamanlarinda stres
atmak, verimli zaman gecirmek isteyen insanlar farkli yerleri gorme ve oralarda bulunma arayisina
girmislerdir. Insanlarm bu yonelisi, alternatif turizm kavramim giindeme getirmistir. Farkli
kiiltiirleri tanima isteginin turizm hareketliligine doniismesi ile olusan kiiltlir turizmi, alternatif
turizm tiirleri kapsaminda 6nemli bir yere sahiptir. Bu kapsamda, Soganli Vadisi’ nin kiiltiir turizmi
acisindan sahip oldugu giiclii ve zayif yonlerinin yan1 sira firsatlar ve tehditlerinin belirlenmesini

amaclayan bu arastirmada SWOT analizi yontemi uygulanmustir.

Yapilan analizler dogrultusunda, bolgenin giiclii yonleri, sahip oldugu dogal ve tarihi giizellikler,
bolgede yliriiyiis yapilabilecek alanlarin bulunmasi, vadinin Kapadokya bolgesine olan yakimligi,
bolgede bulunan peri bacalari, farkli kiiltiirlere ev sahipligi yapmis olmasindan dolay1 ¢esitli
medeniyetlerden izler tasimasi, bolgenin bakir yapida olmasi ve sahip oldugu kiiltiirel ¢ekicilikler,
birgok kiliseye ev sahipligi yaparken aym zamanda yerlesim yerlerinin var olmasi olarak
saptanmistir. Zayif yonleri ise bolgeye olan ulasim imkanlarinin siirli olmasi, bélgedeki turizm
tesislerinin yetersizligi, var olan turizm tesislerinin yetersiz olmasindan kaynaklanan tesis
pahalilig1, bilingsiz olarak gergeklestirilen restorasyon ve renovasyon calismalarmin bolgenin
orijinalligini olumsuz yonde etkilemesi, bolgenin tanmtimmin yetersiz olusu, bdlgede
zenginlestirilmig Uriin ve yan hizmetlerin yok denecek kadar az olmasi, bdlgeye varildiginda

rehberlik edecek egitimli kigilerin bulunmamasi olarak saptanmaistir.
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Soganli Vadisi’nin dis ¢evresine bagl goriilen firsatlari, bolgenin Kapadokya ile entegre edilerek
tanitilabilmesi, vadinin bolge ekonomisine katki saglamasi, tahrip edilmemis c¢ekiciliklerin
bulunmasi, diizenlenen balon turlari ile sunulan imkanlarin artmasi ve bolgenin dort mevsim
ziyaretcilere agik olmasi olarak tespit edilmistir. Tehditleri boyutunda ise, bolgenin tahribat riski ile
kars1 karsiya kalmasi riski, bolgenin glivenliginin saglanmamasindan dolay1 ziyaretcilerin tedirgin
olmasi, bolgede yeterli korumanin bulunmamasi, Kapadokya bolgesine yakin olusu ile Kapadokya
bolgesinin vadinin imajini zedelemesi ve tercih agsamasinda Oniine gegmesi, bdlge halkinin sahip
oldugu zenginligin farkinda olmaksizin bilingsiz davranmasi, ziyaretgilerin bolgenin tasima
kapasitesini goz ardi ederek ziyaretlerde bulunmasi, ziyaretgi yogunlugunun fazla olmasinin
beraberinde getirdigi cevre ve giriiltii kirliligi ve deformasyon sonucu bdlgenin dogalligini

yitirmesi gibi unsurlar tespit edilmistir.

Analizler dogrultusunda tespit edilen bu bulgular, Soganli Vadisi'nin kiiltiir turizmi agisindan
biiyiik bir potansiyel tasidigini, ancak bu potansiyelin tam anlamiyla degerlendirilebilmesi igin bir
dizi stratejik Onlemlerin alinmasi ve planlamalarin yapilmasi gerekliligini ortaya koymaktadir.
Bolgenin dogal ve kiiltiirel zenginlikleri, turistlerin ilgisini ¢ekmeye yeterli olsa da, altyapi
eksiklikleri, tanitim yetersizlikleri ve siirdiiriilebilirlik sorunlari, bélgenin potansiyelini engelleyen
onemli faktorlerdir. Bu durum, hem yerel yonetimler hem de turizm paydaslarinin, bdlgenin

siirdiiriilebilir kalkinmasi i¢in igbirligi yapmalarinin 6nemini ortaya koymaktadir.

Siirdiiriilebilir turizm ve ekoturizm ilkeleri ¢ercevesinde, Soganli Vadisi’nin hem korunmasi hem
de turizm potansiyelinden maksimum fayda saglanmasi gerekmektedir. Yatinm ve gelistirme
siireglerinin dogal ve kiiltlirel mirasi1 koruyarak yapilmasi, bolgenin turistik cazibesini artirirken,
bolgedeki yasam kalitesinin de siirdiiriilebilir olmasin1 saglayacaktir. Bu noktada, yerel halkin
bilinglendirilmesi, egitimli rehberlerin gdrevlendirilmesi, alt yapinin giiclendirilmesi ve tanitim
faaliyetlerinin artirilmasi gibi adimlar, bolgenin kiiltlir turizmi agisindan daha verimli

kullanilmasina olanak saglayacaktir.

Analizler dogrultusunda tespit edilen zayif yonler ve tehditlere yonelik planlama siireglerinin
kolaylastirilmasi ve stratejilerin gelistirilmesi noktasinda faydali olacagi diisiiniilen birtakim ¢6ziim
Onerilerinin sunulmasi, bu arastirmanin amaci kapsaminda yer almaktadir. Arastirma sonucunda

tespit edilen zayif yonler ve tehditlere iliskin gelistirilen ¢6ziim Onerileri su sekildedir:

Soganli Vadisi'nin turizm potansiyelini etkili bir bicimde degerlendirebilmek igin Oncelikle
bolgenin yapisal ve islevsel sorunlarina biitliinciil ¢oziimler gelistirilmesi gerekmektedir. Bu
baglamda, ulagilabilirligin kisitli olusu, turizm hareketliligini dogrudan etkileyen énemli bir engel
olarak 6ne ¢ikmaktadir. Bolgedeki ulasim altyapisinin giiclendirilmesi amaciyla yerel yonetimler

ile 6zel sektor arasinda isbirligi tesis edilmeli; yeni yol projeleri hayata gegirilmeli ve alternatif
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toplu tasima olanaklar1 gelistirilmelidir. Ayrica, belirli donemlerde diizenlenecek 6zel ara¢ ve tur

servisleriyle erisilebilirlik sorunu hafifletilebilir.

Turizm tesislerinin sayica yetersiz ve nitelik agisindan sinirli olmasi da bolgenin gelisimini sekteye
ugratan bir diger 6nemli faktordiir. Bu soruna yonelik olarak, hem konaklama hem de yeme-igme
altyapisinin yerel dokuyla uyumlu bi¢imde artirilmasi, ¢evresel ve kiiltiirel degerlerin korunmasina
oncelik veren bir yaklagimi gerektirmektedir. Tesislerin yiliksek maliyetli olmasi nedeniyle olusan
erigsim problemi ise fiyatlandirma politikalarinin yeniden diizenlenmesi ve yerel halkin siirece aktif

katilimiyla alternatif konaklama ¢dziimlerinin iiretilmesiyle dengelenebilir.

Bolgede yiiriitiilen restorasyon ve renovasyon c¢aligmalarinin tarihsel dokuya zarar vermemesi
adina, bu tiir miidahalelerin alaninda uzman profesyonellerce ve geleneksel malzeme kullanimina
sadik kaliarak gerceklestirilmesi biiylik 6nem tasimaktadir. Tanitim faaliyetlerinin yetersizligi ise

Soganli Vadisi’nin goriiniirliigiinii sinirlayan bir unsur olarak karsimiza ¢ikmaktadir.

Bu nedenle, dijital platformlar, sosyal medya araclar1 ve uluslararasi fuarlar araciligiyla bdlgenin
Ozglin degerlerini tanitan igerikler iiretilmeli; yerel yoOnetimler ve sektdr paydaslari isbirligi

icerisinde kapsamli kampanyalar olusturmalidir.

Turistik deneyimi zenginlestirecek yan hizmetlerin eksikligi de ziyaretgilerin ilgisini sinirlayan
unsurlar arasindadir. Bu noktada, yerel el sanatlarinin tesvik edilmesi, geleneksel mutfak
kiiltiiriiniin tanitilmasi ve kiiltiirel etkinliklerin yayginlastirilmasi, bdlgeye gelen turistlerin deneyim
cesitliligini artiracaktir. Rehberlik hizmetlerinin yetersizligi ise bilgi akiginda kopukluk
yaratmaktadir. Bu duruma karsilik, farkli dillerde hizmet verebilecek, bolgenin tarihi ve kiiltiirel

mirasina hakim sertifikali rehberlerin yetistirilmesi saglanmalidir.

Cevre bilincinin zayif olmasi da siirdiiriilebilir turizmin &niinde bir engel teskil etmektedir. Bu
ger¢evede, hem bolge halkina hem de ziyaretgilere yonelik bilinglendirme kampanyalar1 ve
cevresel farkindaligi artiracak egitim programlari hayata gegirilmelidir. Aymi sekilde, turistlerle
yerel halk arasindaki dil bariyerleri, etkili iletisimi ve hizmet sunumunu sekteye ugratmaktadir. Bu
sorunun ¢Oziimil i¢in turizmde calisan personele ve yore halkina yonelik yabanci dil egitimleri

tesvik edilmelidir.

Yerel katilimin diisiik olmasi, turizmin kalkinmaya yonelik etkilerini sinirlamaktadir. Bu nedenle,
halkin karar alma mekanizmalarina dahil edilmesi ve katilimc1 projelerin gelistirilmesi,
sirdiiriilebilir gelisme agisindan kritik 6neme sahiptir. Etnik ¢esitliligin turizme entegre
edilememesi ise potansiyel bir zenginligin géz ardi edilmesine yol agmaktadir. Bu baglamda,
kiiltiirel festivaller, el sanatlar1 sergileri ve yerel mutfak etkinlikleri aracilifiyla bolgenin ¢ok

kiiltiirlii yapis1 gortiniir kilmmalidir.
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Bolgenin ekolojik dengesinin bozulma riski, tasima kapasitesinin agilmasiyla daha da belirgin hale
gelmektedir. Bu baglamda, ziyaret¢i sayisinin kontrol altina alinmasi, randevu sistemlerinin
olusturulmasi ve belirli zaman araliklarinda ziyaret planlamalarinin yapilmasi 6nemlidir. Cevre
kirliliginin ~Onlenebilmesi icinse atik ydnetim sistemlerinin kurulmasi, geri doniisiim
uygulamalarinin yayginlagtirilmas: ve c¢evre dostu bilgilendirme materyalleriyle farkindaligin

artirilmasi gereklidir.

Dogal yapinin bozulmast ve deformasyon nedeniyle bolgenin 6zgiinliigiinii yitirmesi,
stirdiiriilebilirlige zarar vermektedir. Bu baglamda, yapilacak tiim fiziki miidahalelerin ekolojik
dengeyi gozeten denetim siireglerinden gegirilmesi, doga dostu turizm uygulamalariyla (ekoturizm,
doga yiiriiytisleri vb.) desteklenmesi gerekmektedir. Ayrica, kiiltiirel yozlagma riskine karsi,
bolgeye O6zgii degerlerin korunmasimi ve bu degerlerin turizm yoluyla tanitilmasini hedefleyen

projelerin hayata gegirilmesi 6nem arz etmektedir.

Acil durumlara miidahale kapasitesinin diisilk olmasi, hem turistlerin giivenligini hem de yerel
halkin yasam kalitesini tehdit etmektedir. Bu nedenle, saglik, giivenlik ve afet yonetimi gibi
alanlarda altyap1 giiclendirilmeli; bu konularda gorev alacak personelin egitimi saglanmalidir.
Bolgedeki yasam kalitesinin korunmasi adina ise saglik, egitim ve altyapi yatirimlarinin artirilmasi
elzemdir. Son olarak, sosyal huzursuzlugun oniine gecilebilmesi i¢in yerel halk ile turistler arasinda

kiiltiirel anlayis1 giiclendirecek ortak etkinliklerin diizenlenmesi, toplumsal uyumu tesvik edecektir.

Bilgi Notu
Bu caligmanin hazirlanmasi siiresince herhangi bir bireyden ya da kurumdan ayni ya da nakdi bir

yardim/destek alinmamustir.

Etik Onay1: Makalede ulusal ve uluslararasi arastirma ve yayn etigine uyuldugunu yazarlar beyan eder. Aksi
bir durumun tespiti halinde Catalhdyiik Uluslararasi Turizm ve Sosyal Arastirmalar Dergisinin hicbir
sorumlulugu olmayip, tiim sorumluluk makale yazarlarina aittir.

Etik Kurul Onay1: Bu ¢alisma igin Erciyes Universitesi Sosyal ve Beseri Bilimler Etik Kurulu’ndan 487
bagvuru numarasi ile etik kurul onay1 almistir.

Cikar Catismasi: Makalede herhangi bir ¢ikar ¢atigmasi ya da kazanct yoktur.

Arastirmacilarin Katki Orani: Calisma iki yazarmn katkisi ile hazirlanmigtir. Katki oranlari: 1. Yazar = %50,
2. Yazar= %50.
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Beynimizin Arka Sokaklari: Reklamin Bilincaltindaki izleri

GIRIS

Gilinlimiiziin tiiketim odakli toplumunda reklamcilik bireylerin karar alma siire¢lerini, inang sistemlerini
ve davraniglarini yonlendiren temel etkenlerden biri haline gelmistir. Giinliik yasamin ayrilmaz bir
parcasi olan reklamlar, bireyleri bilingli oldugu kadar bilingdis1 diizeyde de etkilemekte ve onlarin
diisiinsel cercevelerini sekillendirmektedir. Reklamciligin bilingalti {izerindeki etkileri ozellikle
pazarlama, psikoloji ve iletisim alanlarinda giderek daha fazla arastirilmakta olup, bu etkilesimin
arkasindaki mekanizmalarin anlagilmasi biiyiik bir dnem tagimaktadir.

Bilingalt: reklamcilikla ilgili literatiirde hala dnemli bosluklar bulunmaktadir. Oncelikle bilingaltl
mesajlarin tiiketici davranislart tizerindeki etkilerinin daha giivenilir 6l¢iim araglariyla daha net bir
sekilde incelenmesi gerekmektedir. Ayrica, cesitli kiiltiirel baglamlarda bilingalti reklamciligin
algilanis1 ve etkisi iizerine daha fazla arastirma yapilmalidir. Dijital platformlarda yapilan bilingalti
reklamciligin etkinligi de halen yeterince arastirilmamistir ve bu alandaki gelismelerin takibi 6nemlidir.
Etik boyutlar da 6nemli bir bosluk olusturmakta, bilingalt1 reklamlarin tiiketici manipiilasyonu ile iliskili
olarak smirlarimin netlestirilmesi gerekmektedir. Ayrica bilingalti reklamlarin uzun vadeli etkileri,
Ozellikle markalarla kurulan baglar ve tiiketici sadakati {izerine daha fazla arastirma yapilmalidir.
Noropazarlama yontemleri kullanilarak bilingalti reklamlarin beyindeki etkileri daha derinlemesine
incelenmeli, demografik faktorlerin reklam tepkilerine etkisi arastirilmalidir. Bunun yaninda bilingalt
reklamcilikla ilgili regiilasyonlar ve sosyal sorumluluk projeleri kapsaminda yapilan reklamlara dair
daha fazla literatiir gelistirilmelidir. Bu bosluklar, bilingalti reklamcilikla ilgili mevcut aragtirmalari
tamamlayacak ve alandaki bilgiyi genisletecek potansiyele sahiptir. Bu ¢aligma, reklamciligin bilingalt
iizerindeki etkilerini kapsamli bir sekilde ele almay1 amaglamakta ve reklam stratejilerinin bireylerin
diisiinceleri, inanglar1 ve davranislar iizerindeki roliinii incelemektedir. Calismanin temel sorularindan
biri, reklamlarin bilingaltina nasil niifuz ettigi ve bu siireglerin bireysel karar alma mekanizmalarini nasil
yonlendirdigidir. Reklamciligin tarihsel gelisimi baglaminda degerlendirildiginde, teknolojik
ilerlemeler ve dijital medyanin yiikselisiyle birlikte reklamcilarin tiiketicilere ulasmak icin ¢ok daha
sofistike yontemler gelistirdigi gozlemlenmektedir. Dolayisiyla bu arastirma, reklam stratejilerinin
bilingalt1 diizeydeki etkilerini anlamaya yonelik 6nemli ¢ikarimlarda bulunmay1 hedeflemektedir.

Ayrica reklamciligin bireylerin psikolojik iyi olusu {izerindeki etkileri de ¢alismanin bir diger 6nemli
boyutunu olusturmaktadir. Gergek¢i olmayan giizellik standartlarini, materyalist degerleri ve aninda
tatmini tesvik eden reklam igeriklerinin siirekli maruz kalinmasi, bireylerin ruh saglig1 iizerinde olumsuz
etkiler yaratabilmektedir. Bu dogrultuda g¢aligmada reklamlarin psikolojik sonuglari ele alinarak,
potansiyel olumsuz etkilerin azaltilmasina yonelik stratejiler gelistirilmesi amaglanmaktadir.

Problemin o©nemi bilingalti reklamciligin potansiyel olarak etik sorunlar yaratmasi, tiiketici
manipiilasyonuna yol a¢mast ve uzun vadede tiiketici giivenini zedelemesi gibi faktorlerden
kaynaklanmaktadir. Literatiirde yapilan birgok arastirma bilingalti mesajlarin tiiketici davraniglari
iizerindeki etkilerini incelemis ve farkli psikolojik ve bilissel siireglerin bu etkilesimde rol oynadigini
ortaya koymustur.

67



Catalhoyuk International Journal of Tourism and Social Research | E-ISSN: 2548-0588

Caligma, reklamciligin bilingalt1 {izerindeki etkilerini, kullanilan stratejileri ve ortaya ¢ikan sonuglar
cok yonlii bir bakis agisiyla ele alarak, bireylerin bu mesajlara karsi daha elestirel ve bilingli bir yaklagim
gelistirmelerine katki saglamay1 hedeflemektedir. Reklamcilik alanindaki bu derinlemesine inceleme
hem akademik literatiire katki sunmay1 hem de toplumsal farkindalig1 artirmay1 amaglamaktadir.

SUBLIMINAL REKLAMCILIGA GENEL BAKIS

Tiiketici davramisini etkilemek igin bilingli alg1 esiginin altindaki uyaricilarin kullanilmasi olarak
tanimlanan bilingalt1 reklamciligin 20. yilizyilin ortalarina kadar uzanan zengin bir ge¢misi vardir.
"Subliminal” terimi Latince alt anlamina gelen "sub" ve esik anlamina gelen "limen" kelimelerinden
gelmektedir.

Arastirmacilar ilk olarak reklamlardaki gizli mesajlarin tiiketicilerin farkinda olmadan secimlerini
etkileyebilecegi iddiasiyla bu fenomene ilgi duymaya baslanmislardir. ilk 6rneklerin en {inliilerinden biri,
1957 yilinda James Vicary tarafindan yapilan ve bir film sirasinda "Patlamig Misir Ye" ve "Coca-Cola
I¢" ifadelerinin yanip sénmesiyle bu iiriinlerin satisinin artt1g1 iddia edilen deneydir, ancak bu deneyin
gecerliligi genis ¢apta tartisilmaktadir (Soomro, 2018).

Bireylerin siirekli reklamlara maruz kalmalari, tutumlariyla celisen ikna edici iletilere karsi direng
gelistirmelerine neden olmakta ve bu durum, siradan reklamlarla bir {iriiniin satin alinmasini saglamak,
bir diislinceyi benimsetmek ya da bir davranisi yonlendirmek siireclerini giderek zorlastirmaktadir
(Koger ve Ozsoy, 2017). Golgelenmis ya da maskelenmis cevresel uyaricilar bigiminde tanimlanan
bilingalt: reklamcilikta (Onel ve Kaplanoglu, 2023) kodlanan mesajin algilanmasi insanlar igin gii¢
olmakla birlikte gizlenmis resimler, kelimeler ya da sesler araciligiyla (Yaman ve Satici, 2022)
mesajlara kisa siireli gorsel ipuglarmin konulmast ve diisiik hacimli isitsel mesajlarin dahil edilmesi
hedef kitlenin bilingaltinda etki yaratmay1 amaglamaktadir.

Reklamcilikta kullanilan bilingaltt mesajlar, biling ve algiyr dis uyaranlari kullanarak etkilemeye
calistigindan noéropazarlama ile ayn1 anlamda kullanilir (Bacaksiz, 2024). Reklamcilar, bilingli zihin
tarafindan hemen goriilemeyen ancak bilincaltinda algilanabilen goriintiileri veya kelimeleri stratejik
olarak bir reklamin iine yerlestirebilir. Ornegin bir igecek reklami, cazip bir gériintiiniin hizli bir sekilde
yanip sOnmesini veya susuzluga isaret eden zar zor duyulabilen bir fisiltiy1 icerebilir. Bu yontemler,
tiikketicilerin bilingalt1 arzularina dokunmay1 ve rasyonel karar verme siirecini atlayarak satin alma gibi
belirli eylemleri tesvik etmeyi amaglamaktadir (Sofi vd., 2018).

Bilingalt1 reklamciligin kullanimi 6nemli yasal ve etik kaygilar1 beraberinde getirmektedir. Yasal agidan
bakildiginda, pek ¢ok iilkede bilingalt1 tekniklerinin kullanimini yasaklayan ve bunlar1 aldatici
reklamcilik olarak degerlendiren diizenlemeler bulunmaktadir. Etik a¢idan bu uygulama tartigmalidir
clinkii tiiketicileri ac¢ik rizalar1 olmaksizin manipiile ederek bireysel 6zerklik ve secim Ozgiirliiglinii
potansiyel olarak ihlal etmektedir. Elestirmenler, bilingaltt mesajlarin reklamlarin giivenilirligini
zedeleyebilecegini, zira tiiketicilerin bu gizli etkilerin farkina varmalar1 halinde kendilerini aldatilmig
hissedebileceklerini savunmaktadir (Soomro, 2018). Buna ek olarak, etik reklamcilik uygulamalari,
bilingalt1 tekniklerinin dogas1 geregi sahip olmadig: seffaflik ve diiriistliik ¢cagrisinda bulunmakta ve
pazarlamacilarin ahlaki sorumluluklart hakkinda daha genis tartismalara yol agmaktadir (Goncalves vd.,
2024).

Bilingalt1 reklamecilik, tiiketicilerin bilingli farkindaliklarinin 6tesinde, zihinsel siiregleri etkileyerek
davranislarini sekillendirmeyi amaglayan bir pazarlama stratejisidir. Bu strateji, 6zellikle reklamlarda
kullanilan gizli mesajlarin, tiiketicilerin satin alma kararlarimi1 ve marka algilarini nasil etkiledigini
anlamaya yonelik 6nemli bir aragtirma konusu haline gelmistir.
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SUBLIMINAL REKLAMCILIGIN ARKASINDAKI PSIKOLOJIK MEKANIiZMALAR

Bilingalti mesajlar beyin tarafindan genellikle bilingli zihnin algilayamayacagi sekillerde algilanirc
ancak karar verme siire¢lerimizi onemli Olc¢iide etkilerler. Bilingli olarak fark edilebilen ve
degerlendirilebilen agik reklamlarin aksine bilingalti mesajlar bilingli farkindalik esiginin altinda ¢aligir
(Ahmadi ve Akbari, 2023). Bu mesajlar reklamlara yerlestirildiginde, beynin rasyonel boliimlerini
atlayip bilingaltin1 hedef alarak reklam igeriginin otomatik ve genellikle elestirel olmayan bir sekilde
kabul edilmesine yol acacak sekilde tasarlanirlar (Dogan vd., 2022). Bu bilingalt1 algilama siireci, beynin
bilingli farkindalik olmaksizin uyaranlar1 algilama ve isleme yetenegini icermekte ve bilingli algt
diizeyine ulagsmayacak kadar kisa veya silik bir sekilde sunulan gdriintiiler, sesler veya kelimeler gibi
ince ipuclarinin giiciinden yararlanmaktadir. Bu olgu bireylerin bilingli olarak bu bilingaltt mesajlarin
farkinda olmadiklarinda bile davranis ve tercihlerinin bunlardan etkilenebilecegini gdsteren
arastirmalarla desteklenmektedir (Soomro, 2018).

Bilingalt1 reklamciligin bilingalt1 zihin {izerindeki etkisi derindir ¢iinkii birey etkinin farkinda olmadan
tiketici davramigimi  sekillendirebilir.  Aragtirmalar bilingalti mesajlarin  duygusal tepkileri
tetikleyebildigini ve derinlerde yatan arzu ve korkulara dokunarak tiiketici kararlarim
yonlendirebildigini gdstermistir (Kathait vd., 2024). Ornegin olumlu duygularla iliskili bilincalt1 ipuglar
bir {irlinlin cazibesini artirabilirken, olumsuz duygularla baglantili olanlar tiksinti yaratabilir. Bu
reklamcilik bigimi, beynin bilingalt1 diizeyde bilgi isleme yeteneginden faydalanarak diisiinceleri ve
eylemleri ince ama giiclii yollarla etkilemektedir. Bu gizli mesajlara daha duyarli olan bilingalt1 zihin,
tiketicinin agik¢a farkina varmadan belirli markalar1 tercih etmeye veya belirli satin alma kararlar
vermeye yonlendirilebilir (Ahmadi ve Akbari, 2023). Bu durum, bilingalt1 reklamciligin, tiiketici
tercihlerini ustaca yonlendirmeyi amaglayan pazarlamacilar igin bir ara¢ olarak giiciiniin altim
cizmektedir.

Cesitli psikolojik teoriler bilingalt1 reklamlarin tiiketici davraniglar iizerindeki etkisini agiklamaktadir.
En 6nde gelen teorilerden biri, bilingalt1 bir uyariciya maruz kalmanin zihindeki ilgili kavramlar aktive
edebilecegini ve boylece bilingli farkindalik olmadan sonraki davranis ve yargilar etkileyebilecegini
one siiren Priming Etkisidir (Suresh ve Tandon, 2018). “Ortiik Cagrisim” olarak ifade edebilecegimiz
priming etkisi, bireyin bir uyariciya maruz kalmasiyla hafizasindaki belirli bir kavramin farkinda
olmaksizin etkinlesmesi ve bu etkinlesmenin sonraki algi, yargilama ve davraniglarini bilingdis1 bir
sekilde yonlendirmesi seklinde tezahiir eder. Konuyla ilgili bir diger teori de bir uyariciya tekrar tekrar
maruz kalmanin -maruz kalma bilingalt1 diizeyde gergeklesse bile- bireyin bu uyariciya yonelik tercihini
artirdigini 6ne siiren Salt Maruz Kalma Etkisidir. Yani bir kisinin belirli bir uyarana, kisi veya nesneye
tekraren maruz kalmasinin o uyarani daha olumlu bir sekilde algilamasina neden olacagini varsayan bir
fenomendir. Buna ek olarak otomatik ve kontrollii isleme arasinda ayrim yapan Cift Siirecli Bilis Teorisi,
bilingalti mesajlarin bilingli incelemeyi nasil atlayabilecegini ve otomatik, bilingalt1 siiregleri dogrudan
nasil etkileyebilecegini anlamak i¢in bir ¢ergeve saglar (Dogan vd., 2022). Bu teoriler, bilingalti
reklamciligin bilingli farkindalik seviyesinin altinda c¢aligarak tiiketici davranigini nasil ustaca
yonlendirebilecegini ve boylece satin alma kararlar1 lizerinde giiglii ve genellikle fark edilmeyen etkiler
yaratabilecegini toplu olarak géstermektedir.

ARASTIRMA METODOLOJISI

Bilingalt1 reklamlarin tiiketici davranmiglar1 {izerindeki etkilerini inceleyen caligmalarda deneysel
tasarimlar énemli bir rol oynamaktadir. Yaygin tasarimlardan biri, katilimcilarin bilingalti mesajlar
igeren reklamlara maruz birakildigi kontrollii laboratuvar ortamlarini igerir. Bu tasarimlar genellikle
karsilagtirmali bir temel olusturmak i¢in bilingalti igerigi olmayan reklamlar1 goriintiileyen bir kontrol
grubu igerir. Bu tiir deneysel diizenekler, arastirmacilarin bilingalt1 uyaricilarin tiiketici kararlar1 ve
tutumlan {izerindeki spesifik etkisini izole etmelerini saglar. Ayrica, bazi ¢aligmalarda farkli katilimer
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gruplarimin farkh diizeylerde bilingalti mesajlara maruz birakildigi ve boylece etkilerinin daha incelikli
bir sekilde anlasilmasina olanak taniyan denekler arasi tasarimlar kullanilmaktadir (Alsharif vd., 2022).

Bilingalt1 reklam arastirmalarinda veri toplama teknikleri cesitlidir ve tiiketici davranisindaki ince
degisiklikleri yakalamak i¢in 6zel olarak tasarlanmistir. Anketler ve soru formlari, katilimcilarin maruz
kaldiklar1 reklamlara yonelik algilar1 ve tutumlari hakkinda kendi bildirdikleri verileri toplamak igin
yaygin olarak kullanilmaktadir. Bununla birlikte, 6z-raporlamanin sinirlamalarini hafifletmek icin,
bircok caligma goz izleme ve norogdriintilleme gibi gelismis yontemleri igermektedir. G6z izleme
teknolojisi bir reklamin hangi béliimlerinin en ¢ok dikkat ¢ektigini anlamaya yardimci olurken, fMRI
ve EEG gibi norogoriintiileme teknikleri tiiketici tepkilerinin altinda yatan noral siireclere iliskin i¢gorii
saglamaktadir (Adhikari, 2023). Bu sofistike yontemler, bilingaltt mesajlarin davranislar1 nasil
etkiledigine dair daha objektif ve kapsamli bir anlayis sunmaktadir.

Bilingalt1 reklam g¢aligmalarinda kullanilan analiz yontemleri, toplanan verilerin dogru bir sekilde
yorumlanmasi agisindan biiyiik 6nem tagimaktadir. Bilingaltt mesajlar ile tiiketici davranislar1 arasindaki
iligkilerin anlamliligim1 ve giiciinii belirlemek i¢in kullanilan istatistiksel teknikler yaninda tematik
analiz ve icerik analizi gibi nitel yontemler de bazen acik uglu anket yanitlarini ve miilakat verilerini
yorumlamak i¢in kullanilmaktadir. Bu analitik yaklagimlar toplu olarak arastirmacilarin bilingalti
reklamciligin etkinligi ve etik sonuglar1 hakkinda saglam sonuglar ¢ikarmasini saglayacaktir (Goncalves
vd., 2024).

Konu ile ilgili yapilan aragtirma bulgulan arasindaki farkliliklar, arastirmacilar tarafindan kullanilan
cesitli metodolojileri ve analitik cergeveleri yansitmasi agisindan dikkat ¢ekicidir. Soomro (2018)
arastirmasinda, bilingalti reklamciligin biligsel ve psikolojik yonlerine odaklanmakta ve ince mesajlarin
tiiketici farkindaligi ile karar verme siiregleri iizerindeki etkisini incelemektedir. Caligmada hem nitel
hem de nicel yontemleri bir araya getirilerek genis bir arastirma yelpazesi sunulmakta ve pazarlama ile
pazarlama dis1 profesyonellerin farkli bakis agilart vurgulanmaktadir. Buna karsilik Sola vd., (2024) bu
reklamlarin tiiketici davraniglart tizerindeki bilingalt1 etkisini degerlendirmek ig¢in ndropazarlama
tekniklerini iceren daha disiplinler arasi yaklagimlara yer verme egilimindedir. Bu farkliliklar, her
arastirmacinin bilingalti reklamciligin etkilerinin farkli yonlerine 6ncelik verebileceginden, arastirma
sonuclarint yorumlarken yazarin bakis acisimi ve odak noktasimi dikkate almanin O6nemini
vurgulamaktadir. Literatiir incelendiginde ortak temalar ve farkliliklar ortaya ¢ikmaktadir. One gikan
temalardan biri, hem pazarlama hem de pazarlama disi profesyonellerin reklamlardaki bilingalti
mesajlar1 genellikle benzer sekilde algiladiklar1 yoniindeki fikir birligidir (Soomro, 2018). Ancak, bu
algilarin tiiketici davranisini ne dlgiide etkiledigi konusunda farkliliklar ortaya ¢ikmaktadir. Ornegin,
bazi ¢alismalar bilingalt1 reklamlarin satin alma kararlar1 iizerindeki etkisinin, tiiketiciler bilingalt
icerigin farkinda olmadiginda daha belirgin oldugunu vurgulamaktadir (Alsharif vd., 2022). Digerleri
ise bu tiir tekniklere iliskin farkindaligin siiphecilige ve etkinligin azalmasina yol agabilecegini
savunmaktadir (Sur, 2015). Bu geliskili bulgular bilingalt1 reklamciligin arkasindaki mekanizmalar
hakkinda kapsamli bir anlayis olsa da, gercek sonuglarin baglama ve hedef kitleye bagli olarak énemli
Olciide degisebilecegini gostermektedir.  Arastirmalardan elde edilen bulgularin gilivenilirligi ve
yorumlanisi, kullanilan metodolojik yaklasimlara ve calismanin dayandigi bilimsel cerceveye baglh
olarak degisiklik gosterebilmektedir. Geleneksel pazarlama arastirmalari, tiiketici davranisinin tiim
yonlerini kapsaml bir sekilde agiklamakta yetersiz kalabilir ve belirli sorulara tam anlamiyla yanit
saglayamayabilir. Bu nedenle reklamcilar bilingaltina dokunan bir strateji (Fugate, 2007) olan
noropazarlama gibi yenilik¢i teknikleri i¢eren arastirma bulgulari (Alsharif vd., 2022) daha etkili reklam
kampanyalar olusturmak ve tiiketicilerle duygusal bag kurmak amaciyla kullanilabilir (Grill ve Sinhg,
2022). Bunun yaninda ndropazarlama tekniklerinin tiiketiciler {izerinde ciddi olumsuz etkilerine vurgu
yapan c¢alismalarda mevcuttur (Orzan vd., 2012). Calismalardaki bu metodolojik cesitlilik, bilingalti
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reklamciligin tiiketici davraniglar {izerindeki etkilerini incelerken aragtirma bulgularinin elestirel bir
perspektifle degerlendirilmesi gerekliligini ortaya koymaktadir.

BULGULAR

Farkli demografik gruplar arasindaki farkindalik diizeyleri, bilingalti reklamciligin nasil algilandigina
dair ilgi ¢ekici bilgiler ortaya koymaktadir. Ornegin, arastirmalar, hem pazarlama hem de pazarlama dist
profesyonellerin farkli dogruluk derecelerinde de olsa reklamlara yerlestirilmis bilingalt1 mesajlari tespit
edebildigini gostermektedir (Soomro, 2018). Bu durum, pazarlama profesyonellerinin genellikle bu ince
ipuclarma daha uyumlu olmasiyla birlikte, farkindalik diizeylerinde bir esitsizlik oldugunu
vurgulamaktadir. Yas da 6nemli bir rol oynamaktadir, zira gen¢ demografik gruplar dijital medyaya
sikca maruz kaldiklar i¢in bilingalti mesaj tekniklerinin daha fazla farkinda olma egilimindedir. Buna
karsilik, daha yasl nesiller bu teknikleri o kadar kolay fark edemeyebilir; bu da tiim yas gruplarinda
farkindalig1 artirmak icin hedefli egitim kampanyalarina ihtiya¢ duyuldugunu gostermektedir.

Farkindaligin bilingalt1 reklamlara karsi duyarlilik iizerindeki etkisi derindir. Arastirmalar, yiliksek
farkindalik diizeyine sahip bireylerin, igerigi elestirel bir gozle degerlendirebildikleri ve manipiilatif
niyetleri fark edebildikleri i¢in bilingalti mesajlardan etkilenme olasiliklarinin daha diisiik oldugunu
gostermektedir (Soomro, 2018). Buna karsilik, farkindaligi daha diisiik olan kisiler daha duyarl
olmakta, davranislarini ve satin alma kararlarii genellikle bilingaltinda kendilerine sunulan bilingalt1
ipuclartyla uyumlu hale getirmektedir. Bu duyarlilik 6zellikle pazarlama kavramlarina veya dijital
okuryazarliga siirli maruz kalan demografik gruplar arasinda daha belirgindir ve bilingalti
reklamciligin etkilerini azaltmada tiiketici egitiminin 6neminin altin1 ¢izmektedir.

Cesitli vaka c¢aligmalari, bilingaltt reklameciliga iliskin tiiketici farkindaliginin degisen diizeylerini
gostermektedir. Kayda deger bir ¢alisma, TV reklamlarindaki bilingalti mesajlarin tiiketici davranist
tizerindeki etkisini incelemis ve farkindaligin tiiketici tepkisini énemli Ol¢iide degistirdigini ortaya
koymustur (Sofi vd., 2018). Bilingalti mesajlarin varligindan haberdar olan katilimcilar, haberdar
olmayanlara kiyasla daha siipheci hissettiklerini ve reklamlardan daha az etkilendiklerini bildirmislerdir.
Sosyal medya reklamlarina odaklanan bir bagka vaka ¢alismasi ise tiiketici algilarinin ve farkindaliginin
tutumlarin1 davraniglarini ve satin alma niyetlerini dogrudan etkiledigini ortaya koymustur (Talih
Akkaya vd., 2017). Bu vaka c¢aligmalari, farkindaligin tiiketici davranisimi sekillendirmedeki kritik
roliiniin altin1 ¢izmekte ve reklam uygulamalarinda seffafliga duyulan ihtiyaci vurgulamaktadir.

Bilingaltt mesajlar nedeniyle marka tercihinde meydana gelen degisiklikler ¢cok sayida arastirmanin
odak noktasi olmustur. Dijital devrimin ilerlemesi ve internetin artan varligi, geleneksel tiiketici karar
verme siirecinin tim asamalarindaki giic dinamikleri iizerinde O6nemli bir etkiye sahip olmustur.
Arastirmalar, bilingaltt mesajlarin tiiketicinin marka tercihini bilingli farkindalig1 olmaksizin incelikli
bir sekilde degistirebildigini gostermektedir. Bunun nedeni, bu mesajlarin genellikle tiiketicinin anlik
dikkatini atlayacak ancak yine de bilingaltim etkileyecek sekilde reklamlara yerlestirilmis olmasidir
(Borovac Zekan ve Zekan, 2022). Ornegin, bir ¢alisma, bir marka logosuna kisa bir siire maruz kalmanin
bile, bilingalt1 olarak sunuldugunda, o markaya yonelik olumlu duygularda énemli bir artisa yol
acabilecegini ortaya koymustur (Suresh ve Tandon, 2018). Bu olgu, tiiketicilerin bu gizli ipuglarina
dayanarak belirli markalar i¢in digerlerine gore bir tercih gelistirebilecegini gostermektedir. Bu tiir
bulgular, tiiketici tercihlerini incelikli ancak etkili bir sekilde etkilemek i¢in ince mesajlarin stratejik
olarak nasil kullanilabilecegine dair iggdriiler sagladigindan pazarlamacilar igin kritik 6neme sahiptir
(Soomro, 2018).

Bilingalt1 reklamciligin {irlin se¢imi ve satin alma niyetleri tizerindeki etkisi, odaklanilan bir diger kritik
alandir. Arastirmalar, bilingalti mesajlarin tiiketicilerin anlik {irlin se¢imlerini ve bu iiriinleri satin alma
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niyetlerini 6nemli &lgiide etkileyebilecegini gostermistir. Ornegin, TV reklamlarindaki bilingaltt
mesajlarin etkisini inceleyen bir ¢alisma, bu mesajlarin tiiketicilerin reklami yapilan tirlinlere yonelik
tutum ve davramiglarini degistirebilecegini ortaya koymustur (Sofi vd., 2018). Satin alma niyeti
tizerindeki bu etki, iriinle ilgili olumlu ¢agrisimlarin bilingaltinda biitiinleserek {irlinii satin alma
arzusunun artmasina yol agmasina baglanabilir. Bilingalti mesajlarin tiiketici davranigini bu kadar
dogrudan etkileyebilmesi, bu reklam tekniginin pazar dinamiklerini sekillendirme potansiyelinin altin1
cizmektedir (Borovac Zekan ve Zekan, 2022).

Bilingalt1 reklamlarin tiiketici davranislar1 iizerindeki uzun ve kisa vadeli etkisi siiregelen bir tartisma
konusudur. Bazi caligmalar, bilingaltt mesajlarin etkisinin 6ncelikle kisa vadeli oldugunu, anlik
secimleri ve tercihleri etkiledigini 6ne siirerken, digerleri potansiyel uzun siireli etkileri savunmaktadir.
Ornegin, arastirma bulgulari, bilingalti mesajlarin anlik etkisi daha belirgin olsa da, tekrarlanan
maruziyetin tliketici tutum ve davranislarinda daha kalic1 degisikliklere yol acabilecegini gostermektedir
(Soomro, 2018). Bu durum o6zellikle marka sadakati agisindan 6nemlidir; zira siirekli ve ince mesajlar
tiikketicinin belirli bir markay1 tercih etmesini kademeli olarak pekistirebilir. Bilingalti reklamciligin
zamansal dinamiklerini anlamak, etkili uzun vadeli stratejiler gelistirmeyi amaglayan pazarlamacilar
i¢cin ¢ok onemlidir (Kathait vd., 2024).

Bilingalti reklamlarin aligveris davraniglari tizerindeki etkisi, onemli etkileri ortaya ¢ikaran kapsamli bir
arastirma konusu olmustur. Calismalar, TV reklamlarindaki bilincaltt mesajlarin, tiiketicileri,
uyaricilarin farkinda olmasalar bile, diirtiisel satin alimlar yapmaya hazirlayabildigini gostermektedir
(Sofi vd., 2018). Bu etki, ozellikle bilingaltt mesajlarin tiiketicinin énceden var olan arzulari veya
ihtiyaglar1 ile uyumlu oldugu baglamlarda belirgindir. Ornegin, gece ge¢ saatlerde izlenen bir film
sirasinda gosterilen bir atistirmalik markasina iligkin bilingalti mesaj, planlanmamis bir satin almay1
tetikleyebilir. Bu bulgular, tiiketicilerin alisveris davranislarin1 degistirebilen bilingalt1 tetikleyicileri
anlamanin énemini vurgulamakta ve pazarlamacilar igin giiglii bir arag haline getirmektedir.

Bilingalti reklamlar nedeniyle tiiketim kaliplarinda meydana gelen degisiklikler de bir diger kritik
arastirma alanidir. Aragtirmalar, bilingalt1 ipuglar reklamlara yerlestirildiginde, tiikketicileri daha saglikli
veya daha siirdiiriilebilir se¢imlere dogru ince bir sekilde yonlendirebildiklerini gdstermektedir
(Soomro, 2018). Ornegin, gida kampanyalar1 abur cubur yerine sebze ve tam tahillari tesvik eden
bilingalti mesajlar igeriyorsa, bu durum beslenme aliskanliklarinda kademeli bir degisime yol acabilir.
Bu tiir bulgular, niifus diizeyinde beslenme davranislarini iyilestirmeyi amaglayan halk sagligi
kampanyalar1 i¢in ¢ok onemlidir. Ayrica bu yaklasim, daha diisiik karbon ayak izine sahip iiriinlerin
tercih edilmesi gibi daha gevre dostu tiiketim kaliplarini tesvik etmek i¢in de kullanilabilir.

Bilingalt1 reklamciligin marka sadakati tizerindeki etkisi derindir ve genellikle daha giiglii ve daha kalic
bir tiiketici-marka iligkisiyle sonuclanir. Arastirma bulgulari, bilingalti mesajlarin tiiketicinin bir
markayla olan duygusal bagim giiclendirerek sadakati artirabilecegini gostermektedir (Kathait vd.,
2024). Bu, zamanla tiiketicinin tercihini ve tekrarlanan satin alma davranisini saglamlastiran markayla
baglantili olumlu ¢agrisimlar1 ve anilari ince bir sekilde giiglendirerek elde edilir. Ayrica, bu teknik
Ozellikle marka farklilastirmasinin ¢ok 6nemli oldugu rekabetci pazarlarda etkili olabilir. Markalar,
olumlu bilingalt1 ipuclar1 yerlestirerek, rakiplerin cazibesine daha az duyarli olan sadik bir miisteri tabani
olusturabilir.

Bilingalt1 reklamciligin kullanimini ¢evreleyen etik kaygilar cok yonliidiir. Etik olup olmadig: tartismali
olan bu yontem, iiriin ve hizmetlerin tanitimi1 ve satig1 amaciyla iletisimciler tarafindan uzun siiredir
gozlemlenmekte ve giderek daha yaygm bir sekilde kullanilmaktadir (Onel ve Kaplanoglu, 2023).
Bilingalti mesajlar dogalar1 geregi, tiiketicilerin bilingli farkindaliklar1 olmaksizin davranmislarini
etkilemek iizere tasarlanmis olup, 6zgiir iradenin manipiile edilmesine iligkin dnemli sorular1 giindeme
getirmektedir. Pazarlama uzmanlari, bilingalti reklamciligin psikolojik zayifliklan istismar ederek
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tiikketicilerin tam olarak bilgilendirilmis olsalardi vermeyecekleri kararlar1 almalarina yol acabilecegine
dair endiselerini dile getirmislerdir (Soomro, 2018). Iknanin bu gizli bigimi, tiiketiciler bu tiir taktiklerin
farkina vardiklarinda kendilerini aldatilmis hissedebileceklerinden, tiiketiciler ve markalar arasindaki
giiveni sarsabilir.

Diizenleyici cerceveler ve kilavuz ilkeler, bilingalti reklamciligin etik sonuglarinin ele alinmasinda
biliyiik 6nem tagimaktadir. Cesitli iilkeler reklam uygulamalarini denetlemek i¢in diizenlemeler
olusturmustur, ancak bu ydnergelerin uygulanmas1 ve netligi biiyiik dlciide degisebilir. Ornegin, bazi
yargt bolgeleri bilingalt1 reklamcilig1 agikca yasaklarken, digerleri kapsamli politikalardan yoksundur
ve istismara agik gri bir alan birakir (Goncalves vd., 2024). Diizenleyici kurumlar, seffaflig1 saglayarak
ve tiiketici haklarini koruyarak isletmelerin ve tiiketicilerin ¢ikarlarin1 dengelemeye ¢alismalidir. Agik
kurallar, pazarlama uygulamalarinin etik standartlar ve tiiketici koruma yasalariyla uyumlu olmasinm
saglayarak bilingalt1 reklamciligin ortaya ¢ikardig etik ikilemleri azaltmaya yardimci olabilir.

Bilingalt1 reklamcilig1 ¢evreleyen kamuoyu algis1 ve tartigmalar, bu pazarlama taktiginin daha genis
toplumsal etkilerini vurgulamaktadir. Genel kamuoyu, mahremiyetin ihlali ve manipiilasyon algisi
nedeniyle bilingalt1 reklamciliga genellikle siiphe ve tedirginlikle bakmaktadir. Arastirmalar, hem
pazarlama hem de pazarlama dis1 profesyonellerin bu endiseleri paylastigini gdstermistir ki bu da ilgili
etik sorunlarin yaygin bir sekilde kabul edildigine isaret etmektedir (Soomro, 2018). Tartigma, ana akim
reklamlarda bilingalt1 mesajlarin kullanildigini ortaya koyan yiiksek profilli vakalar ve medyada yer alan
haberlerle daha da alevlenmistir Bu kamuoyu incelemesi, bilingalti reklam stratejilerinin
uygulanmasinda daha fazla seffafliga ve etik degerlendirmeye duyulan ihtiyacin altini ¢izmektedir.

Bilingalt1 reklameciligin pazarlama stratejilerinde uygulanmasi, ince ancak etkili dogas1 nedeniyle ilgi
gormiistiir. Sirketler, niyetlerini agikca belli etmeden tiiketici davranislarini etkilemek icin reklamlarina
giderek daha fazla bilingalti mesajlar yerlestirmektedir. Bu teknik, izleyicinin kararlarini bilingaltinda
etkileyebilen bir video reklamda kisa bir siire yanip sonen kelimeler veya goriintiiler gibi cesitli
sekillerde goriilebilir (Soomro, 2018). Pazarlamacilar bu gizli ipuglarini kullanarak izleyicileriyle daha
derin bir duygusal bag kurmay1 amaglamaktadir. Bu yontem tiiketicinin bilingaltina dokunarak markanin
daha giiclii bir sekilde hatirlanmasini ve nihayetinde satiglarin artmasini saglar. Ayrica, ndéropazarlama
ilkelerinin kullanilmasi, sirketlerin satin alma davramisini yonlendiren altta yatan psikolojik
tetikleyicileri anlayarak stratejilerine ince ayar yapmalarina olanak tanir (Ercan ve Kabake1, 2019).
Sonug olarak, bilingalt1 reklamciligin stratejik olarak uygulanmasi, kalabalik pazarda rekabet avantaji
saglayabilir.

Cesitli vaka ¢aligmalari, cesitli sektorlerde bilingalti reklam kampanyalarinin  basarisini
vurgulamaktadir. Ornegin, biiyiik bir fast-food zinciri tarafindan yiiriitiilen kayda deger bir kampanyada,
daha saglikli menii seceneklerini tanitmak icin bilingaltt mesajlar kullanilmig ve bunun sonucunda
tiiketici tercihlerinde 6nemli bir degisim yasanmistir (Soomro, 2018). Bu yaklagim bilingalt1 ipuglariin
tilkketici davranisini olumlu yonde degistirme giiclinii géstermistir. Bir bagka 6rnek de, bir dizi ¢evrimigi
reklama {irinlerinin bilingalt1 goriintiilerini yerlestiren ve bu sayede marka bilinirligi ve satiglarinda
belirgin bir artis saglayan lider bir icecek sirketidir. Bu vaka g¢alismalari, bilingalti reklamciligin
tiketicinin dikkatini ¢ekme ve istenen sonuglar1 elde etmedeki etkinliginin altin1 ¢izmektedir. Ayrica,
Harris ve arkadaslar tarafindan yiiriitillen EEG deneyi, genellikle bilingalti unsurlari kullanan duygusal
reklamlarin rasyonel olanlardan daha etkili oldugunu ortaya koyarak yaklasimi daha da dogrulamistir
(Alsharif vd., 2022). Bu ger¢ek diinya ornekleri, pazarlama kampanyalarinda bilingalt1 reklamciligim
potansiyel faydalarina dair ikna edici kanitlar sunmaktadir.
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SONUC, TARTISMA VE ONERILER

Bilingalt1 reklamcilig1 siirekli olarak gelismekte ve ortaya g¢ikan trendler gelecekteki yoriingesini
sekillendirmektedir. Dikkate deger trendlerden biri, bilingaltt mesajlarin daha hassas hedeflenmesine ve
entegrasyonuna olanak taniyan dijital platformlarin artan karmasikligidir. Bu mesajlar artik biiyiik veri
ve makine 6grenimi algoritmalarindan yararlanilarak bireysel tiiketici tercihlerine ve davranislarina gére
uyarlanmaktadir (Goncalves vd., 2024). Ayrica, reklamcilikta sanal ve artirilmis gergekligin ortaya
¢ikisi, bilingalt1 ipuglarii siiriikleyici ortamlara yerlestirmek igin yeni firsatlar sunmaktadir (Soomro,
2018). Bu teknolojik ilerleme, reklamverenlerin daha ilgi cekici ve ince bilingalti deneyimleri
yaratmalarina olanak taniyarak tiiketici davraniglari lizerindeki etkilerini potansiyel olarak artirmaktadir.
Bu teknolojiler gelismeye devam ettikce, bilingalt1 reklameilik iizerindeki etkilerini anlamak gelecekteki
arastirmalar icin cok 6nemli olacaktir.

Bilingalt1 reklamcilik alanindaki gelismelere ragmen, mevcut arastirmalarda ele alinmasi gereken
onemli bosluklar bulunmaktadir. Kritik bosluklardan biri, bilingaltt mesajlarin tiiketici davranislar
tizerindeki uzun vadeli etkilerine iliskin kapsamli ¢aligmalarin olmamasidir. Mevcut arastirmalarin cogu
anlik veya kisa vadeli etkilere odaklanmakta ve bu mesajlarin uzun vadede tiiketici tutumlarini ve karar
alma siireclerini nasil etkiledigini anlamada bir bosluk birakmaktadir (Sur, 2015).. Ayrica, bilingalti
reklamciligin etik sonuclari, 6zellikle de tiiketici 6zerkligi ve rizasi konusunda daha fazla arastirmaya
ihtiya¢ vardir (Wang vd., 2023). Bilingalt1 teknikleri daha sofistike hale geldikce, sorumlu reklamcilik
uygulamalariin saglanmasi icin bu etik kaygilarin ele alinmasi giderek daha énemli hale gelmektedir.
Bu bosluklarin doldurulmasi, bilingalt1 reklamciligin tiiketiciler lizerindeki etkisinin daha biitiinciil bir
sekilde anlagilmasini saglayacaktir.

Potansiyel disiplinler arasi yaklasimlari kesfetmek, bilingalt1 reklamcilikla ilgili gelecekteki ¢aligmalari
onemli Olciide gelistirebilir. Psikoloji, sinirbilim ve pazarlamadan elde edilen iggoriilerin entegre
edilmesi, bilingalt1 mesajlarin tiikketici davranigini nasil etkiledigine dair daha kapsaml bir anlayis
saglayabilir. Ornegin, norogoriintiileme tekniklerinin uygulanmasi, bilincalt: mesaj islemenin altinda
yatan sinirsel mekanizmalar1 ortaya ¢ikarabilir ve bunlarin etkinligi ve etik hususlar hakkinda degerli
bilgiler sunabilir (Goncalves vd., 2024). Ayrica, yapay zeka ve veri bilimi uzmanlariyla isbirligi,
bilingalt1 ipuglarina verilen tiiketici tepkilerini daha dogru bir sekilde incelemek icin gelismis analitik
araglarin gelistirilmesini kolaylastirabilir (Soomro, 2018). Aragtirmacilar, disiplinler arasi yaklasimlar
benimseyerek, bilingalt1 reklamcilik ve tiiketici davranigi arasindaki karmagik etkilesime dair daha derin
icgdriiler ortaya ¢ikarabilir ve daha etkili ve etik reklam stratejilerinin 6niinii acabilir.

Bilingalti reklamciligin tiiketici davraniglan tizerindeki etkisi psikoloji, pazarlama ve etik alanlarini
kapsayan karmasik ve ¢ok yonlii bir alandir. Bilingalt1 reklamciligin tarihi, teknikleri ve arkasindaki
psikolojik mekanizmalarin incelenmesi sayesinde arastirmacilar, bu ince mesajlarin tiiketici tercihlerini
ve davraniglarini nasil etkileyebilecegine dair degerli iggoriiler ortaya g¢ikarmiglardir. Tiiketici
farkindaligi, tercihleri ve davramigsal sonuglara iligkin bulgular, bilingalti reklamciligin farkli
demografik oOzelliklere sahip bireyler {izerindeki etkisinin incelikli bir sekilde anlasilmasini
saglamaktadir. Bilingalt1 reklamcilifi cevreleyen etik sonuglara ve diizenleyici kaygilara ragmen,
isletmeler bu stratejileri pazarlama kampanyalarina entegre etmeye devam etmektedir. Ileriye doniik
olarak, gelecekteki arastirmalar mevcut literatiirdeki bosluklart ele almayi, ortaya ¢ikan egilimleri
kesfetmeyi ve bilingalt1 reklamciligin karmagikligini ve tiiketici davranigi tizerindeki etkilerini daha
fazla ¢ozmek i¢in disiplinler aras1 yaklasimlari degerlendirmeyi amaglamalidir. Nihayetinde, bilingalti
reklamciligin daha kapsamli bir sekilde anlagilmasi, hem igletmeleri hem de tiiketicileri bu ince ikna
tekniklerinin etik hususlar1 ve potansiyel sonuclar1 hakkinda bilgilendirebilir.

Reklamcilik yalnizca bilingli karar alma siireglerimizi degil, ayn1 zamanda farkinda olmadigimiz
duygularimizi, diisiincelerimizi ve aligkanliklarimizi da etkileyebilen bir giig olarak dikkat ¢ekmektedir.
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Bu makalede, reklamlarin bilingalti {izerindeki etkileri incelenmis ve bireylerin tiiketim aligkanliklarinda
nasil bir yonlendirme sagladigi ele alinmistir. Bilingaltt mesajlarin bireylerin farkinda olmadan aldig
kararlar etkileyebilme potansiyeli, bu alanda yapilan arastirmalarla desteklenmektedir. Ozellikle gorsel,
isitsel veya kavramsal olarak bilingaltini hedef alan reklamlar, tiiketici davraniglarini etkileyen giiglii bir
arag olarak ortaya ¢ikmustir.

Bilingaltina yonelik reklam stratejilerinin etkili oldugu kadar tartismali bir alan olmasi, bu konunun etik
boyutunu 6n plana g¢ikarmaktadir. Tiiketicilerin rizasi olmadan bilingaltin1 hedef alan mesajlarin
kullanilmasi, manipiilasyon ve etik ihlaller konusunda endiselere yol agmaktadir. Bu baglamda, reklam
sektorlinlin sinirlarint belirleyen diizenleyici mekanizmalarin 6nemi bir kez daha anlasilmaktadir.
Tiiketici haklarinin korunmasi ve reklam igeriklerinin seffaf bir sekilde sunulmasi, sektoriin giivenilirligi
acisindan kritik bir rol oynamaktadir.

Giliniimiizde dijitallesme, noropazarlama teknikleri ve veri analitigiyle birlikte bilingaltina ydnelik
reklamciligin etkisi daha karmasik ve giiclii bir hale gelmistir. Ozellikle kisisellestirilmis reklamcilik,
bireylerin bilingaltindaki arzularina ve ihtiyaglarina dogrudan hitap ederek daha derin etkiler
yaratabilmektedir. Bu durum, hem akademik hem de sektorel ¢aligmalar icin genis bir arastirma ve
tartigma alani sunmaktadir.

Sonug olarak bilingalti reklamcilik, tiiketici davraniglarini anlama ve yonlendirme konusunda énemli
firsatlar sunarken ayni zamanda etik bir sorumluluk gerektirmektedir. Reklam sektoriiniin bireylerin
haklarini ihlal etmeyecek sekilde bilingalti mesajlart kullanmasi, hem sektoriin siirdiiriilebilirligi hem de
toplumdaki giiven duygusunun korunmasi agisindan kritik bir 6neme sahiptir. Bu alanda yapilacak
disiplinler aras1 arastirmalar, hem bilimsel bilgi birikimine hem de reklamcilik uygulamalarina degerli
katkilar saglayacaktir.
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