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OZET

Bu ¢alismanin amaci Giineydogu Anadolu mutfagiin kendi cografi sinirlar1 disindaki faaliyetlerinde(satis, taniim
vs.) yasanan sorunlari belirlemektir. Kendine has 6zellikleri olan bu mutfagin kiiltiirel 6zelliklerinin yansitilmasinda
ve ekonomik kazanca doniistiiriilmesinde isletme yoneticilerinin karsilastiklar1 sorunlar tespit edilerek Oneriler
sunulmustur. Verilerin elde edilmesi igin literatiirden derlenen sorulardan olusan miilakat formlar1 Izmit’te faaliyet
gosteren Gilineydogu Anadolu mutfagi (Mardin, Gaziantep, Sanlwurfa)iiriinlerine odaklanmis5 restoran yoneticisine
uygulanmustir.

Yoneticilerden elde edilen verilere gore; Gilineydogu Anadolu mutfagmin farkli bir destinasyonda iiretim ve
pazarlama konusundan daha Onemli sorunlarinin oldugu, bu sorunlarin basinda ise; yoresel fliriinlere iliskin
hammadde temini, nitelikli personel, yore yemeklerinin tanitimi, standartlarin noksanligi ve damak tadina hitap
edilememesi gelmektedir.

Anahtar Kelime: Tiirk Mutfagi, Giineydogu Anadolu Mutfagi, Etnik Restoran

JEL Simiflama Kodlari: L83; L66

A RESEARCH ON THE PROBLEMS CONCERNED IN THEIR OPERATIONS OF THE REGIONAL
KITCHENS APART FROM THEIR OWN DESTINATIONS SUMMARY
Research Article

The aim of this study is to identify the problems experienced in the activities of South-eastern Anatolia outside its
geographical borders (sales, promotion etc.). Suggestions were presented by identifying the problems faced by
business managers in reflecting the cultural characteristics of this cuisine with ethnic identity and transforming it into
economic gain. In order to obtain the data, interview forms consisting of questions collected from the literature were
applied to 5 restaurant managers focused on South-eastern Anatolian cuisine (Mardin, Gaziantep, Sanliurfa) products
operating in Izmit city center.

The data obtained from the administrators, shows that the South-eastern Anatolian cuisine has important problems in
terms of production and marketing in a different destination. The main problems are the introduction of raw
materials related to local products, presentation of local food, lack of standards and taste differences.

Keywords: Turkish Cuisine, South-eastern Anatolia Cuisine, Ethnic Restaurant

JEL Classification Code: L83; L66
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GIRIS

Insanlarin temel fizyolojik ihtiyaglarindan birisisi
olan yemek yeme, son yiizyilda hizla gelisen
yiyecek igecek endiistrisi ile birlikte disaridan
kargilanan ve insanlarin  bos  zamanlarini
degerlendirme yoluna gittikleri bir faaliyet haline
gelmistir.  Insanlar artik, sadece achklarini
gidermek icin degil farkli tatlar1 deneyimlemek,
gittikleri yerin atmosferinden, manzarasindan ve
farkli diger kosullarindan doyum saglamak icin
disarida yemek yemeyi tercih etmektedirler. Ayni
zamanda disarida yemek yeme turizm davranisi
icerisinde yer alan bir davramistir. Turistler
gittikleri yerlerde, o yoreye ait yemekleri tiiketerek
yeni tatlar kesfetmek istemektedirler (Birdir ve
Akgol, 2015, s. 57-58).Turistlerin bu beklentilerine
yanit vermede yoresel yemekler Onemli bir
firsattir. Bu acidan bakildiginda gastronomi
faaliyetleri bir bolgeyi ziyaret eden turistlerin en
cok edinmek istedikleri turistik deneyimlerinin
basinda gelmektedir (Selwood,2003, s.179).

Disarida yemek yeme, ev diginda yiyecek ve
iceceklerin tiikketimini kapsayan bir kavramdir.
Ticari anlamda disarida yemek yeme, ev disinda
bir isletme tarafindan {iretilen ve sunulan yiyecek
ve igeceklerin belirli bir tcret karsiliginda
titketilmesini ifade eder. Bu durum yiyecek igecek
isletmelerinin {irettigi {irlinlerin ¢ikis noktasini
olusturdugu gibi varlik nedenlerinin de basinda
gelir (Ozdemir,2010, 5.218).

Gegmisten gliniimiize diinyadaki ticari anlamda ilk
yeme icme kurumlarinmn 15. yiizyilda Ingiltere’ de
yolculara yiyecek igecek hizmeti ile ortaya
ciktiklar1 goriilmektedir. 18. ylizyilin sonlarina
dogru ticari faaliyetlerdeki artis, gida endiistrisine
de yansimis ve bu dogrultuda kafe, restoran, otel
ve pansiyon sayilarinda onemli artislar olmustur.
19. yiizyila gelindiginde otellerde yemek hizmeti
verilmeye baslanmis, ancak bu hizmet oda servisi
olarak sinirh kalmistir. 20. yiizyilda ise disarida
yemek yeme faaliyeti, eglence ve zevk amagl
yapilmis ve sosyal yasam tarzimin bir parcasi
haline gelmistir. En 6nemlisi, insanlarin seyahatleri
esnasinda disaridan yemek yemeleri ve bunu
seyahatlerinin 6nemli bir parcas1 olarak gérmeleri,
ticari yemek kuruluslart igin biiylik bir firsat
saglamistir (Shahrim,2006, s.16). Tiirkiye’de ise
ticari anlamda restoranlarin agilmasi II. Mesrutiyet

doneminde giinliik yasama girdigi konusunda
genel bir diisince bulunmaktadir (Dogdubay,
2000, s.34-35).

Gecmisten glinlimiize c¢esitli asamalarda gecen
mutfak kiiltiirleri kimi zaman bir digerinden
etkilenerek kaybolmaya kimi zaman ise etkisini
hissettirerek ayakta kalmaya devam etmistir.
Bugiin pek cok insan 6zelligi olan bir isletmeden
iriin alma yoluna gitmektedir. Bu ayni zamanda
yoresel yani etnik restoran isletmelerinde
artmasina  zemin  hazirlamaktadir.  Yoresel
yemekler sunan ticari isletmelerinin pazarda gesitli
avantajlar1 bulunmaktadir. Bu avantajlar su sekilde
siralanabilir (Smith ve Hall, 2003, 5.249 ):

e Restoranlar genelde yaptiklart yemeklerin
kullaniminda gerekli olan yerel iiriinleri
rahatlikla bulabilecek ve satin alabilecek
yerleri segerler.

e Yoresel restoranlar meniileri sik sik degistirir
ve bu nedenle 6zel kullanimi olan {iriinleri
veya mevsimlik driinleri bulmakta sikinti
yasamazlar.

e Restoranlarin depolama kapasiteleri daha
diisik oldugu i¢in {irlin taleplerini yerel
tedarik¢ilerden temin ederler.

e Yoresel restoranlar, servis  personelinin
meniideki yoresel yemek hakkindaki bilgisi ve
buna bagh tesvikleriyle miisterinin yoresel
yemegi tercih etmesi daha kolaydir.

e Yoresel restoran miisterileri, tatmin edici
yoresel menii Ogeleri i¢in daha fazla 6deme
yapmakta sorun ¢ikarmazlar.

e Restoranlar yerel olarak yetistirilen iiriinlerini
meniilerinde kendi yerel tedarik¢ilerinin
isimlerini  anlatarak ~ vurgularsa  marka
bilinirligini artirarak, pazarda isletmelerinin
takip edilmesini saglayabilirler

Disarida yemek yeme ticari baglamda ele
alindiginda, turistlerin yeme igme hizmeti sunan

isletmeyi tercihlerinde farkl unsurla
Bulunmaktadir.  Yoresel — yemekler  sunan
isletmelerin  tercih  edilmesinde  restoranimn

bulundugu yer ve mimari tasarimi, gastronomik
diriinlerin ticareti yapilan bolgenin ambiyansini
olusturmasi agisindan Onemlidir (Soriano, 2002,
5.1055-1058 ).
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Tirkiye, mutfak kiiltiirii agisindan oldukca zengin
ve kokli bir gegmise sahiptir (Arl, 1982,s. 122;
Talas, 2005,s. 276; Samanci, 2008, s.24). Bunda en
onemli etkiler, i¢cinde bulundugu cografi konum,
koklii iki imparatorluga ev sahibi olmanin getirmis
oldugu yiyecek igecek Kkiiltiir zenginligidir.
Tiirkiye’de yerel mutfaklar kendilerine 06zgiin
etkileri icinde barindirarak, ¢ok yonli cesitlilige
sahiptir (Cevik, 1997).Tirk mutfaginin ¢ok cesitli
yoresel mutfaklara sahip olmasi ayn1 zamanda
iilkenin mutfak zenginligini de gdstermektedir. Bu
ozelliklerinden dolay1 da Cin ve Fransiz
mutfaklartyla  beraber, dinyanin ilk g
mutfagindan birisi olarak ifade edilmektedir (Ertas
ve Gezmen, 2013). Tirk mutfagi, zengin yemek
cesitliligi ve tatlari acisindan diger iilkelerin
mutfaklarindan farklilhik gostermektedir (Sezer,
2006,5.17; Tezcan, 2008, 5.86).

Tirkiye’nin sahip oldugu zengin mutfak kiiltiir,
Oonemli bir gastronomik deger olusturmaktadir.
Tirkiye’nin  bu degerlerine sahip ¢ikmasi ve
bunlarin gelecek nesillere de aktarilmasi kiiltiirel
kimlik kadar turizm acisindan da Onemli bir
konudur. Ozgiines ve Bozok (2017) Bodrum’un
yoresel mutfagina iliskin yaptiklar1 ¢alismalarinda,
yoresel mutfaklarin turizm ¢esitliligi a¢isindan
onemli bir ara¢ olarak kullanilabilecegini
belirterek,  burada  yemegin  tadinin = ve
Ozglinliiglinlin korunmasinda pisirme ve servis
sekli basta olmak {izere pek ¢ok unsurun etkili
oldugunu agiklamislardir.

Tiirkiye’nin her bdlgesinin kendine has 6zellikleri
bulunan mutfaga ve  yoresel yemekleri
bulunmaktadir. Ozellikle “Giineydogu Anadolu
bolgesini 'Bereketli Hilal' denilen cografyada yer
almasi ve cesitli uygarliklara ev sahipligi yapmasi
nedeniyle Tiirkiye'nin mutfak kiiltliriiniin ¢esitlilik
kazandigi en Onemli bolgelerden  birisi”
durumundadir(Aksoy ve Sezgi, 2015,5.79). Ancak
zengin bir mutfak kiiltiiriine sahip olan Giineydogu
Anadolu mutfaginin hak ettigi yerde olmadig
sOylenebilir. Giineydogu Anadolu mutfagi basta
tanitim eksikligi olmak tizere, farkli nedenlerle, her
zaman kendi cografyalarindaki basariyi
yakalayamadiklar1 dikkat ¢ekmektedir. Bu durum
Tiirkiye’de  yoresel mutfak {izerine c¢alisan
isletmelerin temel sorunlari arasindadir. Nitekim
Erdek (2011) Istanbul bdlgesinde faaliyet gdsteren
yiyecek igecek igletmeler iizerinde gergeklestirdigi
aragtirmasinda;  yoresel —mutfagi  pazarlama

faaliyetlerinde kullanan yiyecek icecek
isletmelerinin sayica yetersiz kaldigin1 ve ydresel

Tirk mutfaginin  tanittimi ve  gelistirilmesi
konusunda 6nemli eksikliklerinin  oldugunu
belirlemistir.

Bu c¢alismada; Giineydogu Anadolu mutfag:
lizerine Izmit’te calisan isletmelerin karsilastiklari

sorunlar1  tespit etmek ve ¢Oziim Onerileri
gelistirmek  amaglanmistir.  Bu  dogrultuda
Gilineydogu Anadolu mutfagi meniisiine sahip
isletme  yoneticilerinin ~ goriisleri  alinarak
degerlendirmeler yapilmistir.

YONTEM

Nitel aragtirma modelinin kullanildigi ¢aligmada
Glineydogu  Anadolu  mutfaginin  yasadigi
sorunlarin belirlenmesi ve ilgili ¢oziim Onerileri
gelistirilebilmesi i¢in betimsel tarama modelinden
yararlanilmistir. Tarama modelleri, ge¢miste veya
su anda var olan bir durumu var oldugu haliyle
betimleyen bir model olarak agiklanmaktadir
(Karasar, 2014, s.77).

“Nitel aragtirmada, geleneksel olarak ii¢ temel bilgi
toplama sekli bulunmaktadir. Bunlar miilakat,
gozlem, dokiiman ve eserlerin incelenmesidir”
(Merriam, 2013). Bu arastirmada veriler
yapilandirilmis miilakat teknigiyle toplanmustir.
Nitel arasgtirmada kullanilan miilakat tekniginin
belirleyici 0zelligi, goriisiilen kisilerin bakis
acilarin1 ortaya ¢ikarma olmaktadir. Bu nedenle
goriigme yapilan yodneticilerin anlam diinyalarini,
duygu ve disiincelerini  anlamak, nicel
gorligmelerden farkli olarak yiizeysel degil daha
derinlemesine bilgi edinmek esas alinmistir
(Karasar, 2014).

Aragtirmanin evrenini Kocaeli il sinirlari igerisinde
yer alan ve Onemli etnik mutfaklar arasinda
gosterilen Gilineydogu Anadolu orijinli meniiye
sahip birinci smif isletmelerden segilmistir.
Toplam yirmi bes isletme sahibi veya
yoneticilerine ulasilarak goriisme talep edilmis ve
bunlardan besi olumlu yanit vermistir. Haziran
2018’de katilimcilarla yiliz yiize goriismeler
gerceklestirilerek  kayit altina alimmugtir.
Arastirmada  yapilandirilmis  miilakat  teknigi
iizerinden 1ilgili mutfaga sahip isletmelerin
karsilastiklar1  sorunlara iliskin on iki soru
yoneltilmis ve elde edilen yanitlar i¢erik analizine
tabi tutulmustur. Goriismeler yazili olarak kayit
altina alinmis ve degerlendirilmistir.
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BULGULAR
Arastirmaya  katilan  igletmecilere  oncelikle
“Giineydogu  mutfagin  yoresel  yemeklerin

satiyorsunuz, bu siirecte yasadiginiz en onemli
sorunlar nelerdir, anlatir misiniz?”  sorusu
yoneltilmigtir. Isletmecilerden asagidaki yanitlar
alinmustir.

Yamt 1: Onemli sorunlardan ilki bolgeler
arasindaki damak tadi farkidir. Izmit biitiin
bolgelerden bircok bireyi bir arada yasadigi bir
kent ve dolayisiyla farkli kiiltiirler ve kimliklerin
bir mozaigi s6z konusudur. Gaziantep mutfagi et
kiiltiirli, baharat kiltiiri ve sogan sarimsagi
yemeklerinde lezzet arttirmak amaciyla kullanilan
faktorlerdir. Bunlar bazi miisterileri rahatsiz eder
dolayistyla bu noktada damak tadi farki ortaya
cikar. Et tiiketmeyenler, et tiilketen fakat baharat
tilketmeyenler, et tiiketen fakat yagsiz et tiiketenler
icin bir lezzet veya damak tadi standardim
yakalayabilmek bu tarz yerler de oldukga zordur.

Yamit 2: En Onemli sorun nitelikli personel
sorunudur. Yiyecek igecek sektorii emek-yogun bir
Ozellige sahiptir. Bu agidan nitelikli insan giicii
onemli bir unsur olarak ortaya ¢ikar. Fakat egitimli
ve nitelikli insan giicii bulmakta zordur. Bunun
yaninda is gorenlerde siireklilik saglamak diger
sektorlere gore daha zordur. Ek olarak is goren
devir hiz1 da diger sektdrlere gore daha yiiksektir.
Agirlama sektorii dinamik bir sektdr oldugundan
ve uzun / yogun c¢alisma saatlerinden Otiirii
calisanlarin 6nemli bir boliimii genctir. Deneyimi
olmayan calisanlar, bekéarlar, gengler isten daha
kolay ayrilma karar1 verebilmekte ve devir hizini
arttirmaktadir. Kilit noktadaki is gorenlerin isten
ayrilmasi da isletmeyi zora sokmaktadir.

Diger bir miicadelemiz, sektor igerisinde yer alan
seyyar saticilardir. Biz vergimizi verip, kira
Odeyip, istihdam saglarken; diger tarafta haksiz
rekabete yol acan seyyar saticilar var. Hem
hijyenik olmayan kosullarda {iretim yapiyorlar,
hem de sektor icerisinde haksiz rekabete yol
aciyorlar. Bununla da miicadelemizi siirdiiriiyoruz.

Yamit 3:Bolgeye gelen insanlar yemeklerimizi
lezzetli bulmakla beraber ayni zamanda kalorisi
yiiksek olarak bulmaktadirlar. Dolayisi ile en fazla
2 veya 3 giin bu yemekler tercih konusu oluyor.
Ondan sora ki silireglerde miisteriler bagka

mutfaklara yoneliyorlar. Bu da bizim i¢in sorun
teskil etmektedir.

Yamit 4: En O6nemli sorunlardan ilki kebaplarda
kullanilan kuyruk yagi, yoresel baharatlar ve
iriinleri bulamamakta yasadigimiz sikintilardir.
Glineydogu Anadolu’dan bu iiriinleri getirtmek
zaman ve nakliye iicreti agisindan maliyetleri
yiikseltmektedir. Ciinkii yoresel bir mutfagi olan
bir isletme her ne kadar istihdam, ekonomik katki,
tamitim sosyal fayda saglasa da isletmenin temel
amac1 yiiksek karlilig1 saglamak ve devamliligini
stirdiirmektir.

Yanmit 5:Ben 9 wyildir Gaziantep’te ¢alistim.
Bilindigi iizere bolgenin en kapsamli, en genis ve
en zengin mutfagina sahiptir. En biiyiik sikintinin
yemeklerin bir regetesinin olmamasi ve herkesin
evinde ayr1 bir regete ile pisirmesidir.
Karsilagtigimiz  olaylar  genellikle standardin
olmamas1 ve herkesin kendine gore ayni1 yemekte
farkli tatlar yaratmasidir. Satilan yemekler ile ilgili
bir sorun yok c¢iinkii misafirler yerli ve yabanci
turistlerden olusuyor. Gaziantep’e gelmisken
yoresel yemekleri tatmak istiyorlar. Tabi ki biiyiik
bir sikint1 yabanci turist ig¢in her yerde aym
standartlarda yemek yiyemiyorlar. En Onemli
sorunlardan birisi ise igletmelerin ticari kaygisi ile
maliyetleri geri ¢ekebilmek adina yaptiklarr satin
almalardan dolay1 kullanilan iriinlerin kalitesinin
diisiik olmasidir. Bu durum yemegin kalitesini ve
Oziinii kaybettirmektedir.

Aragtirmaya  katilan isletmecilere  “Yasanan
sorunlar, giineydogu mutfagina mi ozel, yoksa
diger yiyecek

isletmelerinde benzer sorunlar yasaniyor mu?”
sorusu yoneltilmistir. Isletmecilerden asagidaki
yanitlar alinmigtir.

Yamit 1: Bence Izmit'te diger bolge yoresel
mutfaklarina sahip olan tiim isletmelerde aym
sorunlar yasanmaktadir. Ciinkii bir Gaziantepli
olarak bana nasil Ege mutfaginin bol otlu ve etsiz
zeytinyagli yemekleri benim damak tadima uzak
geliyorsa emin olun klasik bir Egeli iginde
Gaziantep mutfagi da uzak kalmaktadir. Bu yiizden
bu sorun Dbolgeler arasinda mevcut diye
diistinmekteyim.

Yanit 2: Nitelikli personel bulma, hijyen ve seyyar
saticilarla  miicadelenin  diger yiyecek-igecek
isletmelerinin  de ortak problemi oldugunu
gozlemliyoruz. Ozellikle nitelikli is giicii gittikge

4
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artan bir sorun olarak karsimiza cikiyor. Oyle ki bu
sorun yiyecek i¢ecek isletmelerinin yeni sube agma
isteginin Oniinii kesecek boyuttadir.

Yamit 3: Bir kismu isletme kaynakli problemler
olarak goriilebilir. Ciinkii bazi isletmeler pazarlama
konusunda eksiklikler yasamaktadirlar. Uriinii
saglikli bir sekilde pazarlamamak bolgede ki en
biiyiik isletme sorunlarindan bir tanesidir.

Yanit 4: Bu sorunlarin tamami Giineydogu
mutfagina yonelik olsa da benzer sorunlar diger
mutfaklar icinde gecerli olabilir. Zengin bir mutfak
kiiltiiriine sahip olan Gilineydogu Anadolu mutfag:
medeniyetlerin bulustugu topraklar oldugundan
mutfaga da bu yansimig ve yeme igme sektorii gok
cesitlilik gostermekte ve bunu biiyiik sehirlerde
yasatmak bu damak tatlarin1 yore dis1 miisterilere
sunmak ve sevdirebilmek bir meziyet olsa gerek.
Uriinleri baska iller de 6zellikle biiyiik sehirlerde
bulmak lojistigini saglamak bagka sorun. Diger
bolgelere  baktigimizda Gilineydogu Anadolu
mutfaginda kullamildign kadar ¢esitli baharat
yoktur. Uriinler her yerde bulunabilecek tiirdendir.

Yamit 5: Sadece yoresel ve yerel mutfagimiz igin
degil {iilke olarak Tirk Mutfag1 olarak genel
sorunumuz yemeklerde standardin olmayisidir.

Arastirmaya katilan isletmecilere “Bu sorunlarin
¢oziimiine yonelik neler yapryorsunuz?” SOrusu
yoneltilmistir. Isletmecilerden asagidaki yanitlar
alinmustir.

Yamit 1: Ozellikle gurup olarak gelen miisteriler
arasinda damak tadimiza uzak olan miisteriler igin
ayrt bir menil segeneklerinden yani alternatifeler
sunuyoruz ve memnuniyetlerini sagliyoruz.

Yanit 2:Yizde yliz is garantili egitim projelerini
gerceklestirmek {izere caligmalara basladik. 15-40
yas arasi, yiyecek icecek sektoriinii benimseyen ve
bu sektorde calismak isteyen kisiler bu haktan
yararlanabilecekler. Bu konuda da talebin ne yazik
ki ylizde iki oranin da oldugunu goriiyoruz.

Yanit 3: AB Projeleri, SODES, UNDP destekli
projelerle bilinglendirme egitimleri saglaniyor.

Yanit 4: Ornegin 1. Sorun kuyruk yagi sorunu olup
bu yagt kebaplarimizda azalttik. 2. Sorun
baharatlar ve yoresel malzeme bunu da kendi
yoremizle yani Gilineydoguda baglantilar kurarak
temin ediyoruz 3. Bulamadigimiz ev iiriinlerini de
ornegin kuru patlican domates isot gibi yoredeki ev

hanimlariyla  goriigiiyoruz ~ bizim  istedigimiz
standartlarda hazirhiyorlar. Istedigimiz yoresel
iiriinii bu sekilde temin etme yoluna gidiyoruz.

Yamit 5: Biz kendi yoremizde bu sorun lizerine bir
kurul toplayarak yemek {iizerine standartlagmasi
icin bir caligma yaptik. Bunun iilke geneline
yayilip belirli bir standarda baglanmasi gerekiyor.

Aragtirmaya katilan isletmecilere “Giineydogu
mutfagin  tanmitilmasina  yonelik  sizce  neler
yapilmalhdwr?” sorusu yoneltilmistir.

Isletmecilerden asagidaki yanitlar alinmistir.

Yamt 1:0Oncelikle Belediye ve diger ilgili kurum
destegi ile yore lezzet tanitim giinleri yapilabilir.
Bazi aligveris merkezlerinde stant agarak belli
ginlerde  tadim  yaptirilabilir.  Gastronomi
Fuarlariin sadece bir iki biiylik kentinde sinirh
kalmamali artik her ilde diizenlenebilir.

Yanit 2:

e (Gilineydogu Anadolu mutfagina turistlerin
ilgisi olduk¢a yogun... “Giineydogu Anadolu
Gurme Turlar1” diizenlenmelidir.

e Yerel konaklama hizmetlerini tercih eden
turistler, yoresel yemek kiltiirii ile daha
yakindan tanigsma imkani buluyorlar. Diger
konaklama hizmetlerinden birini tercih edenler
icin ise, yiyecek-igecek departmanlarinda
yoresel mutfagin 6ne ¢ikarilmasi gereklidir.

e Yemek yarigsmalari diizenlenebilir.

e Yurtigci ve yurt disi1 festivaller, basinin da dahil

oldugu bicimde organizasyonu
gergeklestirilerek ~ her il diizenlenen
geleneksel bir anlayis gergevesine
doniistiirilmelidir.

e Belediyelerin Biiyiiksehir’e dahil edilmesi ile
destek verebilecegi cevre beldelerin sayisi
¢ogalmis olup, bu dogrultuda belediyelere
biiylik sorumluluk diismektedir. Bu kapsamda
kitap calismalar1 yapilabilir ve Giineydogu
Anadolu mutfagina ait regetelerin sonraki
nesillere yazili olarak aktarilma sansi
dogabilir.

Yanit 3: Proje uygulanmalidir (AB, UNDP, Kirsal
Kalkimma Projeleri vb).

Yamt  4:Yemek  yarigmalari  diizenlenebilir
festivaller fuarlar yapilabilir. Ornegin tiim biiyiik
sehirlerde bir hafta siirebilecek giiney dogu
yemekleri senligi yapila bilir o yorenin esnaflan
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stant acip satis yapar hem de yoreyi tanitmis olur
uluslar arasi platformda da bu tiir projeler hayata
gecirilebilir.

Yamit 5:Yapilacak islemlerin basinda olmasi
gereken devletin bu islere sahip ¢ikmasidir. Yemek
kiiltiirii de bir mirastir. Bu kiiltiirii devam ettirip
yasatmak ta bence c¢ok Onemlidir. Turizmden
kazandigimiz kadar gastronomi turizmini baglatip
neden bundan da kazanmayalim. Bence bunun
tizerine profesyonel ekipler kurulup caligmasi
yapilmalhidir. Lansmanlar  yapilmali, fuarlar
yapilmali egitime Onem verilmeli. Devletin bunu
tesvik etmesi gerekmektedir.

Arastirmaya  katilan  isletmecilere  “Yasanan
sorunlarin ¢oziim ne yonelik neler yapilabilir,
onerileniz  nelerdir?”  sorusu  yoOneltilmistir.

Isletmecilerden asagidaki yanitlar alinmistir.

Yamit 1:Ulasilabildigi kadar kitleye ulasilmali.
Tabii bunlar icin belli bir biitce ayirmak gerekiyor
fakat Farkli bir cografyada iseniz ve isletmeler
arasinda liste basi olabilmek ve uzun vadeli bir
isletme olmak istiyorsaniz tanitimlarinizi iyi
yapmaniz  gerekmektedir. Bazi giderleri de
hesaplamaniz ve bunlar igin biitce ayirmaniz
gerekmektedir. Bagka tiirlii tutunamazsiniz. Kendi
bolgenizde olsaydiniz da tamitim igin belli bir
blitceyi ayirmaniz ve bunun igin harcamaniz
gerekmektedir.

Yanit 2:

e Esnaf ve Sanatkarlar Odalari; i1 Midiirliikleri,
Vali, Belediye  Bagkanlari,  Bakanlar,
Milletvekilleri gibi ilgili mercilerle goriismeli
ve Gilineydogu Anadolu mutfaginin diinyaya
tanitilmasinda hak ettigi degeri goérmesine
yonelik ortak ¢calismalar yapilmalidir.

e [Esnaf ve sanatkdrlar masast kurulmals;
esnaftan sorumlu vali yardimcisi atanarak
yiyecek-igecek isletmelerinin sorunlar1 en kisa
yoldan yetkililere ulastirilip ¢6ziim yollar
aranmalidir.

e Esnaf ve sanatkarlar oda baskanlar1 yiyecek
icecek isi ile ugrasan esnaf ile i¢ ice olup
sorunlart ilk agizdan dinlemeli ve odalar
birligine / federasyona ve konfederasyonlara
iletmelidir.

e Gilineydogu Anadolu mutfagi adina hizmet
veren yiyecek icecek isletmeleri; festival,

indirim, cazip kampanyalar, reklamlar aracilig1
ile ilgiyi stirekli olarak {izerinde tutmalidir.

Yamit 3:1sletme sahipleri ve yoneticilerin brans
egitimleri ile donatilmasi yeterli olacaktir.

Yamit 4: Giineydogu mutfaginin standartlarinin
olugturulmast lazim o&rnegin nerde bir kebap
yerseniz hepsi bir birinden farkli bunu bir standart
olmali. Ornegin giiney dogu mutfagi yapan tiim
esnaf bir birlik kurmali ve bu birlik adi altinda
hareket ederek projeler gelistirmeliler. AR-GE
yapip standartlar1 olusturmal

Yamit 5:Yemek kiiltiirii de bir tarihtir. Bence yazili
kayit altina alinmali ve gelecek nesillere miras
olarak aktarilmalidir. Tesvikler saglanmalidir. Tiirk
mutfagi  recetelendirilmelidir. Bugiin  diinya
mutfaklarinin bizden daha 6nde goziikmesinin ve
olmasinin  sebebi bu c¢alismalart  yapmis
olmalaridir.  Sunum ¢ok Onemlidir. Bizim
kiltirimiizdeki yemeklerin ¢ogunlugu kazan
yemegi oldugu i¢in buna dnem verilmeli ¢iinkii bu
bir dezavantaj. Kendi 6z kiiltiiriimiize ve kendi 6z
yemeklerimize sahip ¢ikip bunlart  orijinal
dokusunu bozmadan korumali ve yasatmaliy1z.

Aragtirmaya katilan igletmecilere “Yéresel mutfak
olarak isletmenizde c¢alistirdiginiz personel de
yoresel  kiyafetler  kullaniyor —mu?”  sorusu
yoneltilmistir. Isletmecilerden asagidaki yanitlar
alinmustir.

Yamit 1:Hayr kullanilmiyor. Isletmenin uygun
buldugu standart is kiyafetleri personelin giyinmesi
saglaniyor. Aslinda ydresel kiyafet giymeleri,
ozellikle servis kismindaki personelin fakat bunlari
tedarik etmek her yonden zor, bunun baginda
maliyet olarak diisiiniiyoruz. Izmit Bolgesinde
bunlar1 tasarimi1 yapip bir Tekstil firmasi ile
anlagilmasi ile maliyetinizi arttirtyorsunuz ¢linkii
ne yazik ki bir personeli uzun yillar igletmenizde
tutamiyorsunuz onun izerine gore tasarlanmis is
kiyafetini de Oyle standart diiglinmeliyiz ki
personel sirkiilasyonunda kiyafet sikintisini da
diisinmemek gerekiyor. Biliyorsunuz ki her bir
kalem icin ayr1 bir maliyet ayrilmali ben biitcemi
daha ¢ok tanitima yatirmaktan yanayim.

Yanmit 2:Yizde 1 ile 2 oraninda yoresel kiyafetler
ile hizmet sunuldugunu gériiyoruz.

Yanit 3: Evet.
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Yanit 4: Evet ve kullanilmakta da yarar var sadece
kiyafet degil yorenin dokusunu tastyacak her sey
miizikten tutun gelenek ve gorenekler bile
sergilenmelidir. benim isletmemde degil ama daha
lokal calisan yerlerde evet var.

Arastirmaya katilan isletmecilere “Yorenize ait
sunum sekilleriniz var mi, varsa isletmenizde
uygulaniyor  mu?”  sorusu  yOneltilmistir.
Isletmecilerden asagidaki yamtlar alinmistir.

Yamit 1: Evet her yoresel mutfagi baska bir ilde
yasatmaya calisan yiyecek icecek isletmeleri gibi
bizde de geleneksel yontemlerimizle sunumlarimiz
mevcut ve miisteriye bu sekillerde sunmanin
ayricaliklarim1 ~ gosterme  yOndeyiz.  Aslinda
bakarsaniz yoresel mutfagi baska bir bolgede
tamtmak igin Isletmenin ilk giris kapisindan
buradan ¢ikisina kadar Miisterinin Isletmemize
attig1 her adiminda, etrafina yani duvarlara varana
dek kullanilan her bir objeye her bakisinda,
Gaziantep yoresini yansitan temalar olmali tabii.

Yanit 2: Bunun igin gerekli olan bilgi ve donanim,
ne yazik ki hem personel agisindan hem de gerekli
olan servis malzemelerinin maliyeti agisindan ¢ok
gerekli goriilmiiyor yatirimeilarca... Yemegin
lezzetine sunumundan daha ¢ok 6nem verildigini
ve miisteri istekleri dogrultusunda damak zevkine
diger unsurlardan daha ¢ok agirlik verildigini ifade
ediyorlar.

Yanit 3: Evet.

Yanit 4: Evet var ve uyguluyoruz 6rnegin Mira’nin
kendine has bir sunum sekli var bunun gibi birgok
iirinde de var kendine has sunum o6zeligi olan
tirtinler.

Yamit 5: Evet var, sunum ¢ok onemli. Sunum
sekilleri gelistirilmelidir.

Arastirmaya katilan isletmecilere “Miisterinin
yoresel mutfagimiza karst ilgisi ne yonde?” sorusu
yoneltilmistir. Isletmecilerden asagidaki yanitlar
almmustir.

Yanmit 1:Genelde miisteri memnun fakat ilk soruda
ki yanitimdaki gibi bazilarmma damak tadi farkl
gelmektedir. Ama genel olarak memnuniyet
mesajlarini ya sozel ya da telefona gelen mesajlarla
gorebilmekteyiz. Miisterilerimizin memnuniyeti
bizi mutlu etmektedir. Aslinda elestiriler de
memnun etmekte ¢linkii kendimizi gelistirmemizi
saglamakta.

Yamit 2: Olduk¢a yiiksek bir ilgi ve talep
gordiigiinii rahatlikla sdyleyebiliriz. Giineydogu
Anadolu mutfagimin miisteri kitlesinin damak tad
diger mutfaklara gore daha duyarli... Fakat bu
yogun ilgi ile aym dogrultuda isletmelerin
gelismedigini goriiyoruz. Yani miisteri talebi ve
beklentileri ile isletmelerin yenilik ve gelisim hiz1
aynt dogrultuda ilerlemiyor ne yazik ki...
Glineydogu  Anadolu  mutfagini yoneten
isletmelerce “damak tadi” her seyin {istiinde
geliyor ve bu konuda kendilerine yiiksek 6zgiiven
duyuyorlar. Bu da gelismenin oniinii kesen bir
unsur olarak karsimiza ¢ikiyor.

Yamit  3:Olumlu yonde
yogunlugu mevcuttur.

Yamit 4: Severek ve begenerek yiyorlar.
Misafirlerimiz ¢ogunlugu yoresel yemek yemek
istiyorlar. Tatbiki de bende yurt disina c¢iktigim
zaman oranin ydresel yemeklerinden yiyip tatmak
ve o yorenin yemek kiltiirlinii anlamak ve tanimak
isterim.

ilerleyis var. Talep

Arastirmaya katilan isletmecilere “Isletmenize
gelen miisteriler sadece kendi memleketinizden
olan miigteri portfoyii mii yoksa genel miisteriler
mi?”  sorusu  yoOneltilmistir.  Isletmecilerden
asagidaki yanitlar alinmistir.

Yanmit 1:Hayir sadece Gaziantep yoresinden degil
genel olarak misterilerimiz gelmektedir. Pazar
giinleri 6zellikle sabah Gaziantepliler gelmekte
¢linkii yoresel sabah kahvaltisinda yenen bazi
lezzetlerimiz var sirf bunlarin  lezzeti igin
gelmekteler. Bunlardan bir kagi; Ciger, Beyran ve
Nohut diiriimii gibi yorede sabah kahvaltilarinda
yenir ve bu lezzetleri bizde yemege gelen standart
miigteri portfoyiimiiz bulunmakta.

Yamit 2: “Genel olarak” yiiksek ilgi gordigiinii ve
sadece o bolgenin miisterisine degil; hem yurt
icindeki diger bolgelerden gelen yurttaslarimiza,
hem de yurt disindan gelen turistlere hitap eden bir
kiiltir ~ oldugunu  sdyleyebiliriz ~ Giineydogu
Anadolu mutfaginin. ..

Yamit 3:Tiirkiye geneli ve Avrupa iilkelerinden
gelen bir portfoyii var.

Yanmit 4: Genel hata yabanci misafirlerimizde r
zaman zaman oluyor.

Yamit 5:11 genelinden ve digindan Tiirk misafirler
ve yabanci turistler
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Aragtirmaya katilan isletmecilere “Isletmenizde
calistirdiginiz mutfak personeli 6zelikle ag¢ilariniz
memleketten ~ mi?”  sorusu  yOneltilmistir.
Isletmecilerden asagidaki yanitlar alinmistir.

Yanmit 1. Ustabasinin memleketten olmasi
gerekmekte, ¢iinkii o mutfagin kiltird ile
harmanlanmig kisi bu lezzetleri koordine ederek
miisteriye sunmamiz ve istenen lezzeti tanitmamiz
bu sekilde miimkiin olabilmektedir.

Yanit 2: Yiizde doksan sekiz oraninda memleketten
gelen ascilara teslim ediliyor mutfaklar...
Bdylesinin hem giiven agisindan, hem de hakkiyla
lezzet sunulmasinda gerekli olduguna inaniliyor.

Yanit 3: Evet.

Yanit 4: Kimisi memleketten kimisi buradan. Bu
bolgeden olan personele uygulamali egitimler
verilmektedir. Yore mutfagi tanitilmakta ve
isbasinda egitim uygulanmaktadir.

Yanit 5: Evet.

Aragtirmaya  katilan  isletmecilere “Yore
yemeklerini bilen bir as¢iyla mi ¢alistyorsunuz?”
sorusu yoneltilmistir. Isletmecilerden asagidaki
yanitlar alinmigtir.

Yanit 1:Evet Ustabas1 yanina bu yemekleri bilen
ama Gaziantepli olmayan ustamizda bulunmakta.

Yanit 2: Evet.
Yanit 3:Evet.
Yanit 4: Evet.

Arastirmaya katilan isletmecilere “Asc¢ilarinizi bir
egitim  verilip  veya  Ogretim  ile  mi
calistirtyorsunuz?” sorusu yoneltilmigtir.
Isletmecilerden asagidaki yanitlar alinmistir.

Yamit 1:Ustabas1 usta ve yanlarinda bu yoreye
yabanc1 bir ag¢iya da igbasinda egitim vererek veya
isbasinda uygulamali olarak egitim vermekteyiz.

Yamuit 2: Evet.
Yanit 3: Evet.
Yanit 4: Evet.
Yanit 5: Evet.

Arastirmaya katilan isletmecilere  “Isletmenize
gelen miisterilere memnuniyet anketi gibi bir
uygulama  kullantyyor — musunuz?”  sorusu

yoneltilmistir. Isletmecilerden asagidaki yanitlar
alinmustir.

Yanit 1:Hayir kayith olarak bir memnuniyet anketi
kullanmryoruz. Isletme olarak bizler miisterinin
yliz ifadeleri ve isletmemizden ayrilirken sozel
olarak ifadelerini temel aliyoruz.

Yamit 2: Hayir, uygulanmiyor.
Yanit 3: Evet.
Yamnit 4: Evet.

Yanit 5: Tabii ki kendimizde 6lgmemiz gerekiyor.
Bir yerde her zaman 6vgii olmaz sikayette olmali.
Sikayet yoksa yanlis bir seyler vardir.

SONUC

Glneydogu Anadolu mutfaginin ticari amach
degerlendirilmesinde yasanan sorunlari belirlemek
ve ilgili ¢Oziim Onerileri gelistirmeye yonelik,
Giineydogu Anadolu mutfagma o6zgiin Izmit

merkezde  faaliyet  gOsteren  isletmecilerin
goriiglerini degerlendirmek amactyla
gerceklestirilen  aragtirmadan  ortaya  ¢ikan

sonuglar1 su sekilde 6zetlemek miimkiindiir.

Glineydogu Anadolu mutfaginin tanitimi  ve
pazarlanmasinda ciddi sorunlarla kars1 karsiyadir.
Bu sorunlar i¢sel veya digsal kaynaklidir. Bolgeler
arasindaki  lezzet farklilign, Ozellikle yerli
turistlerde karsilagilan onemli bir sorundur. Bol
etli, yagli ve baharathi yemekler, yore disindaki
bazi insanlarin hosuna giderken, digerlerinin
gitmemektedir. Diger taraftan yemeklerin kalori
degeri yiiksektir. Ug 6giin ydrenin yemekleri tercih
edilmeyip, o0Ozel giinlerde daha ¢ok tercih
edilmektedir. Hemen hemen her ilde ozellikle
Antep ve Urfa mutfagi lizerine g¢alisan isletmeler
bulunmaktadir. Yemeklerin yapiminda bir standart
olmadigindan dolayi, aymt mutfaklara dair aynm
yemekler farkli lezzetlerde sunulmaktadir. Bu
durum tiiketicinin mutfaga karsi olan ilgisini
azaltmaktadir. Diger taraftan aragtirma
kapsamindaki Giineydogu mutfag: {izerine calisan
isletmeler, yoresel {irlnleri bulmakta ve temin
etmekte giiglilk yasamaktadirlar. Sektorde diger
o6nemli bir sorun ise nitelikli personeldir. Egitimli
ve konusuna hakim nitelikli personele sektdrde
ihtiya¢ duyulmaktadir.

Glineydogu Anadolu mutfagim yonelik hizmet
veren isletmelerde yasanan bu sorunlar, diger
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bolgelere ait yoresel mutfaklarda da yasandigi
isletmeci goriislerinden ortaya ¢ikmistir.

Bu sorunlarin giderilmesi igin isletmeciler, damak
tadi farkli olan tiiketicilere yonelik alternatif
meniiler hazirlamakta olduklarini, nitelikli personel
sorununu ¢dzmek igin ylizde yiiz i garantili egitim
projeleri  diizenlediklerini, yemeklerdeki yag
oranin1  azalttiklarint ve kendi bolgelerinden
iireticilerle iletisim kurarak, yoresel iirlinleri temin
etmeye c¢aligtiklarin1 belirtmiglerdir. Gaziantepli
isletmeciler, mutfaklarindaki yemeklerin
standardizasyonuna yonelik c¢aligmalar icerisinde
olduklarini da ifade etmislerdir.

Gilineydogu mutfagmin tanitilmasina
isletmecilerin 6ne ¢ikan Onerileri sunlardir:

yonelik

e Yurtici ve yurtdist  organizasyonlarda,
mutfagin baslica yemekleri tanitilmalidir.

e Gilineydogu Anadolu’ya o6zel gurme turlar
diizenlenmelidir.

e Yemek yarigsmalar festivaller diizenlenmelidir.

e AVM’lerde
diizenlenmelidir.

lezzet tanitim giinleri

e Yasanan sorunlarina yonelik olarak yapilmasi
gereken Oneriler ise sunlardir:

o Hedef kitlelere ulagsmak igin etkin tanitimlar
yapilmali

e Esnaf ve Sanatkarlar Odalari; i1 Mudiirliikleri,
Valilik ve belediyelerle isbirligi yapilarak
ortak calismalar diizenlenmelidir.

o Giineydogu Anadolu mutfagi adma hizmet
veren yiyecek icecek isletmeleri; festival,
indirim, cazip kampanyalar, reklamlar aracilig
ile ilgiyi stirekli olarak iizerinde tutmalidir.

e Giineydogu Anadolu mutfaginda yer alan
yemeklere dair standartlar olusturulmali ve her
yerde ayni yoreye ait yemek yendiginde ayni
lezzette olmasi saglanmalidir.

Sonu¢ olarak; Gilineydogu Anadolu mutfagi
ticarilestirilme asamasinda Izmit’te bazi sorunlarla
kars1 karsiyadir. Bu ve bunun gibi sorunlarla karsi
karsiya kalan isletmelerin bu arasgtirmada oldugu
gibi  karsilastiklar1  sorunlar1  belirlenmeleri
gereklidir. Sonrasinda ilgili kurum ve kuruluslarla
isbirligine gidilerek sorunlar ¢Oziime
kavusturulmaya caligilmalidir. Miisterilere yonelik

memnuniyet anketleri mutlaka diizenlenmeli,
memnuniyetsizligin olustugu noktalara yonelik
iyilestirici ¢aligmalar yapilmalidir.

Bu arastirma Izmit’te Giineydogu Anadolu
mutfagina 6zel yemekler sunan bes isletmenin
yoneticisinin  gorisleri ile smirlidir. Arastirma
verilerinden genel sonuglara ulasabilmek icin, daha
genis Orneklemler iizerinde arastirmanin benzerleri
yapilabilir. Ayrica, anket, gézlem gibi farkli veri
toplama araglar1 ile yapilacak arastirmalarla daha
detayl1 sonuglara ulasilabilir.
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GIRiS
Gelisen teknoloji, sanayii faaliyetleri, hizla artan
diinya niifusu ve kaynaklarin  bilingsizce

tilketilmesi etkisi giin gectikge artan olumsuz
sonuclart da beraberinde getirmektedir. Diinya
genelindeki  ¢evre  kirliligi, dogal hayatin
dengesinin bozulmasi, bitki ve hayvanlarin neslinin
tikenme tehlikesiyle karst karsiya kalinmasi,
icilebilir su kapasitesinin azalmasi, hava kirliligi ve
yasam icin gerekli olan kaynaklarin giin gectikge
bozulmasi kiiresel anlamda insanligin son
yiizyildaki en Onemli sorunu haline gelmistir.
Diinyadaki dogal dengenin bozulmaya basladigi,
bozulmanin son hizla ilerledigi ve bu durumun
insanligin bugiinii ve gelecegi acisindan felaket
anlamma geldigi konusunda genel bir egilim
bulunmaktadir. Kiiresel 1smmmanin etkilerini
azaltma ve c¢evre koruma hakkinda diinya
genelinde olusmaya baslayan biling kapsaminda;
gerekli  diizenlemeler  yapilmig, programlar
olusturulmus, iiretim ve hizmet sektorleri modifiye
edilmis, insanlarin  giinlik yasantilar1  bu
dogrultuda diizenlenmeye baglamistir.

Bu kapsamda one ¢ikan faaliyetler su ve enerji
tasarrufunun  saglanmasi, yenilenebilir enerji
kaynaklarinin ~ kullanilmasi,  ¢evreye  zararh
atiklarin geri doniislim siireglerinden gegirilmesi,
dogal hayatin, bitki ve hayvanlarin korunmasi,
agaglandirma caligmalarinin  yapilmasi olarak
siralanabilir. Bu konularda kisisel, kurumsal ve
toplumsal diizeyde ¢esitli ¢oziimler bulunmaktadir.
Her alanda oldugu gibi turizm sektdriinde de ¢evre
koruma alaninda bir¢ok uygulama bulunmaktadir.

Bu c¢alismanin amaci turizm sektoriindeki gevresel
stirdiirilebilirlik konusundaki mevcut bilinci ve
ilgili uygulamalar1 incelemek, ayrica bu konudaki
yatirnmlarin hangi kaynaklar vasitasiyla finanse
edildigini ortaya koymaktir. Bu c¢alismada
oncelikle sirdiirilebilirlik ve Yesil Anahtar
kavramlar1 hakkinda bilgi verilecektir. Daha sonra,
Mugla’da bulunan, Yesil Anahtar 6diilii sahibi olan
otel isletmelerindeki ¢evresel siirdiiriilebilirlik
yatirmlart  ve bu yatiimlarin  finansman
yontemleri hakkinda yapilan arastirmanin sonuglart
sunulacaktir.

CEVRESEL SURDURULEBILIRLIK

Diinya genelindeki ¢evre koruma faaliyetleri
cercevesinde ortaya c¢ikan kavramlardan biri de

stirdiiriilebilirliktir. Siirdiiriilebilirlik kelime anlam1
olarak c¢esitlilik ve {retkenligin devamlilig1
saglanirken daimi olabilme yetenegini korumak
olarak tamimlanmaktadir (Karacan ve digerleri,
2017).  Siirdiiriilebilirlik ~ kavrami  Birlesmis
Milletler Diinya Cevre ve Kalkinma Komisyonu
tarafindan hazirlanan Bruntland - Our Common
Future isimli raporun yayinlanmasiyla birlikte
giindeme gelmistir. Bu raporda insanligin, gelecek
nesillerin  kendi  ihtiyaglarin1  karsilayabilme
yeteneginden Odiin  vermeden giliniimiizdeki
ihtiyaclarin1 karsilayabilecek sekilde kalkinmayi
stirdiiriilebilir hale getirme yeteneginin bulundugu
belirtilmistir (United Nations, 1987).

Tirk Dil Kurumu siirdiiriilebilir  kalkinmay1
“Iktisadi gelisme siirecinin, ¢evre kirlenmesi, dogal
kaynaklarin tiiketilmesi gibi sorunlara yol agtiginin
fark edilmesi iizerine, bugiiniin iktisadi biiylime ve
kalkinmas1 gerceklestirilirken, gelecek kusaklarin
gereksinimlerini  kargilayabilmelerine  olanak
taninmast igin Ozellikle yenilenemez kaynaklarin
kotii kullanimindan kaginilmasi geregi iizerinde
duran bir kalkinma anlayis1” olarak
tanimlamaktadir (Tiirk Dil Kurumu, [TDK], 1994).
Siirdiiriilebilirligin ekonomik, sosyal ve c¢evresel
olmak tizere li¢ boyutu bulunmaktadir.

Kiiresel problemlerin {istesinden gelebilmek,
stirdiiriilebilir kalkinmay1 saglayabilmek i¢in bu {i¢
boyutun entegrasyonunun saglanmasi
gerekmektedir (Harris, 2000). Bu noktada son
donemde isletmeler bazinda siirdiirilebilirlik
raporlarina agirlik verildigi ve goniillii raporlama
niteliginde bircok isletmenin siirdiiriilebilirlik
algisi1 kurumsallastirdigt da ifade edilmektedir
(Kurt ve Ugma Uysal, 2015; Kurt vd. 2017).

Turizm Sektoriinde Sirdiiriilebilirlik

Turizm sektorii diinya {izerindeki gayri safi
hasillanin ve toplam istihdamin  %10’unu
olusturmaktadir. Turizm sektorii stirdiiriilebilirligin
ekonomik, sosyal ve c¢evresel tiim boyutlarin
icermektedir (Tiirk Sanayici ve Is Insanlar
Dernegi [TUSIAD], 2012).

Birlesmis Milletler Diinya Turizm Orgiitii
(UNWTO) siirdiriilebilir turizmi, “mevcut ve
gelecekteki ekonomik, sosyal ve cevresel etkileri

tam olarak dikkate alarak turistlerin, turizm
sektoriinlin, c¢evrenin ve ev sahibi turistik
bolgelerin  ihtiyaglarim1  karsilamak”  olarak
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tanimlamistir  (United  Nations  Environment
Program [UNEP], 2005).
Turizm sektérii uzun yillar boyunca sadece

ekonomik agidan ele alindig: icin ¢evre faktdriiniin
g6z Oniline almmasi zaman almistir (Kizilirmak,
2011). 1980'lerin ortalarinda ¢evre bilincinin
yayginlasmaya baslamasiyla birlikte, turizmin
cevre lizerindeki olumsuz etkileri de tartisilmaya
baglanmigtir. Turizm faaliyetleri iyi ve etkin bir
sekilde yonetildiginde ¢evreye olumlu katkilar
saglarken, bilingsizce yonetildiginde ise cevreye
geri donilisii olmayan zararlar verebilmektedir
(Seyhan ve Yilmaz, 2010). Turizm sektoriiniin
cevre ile olan iliskisi ele alindiginda akla ilk olarak
konaklama isletmeleri gelmektedir. Bunun yaninda
turizm faaliyetlerinin  gergeklestirilmesi  i¢in
turistlerin ulasiminin da saglanmasi gerekmektedir.
Siirdiiriilebilir turizm kapsaminda ayrica turistlerin
seyahat ederken veya tatil sirasinda kullandiklari
ulasim araglarinin neden oldugu hava kirliligi de
gbz Oniine alinmaktadir. 2008'de yapilan bir
aragtirmaya gore diinya {izerindeki toplam
karbondioksit emisyonu miktarmin %5°1 turizm
faaliyetlerinden kaynaklanmaktadir (Gossling, Hall
ve Weaver, 2009).

Turizm sektorii, Birlesmis Milletler Bin Yil
Kalkinma Hedefleri arasinda yer alan yoksullukla
miicadele, cevresel siirdiiriilebilirlik, kalkinmada
kiiresel ortaklik gibi hedeflere, 6zellikle gelismekte
olan filkelerde katki saglayacak olan kilit sektor
olarak belirlenmistir. Siirdiiriilebilirlik, hem turizm

sektoriine  ekonomik  ve sosyal  fayda
saglayabilmekte hem de g¢evresel ve kiiltiirel miras
tizerindeki olumsuz etkileri azaltabilmektedir
(TUSIAD, 2012).

Birlesmis Milletler Cevre Programu siirdiiriilebilir
turizmin on iki hedefini su sekilde belirlemistir:
ekonomik siireklilik, yerel refah, istihdam kalitesi,
sosyal esitlik, ziyaretci memnuniyeti, yerel kontrol,
toplumsal refah, kiiltiirel zenginlik, fiziki biitiinliik,
biyolojik cesitlilik, kaynak verimliligi ve gevresel
saflik (UNEP, 2005).

Turizm sektoriinde siirdiiriilebilirlik ¢ok boyutlu
olarak ele alinmaktadir. Oncelikle turizm sektorii
kapsamindaki faaliyetlerin ¢evreye verdigi zararm
minimum diizeye indirilmesi amaglanmaktadir.
Bunun i¢in su ve enerji gibi kaynaklarin verimli
kullanilmasi, ¢evre kirliliginin miimkiin oldugunca
azaltilmas1 ve atiklarin yeniden degerlendirilmesi
icin geri doniisim islemlerinden gegirilmesinin

saglanmas1 gibi faaliyetler hedeflenmektedir.
Kaynaklarin verimli kullanilmasinin, sektordeki
isletmelerin maliyetlerini diisiirmesini saglayacagi
da bir gercektir. Ayrica bu durumun bilinglendirme
boyutu da bulunmaktadir. Turizm sektorii sosyal
acidan aktif bir alan oldugu i¢in ¢ok ¢esitli kitleleri
etkileyebilmektedir. Turizm sektoriinde olusacak
olan cevresel bilincin ayni zamanda bu alanda
calisan personelleri, gelen turistleri ve c¢evredeki
yerel halki da etkileyebilir. Tim bu g¢evresel
koruma faaliyetleri turistik igletmeler tarafindan bir
pazarlama unsuru olarak da kullanilmaktadir. Bir
konaklama igletmesinin ¢evreye duyarli bir tesis
olmasi, bu durumu bilingli misteriler i¢in tercih
sebebi haline getirmektedir. Bunlara ek olarak,
turizm faaliyetlerinin genellikle dogal alanlarda
yiliritildigii g6z Oniine alindiginda, turizm
sektoriinlin ~ dogal  c¢evreye  zarar  verme
potansiyelinin yiiksek oldugu, bu yiizden de bu
sektorde ¢evreye karst daha da duyarli olunmasi
gerektigi sonucu ortaya g¢ikmaktadir. Ayrica bu
noktada gozden kacgirilmamasi gereken bir husus
da turizmin etkin oldugu dogal alanlarda ¢evrenin
tahribata ugramasi durumunda turizm sektoriiniin
de bu durumdan olumsuz etkilenecegi hatta uzun
vadede tamamen yok olacag1 gercegidir.

Turizm Sektoriinde Yesil Pazarlama

Turizm sektoriindeki stirdiiriilebilirlik
uygulamalar oteller tarafindan etkin bir pazarlama
aract olarak kullanilmaktadir. Cevreye duyarl olan
miisteriler, tatillerini gecirecekleri konaklama
igletmesinin de ¢evreye duyarli olmasini istemekte
ve bu durum bir tercih sebebi haline gelmektedir.
2002 yilinda gergeklestirilen bir aragtirmaya gore;
Ingiliz turistlerin %87’si tatillerinin cevreye zarar
vermemesinin 6nemli oldugunu belirtmislerdir
(Aktaran Seyhan ve Yilmaz, 2010).

Sturdiirtilebilirlik ~ konseptinin  yayginlagmasiyla
birlikte iiriin ve hizmet degerlendirme faktorlerine
cevreye duyarlilik da eklenmistir. Belirli kriterleri
sagladigi belirlenen {iriin ve hizmetlere verilen
ekolojik sertifikalar 199011 yillardan itibaren
turizm sektoriinde de yaygin olarak uygulanmaya
ve yesil pazarlama unsuru olarak kullanilmaya
baslanmistir (Mowforth ve Munt, 2009).

Tiirkiye’de uygulanmakta olan, turizm sektdriinde
cevre koruma faaliyetlerini kapsayan odiil ve
sertifikasyon  programlar1  asagidaki  gibidir:
(Kazilirmak, 2011)
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o Ekolojik Oteller Yildizlama Sistemi- “Eco
Hotels of the World“ kurulusu tarafindan
uygulanmaktadir.

e Mavi Bayrak- “Uluslararasi Cevre Egitim
Vakfi1” tarafindan uygulanmaktadir.

e Cevre Dostu Isletme Plaketleri (Cam, Cipa,
Yunus) — T.C. Kiiltiir ve Turizm Bakanlig1
tarafindan uygulanmaktadir.

o Yesil Yildiz - T.C. Kiiltiir ve Turizm
Bakanlig1 tarafindan uygulanmaktadir.

e Yasanabilir Cevre Projesi - Tiirkiye
Otelciler ~ Federasyonu (TUROFED)
tarafindan uygulanmaktadir.

e Yesil Anahtar- Uluslararasi Cevre Egitim

Vakfi (Foundation for Environmental
Education, FEE) tarafindan
uygulanmaktadir.

Yesil Anahtar

Uluslararast Cevre Egitim Vakfi (Foundation for
Environmental Education, FEE) diinya ¢apinda 74
iilkede faaliyet gosteren, insanlari siirdiiriilebilir
cevre yoOnetimi konusunda bilinglendirmeyi
amaclayan uluslararasi bir sivil toplum orgiitiidiir
(Foundation for Environmental Education, 2018).

FEE tarafindan uygulanan c¢evresel sorumluluk
programlarindan biri de Yesil Anahtar (Green Key)
sistemidir. Yesil Anahtar, turizm sektoriindeki
stirdiiriilebilirlik uygulamalarini kapsayan
uluslararasi bir sertifikasyon programi olup, gerekli
cevresel kriterleri sagladigi belirlenen isletmelere
verilen bir 06diil sistemidir. Yesil anahtar
programinin amaglari, ¢evreyi korumak, tiiketimi
azaltarak ekonomik fayda saglamak, isletmelere
pazarlama avantaji saglamak, turizmi
giclendirmek ve isletme ¢alisanlarinin  ve
misterilerinin ¢evre bilincini artirmak olarak
siralanmaktadir.

Yesil Anahtar Kriterleri on {i¢ ana baslik altinda
toplanmistir. Bunlar;

Cevre Yonetimi

Personel Egitimi

Misafirlerin bilinglendirilmesi
Su Tasarrufu

Yikama ve Temizleme

Atik Yonetimi

Enerji Tasarrufu

Yiyecek ve Icecek

I¢c Cevre

Yesil Alan ve Bahgeler

Yesil Aktiviteler

Idare ve Yonetim

o Kurumsal Sosyal Sorumluluk

Yesil Anahtara sahip olmak isteyen ve gerekli
kriterleri karsiladigimi diislinen turizm igletmeleri
ilgili ~ prosediirleri  izleyerek bu  program
kapsaminda yetkilendirilmis kurumlara basvuru
yapmaktadir. Bagvuruyu miiteakiben yapilan
inceleme, denetim ve jiiri degerlendirmeleri
sonucunda, odiilii almaya hak kazanan isletmelere
bir yi1l gegerli Yesil Anahtar bayrak, plaket ve
sertifikalar verilmektedir (Green Key, 2018).

Yesil  Anahtar  Programi 1994  yilinda
Danimarka’da uygulanmaya baglanmis olup, 2017
itibari  ile diinyada toplam 56 iilkede
uygulanmaktadir. Tiirkiye 2011 yilinda

uygulamaya katilmig olup, program faaliyetleri
Tiirkiye Cevre Egitim Vakfi (TURCEV)
bilinyesinde ylriitilmektedir. 2017 yili verilerine
gore, Tirkiye 87 adet Yesil Anahtar sahibi isletme
ile dinyada 56 {ilke arasinda 8.sirada
bulunmaktadir. Bu say1 2018 yilinda Mayis ayina
kadar eklenen turizm isletmeleri ile birlikte 94
olmugtur. Tiirkiye’nin yillara gére Yesil Anahtarl
isletme sayilar1 Grafik 1°de, isletmelerin illere
gore dagilimi Tablo 1°de verilmistir (Tirkiye
Cevre Egitim Vakfi, 2018).

Grafik 1: Tirkiye'deki Yesil Anahtar Sahibi
Turizm Isletmelerinin Yillara Gére Degisimi
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Kaynak: http://www.turcev.org.tr
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Tablo 1: 2017 yilinda Yesil Anahtar Sahibi Olan
Turizm Isletmelerinin Illere Gére Dagilinm

. YESIL ANAHTAR
SEHIR SAHIBI OTEL SAYISI
Antalya 40

Mugla 13

istanbul
Ankara
izmir
Mersin
Adana
Balikesir
Bursa
Canakkale
Aydin
Diyarbakir
Nevsehir
Ordu
TOPLAM

Kaynak: http://www.turcev.org.tr
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Siirdiiriilebilirlik
Finansmani

Yatirmmlarinin

Otel yatirimlar1 yapisi1 geregince yiiksek sermaye
gerektirmektedir. Otel yatirimlarinin
sermaye/hésila oraninin yiiksek olmasi ve turizm
sektorlinlin siyasal, sosyal ve ekonomik olaylara
son derece duyarli ve kirilgan olmas1 bu alandaki
riski oldukea arttirmaktadir (alintilayan Kiiciikaltan
ve Eskin, 2008).

Otel yatirimlar1 finansmani i¢in 6zkaynak veya
bor¢ kullanilmaktadir. Turizm sektorii igin bazi
kurum ve kuruluslar tarafindan saglanan 6zel kredi
imkanlart ve tesvikler de bulunmaktadir. Ayrica
yenilenebilir enerji yatirimlar1 igin de benzer
sekilde destek ve devlet tesvikleri mevcuttur.
Ornegin bankalar ¢evre kredisi, enerji kredisi,
stirdiiriilebilir enerji kredisi, yenilenebilir enerji

kredisi, enerji verimliligi kredisi vb. isimler
altinda, siirdiiriilebilirlik yatirimlan i¢in 6zel vade
ve faiz kosullarinda finansman kaynaklari
sunmaktadir.
YONTEM
Turizm  sektoriindeki  ¢evresel  yatirimlarin

durumunu ortaya ¢ikarmak igin, ¢evre konusundaki
bilincinin yliksek oldugu ongoriilen Yesil Anahtar
sahibi olan otel isletmeleri ele almmstir.
Caligmada nitel arastirma yontemleri kullanilmus,
veri  toplama  teknigi olarak  Miilakat

(Derinlemesine ~ Gorlisme)  yontemi  tercih
edilmistir. Gorlisme Oncesinde taslak olarak Ek-
I’de sunulan goriisme formu hazirlanmstir.
Gortigme sirasinda bu  sorular dogrultusunda
ilerlenmis, ancak verilen cevaplara bagli olarak
daha ayrintili bilgiler de elde edilmistir.

Mugla ilinde, 2017 yilinda Yesil Anahtar o6diili
almis olan toplam on ii¢ adet otel bulunmaktadir.
Calismanin kapsamini, Mugla ilinin Marmaris ve
Bodrum ilgelerinde faaliyet gosteren, 2017 yilinda
Yesil Anahtar Odiilii’'nii almis olan alt1 adet otel
olusturmaktadir. Bu otellerde ¢alisan konuyla ilgili
toplamda dokuz kisi ile goriigme yapilmistir.
Goriistilen  kisilerin  birgogu  muhasebe-finans
departmanlarinda gérev yapmakta olan personeller

olup, muhasebe miidiirii, mali isler midir
yardimeisi, finans yoneticisi, genel midir
yardimcist  ve  kalite miidiiri  unvanlarina
sahiptirler.

BULGULAR

Cevresel Siirdiiriilebilirlik Uygulamalari
Gortigiilen otellerde bulunan gevresel
sirdiriilebilirlik  uygulamalar1  genel  olarak
asagidaki sekilde siralanmaktadir:

e Viicut 1sisina duyarli led otomasyon

sistemleri ile verimli 1s1k kullanimu,

e Sezonun biiyik bir g¢ogunlugunda su
1sitmak i¢in  tamamen gilines enerjisi
panelleri kullanilmasit ve giines 1s181nin
yeterli olmadig1 zamanlarda ise 1s1 pompasi
sisteminin devreye girmesi,

e Yemek pisirme islemleri i¢in dogalgaz
kullanilmasi,

e Osmoz sistemi ile suyun yumusaklig
ayarlanarak daha az deterjan, sabun,
sampuan kullaniminin saglanmasi,

o Sensorli  (fotoselli) ve su tasarruflu

musluklarin kullanimai,

e Tim atiklarin aynistirilarak (kagit, cam,
plastik, yag, pil, vb.) geri doniisim
firmasina teslim edilmesi,

o Atik yag filtre sistemlerinin kullanilmasi,
Atik yag toplama havuzu,

e Otel misterilerinin katilimiyla ¢evredeki
uygun alanlarda  fidan-aga¢  dikimi
etkinlikleri,
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Cevredeki ormanlarin kenarina olas1t bir
yangin aninda kullanilmak iizere su dolu
bidonlarin yerlestirilmesi,

Personel ve misterilerle birlikte
gergeklestirilen gevresel diizenleme
etkinlikleri

Otel ¢evresinde agaclandirma faaliyetleri,
Mavi Bayrak kriterlerini saglama

calismalar1 (cankurtaran, yiiriiylis rampasi,
derinlik uyarilari, temiz plaj ve deniz),
Yemeklerde kullanilan gidalarin ¢evredeki
yoresel ireticiden direk temin edilmesi,
boylece daha dogal ve taze yiyecek
saglanmasi,

Yiiriiyiis parkurlari,

Bisiklet yollari,

Otel personellerine ¢evre koruma, enerji
tasarrufu, geri doniisiimle ilgili egitimlerin
verilmesi,

Miisteriler icin atil pil toplama kutularinin
bulundurulmasi,

Miisteriler i¢in  gruplandirilmis  geri
doniisiim kutularinin bulundurulmasi,

Baca filtrelerinin kullanilmasi,

Hijyen ve enerji tasarrufuyla ilgilenen
Kalite Kontrol Miidiiriiniin  istthdam
edilmesi,

Firmalardan ¢evre, enerji verimliligi

konusunda denetleme hizmeti alinmasi. Bu
kapsamda ayrintili incelemeler yapilmasi,
raporlarin alinarak incelenmesi,

Filtreli su aritma cihazlari,

Misafirleri bilgilendirme amagli odalarda
ve otel icerisinde su ve enerji verimliligi
ile ilgili uyarilar1 igeren posterlerin asili
bulundurulmasi,
Havayla karisik
perlatorler,
Sensorlii fotoselli lambalar,

Su ve elektrik tiiketimiyle ilgili kontroller
ve degerlendirmelerin yapilmasi. Otelde
kalan  kisi  basina  diisen  tiiketim
miktarlarinin incelenerek karsilagtirmalar
yapilmasi. Bu sonuglar dogrultusunda
Oonlemler alinmasi,

Giriiltiiyli 6nlemek i¢in bar ¢evresine ses
perdeleri yerlestirilmesi,

Karbon ayak izinin hesaplanmas.

su veren musluklar-

Yesil Anahtar Odiilii

Otellerin Yesil Anahtar konusundaki
farkindaligimin 2015 yili sonrasinda bagladig
bilgisi alinmigtir. Mevcut uygulamalar ve gelecek
planlar1 gbz oniine alindiginda, otellerin tiimiinde
cevre konusunda yiiksek diizeyde duyarliligin
oldugu gozlemlenmistir. Yesil Anahtar i¢in gerekli
olan kriterlerin hemen hemen hepsine zaten sahip
olundugu, bu 6diilii almak i¢in ek olarak yatirim
yapilmasina gerek duyulmadigi anlasilmstir.

Ayrica goriigiilen otellerin iic tanesinde Yesil
Anahtar  disinda  Sundhet Karlek  Alder
Lycka (SKAL) ve Touristik Union International
(TUI) gibi uluslararasi turizm kuruluslar1 ve T.C.
Kiiltiir ve Turizm Bakanligi tarafindan verilmis
olan, tesisin ¢evreye duyarli oldugunu gosteren
sertifikalar da bulunmaktadir.

Pazarlama

Otellerin tiimii Yesil Anahtar 6diiliinii ve cevreyle
ilgili faaliyetlerini pazarlama faaliyetlerinde on
plana ¢ikarmaktadirlar. Otellerin web sayfasinda,
giris kapisinda, reklam panolarinda ve resepsiyon
boliimiinde Yesil Anahtar 6diilii bulunduguna dair
afisler oldugu gozlemlenmistir. Ayrica, bu
durumun turizm acentelerine 6zellikle bildirildigi,
otellerin brosiirlerinde, sosyal medya hesaplarinda
ve tanmitim amagli kullamilan tim materyallerde

Yesil Anahtarin  6zel olarak vurgulandigi
belirtilmistir.
Yetkililerin ~ timii  Yesil Anahtar Odiiliiniin

pazarlama faaliyetleri igin ¢ok etkili bir faktor
oldugunu diistinmektedir. Bu durumun otele olan
talebi artirdig1, miisterilerin ¢evreye duyarli oldugu
tescillenmis bir otelde kalmayr tercih ettigi
disiiniilmektedir. Bu konuda o&zellikle Avrupa
iilkelerinden gelen yabanci turistlerin ¢ok duyarli
oldugu, bazi1 miisterilerin otel segmeden 6nce ¢evre
kriterine de 6nem verdigi belirtilmistir. Yabanci tur
acentelerinin web sayfalarinda otellerin gevre
sertifikasina sahip olup olmadigin1 gosteren
filtreleme seceneklerinin de bulundugu bilgisi
alinmigstir.

Yatirim Finansmani

Yetkili personel otel yatirimlariin finansmani igin
zorunlu kalinmadik¢a dis kaynak kullanmaktan
kacindiklarin1 belirtmiglerdir. Bu tercihe neden
olarak turizm sektoriiniin yiliksek diizeyde risk
igermesi, uzun vadeli planlamanin yapilamamasi
ve  kredi  olanaklarinin  yetersiz =~ olmasi
gosterilmistir.  Yetkililerin ¢evre yatinmlariyla
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ilgili tegvik ve destekler hakkinda yeterli bilgiye
sahip olmadiklar1 tespit edilmistir.

Bilgi sahibi olan kisiler de bu tesvik ve destekler
icin basvuru prosediirlerinin ¢ok zor ve ugrastirici
oldugunu, bu yiizden de bu finansman kaynaklarini
tercih etmediklerini belirtmislerdir.

Gortisiilen kisilerin tiimii ¢evresel yatirimlarin kisa
vadede maliyet yarattigt ancak wuzun vadede
karliligt olumlu yonde etkiledigini belirtmistir.
Ozellikle su ve enerji verimliligi ile ilgili yatirimlar
ilk etapta otellere ciddi diizeyde bir maliyet
yliklemektedir. Ancak bu alanlardaki sistemsel
yatinmlar verimlilik artigina neden oldugu igin
cevreye daha az zarar vermelerinin yani sira su ve
enerji tasarrufu da saglamaktadir. Bu ylizden bu
sistemleri  kullanan otellerin su ve elektrik
faturalarinda ciddi diizeyde bir diisiis oldugu bilgisi
almmustir. Ayrica isletmeler bu tiir faaliyetlerini
yesil pazarlama kapsaminda kullandiklar igin
cevreye duyarli miisteriler tarafindan tercih sebebi
olmakta, bu sayede de fiyat avantajindan
yararlanarak sezonda bos oda problemiyle
minimum diizeyde karsi karsiya kalmaktadir.
Gorislilen kigilerden pek cogu, isletmeleri igin
yaptiklar1  siirdiiriilebilirlik ~ yatirimlarmin = geri
O0deme siirelerinin  olduk¢a kisa oldugunu
disiinmektedir.  Ayrica, gorisiilen isletme
yetkilileri, siirdiirebilirlik yatirimlarmin verimlilik
iizerinde etkili oldugu anlayisinin heniiz sadece
biiyiilk ve kurumsal otellerde var oldugunu, diger

konaklama isletmelerinde bu konuda yeterli
farkindaligin =~ olmadigin1  belirtmislerdir. Bu
ylizden, turizm isletmeleri ig¢in bilinglendirici

egitim uygulamalarmin diizenlenmesi gerektigi
konusu 6zellikle vurgulanmastir.

SONUC

Son yillarda diinya genelinde tiim alanlarda oldugu
gibi turizm sektoriinde de ¢evre koruma faaliyetleri
on plana c¢ikmaktadir. Yesil Anahtar turizm
sektoriindeki ¢evresel siirdiiriilebilirlik faaliyetleri
kapsaminda uygulanan uluslararasi sertifikasyon
ve 0diil sistemidir. Bu 6diil, enerji, su, atik madde
ve cevre yonetimi gibi unsurlarla ilgili gerekli
kriterleri sagladigi belirlenen otel isletmelerine
verilmektedir.

Bu calismada, turizm sektoriindeki
stirdiiriilebilirlik yatirimlari incelenmistir.
Caligmada nitel arastirma yontemleri kullanilmas,

veri toplama  teknigi olarak  Miilakat
(Derinlemesine ~ Gorlisme)  yontemi  tercih
edilmistir. Konuyla ilgili mevcut durumu ve biling
diizeyini ortaya ¢ikarabilmek amaciyla Mugla
ilinde bulunan, 2017 yilinda Yesil Anahtar 6diili
almaya hak kazanmig olan otel isletmeleriyle
gorligiilmistiir.  Goriigillen yetkililerin = ¢evresel
stirdiiriilebilirlik yatirimlarinin 6neminin farkinda
oldugu ve isletmeleri biinyesinde bu konuda
faaliyetler yiirlittiigli ancak bu yatirimlarin
finansman cesitliligi konusunda yeterli bilgiye
sahip olmadiklar1 sonucu ortaya c¢ikmistir. Bu
durumun nedeni olarak turizm isletmelerinin
stirdiiriilebilirlik yatirnmlar ile ilgili 6zel tesvik ve
finansman  kaynaklar1  hakkinda  yeterince
bilgilendirilmedikleri, ayrica bilgi sahibi olunsa
dahi gerekli prosediirlerin zor ve ugrastirict olmasi
nedeniyle bu tiir finansman kaynaklarinin
kullanimindan kagimildigi tespit edilmistir. Bu
sonuclar dogrultusunda, turizm sektoriinde faaliyet
gosterilen igletmelerin siirdiiriilebilirlik yatirimlari,
bu yatinmlarin maliyet ve pazarlama agisindan
sunacagi avantajlar, yatirimlar i¢in kullanilabilecek
finansman kaynaklar1 hakkinda detayli bir sekilde
bilgilendirilmesi gerektigi gercegi ortaya ¢ikmustir.
Gortigtilen kisiler bu tiir yatinmlarda finansman
cesitliliginin saglanmasi ve nispeten daha diisiik
maliyetli fonlara erisim agisindan bilgilendirilmeli
ve farkindalik ~ yaratilmalhidir. Bu tiir
bilgilendirmeler sadece yonetim kademelerindeki
calisanlara degil miimkiinse tiim personele yonelik
olmalidir. Ciinkii c¢alisilan kurumun 6zelliklerinin
bilinmesi hedef ve amaglara ulasmada kolaylik
saglayarak rekabet istiinliigi yaratabilecektir. Bu
kapsamda, siirdiiriilebilirlik yatirnmlariyla 1ilgili
kamu ve Ozel sektor isbirligiyle egitim
faaliyetlerinin  diizenlenmesinin  ve  projeler
uygulanmasinin yararli olacagi diisiiniilmektedir.
Konuyla ilgili biling diizeyinin artirilmasiyla
birlikte hem turizm sektoriiniin daha etkin bir
sekilde gelismesi saglanacak, hem de yasanabilir
ve siirdiiriilebilir bir ¢evre i¢in onemli bir adim
atilmig olacaktir.

KAYNAKCA

Foundation for  Environmental
http://www.fee.global, E.T. 20.05.2018

Gossling S., Hall C.M., Weaver D.B. 2009.
Sustainable Tourism Futures Perspectives on

Education

17


http://www.fee.global/

Poyraz ve Kaya / International Journal of Contemporary Tourism Research 2 (2018) 11— 19

systems, restructuring and innovations. (ss. 5) New
York: Routledge.

Green Key Resmi Internet
http://www.greenkey.global/, E.T. 03.05.2018

Harris J.M. 2000. Basic Principles of Sustainable
Development. Global Development  and
Environment Institute Working Paper No. 04

Kizilirmak 1. 2011. Diinyada ve Tiirkiye'deki
Turizm Isletmelerinde Cevre Korumaya Yonelik
Uygulamalar: Amaci ve Onemi. Sosyal Bilimler
Dergisi. 2011,(2), 1-12.

Kurt G., Ugma Uysal T., Karabulut A. N. (2017).
Are Social Marketing Investments Used As A Tool
For Voluntary Reporting Or Disclosure?, In:
Encyclopedia Of Information Science And
Technology 4th Edition, Ed: Mehdi Khosrow-
Pour, Igi Global.

Kurt G. & Ugma Uysal T. (2015). Sustainability
Reporting Framework For Voluntary Reporting Or
Disclosure In  Turkey, In: Encyclopedia of
Information Science and Technology, Ed:Mehdi
Khosrow-Pour, IGI Global, USA.

Kiiciikaltan K.D., Eskin I. 2008. Tiirkiye’deki Otel
Isletmelerine Bir Finansman Modeli Olarak
Tesvikler. Trakya Universitesi Sosyal Bilimler
Dergisi. 10(2) 158-172.

Mowforth M., Munt |. 2009. Tourism and
sustainability: Development globalisation and new
tourism in the third world. (ss. 202) London:
Routledge.

Seyhan G., Yilmaz B.S. 2010. Sirdirilebilir
Turizm Kapsaminda Konaklama Isletmelerinde
Yesil Pazarlama: Calista Luxury Resort Hotel.
Isletme Fakiiltesi Dergisi, 11(1): 51-74.

Tiirk Dil Kurumu (TDK) BSTS Iktisat Terimleri
Sozligi
http://www.tdk.gov.tr/index.php?option=com_bts
&view=bts&kategoril=veritbon&kelimesec=29431

Tirk Sanayicileri ve Is Insanlari Dernegi
(TUSIAD). 2012. Siirdiiriilebilir Turizm Raporu,
E.T. 13.06.2018,
http://tusiad.org/tr/yayinlar/raporlar/item/6030-
surdurulebilir-turizm.

Tiirkiye Cevre Egitim Vakfi Internet Sitesi
http://www.turcev.org.tr, E.T. 22.04.2018.

United Nations Environment Programme Report.
2005. Making Tourism More Sustainable A Guide
for Policy Makers,

Sitesi

http://www.unep.fr/shared/publications/pdf/dtix05
92xpa-tourismpolicyen.pdf. E.T. 02.05.2018

United Nations Our Common Future Report. 1987.
http://www.un-documents.net/our-common-
future.pdf. E.T. 11.06.2018

EK-1 GORUSME SORULARI

Degerli Katilimei,

Asagida yer alan sorular “Turizm Sektdriinde
Siirdiiriilebilirlik Faaliyetlerin Finansmani” konulu
arastirmanin  verisinin  toplanmasi  amaciyla
olusturulmustur. Bu ¢alisma Mugla ilinde bulunan
2017 yilinda Green Key (Yesil Anahtar) odiili
almis otellere uygulanmaktadir.

Bu c¢aligmadan elde edilecek bilgiler tamamen
arastirma amaci ile kullanilacak olup kurumsal,
kisisel ve iletisim bilgileriniz gizli tutulacaktir.
Katiliminiz igin tesekkiir ederiz.

Mugla Sitk1 Kogman Universitesi iktisadi ve Idari
Bilimler Fakiiltesi Isletme Boliimii

Prof. Dr. Erkan POYRAZ & Arastirma Gorevlisi
Bilge KAYA

1. Siirdirilebilirlik kavrami ile ilgili
farkindaliginiz ne zaman basladi?

2. Yesil anahtar odiili ve siirdiiriilebilirlik
kapsaminda  gerceklestirdiginiz  faaliyetler
nelerdir?

3. Yesil anahtar odiili ile ilgili farkindaliginiz ne
zaman ve nasil basladi?

4. Bu odilii alabilmek icin ilave yatirimlar
yaptiniz mi?

5. Yesil anahtar o6diiliini ilk kez ne zaman
aldiniz? Bu tarihten sonra odiil siireklilik
gosterdi mi?

6. Siirdiiriilebilirlik faaliyetleri i¢in  yapmig
oldugunuz yatirimlarm karsiligini aldiginizi
diistiniiyor musunuz? Cevabiniz evet ise, nasil?

7. Pazarlama faaliyetleri kapsaminda Yesil
Anahtar 6diiliinii 6n plana ¢ikartyor musunuz?

8. Siirdiiriilebilirlik faaliyetlerinde hangi
finansman kaynaklaria bagvurdunuz?

9. Siirdiiriilebilirlik  i¢in  banka ve diger
kurumlarin ~ kullandirdign ~ 6zel kredi ve

tesviklerden haberdar misiniz?

10. Cevabiniz evet ise; hangi kaynaklari tercih
ettiniz?

11. S6z konusu banka kredisi veya
tesviklerden nasil haberdar oldunuz?

12. Bankalar arasinda karsilastirma yaptiniz mi?

diger
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13. Sectiginiz bankay1 tercih etme sebepleriniz
nelerdir? (Faiz, 6deme kosullar1 vb. agisindan)

14. Bundan sonraki siiregte siirdiiriilebilirlik
yatirimlariniz devam edecek mi?

15. Gelecekteki siirdiiriilebilirlik yatirimlarinizda
banka kredisi veya tesviklerden yararlanmay1
diisiiniiyor musunuz?

16. Siirdiiriilebilirlikle ilgili mevcut finansman
desteklerine (banka kredileri, devlet tesvikleri)
ilaveten kaynak Onerileriniz var m?

17. Sizce mevcut destekler yeterli mi ve nasil
gelistirilebilir?
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INTRODUCTION

This study aims to find out the views of the
undergraduate students living in Foca about the
development of tourism in Foga. The students are
preferred as the target resource of the research not
only because they experience and observe life in
Foca but also as they receive tourism education in
superior level at the School of Hospitality and
Tourism Management in Dokuz Eyliil University.
Today, the school has become a Faculty of
Tourism and it is still the only higher education
institution of tourism in Foca.

Foga, a fishermen town on the northern shore of
Izmir which is the third biggest city in Turkey
following the administrative capital Ankara and the
commercial and cultural capital Istanbul. Situated
on the Aegean seaside, Foca which is also a
touristic attraction point of Izmir is located 70 kms
from the city center. Foca benefited from
international tourism for years after the opening of
Club Med, famous French holiday village in 1967.
Later, after the 1970s, with the second homes
action, the national tourism followed. Foga has
become a destination for especially excursionists
after the 1990s (Emekli, 1999). The stagnation
follows since the beginning of 2000s (Kilinc-Unlu,
2011).

One reason for the stagnation is that in year 2005,
the holiday village Club Med was closed down,
thus resulting in the loss off all the related
international connections providing demand. Also,
Club Neilson Phokaia is reported to close down in
the summer season 2017 for the lack of demand,
and its members are sent to Croatia, Greece and
Sardinia (Giil, 2017). Even if it restarted receiving
this time especially national guests in 2018, with
its new brand name, Mark Warner Phokaia Beach
Resort, the share of international guests dropped
down. These two cases reflect poor management of
international tourist demand in Foga.

Another reason can be listed as the seasonality
which is a shared problem of Izmir as a destination
as exhibited in Table 1. According to the data in
the table, highest number of visitors are in summer
months: June, July and August. This is mainly a
reflection of the tourists visiting izmir’s shores for
sun sea sand tourism in summer. The population of
Foca is 31.061 according to data of year 2017
(TUIK, 2017). In the summer, the population in
Foca is reported to increase to 100.000. It is
emphasized by the increase in hotels’ occupation
levels especially during the weekend (Milliyet
Haber, 2017). Thus, it can be inferred that Foca as
a district behaves similar to Izmir city in general in
terms of seasonality.

Table: 1 Foreign Arrivals to Izmir by Years and Months (From 2016 to 2018).

Months Years Rate of Change (%)
2016 2017 2018 | 2017/2016 | 2018/2017
JANUARY 16397 | 13330 | 24330 -18,70 82,52
FEBRUARY 18989 | 16442 | 27923 -13,41 69,83
MARCH 37154 | 27846 | 24818 -25,05 -10,87
APRIL 37925 | 43211 | 47039 13,94 8,86
MAY 66 015 | 57378 | 75264 -13,08 31,17
JUNE 73226 | 94325 | 139679 28,81 48,08
JULY 135271 | 157 459 | 245724 16,40 56,06
AUGUST 111 838 | 146 900 31,35
SEPTEMBER 76 603 | 105 279 37,43
OCTOBER 62989 | 62447 -0,86
NOVEMBER 16691 | 17203 3,07
DECEMBER 19201 | 21990 14,53
TOTAL OF 7 MONTHS | 384 977 | 409 991 | 584 777 6,50 42,63
GENERAL TOTAL 672 299 | 763 810 13,61
Source: Provincial =~ Directorate ~ of  Izmir, Ministry —of  Culture and  Tourism

(http://www.izmirkulturturizm.gov.tr/TR,202464/2018-vili-istatistikleri.html. Accessed: August 28, 2018)
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The data obtained from Sub-Provincial Directorate
of Ministry of Culture and Tourism in Foga also
confirms that the tourist numbers accumulate in the
summer especially in months june, july and august
(Table 2). Table 2 shows only the numbers of

tourists who come to the Tourism Office in Foca
and this number does not represent the whole
number of tourists who come to Foga. It is reported
to represent one fifth of the tourists and it does not
include the national excursionists.

Table: 2 Tourist Arrivals to Sub-Provincial Directorate of Foga, Ministry of Culture and Tourism by

Years and Months (From 2016 to 2018).

2016 2017 2018

Months National | International | Total | National | International | Total | National | International | Total
JANUARY 12 18 30 18 11 29 23 0 23
FEBRUARY 7 27 34 25 10 35 32 11 43
MARCH 20 35 55 22 7 29 69 5 74
APRIL 14 63 77 59 16 75 56 22 78
MAY 58 83 141 |[103 18 121 72 38 110
JUNE 51 104 155 [ 137 33 170 |86 61 147
JULY 79 171 250 | 256 40 296 208 75 283
AUGUST 41 240 281 (380 43 423 1239 47 286
SEPTEMBER |87 204 291 |164 23 187 |0 0 0
OCTOBER 64 82 146 |89 35 124 |10 0 0
NOVEMBER 25 29 54 43 3 46 0 0 0
DECEMBER 4 11 15 27 28 0 0 0
SENERAL a2 1067 1529 1323|240 1563 |785 259 1044

Source: Sub-Provincial Directorate of Foga, Ministry of Culture and Tourism, 2018.

Given all above reasons, local people of Foga are
looking for ways to revive the tourism
development. The municipality, the university and
the private sector representatives (hotel owners,
travel agencies, etc.) try to find solutions for
example with the regular city councils, annual
panel organizations. But as the decisions taken
during these kinds of meetings are not turned into
action, the problem still continues.

This study is conducted in order to provide
information about the students’ understanding of
the situation of tourism in Foga and to find out
their ideas and suggestions about a more
sustainable tourism development in Foca. The
population of the research is chosen as the
university students. The data collection was
realized in the university located in Eski Foga. The
gualitative method as the preferred method of
research has reached to some important results
showing direction with suggestions and hints for
the tourism development in Foca. The results

include suggestions about the protection and
revalorization of the archeological, historical,
ecological, gastronomical, mythological resources
in Foca; demand analysis for national and
internatonal markets of Foga; suggestions about the
creation of new tourism products matching these
different markets; suggestions about a professional
image and advertisement management and also
about the revision of infrastructural and
superstructural background.

FOCA

Named Phokaia in antique times (8th century
B.C.), Eski Foca was an important lonian port just
like Smyrna: Today’s izmir city to which Foga is
connected as a district (Bean, 2001). To clarify,
Foca district of today is comprised of Eski Foga
and Yeni Foga; two places situated a few
kilometres away from each other. Phokaia is the
name given in antique times to all the area
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including both places and some other villages in
the hinterland. “They established their city under
the most beautiful sky and in the best climate we
know on earth” is a saying that belongs to
worldwide known historian Herodotus which is
told for Ionian cities Izmir (Smyrna) and Foca
(Phokaia).

Bean (2001) also informs that “phoke” means
monk seal in Greek language and seal figure can
be seen on coins belonging to the early periods of
Phokaia. In Turkish, the name “fok” means also
monk seal. Foca is the protection area for the
endangered species Mediterranean Monk Seal
(Monachus Monachus) which has also become the
symbol of the town. As a figure, it may be met as
sculptures, pictures and souvenirs while wandering
in the town today. It is stated that 100 members of
Monachus Monachus of the total population (500-
600) lives along the Aegean and Mediterranean
coasts of Turkey (Kirag&Giigliisoy, 2008).

Phokaians are represented as successful seamen
reaching till Spain by their colonies (Bean, 2001)
the most famous of which is Marseille of France
today (Akurgal, 2007). With the latest excavations
which still slowly continues to be uncovered in
Foca, the history is found to be dating back to
Bronze Age till 5000 B.C. (Ozyigit, 2010).

Foc¢a has numerous archeological ruins that can be
valorised for tourism purposes such as Siren
Rocks, Athena Temple, Kybele Open Air Temple,
Theater, Archaic Wall & Herodot Wall, Outer
Castle, Stone House (Persian Monumental Grave),
Mosaics, Devil’s Bath, City Wall and Bes Kapilar
Castle (candidate for Unesco Cultural Heritage),
Windmills, Mosques, Ottoman Graveyard. And
mythological symbols and stories specific to Foca
exist such as the Sirens, Black Stone (“Karatas”
with the local name), Gryphon, Mediterranean
Seal, Foca Moru (Meaning Foga Purple: A kind of
stone used in textile, its archaic mines exist in
Foca), Cock and Horse (Turkish Ministry of
Culture and Tourism, 2018).

Tourism in Foca

The research made by Emekli (1999) on Foga
reflects very important information on the situation
of tourism development and the preferences of the
tourists coming from different countries:

e The protection of the resources such as clean
sea, climate, natural beauties and the scenery is

important and if lost, tourism will inevitably
regress.

e The promotion of Foga’s archeological,
historical, cultural natural richnesses as well as
sun-sea-sand tourism should be realized to
attract the international tourists.

e The balance between provision of needs of
different age groups and different markets
should be created for example by;
protecting the relax and natural calmness;

e not creating overcrowdedness which create
congestion and pollution,

e creating animation and activities for the young.

Foga is not only a sun-sea-sand destination but also
has a rich cultural heritage in terms of historical,
archeological, natural, geographical, sociological
treasures. Valorisation of these resources for the
benefit of tourism development will attract more
specific markets preferring to visit Foga. The
marine products with local wine, local yoghurt and
other local products are attractive for both national
and international tourism. In a study presenting
Foca as a heritage tourism destination developing
food tourism through collaborative efforts, slow
food convivium of Foga is mentioned as the first
founded in Turkey (Hatipoglu et al, 2016) which is
an advantage for protecting the gastronomic
richness. Earth Market of Foga was awarded the
most innovative Earth Market among other 39
Earth Markets in 2014 in Salone del Gusto in Italy
(Darrow, 2014).

Slow Food was started by Carlo Petrini and a
group of activists in the 1980s with the initial aim
to defend regional traditions, good food,
gastronomic pleasure and a slow pace of life. In its
history, the movement has evolved to embrace a
comprehensive approach to food that recognizes
the strong connections between plate, planet,
people, politics and culture (Slow Food, 2015). In
1989 a group of self-selected delegates from the
newly created "Slow Food" organization convened
in Italy to further define the future of the society.
Since the focus was to be the local environment
and economy, the new association was divided into
regionally-based convivia [from the Latin word
"convivium" meaning banquet, and used in the
Roman and Medieval periods to indicate a
gathering of people for fellowship and eating]
(Chrzan, 2004 p. 118). Today Slow Food
represents a global movement involving more than
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1500 convivia with thousands of projects and
millions of people in over 160 countries (Slow
Food, 2015). Foga Slow Food Convivium is a
member of this Slow Food movement.

The following sentences reflect the importance of
sustainability for Slow Food businesses: “...food is
at the core of the sustainability challenge... Local
and sustainable food is the only way to feed people
and, at the same time, respect the carrying capacity
of the Earth, and ensure better living conditions for
farmers and consumers and a real freedom of
choice” (Tencati&Zsolnai, 2012 p. 347-348-349).
Sustainable  development is  defined as
“Development that meets the needs of the present
without compromising the ability of future
generations to meet their own needs” (World
Commission on Environment and Development
1987, p. 43). In line with this definition,
sustainable tourism is defined by the World
Tourism Organization as: "Tourism that takes full
account of its current and future economic, social
and environmental impacts, addressing the needs
of visitors, the industry, the environment and host
communities” (UNEP and UNWTO, 2005).
Sustainable Tourism for Development Conference
was organised in Izmir by the UNDP and Turkish
Ministry of Culture and Tourism in April 2018.
(UNDP and Turkish Ministry of Culture and
Tourism, 2018). This is a promising development
for tourism in Izmir and its district Foga.

In Turkey, for many years, the priority of the
governmental tourism practices was implication of
mass tourism which increased the gross national
product and foreign currency flow. However,
neglecting the cultural heritage unfortunately
resulted in deteriorating effects (Kilinc-Unlu,
2011). Foca was influenced from those unsolicited
effects even if it’s been a environmentally
protected zone and military zone for many years in
its past.

In this study, the situation of tourism in Foga is
reflected. Most importantly, Foca has become
bound to national tourism only seasonally
frequented by the retired people’s second homes.
The increasing number of construction of second
homes created noteworthy over construction
through the years. Thus, Foga has been losing its
environmental natural beauty subsequent to
maladministration of tourism and environmental
concerns, thus mostly leading through not a

sustainable way of developing the tourism. This
study is realized in order to find out, by
questioning the views of the undergraduate
students living in Foca, the ways for more
sustainable development of tourism in Foga.

METHODOLOGY

As the planning of tourism requires a
multidisciplinary approach involving engineers,
architects, economists, sociologists and
geographers (Cazes et al., 1993), academic tourism
studies of today are becoming multidisciplinary in
nature and research methodology (Jafari 2001 p.
33-34; 2002: p. 13). While reviewing literature
about the student views on tourism realized in Foga
or other places, it is seen that many studies
furnishing the student views have used solely the
guantitative research. It is preferred as a more
structured version of research, most possibly given
the level of knowledge and awareness of the
respondents [mostly levels in primary and
secondary education]. Also, those examples are
dealing with mostly the effects of tourism on locals
rather than the views about how to develop the
tourism. Study examples are about: Tourism in
Safranbolu (Karakus et al., 2011), tourism in Foga
(Giimiis&Oziipekce, 2009), university student
views on negative effects of tourism on Northern
Cyprus (Safakli, 2017). In the questionnaire used
in a study for measuring the perceptions of
secondary school students about the urban tourism
in Edirne, some structured questions on how to
develop tourism are added to the effects of tourism
questions (Ates, 2013). A similar study is realized
for student views on tourism in Hatay
(Incekara&Savran, 2011).

On the other hand, the study field about tourism
which is composed of perceptions, views,
experiences needs to be supported with qualitative
analysis for a more precise understanding of these
complex phenomena. For example, for a
destination image study realized to find out
international students’ views about tourism in
Australia, the questionnaire included open-ended
questions about the perceptions of positive or
negative multi-sensory images about Australia
(Son&Pearce, 2005). The qualitative studies like
this would contribute the enrichment of further
researches in the area.
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For this study, qualitative method is preferred as it
is the most convenient for the nature of the
research. Phenomenological analysis is used in
order to have a deeper understanding of the topic
of interest by analyzing opinions, thoughts,
perceptions or experiences (Starks&Trinidad 2007,
Pietkiewicz&Smith 2014). Open-ended,
unstructured (Thorne, 2000) questions are
preferred to clarify the comprehensibility of the
opinions which in return are supposed to be
benefited by the supervening researches in the
area.

The students at Dokuz Eylul University, School of
Tourism and Hospitality Management receiving
tourism education were taken as the target
population of this research. The elevated level of
the student knowledge and socio-cultural
awareness is an advantage for having more
meaningful and reliable results. During their
education, they follow courses comprising a
curriculum of management, economics, law, and
tourism specific courses with not only theoretical
but also practical knowledge as they attend
internships. They also specialise in international
tourism knowledge with the possibilities of
Erasmus teaching and student exchanges as well as
internships in international institutions in Europe
and America.

Besides, most of the students coming from other
cities of Turkey experience living in Foca during
their educational time period. By this means, their
opinions about the tourism development in Foca
are built upon not only their educational
knowledge but also their observations on the life of
the locals in Foca as well. Hereby, it is fathomed
out that qualitative analysis is the most convenient
method in order to have a more in-depth research
analysis for the case of tourism development in
Foca.

As Thorne (2000) puts it about the preference of
qualitative research analysis types: “qualitative
researchers are often more concerned about
uncovering knowledge on how people think and
feel over the circumstances in which they find
themselves”, “phenomenological study might
attempt to uncover and describe the essential
nature of” [the subject studied; here the
development of tourism in Foga].Thus, the study
aims to find out according to the
phenomenological analysis of data collected, the

“description of the essential nature of”
development opportunities of tourism in Foga.

Questions of the research addressed to students
were: “What do you think about the tourism in
Foga? How do you think the tourism in Fo¢a can
be developed?/ What are your suggestions for
developing tourism in Fo¢a?”. The data collection
was realized during a written exam at academic
year 2011-2012 and 22 responses were evaluated.
It is striking to find out that results of the analysis
and the suggestions realized accordingly are still
valid considering the current situation of today’s
tourism development in Foga. This has already
been confirmed by a recent publication which
includes different suggestions about the image
formation of Foga and about the alternative
touristic products and about the tourism types in
search for the sustainable development of tourism
in Foca according to the current situational tourism
analyses of Foga (Ozen, 2017).

RESULTS OF ANALYSIS

According to the analysis of the answers of the
students, Foca is perceived by the students as a
touristic district of Izmir. It is known as a little
pretty coastal town of fishing and vacation. Foga
possesses the elements of attractivity for both
national and international tourists. It has a high
potential of tourism demand. Thanks to its
gastronomical richness, it has also been mentioned
as an inspiring slow city, even yet not officially
been declared. By the way, the Earth Market in
Foca is the prominent one among its European
rivals.

Foga has some multidimensional operational areas
to develop and improve concerning the tourism.
These dimensions begin from the decisional and
educational angles and continue till infrastructural
and super structural aspects. While developing
these focal areas, Foga will undoubtedly benefit
from its high potentials and advantageous areas.

These facts above representing the sum of the
results of the analysis are exhibited in more detail
into two basic dimensions to consider while trying
to develop the tourism in Foga: The positive sides
and the points to improve. Thus, the content
analysis of the data results in these two basic
dimensions. The two dimensions; positive sides
followed by the points to improve are exhibited on
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the left column of the table below, while the
concerned suggestions for the each sides are listed

on the right column of the table for a much clearer
view and understanding.

The Views and Suggestions About The Positive Sides:

The Views About Positive Sides/Potentials(+)

The Suggestions About Positive Sides

o Focga’s unique special feature: The relaxed way
of life in Fo¢a: An attractiveness. “Slow city”; a
place that inspires artists, musicians, painters,
photographers, literature lovers, poets just like
Paris. Foca does not need bars and discos. Focga is
different from Bodrum and Cesme, it does not
serve what they serve.

e Warm and whole-hearted local people,
Peaceful lifestyle: Joining together many people
having various roots in history (Greek, european
etc.) the warmness of people relationships.

e Natural beauties, geographical advantage,
symbolic spots identified with the mythological
stories:

o English Cape, Little Sea, Great Sea, Coast,
natural bays, beaches, clean sea,

o Clean air, wind (ideal for vacationists escaping
from summer’s intense heat)

o Siren Rocks and Islands

o Mediterranean Seal (Monachus Monachus):
Very symbolic for Foga...

e Aesthetic Beauties:

o Unique Scenery (Endangered):

In fact, as Foga has been a protection area, a first-
degree seismic zone, that is why difficulty of
getting reconstruction permit has been an
advantage for the protection of natural paysage for
years. [But it is no longer valid as increasing
number of constructions are witnessed recently.]

o Cobblestoned Streets,

e Gastronomic Richness of Local Products: Slow
Food Convivium, Earth Market

o Fish and Fresh Marine Products,

o Local wine (Vineyards dating back 3000
years), vinegar,

o Yoghurt,

e Historical, archeological richnesses; protected
areas:

o Stone houses, historical sites and houses.

o Aqueducts,

o Fortress(UNESCO Heritage Candidate)

o Persian Monumental Tomb...

The supportive side of students to the winter
tourism in Foca

o The publicity of Foca by the unmiversity by

Image Formation & Marketing:

e Foca is much more beautiful than many other
tourism destination in the World. But it is left
behind. Why?

o Isitbecause it is in Turkey’s borders?

o Orisitundervalued?

e The tourism in Foga can progress by driving
forward its unique characteristics in a way that is
acceptable for the local people and by considering
to meet the socio-cultural needs of the local
people.

e Characteristic values to be kept, not lost

Advertising and Promotional Efforts:

e Richnesses should be more strategically
marketed. For promotional efforts to attract future
guests:

o Promotional
made.

o Virtual advertisements must be made.

o Fam trips should be organised for international
market.

e There’s similarity between the landscapes of
Foga and similar destinations in Italy. This rival
country may be taken as role model.

Rehabilitation:

e Restoration and reanimation of the old stone
buildings: Some have already begun to be used as
stone boutique hotels

e The balance among the excavation-protection-
usage triangle in service of tourism should be
provided.

e Suggestions of other possibilities to use:
Museum or art galleries or other activity centers
having the socio-cultural supportive aims

Activity Planning& Timing

e Jazz music festivals may be organized at the
beginning of the summer

efforts on Internet should be
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various activities to make known to the authorities
(Ex: By panels)

o Facilitation of the transportation: The banlieue
rail system (IZBAN).

The Views and Suggestions About The Points to Improve

The Views about Points to Improve (-)

The Suggestions About Points to Improve

e Not popular: Tourism demand for Foga is far
less than merited.

e Seasonality: Tourism season is very short; only
2,5 months. In winter the tourism is dead.

e The danger of over-concretion and unplanned
urbanization is posing an irreversible threat to the
natural environmental beauty of Foga.

o The lack of education among business owners

o The lack of hotels and other services in quality
and quantity

o Tourism stagnates. The tourism businesses are
ordinary.

o Lack of infrastructure

o Lack of maintenance for the general public
places such as beach areas and all connected
services and facilities.

o Lack of local management to support the
infrastructure for tourism. Ex: Cleaning of the sea-
urchin on the seabed.

e Transportation problems:

o Minibuses driving with overcapacity with no
legislative inspection especially in the summer
(high season).

o Buses with no functioning air-conditining.

o No possibility of direct transportation to other
directions than Izmir center.

o Innovative activities during the drive may turn
the time on long trip meaningful.

e The Price Inflation: The Accomodation types,
the housing and land prices are unaffordable.

o Lack of sustainable promaotion/
publicity/advertisement/image study: The
university and local municipality left on their own
are not enough for the tourism promotion.

e The tourist profile coming to Foga is always the
same.

o Excursionists coming from Izmir is supporting
the tourism only.

o Only national tourist brings income.

o International tourist comes to international
owner’s place just like Hotel Leon, not leaving
currency to local economy.

1 General:

e Precautions to be taken to

overconstruction,
e Educative measures,
¢ Protection while using, developing

stop

About Demand:

e Studies for demand should be made to attract
different tourist profiles to Foga.

About Supply:

e Not only sun-sea-sand but also the nature
tourism can be developed.

e Suggestions about enriching the variety of local
products market, food and beverages, entertainment
types, the quality of service establishments, sports
activities.

o General public areas should be revised, cleaned,
new additions should be made.

o Keeping the sea and environment clean must be
focus of the attention.

o The balance of using and protecting should be
kept and all users must be invited to realize this aim
by educational activities, signs and symbols and
inspections should be provided about the issue.

o People should be kept more aware of the sea
usage more cautiously without polluting.

o The facilities and services of transportation,
accomodation and attractions to visit in Foga all
need to be rearranged and reorganized.

e Club Med must be reevaluated in terms of
investment opportunities.

e Archeological excavations should be finalised to
the museum projects.

o Traditional events may be created for event
tourism development.

o Water sports, climbing courses can be given.

e The activities have to be revised.

o Ex: The variety of festivals similar to rock

27




Sonug / International Journal of Contemporary Tourism Research 2 (2018) 20 — 32

e Lack of activity for different markets: Presence
of a university’s tourism faculty: The town gaining
a double sided identity already with retired
people’s secondary homes, and a young students
place: Requiring activities for students.

e Club Med: This facility played a big role in the
past for the increasing of international tourism
revenues but has remained inutile for many years.

e The archeological hellenistic works not yet
unearthed.

e Foca Rock Holiday: People are complaining
from its noise and waste.

e Closedness of people to development: For fear
that natural beauty will be lost, investments has
been refused by the local people over the age of 50.
o On the one hand it has been an advantage:
Afraid to lose the natural beauties and “nature
lovers” as an important tourist market.

o On the other hand it is resulting in a
disadvantage: low touristic supply and demand.
[This situation has been changing since concretion
has significiantly augmented recently].

festival may be increased.
o Activities joining together young with the aged
may be organized.

Both Supply and Demand:

o Advertisement, marketing efforts should be
revised and organized to respond to the needs of
national and international investors, entrepreneurs
and touristic demand.

e There is a need to rearrange the quality and
guantity of accomodation services for the tourist
profiles posseding different budget considerations.

e Foca rock holiday can be used for the promotion
of Foga. The municipality must be more actively
playing role in correcting this situation.

o If population of Mediterranean Seals are
increased, there may be photographers to come to
take their photos.

e A need for reorganizing different accomodation
offers:

o Neilson Phokaia: Prefers to give service to
international tourism, not preferred by Turkish as
price level is high [through the years, losing number
of international tourists it has also began to meet
Turkish tourists.]

o Hanedan, Phokia (Neilson): receiving mainly
international sun-sea-sand tourism: Closed in
winter.

DISCUSSION AND CONCLUSION

The development of tourism in Focga in its nature
has its very complicated and complex roots in
problems of resource management and power
delegation in administrative terms among actors.
Thus, it will not be simple to make the decisions
for the future of a priceless destination unless they
are planified sustainably involving all the parties
concerned and with operational plans for the long
term. The question: “How the tourism of Foca
should be developed” has to be asked to all the
concerned parties more efficiently: As yet, the
efforts already are not enough. Step by step, the
necessary actions are to be taken in order to protect
and reevaluate the real treasures of Foca mentioned
in this study as well.

The sustainable development of tourism is
becoming more important each day in our world.

The emphasis on local people’s consciousness
about the user-protector balance has importance
about this issue. If the government takes necessary
precautions with the legislations to protect while
using, the local people will be more willing to
protect; otherwise the level of sensitivity of people
to protection is found to be insufficient according
to a research made in Yeni Foca (Asatekin&Eren,
1979). Similar to this once realized one, new
researches need to be executed on all involved
shareholders in today’s Foga.

In  April 2018, Sustainable Tourism for
Development Conference was organised in Izmir
by the UNDP and Turkish Ministry of Culture and
Tourism. (UNDP and Turkish Ministry of Culture
and Tourism, 2018). The conference is one of the
output of the Capacity Development Project in the
Area of Community-Based Sustainable Tourism.
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Thus, the main aim is represented as letting
community live with all its possesions of culture;
gastronomical, historical, architectural without
losing them, shortly let revive abstract and
concrete all cultural richnesses and let protect them
so that they all become naturally attractive. Then
the tourist will desire to come to discover the place
with all its authenticity. As a result, first and
foremost, the local life and its treasures need to be
protected. Otherwise, the result will be loss of
healty socio-cultural and socio-economical local
life; not only loss of tourism.

The touristic potential of Foca is not limited to
blue sea and its bright sun in the summer with
beautiful beaches. Its unique features such as

FOCA 1980

[

Figure 1: Foga in 1980 and in 2000.

archeological, mythological,  gastronomical,
ecological richnesses exist and are expected to be
revaluated by a sustainable development aspect.
The method of development which has been
preferred until today has resulted in some
undesired results such as the loss of income from
international tourism or the loss of the ecological
scenery. The change in Foga’s beautiful scenery
once attracting tourists can be observed in Figure 1
below illustrating the photos of Foga taken in 1980
and 2000. This is just a little visible part of the
reflection of the reality in Foga that requires a
professional recontextualization and handling. In
this respect;

Source: Foga Phokaia, Foga Belediyesi, Meltem Ofset, 2000, [zmir.

another very essential point in developing tourism in Foga appears as the need for the detailed analysis of
demand for both existing and potential markets. Some updated statistics exist for Izmir such as the
nationalities of the foreign visitors entering to Izmir from border gates (Figure 2).
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OTHERS
AUSTRIA 18% (137.674) —__

2% (13.185)
RUSSIAN FED.

2% (15641)

NORTH CYPRUS
3% (16.401)

GREECE
3% (20.540)

BELGIUM
4% (21.778)

FRANCE
5% (24.651)

ARRIVALS TO IZMIR BY NATIONALITY
(JANUARY TO JULY 2018) TOTAL: 584.777

NETHERLANDS
7% (25.467)

GERMANY
37% (218.273)

IRAN
10% (48.534)

ENGLAND
9% (42.633)

Figure 2: Arrivals to izmir by Nationality (January to July 2018).

Source: Provincial Directorate of Izmir, Ministry of Culture and Tourism (Adapted from:
http://www.izmirkulturturizm.gov.tr/TR,202464/2018-yili-istatistikleri.html. Accessed: August 28, 2018)

In Table 3, interesting information which is useful
to understand the international tourist demand to
Foca, the numbers of first ten nationalities of
tourists visiting the Sub-Provincial Directorate of
Foca, Ministry of Culture and Tourism for the first
8 months of 2018 are listed. Note that, only one

fifth of the tourists are reported to visit the Sub-
Provincial Directorate of Foga, Ministry of Culture
and Tourism and the excursionists excluded. The
demand accumulation in June, July and August and
thus seasonality of the demand can also be
observed on Table 3

Table: 3 First Ten Nationalities of Tourists visiting Sub-Provincial Directorate of Foga, Ministry of
Culture and Tourism (First 8 months of 2018).

FEBRUARY | MARCH |APRIL |MAY |JUNE |JULY |AUGUST |TOTAL
ENGLAND 3 15 28 26 6 78
FRANCE 5 4 13 13 35
GERMANY 2 4 2 8 3 3 22
NORWAY 1 6 7 4 18
SPAIN 4 2 1 4 5 16
USA 1 4 5 2 1 13
JAPAN 6 1 7
NORTH CYPRUS 4 4
SWEDEN 2 2 4
ITALY 2 2 4
GREECE 3 3
AUSTRALIA 3 3
NETHERLANDS 2 2

Source: Sub-Provincial Directorate of Foga, Ministry of Culture and Tourism, 2018.
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Suggested professional demand studies may be to
reach these people at their arrival and departure
points and question them to find out their needs,
expectations and satisfaction levels and search for
the possibilities of repeat visits originating from
these nationalities towards Izmir and Foca.
Additional studies are to be made for demand from
other potential nationalities to visit Foga.

These kinds of demand studies require a very
professional team formed from relevant local,
national and international participants. Considering
the development of tourism in Foga, other
suggestions are:

o Professional demand profile studies are to be
realized for both national and international
markets.

e In line with the demand analysis, professional
image and advertisement studies are to be
effectuated  especially  considering  the
digitalization of the tourist market.

e The alternative tourism potentiality is to be
analyzed and programmed considering first the
protection of all the unique features and
resources such as the relaxed local way of life
and the sincerity of local people, ecology,
gastronomy, archeology, history, mythology.

e This potential richness is to be used to create
alternative tourism products and packages
matching with the specific markets to overcome
the seasonality of the tourism.

e The quality and the quantity of the
accommodation and transportation facilities
enabling tourism are to be revised and
reorganized; plans are to be developed for
updating, renovation and reconstruction of the
infrastructure.

This study based on the students’ views deriving
from their observations and communications with
locals, tourists, municipality and university; in
summary all the representing parties in Foca.
Showing a reflection of the situation in Foga, the
study can be used as a lodestar for preparing
guideline for the policy makers and investors
aiming a sustainable development of tourism in
Foga. The study also leads to the paths of academic
interest to other researches analyzing the aspects,
needs and expectations of other parties of society.
As a conclusion, all parties need to construct “the
sustainable tourism for development” in Foca
before irreversible socio-economic and

environmental undesirable circumstances

ingenerate.
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INTRODUCTION

With the development of technology, almost every
field is subject to change. These changes greatly
affect people's daily lives, replacing old habits with
new ones. In the developing world of information
technology, the extent and scope of competition
among businesses continues to expand with this
effect. In this challenging  competitive
environment, the most basic tenet of the location of
businesses is determined by the information age
capture ratings. In this case, the establishment of a
solid information and technology infrastructure is
important for businesses.

Information and communication technology has
become a critical tool for the development of
service businesses as everywhere. Service
consumers often share their experiences with the
effect of progressing science, use of multimedia-
enabled devices, and digital / mobile marketing
campaigns. For this reason, consumers are now
more experienced and have an opportunity to play
an active role in comparing their experiences with
others and to evaluate their preferences
accordingly (Neuhofer, et al. 2014: 341). The
ability to track this change in the management of
service enterprises is related to a complete
understanding of information  technologies.
Developments, under the Industry 4.0 and offering
a digital business model, are housed in systematic
arrangements that can be wused by service
businesses to create road maps as well as industrial
enterprises.

This study focuses on the contribution of Industry
4.0 studies to the pursuit of technological
developments in the management of service
businesses. The organization of study is beginning
the answer of “What is Industry 4.0? What does it
involve? Where did it come from?” questions and
then “How does Industry 4.0 affect service
operations?”’ question is answered. One of the most
specific features of the smart hotel example given
as a case study is to show the intertwining with
technology. The technological support that started
with service design continues until the planning of
reuniting after service consumption.

INDUSTRY 4.0

The rapidly evolving digital transformation among
developed economies is now referred as "Industry

4.0" and dramatically changes existing business
models. Industry 4.0 is a collective term that
includes many modern automation systems, data
exchanges and production technologies (Oztemel
and Gursev, 2018: 6). It deals with the digital
transformation experienced in technology and
transforms existing business models with this
transformation. This change in business models is
called the Fourth Industrial Revolution. Industry
4.0 means the fourth industrial revolution, with

industrial  internet  integration (Gotz  and
Jankowska, 2017: 1633).
Industrial revolutions firstly start with the

innovation of steam machine in 1712. It appeared
with mechanical production systems using water
and steam power. Second Industrial Revolution is
about mass production with the use of electricity.
In scientific management, as Taylor proposed,
products that were divided into pieces and moved
on moving bands with electricity use enabled mass
production. Third Industrial Revolution is using
Automation of Production Processes. After the
1970s a digital revolution began to be lived. With
this digital revolution, the use of electronics and
the development of IT (Information Technology)
has made the production even more automated.
And finally, Fourth has come. Industry 4.0 was
first used as a term in the Hannover Fair, Germany
in 2011 (Jeschke,et al. 2017: 9) However, the steps
taken towards Autonomous Machines and Virtual
Environments are based on earlier dates. The
Internet of things was defined in 2000 with the
widespread use of internet networks. However, this
is referred as Industry 4.0 in Germany in 2011, and
then followed by the Davos Summit and World
Economic Forum in 2016. In many sources, the
manufacturing leadership of the Far East, with its
cheap labor advantage, to be managed.

Industry 4.0 can be described as the proliferation
of technological developments (from artificial
intelligence to renewable energy) in industries.
Moreover, in this case, it brings to mind many
questions waiting to be answered like “What are
the defining characteristics of Industry 4.07,
“When the industry 4.0 industrial revolution is
completed?”, “What will the future production
processes look like?”. Understanding the Industry
4.0 in depth will also increase the predictions for
the future.
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With Industry 4.0, the world is starting a new
industrial revolution. The power and impact of
emerging technologies is further enhanced by the
ever-widening data communication and expanding
information network. Undoubtedly, this new era
will have the effect of changing business life,
service life of products, service areas, business
models, machine security and even socio-economic
standards with the using of technologies. Industry
4.0 is a term that combines concepts like cyber -
physical systems, internet of things
(Wollschlaeger, et al. 2017:17). Pioneering
technologies can be listed in the following way
(Lasi, et al. 2014: 239 — 240; Zezulka,et al. 2016:
9; Hermann et al, 2016: 3929 — 3930; Lu, Y.
2017:4):

e 3D Printing

o Atrtificial Intelligence

e Big Data

e Biotechnology / Genetics and Agricultural
I

nnovation

Block chain / Bitcoin
Desalination and Improved Waste Management
E-Commerce

Fintech

Internet of Things (10T)
Nanotechnology

Renewable Energy

Robotics

Shared Economies

Smart Cities

o Virtual / Augmented Reality

Industrial production requirements change day by
day. |It's getting harder to meet customer
expectations. There is an increasing demand for
products that meet these expectations. This also
means more competition for companies and
necessity for more economical manufacturing. In
order to adapt to the new conditions, investments
in systems engineering, manufacturing IT and
business systems are needed more than ever. In
this process companies have no choice but to
create new means of production that will make
their lives easier. With Industry 4.0, some of the
innovations that can make a difference in life are
(Lom, et al. 2016:1; Dang, et al. 2018: 855; Sanin,
et al. 2018:3):

e Hazard control: Ensure safety and security
when transporting hazardous materials

e Smart container: To improve the quality of the
packaging used in food transportation

e Predictive maintenance: Recognizing the
machine through the sensor to prevent possible
damage and improve productivity

o Lift maintenance: Provide economical and easy
repair with remote vehicles.

e Updating devices: Update devices with priced
devices, especially when those devices are
strategically away.

e Smart cities: Using communication
technologies and networks to manage traffic
flows, water flows, air quality and security in
cities

The literature studies integrated with the place of

industry 4.0 have started to attract attention to the

service sector. Smart work and digitalization are
also in the service businesses. Every customer is
different and it is the duty of businesses to offer

customized service (Shamim, et al. 2017:2).

Industry 4.0 and technological achievements will

help in this regard.

TECHNOLOGY IN
MANAGEMENT

One of the most basic features that distinguish the
information age from the industrial age is that the
presence and efficiency of the service enterprises
have increased in the information age. Although
they have different features in terms of service
operations, production of service and presentation
to consumers, technological developments affect as
much as production enterprises.

In the language of economy service is an asset.
However, because of their intangibility, output
cannot be measured physically (Oral and Yiiksel,
2007: 8). Nevertheless, it can be explained as the
situation where the activity of the individual is in
the benefit of another individual; time, place, form,
and mental benefits are directed. (Friedman, 2007:
552). In the US and other industrialized countries
that make up more than 80% of economic activity,
there are many examples such as transportation,
retail, sales, health, education, consulting,
outsourcing, entertainment, accommodation and
much more when traditional service operations are
considered (Spohrer and Maglio, 2008: 244).
According to this view, service, also known as co-
creation of value, forms the basis of all economic

SERVICE
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exchange (Vargo and Lusch, 2004:7). The key to
effective service lies in the arrangement of talents
among multiple actors or stakeholders, thus
creating the most value (Maglio et al., 2009: 402).
The most prominent feature of contemporary
service enterprises is the more intense use of
technological developments.

Service systems are the creation of mutual benefit
with the exchange of people, information,
organization and technology. (Maglio et al., 2009:
405). The concept of value creation is related to the
way in which service systems organize and utilize
the capabilities of its members (Breidbach and
Maglio, 2015: 3 — 5). Technological developments
and innovations are challenging to redefine the
roles of system components. Because technology
transforms into a source of interaction on human,
knowledge and organization. In service systems,
the role of human relations, a key role, is based on
relationships ~ with  information  technologies
(Maglio et al., 2015:4).

Tourism hotel business is one of the best known
examples of service sector. The effects of the
necessary transformation in technology on service
enterprises will also have an impact on the
hospitality industry. The explanations on this
subject are the subject of a separate sub-title.

Use Of Technology In Tourism -
Enterprises

Recent developments, seen as one of the
paradoxical trends in the hospitality industry, are
the applications for the substitution of technology
for human contact. Until recently, hospitality has
been altered by technology by removing the
interaction in tourism activities based on
interaction between the host and the customer.
With the development of Information Technology,
guests can check out many hotels on their smart
phones, take a digital key and go to their rooms,
they can do all this without touching anyone.

The use of robots in accommodation businesses is
also a matter of concern to researchers. Rodriguez-
Lizundia et al., in their study of 2015, examined
how people entered into interaction with robots.
When robots are created with features that will be
in eye-contact like a human, it has been seen that
humans have increased their willingness to interact
with the robot and discover its functionality
(Rodriguez-Lizundia et al. 2015:84). Ivanov,
Webster and Berezina, in their study of 2017, also

Hotel

talked about the service automation in the tourism
sector and the first use of robots in service as a
service sector. In addition to self-service kiosks
and mobile applications, there are many examples
of them in the hotel kitchen, restaurant, meetings,
congress, car rental offices, airports, travel
agencies, museums etc. (lvanov, Webster,
Berezina, 2017:1-19). This is the clearest example
of leaving human function in technology in
hospitality enterprises. With the development of
robot technology, guests' suitcases can be carried
by robot pageboys, and again, orders given by
mobile devices can be prepared and presented by
robot waiters. And guests do not have to tip for all
that.

Cheung, et. Al in their study of 2017) stated that
the use of robot and avatar robot for disabled
people will facilitate daily life and facilitate travel
in tourism (Cheung, et. al, 2017: 229). Nieto et al.
stated that social robots would facilitate
communication between tourism enterprises,
tourists and intermediaries, and expressed that they
would solve foreign language problem (Nieto, et.
al., 2014: 21-22).

In addition to the hardware technology, to mention
briefly the new trends shaping the travel and
tourism processes, the guests share the hotel pool,
the photos and videos about the sea through social
media accounts, they give the scores to hotels and
restaurants, and they write travel memories the
blogs. In study of Bowen and Whalen (2017) about
tourism; these trends are; technology, big data,
social media and online communities, and a shared
economy. While big data, social media, online
communities, and shared economy are treated as
separate areas, these trends converge under its
roof, as advances in technology have emerged as a
result. Dubey (2016) mentioned about the effects
of new technologies on tourism and stated that
digital technologies, web-based applications such
as social media, internet and cloud technologies
have changed the preferences and experiences of
tourists (Dubey, 2017:65-69).

Smart tourism is also other side of researches about
this subject. Gretzel et. al. (2015) defined smart
tourism, shed light on current smart tourism trends,
and then demonstrate their technological and
commercial ~ fundamentals.  Their  research
continues about the expectations and disadvantages
of smart tourism. Soava (2015: 101-116)
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mentioned about the applications of digital
generation in tourism and electronic tourism, in
addition., from smart tourism applications, virtual
reality, 3D printers, e-agency definition, digital
smart travel friend, semantic tourism travel search
and planning. mentions artificial intelligence-
assisted virtual applications that allow you to
experiment with smart watches and holographic
images before taking the tour package. When
businesses are assessed to be able to reach satisfied
customers, which are the main output of service
businesses, it seems that business boundaries do
not exist. Just as smart hotel application in this
regard will be transferred with the facilities offered
to the guests of Case Study Smart Hotel.

SMART HOTEL CASE

The company, overviewed in the application of
smart hotel management, is the six-star hotel
project of international hotel chain in Turkey. With
its magnificent bay, the hotel gives the impression
that it is a deluxe hotel from the outside, besides
the facilities that it actually offers are based on
much more technological. In order to offer unique
guest experiences, an operator who wants to work
on an infrastructure needs information about the
guests who are traveling around the hotel, such as
which areas they spend time in, where they wait,
and what intervals they have. Some questions
about hotel management are:

e How many guests use the tennis courts as a
sport activity? Are they popular then fitness
center?

e How many guests use the spa for sauna? Do
they prefer the massage rooms? Which days
they are crowded than other days?

e How much time did guests spend their time at
the restaurant? How many guests spent over an
hour at the lobby bar last Tuesday?

¢ How many guests want to rent a car from hotel?
Are they using hotel transformation vehicles?

To answer these types of question a network
project has applied to the company shown in the
Figure 1. In this project basically three topics are
discussed; Guest Insight — Engagement -—
Actionable Results. These are explained as;

Figure 1. Smart Hotel Project

Guest Insight: Facebook Login via system Wi-Fi
provides information on the demographic features
and appreciation of the guests. Location-based data
is used and analyzed by the project to gather
information for guests' tastes and preferences. It is
used to determine the changing trends in the
preferences of the guests over time and to provide
more efficient management by directing the
personnel to the busy areas. While comparing
metrics network tagging is maintained inside the
hotel,

Engagement: A secure connection is established
with Facebook login via system Wi-Fi provides
and mobile offers are developed on time via this
system where guests can share their experiences
simultaneously. Guest experience is monitored
using the system Wi-Fi with Facebook. "Like" and
check-in operations seamlessly by encouraging
increased brand awareness. Integration with third-
party applications to ensure location awareness.

Actionable Results: Data-based decisions are
made to increase guest loyalty and attract new
customers. Analysis data is used to increase the
most effective connection traffic in the location.
Repeated visits are provided to ensure guest
loyalty, to better serve the level of service and to
increase revenues. New customers are created
through relevant, event-based interaction.

The artificial intelligence main system has been
developed for the establishment of a system
infrastructure that accommodates the features
desired by the operator. Other intelligent systems
that are required to carry out hotel activities match
this main system.
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Hotel Information Management Systems; from the
reception to the camera systems, from wireless
access points to room TV systems, from energy
management systems to workstations, as much
work as every guest can associate with mobile
phones has an artificial intelligence main system.
Equipment that the hotel has and that is shared
with guests; “In-Wall Touch Screens”, “Desktop
Touch Screens”, “Management Units” and
“Wireless Switches” and access to mobile device
applications is provided.

On the mentioned touch screens, color, logo
change can be provided in accordance with the
guest's personal taste. In addition, these screens
provide different language options and ease of use
in current areas. With the help of these screens,
guests can access social media accounts. Mobile
devices can be reflected on these screens again.

Acrtificial Intelligence Main System and Sub-
Systems;

e Searching and analyzing customer's social
accounts, sharing of appropriate campaigns and
events with customers

e Gathering the location and information on the
landmarks and Wireless Access Points to share
location-appropriate activities and campaigns

e Access to social activity areas according to the
services received through the face recognition
system

e Retention of order
information

o Conditioning digital TV broadcasts - Creation
of demand orders according to customer needs

e Improvement of energy efficiency in unused
areas according to customer density

e Preparation of pre-orders according to the
requirements of the procurement process by
keeping the stocks of the hotels

e Campaign for instant old customers by
analyzing according to hotel density and future
density.

These main systems and sub systems are listed in

details below:

and payment system

e Reception

v" Retrieving customer records

v" Installing Mobile App

v" Transferring data to the data center

e Mobile Phone

v Ordering on Mobile App

v Receiving payment via Mobile App

v Receiving location information via Mobile

App

Presenting location related campaign contents

via Mobile App

v Providing video link to customer services via
Mobile App

v Sharing social content

\

Camera
Reseption o

Wireless Access Points

Mobile Phone ROGMETY; Systers

Figure 2. Artificial Intelligence Main System and
Sub-Systems

Workstations

v" Customer orders coming from mobile apps fall
on the screen

v Hotel management's daily business plans for
staff falling on the screens

v Staff performance values reflected on the
screens

v" Room TV Systems

v' To meet with the customer's name on the TV
screens

v" Turn the TV's blood according to the customer's
nationality

v Create the movie packages according to the age
group

v" Create the demand on the TV screen (Kitchen,
Cleaning, etc.)

e Camera

v’ Making face records of the guests and
transferring them to the data center

v" Control of customers from face recognition
system, creation of location information and
measurement of satisfaction levels

v' Detection of non-customers and transfer of

location information to security units
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v Opening of room doors with facial recognition
system

Wireless Access Points

v" Providing access to the Internet through Mobile
App

Creating location information for guests

Room TV Systems

TV in the room to meet with the customer's
name

TV screen on demand (Kitchen, cleaning, etc.)
Energy Management Systems

Energy Management Systems

Conducting central energy management
Management of lighting systems

Management of Air Conditioning Systems
Management of cleaning systems

When check in is done, "Full' room status is
active. The full room condition allows the room
temperature to be set to an ideal level when guests
go to the rooms. When the guests open the room
door, the "Welcome" scenario takes over. So,
opening lights and curtains, begin playing music
and a personalized welcome screen is shown on the
TV.

With the use of a personalized screen reflected on
the television and the provision of a mobile
connection, having a phone that acts as a remote
control for many areas; guests can program a
"Good Morning" scenario that opens them gently,
instead of an alarm or telephone voice. Examples
such as personalized experience in Hotel support to
offer unique and luxurious accommodation.
Control over TV with mobile phone, room service
is ordered and invoiced automatically and besides
all these features, the system infrastructure is
energy friendly. The sensors sense the presence of
guests and turn on and off the lights and adjust the
thermostats to prevent energy consumption. In
addition, the one-touch "Green" button provides
easy access to the guest's eco-friendly program.

\

<\.

ASANENENENLERN

CONCLUSION

The smart hotel project is a multi-faceted project
with many operations in connection with the
content of Industry 4.0. The output of the project
with technological orientations can be summarized
in four themes. The first one is attractive. The
number of guests and passengers who spend time
at a particular location can be monitored
simultaneously and can determine the busiest hours

of work and determine how guests can be
redirected to the hotel. The second theme is the
engagement. The length of time that guests spend
in a particular place and the length of the guest stay
to maximize guest services and sales. The third is
loyalty. It is essential that the number of guests is
repeated for the first time. Improve the customer
experience for repeating guests through targeted
offers. And the last one is Versatility. As the
location analysis is compared at multiple network
locations, identify variations in guest behavior at
different sites. All these metrics provide central
visibility and control over all networks from a
single web-based clipboard.
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Son yillarda insanlarin seyahat tercihleri degismektedir. Deniz, kum giines {i¢liislinii tercih edenlerin yaninda kiiltiirel
unsurlara olan ilgi giin gectik¢e artmaktadir. Yeme-igmeye olan ilginin de artmasi ile gastronomi turizminin gelisim
gosterdigi goriilmektedir. Onceden sadece destinasyonun alt bileseni olarak ele alian yeme-igme faaliyetleri artik
seyahatin temel motivasyonu haline gelmistir. Bu baglamda arastirmanmin amaci Sirnak ilinin gastronomi turizmi
potansiyelini ortaya koymaktir. Arastirmada Sirnak ilinin yoresel yiyecek-iceceklerin belirlenmesi i¢in dokiiman
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GIRIS

Turizm sektoriiniin biiyiimesi ile destinasyonlarin
ve igletelerin turizme olan ilgisi her gecen giin
artmaktadir.  Turizmin  bolgesel  kalkinma
tizerindeki etkileri (Celik ve Doru, 2016) bu ilginin
artmasinda etkilidir. Turizmin Onemsenmesi ile
birlikte potansiyel turistlerin taleplerine cevap
verebilmek olduk¢a Onemli bir hal almistir. Bu
yiizden destinasyonlar sahip olduklar kiiltiirel ve
dogal wunsurlart turistik bir dirin  olarak
pazarlayarak ekonomik bir kazan¢ unsuru haline
getirme yarigina girmislerdir. Destinasyonlarin
turistik iirlin olarak ele aldig1 en 6nemli kiiltiirel
unsurlardan birisi de gastronomik unsurlardir.
Onceden farkli (inang, kiiltiir, doga v.s.) amaglarla
cikilan seyahatlerde yeme-igme siradan ve agligi
giderme gibi bir unsur olarak goriilmekteyken,
giiniimiizde gastronomi pek ¢ok turist igin
seyahatin ana amaci olmustur (Zainal, Zali ve
Kassim, 2010).

Turistler seyahat harcamalarinin yaklagik %40’ 1
yeme-icmeye ayirmaktadir (Ab Karim, 2006).
UNWTQ' nun (2012) Diinya Gida Turizmi
Raporu’na gore gida turizmi her yil biiylimekte ve
gastronomi turizm deneyiminin merkezi haline
gelmektedir.  Ayrica, TURSAB’m  (2015)
gastronomi turizmi raporu, gastronominin mevcut
durumunu o6zetlemektedir. Rapora gore; diinya
genelinde  turistlerin =~ %388,2’si  destinasyon
tercihinde yemegin ¢ok Onemli oldugunu
belirtmiglerdir. 2014 yilinda Tiirkiye’de 34,3
milyar dolar  gelirin  %19°u  yeme-igme
harcamalarindan elde edilmistir. Turist basina
ortalama  157,5 dolar yeme-igme  geliri
saglanmaktadir (TURSAB, 2015).

Giiniimiizde turizmin olumlu etkilerinin daha iyi
anlagilmas1 ve turistlerin ihtiyag, istek ve
davraniglarindaki degisim, destinasyonlari turist
cekebilmeleri igin farkli turistik iirlinleri sunmaya
yoneltmektedir. Onceden gozlemci roliinde olan
turist, artik seyahat deneyimini bire bir yasamak ve
duygusal olarak hissetmek istiyor (Cohen ve
Avieli, 2004). Gastronomi turizmi de turistlerin
deneyim yasayacaklar1 ve bunu duygusal olarak
hissedebilecekleri bir turizm ¢esididir. Clinkii
yeme-igme sadece aghg giderme degil, aym
zamanda, duygusal (mutluluk) ve biligsel acilardan
(farkli kiiltiirii tanima ve bilme) (Hjalager, 2004)
tatmini saglamaktadir.

Gastronomiye olan talebin arttif1 giiniimiizde,
iilkemizin sahip oldugu kiiltiirel degerlerden yeme-
igme unsurlarint en iyi sekilde tanitmak ve bunu
ekonomik bir kazanca doniistiirerek, bolgesel
kalkinmaya katki sunmak oldukca Onemlidir.
Diinyada bir kimligi olan Tiirk mutfagi rakip
mutfaklardan (Hint, Cin, Yunan, Ispanya v.s.)
gastronomi turizmi pastasindan hak ettigi pay1
almalidir. Bu noktada yeme-igme unsurlari bir
pazarlama stratejisi olarak kullanilabilir (Ab
Karim, 2006). Burada Tiirkiye’nin her yerinde
yoresel lezzetlerinin belirlenmesi ve pazarlanmasi
gerekliligi  dogmaktadir. Nitekim Tiirkiye’nin
giineydogusunda yer alan  Sirnak  ilinin
gastronomik unsurlarini ortaya koymaya g¢alisan bu
calisma, bu amaca hizmet etmektedir.

Guti, Babil, Med, Asur, Pers, Roma, Bizans,
Selguklu ve Osmanli gibi devletlere ev sahipligi
yapmis olan Swrnak ili, farklt milletlerin
olusturdugu (Baz, Sarman, Coskun, Avci ve Celik,
2013) onemli bir kiiltiir mozaigine sahiptir. Bu
nedenle kiiltiirel degerler agisindan oldukga
zengindir. Bu kiiltiirel degerlerden biri de yiyecek-
icecek unsurlaridir. Bu ¢alismanin amaci Sirnak’ta
var olan yoresel yemekleri ortaya koymaktir. Bu
amag¢ kapsaminda nitel arastirma yapilmis olup,
oncelikle literatiir taramasi yapilarak gastronomi
kavrami ve gastronomi turizminin Onemine
deginilmistir. Daha sonra Sirnak yoresel yemekleri
ile ilgili dokiiman incelemesi de yapilmistir.
Belirlenen yiyecek ve icecekler hakkinda yerel
halktan bilgiler alinmigtir. Boylece Sirnak ili i¢in

gastronomi  acisindan  ortaya  konulabilecek
yiyecek-igecekler belirlenmistir.
GASTRONOMI VE GASTRONOMI

TURIZMIi KAVRAMI

Gastronomi kavrami Yunancadan (yootpovouio)
literatiire gegmis ve gastri (mide) ve nomos (kural)
kelimelerinden tiiretilmistir. Yunan sair ve filozof
Archestratus gastronominin babast (M.O. 4. yy.)
olarak anilmaktadir. M.O. 350 yilinda tamamlanan
ve diinyanin ilk yemek kitab1 olarak kabul edilen
"life of luxury" en Onemli eseridir (Moira,
Mylonopoulos ve Kontoudaki, 2015). Richard’a
(2002: 17) gore gastronomi; yemegin hazirlanmasi,
pisirilmesi, sunulmasi ve tiiketilmesidir. Tirk Dil
Kurumu’na (TDK, 2017) gore gastronomi;
“yemegi yeme meraki ve saglifa uygun, iyi
diizenlenmis, hos ve lezzetli mutfak, yemek diizeni
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ve sistemi”dir. Sengiil ve Tirkay (2016: 89) ise
gastronomiyi; “mutfak kiiltiirii icerisinde yer alan
yiyecek ve iceceklerin, sofra  diizenlerini,
lezzetlerini, yapiliglarini, gorselliklerini ve bunlar
arasindaki iligkiyi irdeleyen, lezzetli yemek ve hos
icecekleri aragtiran ve bu aktiviteye katilanlarca
sanatsal bir faaliyet olarak adlandirilan bir disiplin”
olarak tanimlamaktadirlar. Kivela ve Crotts (2006:
355) gastronomiyi “yemek, sarap ve mutfak
sunumu” olarak ifade etmislerdir. Sarngik ve
Ozbay (2015: 266) birgok tanimi dikkate alarak
gastronomiyi;  “temelinde  belirli  kiiltiirlerin
yansimasi olan, yemek hazirlama, pisirme, sunum
ve yeme-igcme deneyimiyle ilgili bir sanat ve bilim
dali” olarak tanimlamuistir.

Gastronomik unsurlarin turistik iiriin  olarak
kullanilmas1 ile gastronomi turizmi ¢esidi hizla
gelisim gostermektedir. Alan yazinda gastronomi
turizmi yerine ‘mutfak turizmi’, ‘gastro-turizm’,
‘sarap turizmi’, ‘gida turizmi’ ve ‘gurme turizmi’
seklinde ifade edildigi goriilmektedir (Sormaz,
Akmese, Giines ve Aras, 2016). Hall ve Mitchell
(2000) gastronomi turizmini; “yemek gosterileri,

festivalleri, restoranlar ve yemek tatmak ve
deneyimlemek icin belirli yerlerin ziyaret
edilmesi” olarak  tamimlamaktadir.  Yapilan

tanimlamalar1 inceleyen Sengiil ve Tiirkay (2016:
89) gastronomi turizmini; “yoresel mutfak
kiltiiriini  tanimak, yoreye oOzgli bir lezzetin
tadimini yapmak, bolge cografyasina ait iirlinlerin
yetistirilmesini ve toplanmasini gérmek, mutfaga
ait folklorik ara¢ ve geregleri tamimak, {inlii
restoranlarin ~ yemeklerini  yemek  amaciyla
gerceklestirilen  bir  turizm  ¢esidi”  olarak
tanimlamiglardir.
Sarnsitk ve Ozbay (2015) bu tanimlamalarda
asagida verilen Ui¢ temel ortak unsurun oldugunu
belirtmistir:
e Farkli yiyecek-igecekleri
stirecini gérme,
e Degisik kiiltiirleri ve mutfak geleneklerini
bizzat gbzlemleyerek 6grenme,
e Yeni Ogiin sistemleri ve
kesfetme seklindedir.

tatma ve Uretim

yeme stillerini

Gastronomi Turizminin Onemi

Gastronomi Onceki yillarda seyahat deneyiminin
destekleyici bir unsuru olarak goriilmekteyken
giiniimiizde  seyahatin ana  motivasyonunu
olusturmaktadir (Zainal ve dig., 2010; Yun,
Hennessey ve MacDonald, 2011). Gyimothy,

Rassing ve Wanhill (2000) yaptiklar1 aragtirmada,
katilimeilarin destinasyon secimlerinde
restoranlarin ~ belirleyici  oldugunu  ortaya
koymuslardir. Ayni sekilde, Sparks, Bowen ve
Klag (2003) destinasyon se¢iminde gastronomik
unsurlarin son derece énemli bir faktor oldugunu
belirlemiglerdir. Bundan dolay1 da ge¢miste turizm
literatiiriinde olduk¢a ihmal edilen gastronominin
son yillarda daha fazla ele alindig1 goriilmektedir.
Bu artisin nedenlerinden biri, destinasyonlarin
kendilerini tanitmak ve farklilasmak i¢in mutfak
unsurlarin1 kullanmalaridir (Mak, Lumbers, Eves
ve Chang, 2012). Ancak konaklama ve turizm
baglaminda gastronominin ele alinmasi yeni bir
alan olup heniiz emekleme agamasindadir (Akdag,
Guler, Dalgic, Benli ve Cakici, 2018).

Gastronomi kiiltiirel mirasin dolayis1 ile kiiltiir
turizminin onemli bir parcasidir (Brokaj, 2014;
Scarpato, 2002). Hatta baz1 c¢alismalarda bir
destinasyonun kiiltiirlinii anlamak i¢in yemegin
deneyimlenmesi gerektigi ileri siiriilmektedir (Yun
ve dig., 2011). Kiiltiir turizminin 6nemli bir
ozelligi  O0grenmektir.  Gastronomi  turizmi,
ziyaretcilere yeni kiiltiirler, kokular, tatlar ve
lezzetler sunarak 6grenme firsati sunar (Richards,
2002). Ogrenmede fayda saglamasi ile birlikte
gastronomi turizminin destinasyonlara yeni kaliteli
irin ve deneyim saglamada Onemli bir kaynak
oldugu ve kiltliir turizmi pazarinin  hizla
gelismesine ve turizm sezonunun dort mevsime
yayilmasina katki sagladig1 sdylenebilir (Scarpato,
2002; Sarusik ve Ozbay, 2015).

Belli yapilarin parcalanmasi ile giderek calkantili
hale gelen diinyada insanlar yeni bir kimlik arayisi
icerisine girmislerdir. Bu kimlik arayisinda miras
ve nostaljik unsurlar kimliklerin olusmasina zengin
bir kaynak saglamaktadir. Yiyecek de kimlik
arayisinda oOnemli bir faktdr haline gelmistir.
Ciinkii yemekler ve yemek sekli kiiltliriimiiziin ve
yasam bi¢imimizin temel &gelerindendir. Bazi
Katolik  dini  mensuplarmin  cumalart et
yememeleri, bu gilinlerde genelde balik yemeleri;
Japonlarin ¢ig balik ; Cinlilerin kdpek ve maymun
eti yemeleri; Miisliman ve Yahudilerin domuz eti
ve Hindularin sigir eti yememeleri gibi. Yiyecek
temel ihtiyaglarimiz arasinda oldugu i¢in en yaygin
kimlik isaretcisi haline gelmistir. Yemek-igmek
insanlar i¢in sadece aghigi gideren fizyolojik bir
ihtiya¢  degil, aym zamanda psikolojik ve
sosyolojik etkileri vardir (Richard, 2002: 4).
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Her turizm ¢esidinin kendine 6zgii deneyimleri
bulunmaktadir. Gastronomi turizminde geleneksel
veya kaliteli yemeklerden tatmak, yemek/sarap
festivalleri ve egitim etkinliklerine katilmak,
mutfak egitimlerine dahil olmak, yemek pisirme
okullarina gitmek, ¢iftci veya iiretici pazarlarindan
yerel iirlin tatmak veya satin almak, bag-bahce ve
sarap imalathanelerini ziyaret etmek, seflerin
yarismalarini izlemek, sadece yerli halkin bildigi
ve zor bulunan restoran veya barlarda yiyip i¢gmek,
meyve toplamak, yemek rotalarina katilmak ve
sehirlerde yemek sokaklarin1 gezmek gastro-
turistlerin deneyimleyebilecegi faaliyetlerdir (Yun
ve dig., 2011). Gastronomi, yeme-igme ile ilgili
faaliyetler olmasinin otesinde sahip oldugu bazi
ozellikleri vardir (Jones ve Jenkins, 2002; Hall,
2003). Bunlar;

o  Turistlerin tiikettigi yerel kiiltiiriin bir pargas,
Bolgesel turizm tanitimimin bir unsuru,

e Yerel tarimsal ve ekonomik kalkinmanin bir
bileseni,

e Rekabetci hedef pazarlamanin kilit unsuru,

e Kiiresellesmenin  ve  yerellesmenin  bir
gostergesi,

e Kesin tercih ve tiiketim kaliplari ile turistlerin
tiikettigi bir tirlin ve hizmet olmalaridir.

Gastronomik unsurlart kullanan her ziyaret¢inin
gastronomi turisti sayilip sayilmadigi; gastronomi
turizminin motivasyon kaynaklarmin neler oldugu
gibi sorular literatiirde tartisilmakla birlikte heniiz
iizerinde mutabik kalinmis bir durum olusmamustir.
Hjalager (2004) gastronomi turistini; rekreasyonel,
varolussal, ve deneysel gastro-turistler olarak
simflamistir. Galvez, Lopez-Guzman, Buiza ve

Medina Viruel (2017) turistlerin gastronomi
motivasyonlarmin  ii¢ grupta (yeni yemek
deneyimleri, kiltir ~ ve toplumsallasma)

incelenebilecegini belirtmislerdir. Cohen ve Avieli
(2004) gastronomi turistlerini dort tipolojiye
ayirmaktadirlar ; rekreasyonel (recreational)
turistler (yeni ve farkli tatlar1 denemeye meyilli
olmayan daha muhafazakar turistler),
(diversionary) dikkati baska yerde olan-sasirtici
turistler (yemek igin ¢aba harcamayan, daha gok
giivenilir ve bilinen iriinleri tiiketen ve zincir
restoranlart tercih eden turistler), varolusgu
turistler (existential) (gastronomi alaninda yeni
egilimler arayan, zamanlarinin c¢ogunu yemek
deneyimleri {izerine harcayan turistler) deneysel
turistler (experimental) (yasam tarzi yiyecek

etrafinda sekillenen, ziyaret ettikleri yerlerin yerel
veya bolgesel mutfagini merak edip Ogrenmek
isteyen turistlerdir). Fields (2002) caligmasinda
Mclintosh, Goeldner ve Ritchie (1995) motivasyon
siniflandirmasinin ~ gastro-turistler  i¢in  de
kullanilabilecegini  belirtmistir.  Fields (2002)
gastro-turist motivasyonlarini; fiziksel, kiiltiirel,
icsel ve statii-prestij seklinde ortaya koymustur.
Fiziksel motivasyon yeme ihtiyacini; kiiltiirel
motivasyon belirli bir yorenin kiiltiiriinii iyi anlama
istegini; i¢sel motivasyon turizm araciligiyla diger
insanlarla sosyallesmeyi ve prestij ise 6zel yerlerde
olmay ve bilgi edinmeyi ifade etmektedir (Lopez-
Guzman ve Sanchez-Canizares, 201). Ayrica
Fischler'in (1988) biyoloji baglaminda gelistirilen
"neofobik” ve "neofilik"* ayrimi da gastronomi
turistinin siniflandirilmasina yardimei olabilir.

Gastronomi turizmi ile ilgili yapilan arastirmalar
son zamanlarda artig  gdstermektedir. Bu
aragtirmalarda gastronominin; turistlerin
memnuniyetlerini  (Nield, Kozak ve Le Grys,
2000), tekrar gelmelerini (Kivela ve Crotts, 2006;
Birdir ve Akgol, 2015) ve destinasyon secimini
(Sparks ve dig. 2003; Gyimothy ve dig., 2000;
Zagrali ve Akbaba, 2015) etkiledigi ortaya
cikmustir. Semerci ve Akbaba (2018) Bodrum’a
gelen uluslararas1 ziyaretcilerin - yerel yemek
tilkketim motivasyonlarin1 ortaya koymusglardir.
Nisari ve Sakin-Yilmazer (2018) ise yerel
yemeklerin ziyaret¢ci motivasyonlarin1 derleme
yontemi ile ele almislardir. Ayrica, demografik
unsurlarin  gastronomi turizmi {izerinde etkili
oldugu yapilan bazi ¢aligmalarda (Birdir ve Akgol,
2015; Akin, 2018) ortaya c¢ikmistir. Sakalli ve
Catir (2018) c¢aligmalarinda Japon ydnetim
tekniklerinden 5S’in  restoran isletmelerinde
kullanilmasina iliskin bir model Onermislerdir.
Farkli bir calisma ile Sensoy ve Tiritoglu (2018)
beslenme arkeolojisi alaninda c¢alisarak Ankara
mutfaginda gegmisin (paleolitik cagdan giliniimiize)
izini aragtirmiglardir. Ayrica, bircok ¢aligma
bolgelerin/ydrelerin gastronomi turizmi
potansiyelini ortaya koymustur. Demir, Akdag,
Sormaz ve Ozata (2018) ise sokak lezzetlerini
Istanbul ozelinde ele almislardir. Ek olarak,
Dolmaci ve Bulgan (2018) énemli bir konu olan

! "Gida neofobisi" yeni yiyecek ve iceceklerin tadmi alma

konusundaki isteksizlik olarak tanimlanirken "gida neofili", yeni ve
tuhaf gidalar arama egilimini (Fischler, 1988; Mak ve dig., 2012: 932)
ifade eder.
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turizmde gida giivenligi konusuna deginmislerdir.
Bozok ve Yalin (2018) yeni bir egilim olan siyah
yiyecekleri (siyah dondurma, kalamar miirekkepli
makarna, siyah sarimsak, siyah piring v.s.)
gastronomi turizmi kapsaminda ele almislardir.
Tastan ve Iflazoglu (2018) ise Hatay’mn Unesco
Gastronomi  sehri olmasmin yerel restoran
isletmeleri tarafindan farkindaligini
arastirmislardir. Celik ve Sahingdz (2018) ise
kadin ascilar Ozelinde is yasaminda cinsiyet
ayrimciligini arastirmiglardir. Say ve Balli (2012)
Adana’nin, Aydogdu ve Duman (2017)
Kastamonu’nun, Alyakut ve Uziimcii (2017)
Kandira’nin, Basaran (2017) Rize’nin, Canbolat,
Keles ve Akbas (2016) Samsun’un, Sengiil ve
Tiirkay (2016) Akdeniz’in, Aksoy ve Sezgi (2015)
Giiney Dogu Anadolu Bolgesi’nin gastronomi
turizmi potansiyelini degerlendirmislerdir. Bu
calismalar, Tirkiye’nin gastronomi envanteri
olusturmasi adina 6nemlidir.

SIRNAK iLi HAKKINDA GENEL BIiLGILER

Sirnak, 1990 yilinda il olan ve Giineydogu
Anadolu Bélgesi’nde yer alan bir ilimizdir. Tklimi
karasaldir, Irak ve Suriye ile sinirdir. Sirnak ilinin
Adrese Dayali Niifus kayit sistemine gore 2016
yilinda toplam niifusu 483.788’dir. Bunun yaklasik
%511 erkek, %48’ kadin niifustan olusmaktadir
(TUIK, 2018). Swnak, Hakkari’den sonra
Tirkiye’nin en gen¢ niifusuna sahip ilimizdir.
Niifusun 6 yas ve flizeri okur yazarlik orani
yaklasik %84°tlir (Gindogmus ve Kilig, 2017).
Sirnak ilinin ekonomik dongiisii cogunlukla ticaret,
komiir madeni ve sinir kapsi ile ilgili olmaktadir.

Sirnak’in Gastronomi Turizmi Potansiyeli

Sirnak gecmisten gelen kiiltiiriiyle bir¢ok konuda
dogalligin ve otantikligini yitirmeyen ilimizdir. Bu
durum yeme-igme Kkiiltiiriine ve ¢esitliligine de
yansimig durumdadir. Sirnak’in  tahilli, etli
yemekleri ve oOzellikle bahar aylarimda toplanan
otlarla yapilan yemekleri lezzetli ve farkli bir
yemek arzi ortaya koymaktadir.

Yemekler

e Mumbar (Kipe-Keri): bagirsaklar iyice
temizlendikten sonra ig¢i piring, kiyma ve
baharat karisimi ile doldurulur. Iskembe kisnu
da bu karisimla doldurulur ve etrafi iple dikilir.
Daha sonra suda kaynatilir. Kaynadiktan sonra

suyuyla veya susuz, sumakla birlikte servis
edilir (Yasin, 2016: 47).

e Kuthk (I¢li Kofte): Ufak bulgur ve ufak yarma
(Cig Koftelik) birbirine karistirilir, hamur
haline getirilir. Kizartilmis soganli kiyma icine
doldurulur. Kaynar suya atilip pisirilir. Sudan
cikarilip  yumurtaya bulandinilir.  Yagda
kizartilip servis yapilir (Top, 2010).

Resim 1. Kutlik
(Kaynak: URL 2,

e Serbidev: Yarma, tuzlu su i¢inde, iyice pisirilir,
genis bir tabaga konur. I¢i ¢ukur sekilde agilir
ve c¢ukura kurut (Kesk-Cortan) suyu ve kizgin
yag (tereyagi) dokiiliir. Bazen yarma {izerine et
parcalar1 konularak servis edilir (URL 1, 2018).

Resim 2. Serbidev
Kaynak: URL 1, 2018)

e Perdepilav: Dibi yuvarlak tencereye yumurta
ve yagla yogrulmus yufka haline getirilmis
hamur yerlestirilir. Az pisirilen pilava tavuk eti,
baharat ve badem karistirilir ve bu karisim
yufka hamurunun i¢ine konulur. Agzi tekrar
yagli ve yumurtali ince hamurla kapatilir. Ustii
ve alt1 ateste veya firinda pigirilir. Sonra servis
yapilir (URL 2, 2018).

‘:esim 3. Perde Pilav
Kaynak: URL 2, 2018

e Meyre (Mehir): Ayran, dovme, yumurta,

kabak ve pancar yapragi karisimindan olusur.
Once ayran ve dovme tencereye konur, yumurta
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cirpilip icine konur ve kaynayincaya kadar
karigtirilir. Daha sonra parcalanmis kabak ve
pancar yapraklari i¢ine atilarak karigtirilir biraz
pisirildikten sonra servis edilir (Yasin, 2016:
182).

Resim 4. Meyre Corbasi
Kaynak: URL 2, 2018

e Mahmilatik: ince bulgur bir kiipe doldurulur.

Salgam kaynadiktan sonra, sogutulur ve
stiziilerek kiipe eklenir. Biraz su ve biraz hamur
iizerine katilir (mayali hamur olmalidir). Agzini
kapatip Orttiikkten sonra ¢amurla kapatilir. Kirk
giin bekletildikten sonra agilir ve tursu gibi
kullanilir (Top, 2010).

Tathlar
o (Gezo: Mese agaclan lizerinde regineye benzer
sivinin toplanip kaynatilmasi ile elde edilen

lezzetli ve saglikli bir pekmez c¢esididir. Bu
pekmez ¢esidi birkag ilde (Bitlis, Mus, Sirnak)

bulunabilmektedir. Gezo pekmezi, yapilan
analiz sonuglarma goére 1. Sif pekmez
kategorisinde yer almaktadir (Ekin ve

Celikezen, 2015).

o Kadgi Difse (Pekmezli Corek): Kepekli undan
yapilan hamur muska seklinde hazirlanir ve
icine ceviz i¢i ve pudra sekeri konulur. Su ve
pekmez Karigtirllarak kaynatilir igine targin
atilir ve cevizli hamurla kaynayan suya atilir.
Bir siire kaynadiktan sonra sudan c¢ikartilir ve
soguk servis edilir (Yasin, 2016: 205).

' |

Resim 5. Kadgi Difse
Kavnak: (URL 2. 2018)

o Fireydin: Sa¢ ekmegi ince agilir. Doviilmiis
ceviz ile toz seker karistirilip ekmek olacak
hamurun tzerine serilir. Giizelce kivrildiktan
sonra, simit gibi yuvarlak yapilip, dolanir.

Fireydin kizgin yagda kizartilir, {izerine gira
dokiiliir. Soguyunca servis yapilir (Top, 2010).

¢ Kulice-Klice-Kilice (Hayat Coregi-Paskalya
Coregi); Siryanilerin mutfagindan  Sirnak
mutfagina gecen bir ¢orektir. Bircok baharatin
(yenibahar, mahlep, tar¢in, karanfil tozu v.s.)
karisimi ile yapilmaktadir. Kulige Miisliimanlar
tarafindan diigiin ve Olim merasimlerinde
gelenlere ikram edilmektedir. Hristiyanlar ise
evlendiklerinde nikah kiyildiktan sonra ¢oregi
kirip birbirlerine ikram ederler. Bunun iyi bir
baglangica vesile olacagina inanilir (URL 7,
2018). Bu inamis ise Siimer mitolojisinde
Innana’nin  esi Dummuzi’nin  yeryiiziine
donmesi ile doganin yeniden canlanmasi ve
[nnana’nin  serefine  yeni  bir  hayat
kutlamalarinda Istar adma dagitilan bir ¢orek
olmasindan gelir.

e Sirnak Bali: Sirnak botanik bitkiler agisindan
zengin oldugundan dolay1 farkli aromalarda bal
iretimi yapilabilmektedir. En oOnemli bal
potansiyeli Beytligsebap ilgesinde olmakla
birlikte Uludere ve idil ilcelerinde de bal
iiretimi yapilmaktadir. Ayrica sehir merkezinde
bal igleme ve paketleme tesisi kurulmustur.

Otlu yemekler

Sinak’ta, Ozellikle daghik alanlarda bahar
aylarinda ¢ok c¢esitli otlar yesermektedir. Bu
otlardan yapilan yemekleri neredeyse her evde,
nisan-temmuz aylarinda siklikla gorebilmekteyiz.
Guhresik, Giiris, Gulik (Ciris Otu), Kelindor,
Kereng (Kenger), Kidare (Mantar), Kerbes, Kaz
ayag1 ve Rezkerivi gibi birgok bitki tiirii (Yasin,
2016) ile olduk¢a saglikli yemekler sofralarda
yerini almaktadir.
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,k/i ~

Resim 8. Kenger, Kaynak: (URL 4, 2018)

Suryaz (yabani sarimsaga benzer): Suryaz
otu kiyilir ve yikanir. Suda kaynatilir. Sonra
stiziiliip sikilir. Kizgin yagda ufaltilmig sogan
kizdirihir.  Uzerine suryaz otu  eklenerek
karistinihr. Igine kavurma atilir. Karistirihp
servis yapilir (Top, 2010). Diger otlar da benzer
sekilde pisirilmektedir. Bazen bu otlar ¢orbalara
da katilmaktadir.

Resim 9. Suryaz Yemegi
Kaynak: URL 2, 2018

Resim 10. Sirik Otu
Kaynak: URL 3, 2018

e Sirik Otlu Peynir (Frenk Soganh Peynir):
Sirnak’ta  kahvaltinin  vazgecilmezi  bahar
aylarinda ¢ikan Sirik otu ile yapilan peynirdir.
Sirik otu ile koyun veya inek peyniri
karistirilarak (10 kg peynire 1 kg Sirik otu)
biitiin yil boyunca tiiketilecek kadar depolanir.
Van’i otlu peynirinden farklidir.

Siiryani sarabi

Sarap gastronomi turistleri agisindan oldukga
onemlidir. Nitekim bazi kaynaklarda (Carlsen ve
Charters, 2006; Sevil ve Yiincli, 2009) sarap
iiretilen yerlerin ziyareti 6zel bir turizm c¢esidi
olarak ifade edilmektedir. Sirnak’in Idil ilcesinde
bulunan Siiryani koylerinde giiniimiizde geleneksel
yontemlerle  iiziim  sarabi  {retilmekte ve
satilmaktadir. Saraplar Idil’de yetisen iiziimlerden
yapilmaktadir.

SONUC VE ONERILER

Bu calismada, Sirnak ilinde var olan yiyecek-
icecek unsurlar1 gastronomi turizmi agisindan ele
alinmustir. Calismada, Oncelikle, gastronomi
kavrami Ttzerinde durulmus, gastronomi turizm
acisindan ele alinmis ve Onemi ortaya
konulmusgtur. Turist tercihlerinde yeme-igme
unsurlarinin ~ gittikge  Onemli  hale geldigi
gorlilmiistiir. Ayrica, arastirmalarda gastronomi
turizminin ekonomik getirileri yaninda bir kiiltiir
Ogesi olarak ve alternatif turizm ¢esidi olarak ele
alimustir.

Sirnak’ta yiyecek icecek unsurlarindan; kulice,

kadgi difse, sarap, bal ve bahar ayinda ¢ikan
otlardan yapilan yemekler gelen ziyaretcilere

sunulabilecek  Sinak’a  O6zgli  yiyecek ve
iceceklerdir.  Bunlarin  disinda  gilineydogu
mutfagindan yemekler de Sirnak’ta
goriilebilmektedir. Bu baglamda Sirnak ilinin

gastronomi turizmi potansiyelinin oldugu ancak
heniliz turizm acisindan yeterince kullanilmadigi
goriilmektedir. Bu durum egitim, saglik, yasam
kalitesi ve daha birgok konuyu igeren bolgesel
kalkinma noktasinda iilkemizde son siralarda yer
alan Sirnak ili i¢in {iziicli bir durumdur. Sirnak’in
sahip oldugu gastronomi turizmi potansiyelinin
degerlendirilerek ilin kalkinmasina ve ydresel
yiyecek-i¢eceklerin unutulmamasina katki
saglanmas1 gerekmektedir. Bunun i¢in atilmasi
gereken 6nemli adimlar sdyle siralanabilir:
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1- Sirnak ili
¢ikarilmali,

2- Gastronomi miizesi kurulmali,

3- Gastronomi Kkiiltiiriiniin tanittm1 (Fuar, sosyal
medya, festival vs. yoluyla) yapilmali,

4- Geleneksel liretim yontemleri devam ettirilerek
otantikligin bozulmasinin 6niine gegilmeli,

5- Sirnak ilinde yoresel yemeklerin sunuldugu
mekanlar acilmali ve desteklenmeli,

6- Kaliteli Sirnak balimin, bu ile katacagi degerin
arttirtlmasi i¢in daha biiyiik tesisler kurulmali
ve aricilikta belli bir ivme kazanan Sirnak
markalagma yoluna gitmeli,

7- Cografi isaretleme yolu ile Smnak’a 06zgi
iirlinler korunmal1 ve tanitimi saglanmali,

8- Turizmin gelismesiyle birlikte gastronomi
kiiltiiriinde bozulmanin 6niine gegebilmek igin
yoresel {riinlerin sunuldugu yerlerde siklikla
denetimler yapilmali,

9- Yiyecek ve iceceklerin besin degeri ve kalite
analizleri yapilmali.

Yukarida sunulan Oneriler gergeklestirilebilir
Onerilerdir. Ancak bunlarin gergeklesebilmesi igin
basta valilik olmak {izere diger kamu kurumlar1 ve
0zel sektor temsilcilerinin  bir arada olmasi
gerekmektedir. Sirnak ilinin bir ‘Sirnak Turizm
Konseyi’ni kurmasi ve ‘Turizm Master Plani’ni
olusturmasi turizm paydaslarinin bir araya gelmesi
ve daha aktif calisabilmeleri acisindan dnemlidir.

yeme-icme  kiiltlir  envanteri

Sirnak’ta gastronomi turizminin gelistirilmesi ile
birlikte kiiltiirel mirasin bir pargasi olan yoresel
yiyecek-igeceklerin ~ yok  olmasinin  Oniine
gegilebilir. Ayrica bu sayede il ekonomisine katki
saglanabilir.  Yoresel yemekleri g¢ogunlukla
kadinlar yaptig i¢in, gastronomi turizmi kadinlarin
is hayatina atilmasina ve yasam standartlarinin
iyilestirilmesine destek olabilir.

Ozelde gastronomi turizminin, genelde ise turizm
sektorlinlin gelistirilmesi ile birlikte Sirnak iline
yonelik var olan onyargilarin azalmasi1 ve olumsuz
imajin azaltilmasi1 saglanacaktir. Sirnak’ta turizmin
gelistirilmesi durumunda, turizmin kiiltiirlerarasi
etkilesime Kkatkisi ekonomik katkisindan daha
onemli hale gelmektedir.

Bu aragtirma, Sirnak’in yiyecek-icecek unsurlar
ile sinirhi tutulmustur. Bundan sonraki ¢aligmalarda
Sirnak’mn  diger Kkiltlirel unsurlarmin  ortaya
konulmasi, Tiirkiye’nin sakli kalmig birgok
kiiltlirel unsurunun ortaya ¢ikarilmasina katki
saglayacaktir. Ayrica bu Kkiiltirel unsurlarin

turizme kazandirilmasi ekonomik, sosyo-kiiltiirel
ve sosyal psikolojik etkileri ile Sirnak ve
¢evresinin gelismesine katki sunacaktir.

Bu calismada sadece Sirnak ilinin gastronomi
turizmi potansiyeli dokiiman taramasi ile ortaya
konulmustur. Bu calismanin bir kisitidir. Bundan
sonraki ¢alismalarda goriisme ve gbzlem teknikleri
ile daha fazla yiyecek ve icecek cesitleri ortaya
konulabilir. Ayrica aragtirmacilar bundan sonraki
calismalarda Sirnak’taki gastronomik unsurlarin
saglik acisindan etkilerini, tiiketicilerin ydresel
irlinlere ulasma durumlarini ve bu {riinlerden

duyduklar1  memnuniyeti  arastirarak  daha
derinlemesine bilgiler elde edilmesine katki
sunabilirler.
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INTRODUCTION

After 1950s, tourism has witnessed sustained
accretion and product diversification, being
world’s regularly growing and high volume
economic sector. International tourism and its
patterns do not ingenerate coincidentally.
Economic growth, cultural factors and access to
transport are the consequences of it (Hall, 2008, p.
1). Considering the patterns of tourism and the
areas that have the potential of development in
terms of international tourism, it can be remarkably
seen that most of the outbound tourists are from
the developed countries and the new middle class
in many developing countries. (Page, 2007, p.20).
Likewise early example of first mass tourism
activity occurred in England among the working
class of new industrial age (Urry and Larsen, 2011,
p. 2).

In 2017 there are 39 developed countries in world.
United States, Euro zone (Germany, France, ltaly
and Spain), Japan, United Kingdom and Canada
constitute the top five developed countries
respectively. Additionally there are 153 developing
countries in 2017 list (IMF, 2017). Numerically,
developing countries are 3, 92 times more than
developed countries.

Browsing worldwide tourism statistics in 2017,
one can see that developed countries receive 685

million international tourist arrivals while
developing countries receive 550 million
international  tourist arrivals. In terms of

international tourism receipts, developed countries
gain 787 billion dollars while developing countries
gain 433 billion dollars (UNWTO, 2017).

Average tourism expenditure per tourist in
developed countries was 870, 39 dollars while it is
1270, 20 dollars for developing countries.
Nevertheless 787 billion dollars shared by 39
countries while 433 billion dollars shared by 153
countries.  These macro-economic statistics may
appear optimistic for developing countries.
However, it is suspicious that the fact is as it
seems. When taking tourism into account by visitor
and host perspective, a clear inequality can be
seen. Tourist possesses the disposable income to
enjoy the forms of tourism, whereas the host is to
work in tourism or tourism-generated employment
in exchange for lower and seasonal salaries. This
condition is getting worse by the continuous
development of globalization (Page, 2007, p.20).

According to an influential philosopher George
Santayana (1905, p. 1) “those who cannot
remember the past are damned to repeat it”. This
study is designed to be based on this famous quote.
Nevertheless, similar to other authors, it is not
wrong to be concerned about the perception of
historical critics. As Peter Bol from Harvard
University says (as cited in  bbc.com)
“Ideologically speaking, the Qin early Chinese
Emperor, who was buried with 6000 life size terra
cota soldiers, make the argument, 'We don't want
to hear people criticize the present by referring to
the past”. Regardless, the importance of history
told in this famous quote is the starting point of
this article. Therefore, the theme of this article is
an attempt to handle considers contemporary mass
tourism  movement  differentiation  between
developed and developing countries of the world
by through historical analogies. A critical approach
has been put forward in terms of historical
analogies in this article.

Why the contemporary tourism’s biggest block
mass tourism perceived as travelling to
accommodation mostly located in attractions
where sun, sea and sand is the main fascination?
Are western civilization and its features having an
impact on its perception amongst societies? What
about the case of the host communities? Is it
possible to clarify westerner hegemony tourism
movement with the analogies of two main features
of Western society as Hellenism and Christianity?
These are the questions which this article tries to
answer.

According to historian and classicist Kagan (2007)
two complementary main features of western
civilization are Hellenism and Christianity. The
former initially was realized in Ancient Greece as a
breaking point. The first one is Hellenism. City-
states named as “poleis” used to be founded as the
republics. There existed relatively less difference
among the urban population in terms of wealth.
There was no king or ruler having the resources
sufficient for affording soldiers of fortune.
Consequently, urban citizens were to fight
themselves to defend and they decided when to
make war. Citizens demanded to play their role in
the considerable decisions as the independent
defenders of common interests and security. Thus,
first steps of political life came into being.
Herewith, one should not omit that the word of
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“politics” came from the root of “polis” in ancient
Greek. Before this era, there used to be no word to
identify, because there was no need to define such
a situation. This political life was shared by a
relatively large population and it was of great
importance for ancient Greek citizens to participate
in political life. Such type of states did not need
bureaucracy, since they did not possess large
amounts of state and/or royal assets. The reason
behind this was the unavailability of economy
which can feed and/or support a bureaucratic class
in the society. There existed no distinct class of
priests. Moreover, there was no interest in the life
after death which was universally important in any
other civilizations (Kagan, 2007, p.
2).Consequently Hellenic civilization’s creative
ideals and commitment to human self-
improvement, contestation, and linear thought
transformed everything it touched and laid the
foundations Western civilization (Hause and
Maltby, 2004, p. 23).

Second milestone of the western history is the
Jewish-Christian tradition, which is absolutely
different from aforementioned ancient Greek one.
The principal roots of Christianity are in Judaism.
This belief is distinctive from the human beings; it
has considerable moral demands from the believers
and venerates a puissant god who can judge even
the emperors and kings. Christianity started to be
spread as an oppressed religion and positioned as
the enemy of Ancient Rome, Roman Empire and
generally the secular state. Eventually this belief
captured Rome. Christianity has always been
independent from the state and positioned opposite
of it. With the claims that challenge to secular
authority, it has never completely lost its initial
rebel features.

This is also intrinsic to west, like the originality of
Ancient Greek experiences. Such type of religious
organization has not existed in any human society.
In this way, the unification of a universal religion
and the Roman Empire as a huge political
hegemon; might have put an end to the
expectations of freedom and possibilities just like
experienced in the other civilizations. Nonetheless,
as the Christianity took over and inherited the
heritage of rational and philosophical discussions,
this fact led to the schismatically struggles related
to the questions about the nature of the god and the

other theological questions. This situation was
suitable to the Greek tradition of philosophical
discussion.  Here, Kagan’s (2007) suggestion
stresses that even though Jewish-Christian tradition
has been distinctive from Greeks and sometimes
this belief has positioned completely opposite of
them, this aspect of Greek culture has existed in
the nature of Christianity and it is of great
importance. That is to say, Christianity has
somewhat ancient Greek sources in its very nature.

In order to answer the questions above, this
research proposes two historical analogies in
consideration of tourism system model. In Leiper’s
(1981, p. 75) much cited tourism system model,
tourism is separated into parts such as tourism
generating and tourist destination regions. Tourism
system model can be seen in Figure 1. First
analogy centers upon demand component of the
tourism system model. Second analogy set sight on
the supply component of the tourism system

Arriving
Tourists

Tourism Tourism
Generating - Receiving
Areas Transit Route Areas

[Demand]

[Supply]
Returning

Tourists

Figure 1: Tourism system model
Source: Leiper (1981, p. 75)

DEMAND vs. CHRISTIANITY

According to UN (2016) estimated world
population is 7466964 (in thousands) in 2016.
Figure 2 demonstrates the distribution of world
population by latitude and longitude in 2015. The
population distribution is not an equally collated
distribution. Disequilibrium between the advanced
and developing countries is the main starting point
of the first historical analogic approach.
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World population distribution by latitude and longitude - 2015

© Datagraver.com 2016
Data: CIESIN / SEDAC - GPW4

Figure 2: World population distribution by latitude and longitude-2015
Source: http://www.datagraver.com/case/world-population-distribution-by-latitude-and-longitude-2015

A table of developed countries with regard to their
east-west location and religion can be seen in
Table 1.

Table 1: East-west and religious distinctions of
developed countries

Christianity-
22 Korea East Buddhism
23 Australia West Christianity
24 Taiwan East Buddhism-
Taoism
25 Sweden West Christianity
26 Switzerland West Christianity
Buddhism-
27 Hong Kong East Taoism
28 Singapore East Buddhism
29 Czech Republic West Christianity
30 Norway West Christianity
31 Israel East Judaism
32 Denmark West Christianity
33 New Zealand West Christianity
34 Iceland West Christianity

East or | Major

No Country West Religions

1 United States West Christianity
2 Germany West Christianity
3 France West Christianity
4 Italy West Christianity
5 Spain West Christianity
6 Netherlands West Christianity
7 Belgium West Christianity
8 Austria West Christianity
9 Greece 8 | West Christianity
10 Portugal < | West Christianity
11 Finland 2 | West Christianity
12 Ireland O | West Christianity
13 ;Logljtlf”c West Christianity
14 Slovenia West Christianity
15 Luxembourg West Christianity
16 Estonia West Christianity
17 South Cyprus West Christianity
18 Malta West Christianity
19 Japan East Shintoism

20 United Kingdom West Christianity
21 Canada West Christianity

Source: Adapted by authors from “United Nations
Statistics Division Population by Religion, Sex and
Urban/Rural Residence 2014 and International
Monetary Fund World Economic Outlook” (2017).

Christians are the largest religious group with 31%
of the in world. Christians followed by 24,1%
Muslims, 16% Unaffiliated, 15,1% Hindus, 6,9%
Buddhists and 5,7% Folk religions (Pew Research
Center, 2017).

According to Table 1, 28 out of the 34 developed
countries are western countries while only 6 of
them are eastern countries. In view of major
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religions, conformably 28 out of 34 developed
countries have Christianity as their major religions.

When outbound international tourism statistics is
taken into consideration, latest up to date data
shows: “The large majority of international travel
takes place within travelers’ own regions
(intraregional tourism), with about four out of five
arrivals worldwide originating in the same region.
Traditionally the advanced economies of Europe,
the Americas and Asia and the Pacific have been
the world’s major source markets for international

Table 2: Top spenders in international tourism

Intarnational tourtsm Loca currencies Market

expenditure (USS dillon change (% share (%

Rank 2015 2018° 15714 16°715 2016*
1 Chna - 261.1 7
2 Uniteq State 1236 8
3 Germas 798 . 32
4 United Kingoom 3 836 8 38
§ aNCE 9 &5 3 33
6 Canaca C 20.1 1 0.0

7 Korea 266 8
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Source: UNWTO Tourism Highlights (2017, p. 13).

Latest statistics for international tourism spenders
presented in Table 2 are a good example of
Western and developed hegemon tourism or mass
tourism system in world. For this reason, it was
decided to make the analogy of demand
component of the tourism system model according
to first characteristics of western culture as
Christianity. It is not would not be wrong to
propose the following analogic approach about the
demand component of the tourism system model in
terms of mass tourism according to the above-
mentioned facts. As the demand part, tourist may
perceive and orientate the understanding of Mass
Tourism in the roots of afterlife beliefs of
Christianity.

Target and source notions of demand and
Christianity presented in Table 3. The origins of
mass tourism understanding tried to explain with
the analogy presented on Table 3.

tourism. Even so, emerging economies in Asia,
Central and Eastern Europe, the Middle East,
Africa and Latin America have shown fast growth
over recent years, driven by rising levels of
disposable income. Europe currently still remains
the world’s largest source region for outbound
tourism, generating almost half of the world’s
international arrivals (48%), followed by Asia and
the Pacific (26%), the Americas (17%), the Middle
East (3%) and Africa (3%)”(UNWTO, 2017).

International departuras (milllon)
Total ncluding same-azy  of which overnight
2015 2015 206

Population Expenditure pec
milion capita (USS

2016 2016° 2016*
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L B -

-0 N
# o

o

Table 3: Target and source notions of demand and
christianity

Target Notion Source Notion (Analog)

Advanced Countries

(demand: tourist) Heavenly

Disposable Income Goodness

Heaven: Leisure (no need
to work.), Travel (descend
to heaven),
Accommodation (eternal
comfort, pleasure and
fun), Food and Beverage
(abundant, delicious and
eternal toughness)

Tourism: Leisure, Travel,
Accommodation, Food
and Beverage

Periodical (one need to
return from the created
heavenly atmosphere at
the end of the holiday)

Eternal

According to Cambridge Dictionary Online (2018)
heaven is defined as “in some religions, the place,
sometimes imagined to be in the sky, where God or
the gods live and where good people are believed
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to go after they die, so that they can enjoy perfect
happiness”.

Aforementioned two traditions of western
civilization possess some views about the society.
In Holy Bible it is written that god put the human
in Garden of Eden after having decided to create it.
At first, only Adam was there. Later on, god
thought that Adam needed a friend somewhat and
created Eve. Both were living in heaven, one man
and one woman, everything was perfect in the
initial phase. Afterwards, they sinned against the
god and they ate the fruit of the knowledge tree. If
fruit had been eaten, then humans would have
become divine, and this is not acceptable. In the
end, they were expelled from the heaven as a
punishment (Kagan, 2007, p. 4).

Upon death, Christians believe that they come
before God and are judged. According to Smith
(1991, p. 355), "Following death, human life is
fully translated into the supernatural domain™.
Fundamentalists and conservatives interpret the
Holy Bible literally and believe that there is a
specific heaven and hell and that only Christians
are admitted to heaven. All others are condemned
to hell.

In the light of this information, most of the tourist
travels to a heavenly destination outside of their
usual environment during the mass tourism
activities which one may dream and desire during
one’s normal life. The understanding of heaven in
monotheistic religions is very analog to the mass
tourism and its tourist. A good believer promised
to be accepted heaven where one doesn’t need to
work, live freely in a pleasant, joyful eternal life.
Analogously tourist for a period of time leaves
one’s usual environment and arrives to destination
stay in luxury accommodation where food and
beverage abundant and no need to work.

SUPPLY vs. HELLENISM

It is surprising that Ancient Greek Culture has still
been attracting the citizens of 21 century.
Generally, this fact is based on the identification of
Greeks in the most significant starting point in the
western civilization which formed not only the
western part but also the world as a whole.

The second characteristic of western civilization

maybe considered as the believing of Hellenic
origin shared by the western societies. Present day

it may not wrong to say that world is under the
Western hegemony with the reality of advanced
countries mostly comprise of Western and
Christian countries. But Western civilization built
upon the progress of a ways greater historic
societies. The peoples of the historical near East
had discovered to domesticate animals, grow
plants, and convey useful articles of pottery and
metal long before the Greeks or Romans (Hause
and Maltby, 2004, p. 1). Father of History
Herodotus (484 BC—425 BC) became probably the
basic early historian who knowingly narrated the
East (Persians) and the West (Hellen) as opposing
opponents, thereby providing the nucleus of all
ancient history. Another historians, Xenephone
(430 BC-354 BC), and Thucydides (460 BC-400
BC), farther, were discovered it natural to hire
strong polarities and concentrate on the
discrepancy of the East, whilst accepting the
necessity of resistance to external force by means
of defining a Western being. Hence came into
being the primary machine of the so-referred to as
East-West dichotomy.

Therefore it is not wrong to put forward a second
historical analogic approach focused the supply
component of the tourism system model. After the
dark age of Hellen mainland (1200 BC-800BC)
society’s revival was well under way. Hellens’
prosperity endured into the early Archaic period
(ca. 700-600 B.C.E.), which noticed the rise of the
political unit referred to as poleis (city state)
(Sacks and Brody, 2005). In comparison to the
bronze age, there developed a massive wide variety
of separate, small communities, which often, and
in particular towards the south and east, took the
shape of poleis, ‘city states’, which comprised a
town and the farm land around it and which
aspired to a high degree of independence and self-
sufficiency. Athens and Sparta evolved in unusual
ways, a good way to grow to be a lot large than
most, and in the 5th century to come to be rivals
for supremacy in Greece (Rhodes, 2007, p. 2). To
moderns, Athens represents the model Greek
poleis—free, cultivated, and inquiring—but to the
ancients, and to many Athenians, an alternative
existed (Hause and Maltby, 2004, p. 34).Greek
Poleis’s start to found colonies after 500 B.C.
Founding a colony required careful preparation.
The “mother” Polis (Metropolis) had to choose a
site for the colony, obtain divine approval for it,
plan out the new settlement, and choose its
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Oikistes (founder), always, of course, a man of
high status. The Greek word for colony was
Apoikia, literally a “home away [from our old
home].” Otherwise, however, the colony was a
new and completely independent polis, since those
who joined a colony gave up their citizenship in
the mother Polis (Pomeroy et al., 2004, p. 66).

Far away to the south, in a remote valley of the
Peloponnese, lay Sparta. Sparta was an aristocratic
garrison state. The first Spartans were probably a
band of Doric invaders who established their polis
on the ruins of an earlier society. They displaced
an earlier ruling class that was probably Dorian as
well, allowing these Perioikoito retain property and
personal freedom within their own communities.
The original pre-Dorian inhabitants became serfs
or in Spartan terms, helots. (Hause and Malthy,
2004, p. 34).

Table 4: Target and source notions of supply and
hellenism

Source Notion
(Analog)
Greek Poleis

Target Notion

Advanced Economies (origin)
Emerging Economies
(destination: in particular
holiday villages of mass
tourism)

Apoikia (Home
Away)Colonies

Periokoi (specific to
city state of Sparta)
Helots (specific to
city state of Sparta)

A table of target and source notions of supply and
Hellenism analogy can be seen in Table 4.

Sparta, in the south of the Peloponnese, had not
one king but two, probably a result of the
amalgamation of neighboring communities; it
retained these into the classical period and beyond,
though many of their powers were transferred to an
annually appointed board of five Ephors
(‘overseers’). By the eighth century it had
conquered the whole of its region of Laconia,
making some of the inhabitants Perioikoi
(‘dwellers-around’, independent within their own
communities but dependent on Sparta in foreign
policy) and others helots (a word which probably
means ‘captives’, a serf class working the land of
its Spartan owners: they are the best-known but not
the only instance of a serf class in early Greece).

The holiday villages of mass tourism is and
obvious example for the Apoikia. Similar to

Tourist

Tourism Employees

colonies, holiday clubs were established. In the
name of Mass Tourism Western Tourists travel to
sun, sea and sand attractions they stay in big luxury
holiday clubs where they spend their holiday like
in their home away (Apoikia). As an example
according to Turkish Culture and Tourism Ministry
(2018) Turkey is a home to 116 holiday villages
(82577 beds) with tourism investment certificate
and operation license.

CONCLUSION

This study tries to state a criticism of contemporary
tourism through evaluating it by historical facts.
Nevertheless, the main constraint of this criticism
is based on the western dominant tourism. Two
critical analogic approaches were suggested for the
interpretation of Western shaped tourism system
assumptions. Moreover, there may be a lack of
conception while dealing with mass tourism as it is
generally perceived as sea, sun and sand tourism.
There have been hardly the debates about why
travelling for skiing in a mountain is not regarded
as a mass tourism activity. Thus, the lacking parts
of this assumption was tried to be found in the
history. This might cause anachronism which is not
generally regarded positively in historical thought
as it evaluated the actual by the judgements of the
past. However, it may reveal a brand new
paradigm about the formation of contemporary
tourism as putting the bricks one by one as a
starting point. In order to gain a better
understanding of tourism, more criticism and
analogic approaches might be useful to put
forward.
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INTRODUCTION

Corporate image, brand, reputation concepts and
the importance these concepts in terms of tourism
establishments will be examined theoretically in
this section.

Concept of Corporate Image

In the ever-increasing competitive conditions of
modern society, enterprises no longer compete
only within the dimensions of products, functions,
specifications and quality but also within the areas
of corporate image, brand and reputation. As we
analyze concept of image, it is detected that a
myriad of disciplines such as marketing, public

relations, environment and management are
collectively intertwined as well (Finn, D.
1961:135).

Corporate image is the picture emerging in the
mind of target mass that any given enterprise aims
to reach. In a different saying; corporate image is
the accumulation of all judgments that exist in the
minds of target mass as regards the adjectives
associated with a given enterprise. In addition, it
refers to a compilation of all analyses related to the
way enterprises are recognized and perceived by
the audience. All these analyses make-up of the
entire corporate image (Cetin and Tekiner,
2015:419).

Ensuing the 1970s in particular, the gravity of
corporate image studies has increased. Having
then construed that image has nothing to do with
visuality or pretentious moves to fool customers,
enterprises have been trying to align their
corporate image with the corporate behaviors
making the whole of an enterprise (Koktiirk et al.,
2008:3).

Researchers from the disciplines of marketing,
strategy and communication disciplines delineated
image via associating with concept of corporate
reputation. In that they defined image as the effect
that an enterprise creates on the entities outside the
business circle; in another saying they described
image as the thoughts and beliefs in the minds of
people outside the scope of any organization
(Hatch and Schultz, 1997: 359).

Corporate image relates not only to beliefs,
thoughts and impressions regarding the enterprise
but also related to the name of an organization,
impressions on its architectural structure, product
and services, traditions, ideology and quality aside

from the communication that each employee
establishes with their corporate customers. It
consists of two components as functional and
emotional (Fombrun, C. J., Gardberg, N. and
Sever, J. 2000:4). Functional component integrates
physical qualities and can be measured easily
whereas emotional component is related with
psychological dimensions surfacing with emotions
and attitudes and such emotions derive by
processing personal experiences in tandem with
knowledge. Thus, corporate image can be defined
as the outcome emerging once customers make a
comparison on various qualities of enterprises
(Ates, 2016:27).

Image is the derivation of the word ‘icon' that
means the mental recreation of visualized face of
any given entity. It refers to impressions on a
person, enterprise, product or situation created in
one's mind to help the person remember and
recognize the entity. Image has the character of
guiding purchase behaviors of individuals and on a
broader scale, it can be defined by employing
adjectives such as positive, negative and average.
In everyday life image refers to positive or
negative perceptions created consciously or
unconsciously about people, enterprises, cities or
countries (Akdu, 2017:67).

Image is recognized as perceptions of stakeholders
based on the short-term  impressions on an
enterprise whereas corporate image refers to the
specifications of manufactured products or
services. It entails achievements and impacts that a
company has attained since its establishment,
behaviors in the relationships between employers
and workers, a sense of responsibility toward the
environment, personal experiences with the
enterprise, informing people in line with their
comprehension levels about the enterprise, in-
company communication, and the impact created
on the target mass by the company
(Kigtiksiileymanoglu, 2015:2668).

The organization should analyze all its functions
and take necessary steps to boost its effectiveness.
Empowering corporate image can be actualized in
coordination with communication skills. In that
viewpoint, all shareholders of any company should
communicate with all its shareholders and improve
the  communication in all platforms.
Communication that a company establishes with its
employees would not be identical with the
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interaction to be built with customers and
suppliers; thus for each part involved different
communication styles should be developed in
accordance with a professional approach.

Brand Promotion and Conceptual Framework

Turkish Code of Commerce defines concept of
brand such; in order to differentiate the product
and services of an enterprise from the product and
services of another company, including but not
limited only with names of individuals, words in
particular, figures, letters, numbers, drawing on the
form or packages of goods or any signs that could
be expressed in a different way or published or
duplicated via print

Brand not only repeats the recognition of a product
by the consumer but also affects the perception
style of product specifications and overall quality
of the good. In that way, a brand distinguishes a
product from the same type of goods manufactured
by its rivals (Yiiksel and Mermod, 2005:2).

Corporate branding is unquestionably vital to
create the target differentiation in modern-age
markets to cope with rival companies. To achieve
profit maximization in the entire market it is
essential for the firms to establish a corporate
structure before working on the notion of brand
and actualize an effective brand management in the
aftermath of corporate branding process. In novel
market structures in which the key objective is
profit maximization, taking one-step further as
regards the brand is acknowledged to be one of the
most effective conditions of opportunity for the
firms involved (Besiray, 2016:1).

The fact that concept of brand has overlapping
features with social value judgments motivated
manufacturer companies to conduct researches on
designing their authentic brands. Further to that,
structure of a brand is also of great significance in
modern conditions of the market in which
customers are more attentive than ever in making
their final choices (Sirgy, M. J., 1982:297).

In relevant literature, the very first emergence of
the notion of corporate brand coincides with the
marketing practices. Once corporate brand is
analyzed through the lens of marketing practices, it
is seen that this concept entails sub-concepts such
as brand expansion and customer reviews. Based
on this insight it has been identified that corporate
brand reflects presentation of a product and service

harnessed by the consumers of an organization
(Arslan, 2017:92).

Corporate brand means clarifying the target
audience about the company by the enterprises
themselves and helping them to make accurate
detections. Accurate representation of a brand in
the face of society allows enterprises to secure a
remarkably strong position in the ongoing
competition with their rivals. Emergence of brand
concept continues synchronously with the
hegemony of mass production channels over the
market (Morgan and Pritchard, 2006:338).

Corporate branding provides strategic focus for the
creation of a brand; allows consistency in a general
dimension of company's communication programs
and assists the service department of any company
in understanding its employees. All these
advantages offered by a corporate brand transfer a
company's corporate /product brand to the
customers while also helping them to perform
consistent  behaviors (Yeygel and Yakin,
2007:103).

Concept of Corporate Reputation

To be loved and revered by people is of great
importance to be deemed as reliable and creditable.
Since reputation and approval are among the most
critical aspects of life, they are the natural
expectations of all individuals. The same sentiment
holds true for enterprises. It is of vital significance
to have a good impression on customers if the
enterprises seek to continue to exist in the market
and maximize their profits by increasing their
potential customer portfolio (Karakdse, 2007:3).

Reputation as a term refers to respectability. It is
an abstract value indicating people's evaluation on
a given situation and certain level of reliability.
Trust and reputation are hard-earned concepts that
is why reputation, in the sense of being reliable,
can only be earned after years long consistent
behaviors but on the other hand they can easily be
lost. As regards enterprises in particular to be
successful, to be institutionalized and profiting-
making are critical steps to earn their reputation
(Bozkurt, 2011:12).

As an outcome of globalization that fueled ongoing
competition, decreased the life term of products
and multiplied similarities between goods in the
market, customers now look for certain standards
to make choices while enterprises seek certain
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standards to acquire additional corporate values on
the road to achieving success (Fombrun, C. J. and
Shanley, M. 1990:233) . As we examine concept of
reputation on the basis of enterprises and
individuals, we come across with the concept of
corporate reputation (Kahveci, 2015:40).

Corporate reputation is among the lead features
essential to reach the respectability of companies
in a highly-competitive environment to the highest
level. Concept of reputation refers to the sum of
the views of shareholder groups; in another
perspective corporate reputation is equated with
the statement of collective image. From a generic
perspective, reputation is the effect of the former
actions of enterprises (Yaslioglu, 2012:2).

Corporate reputation is an abstract concept
indicating how an enterprise is perceived based on
all its dimensions. It is a notion impacting financial
performance and offering competitive advantage.
Reputation is the strongest indicator of the
sustainability of an enterprise. The risks involved
with corporate reputation are direct threats against
the future of enterprises. It is a salient value that
can establish trust with shareholders and remove
the barriers in front of the improvements in the
market (Kahveci, 2015:40).

Upon realizing that a vast portion of corporate
value does not derive from physical entities, there
has been an accelerated interest each new year to
identify the value of these assets and manage their
presence. Corporate reputation makes the product
and service attractive for buyers and it can make
stocks alluring for investors. The employees select
enterprises with higher reputation when faced to
choose a company offering the same benefits;
suppliers opt for reputed companies to cooperate in
which they would face no contractual risks and a
more loyal customer attitude would then be formed
in respectable enterprises, all of which indicate the
created financial advantage (Goker, Aral and
Uysal, 2017:137).

Relationship among Corporate Image, Brand
and Corporate Reputation

Researchers from the disciplines of marketing,
strategy and communication disciplines delineated
image via associating with concept of corporate
reputation. In that they defined image as the effect
that an enterprise creates on the entities outside the
business circle; in another saying they described
image as the thoughts and beliefs in the minds of

people outside the scope of an organization (Hatch
and Schultz, 1997: 359).

Corporate image is the internal picture reflected on
those outside the sphere of enterprise in question.
A positive corporate image would forge sense of
trust thereby ensuring satisfaction and loyalty. On
the other hand, a negative corporate image would
lower potential customer portfolio and reliability of
the firm. All in all a positive image is vitally
crucial for corporations. From that perspective,
enterprises having a corporate image, via fueling
positive customer perceptions, can achieve and
sustain their corporate reputation after long-lasting
efforts spanning over a considerably-long time
interval (Kahveci, 2015:47).

It is detected the most-frequently used concept to
refer to the same meaning with corporate
reputation is corporate image. Corporate image
answers the question of; what do people think of
the company? (Dowling, 2004: 21). It is viable that
an image may occur as an effect of conscious
efforts of an enterprise or unconsciously as a result
of certain behaviors adopted by the company
(Whetten and Mackey, 2002).

Enterprises having a high level of reputation can
extract considerable benefits by becoming the first
choice of customers, investors, suppliers and
employees. Corporate reputation can heighten
brand value, drive purchase behavior and gain
further yield (Karakose, 2007: 42).

One of the key elements of corporate reputation is
being a brand that reflects the face that any given
enterprise welcomes all its partners and allows to
be accessed by greater numbers of masses
(Fombrun, C. J. 1996:70). Brand is a factor that
can degrade or upgrade the reputation of an
enterprise. Brand is a name, logo, sign and symbol
that can help the consumers to distinguish a
particular product from its counterparts. Another
definition points out that aside from being a sign, it
relates to the sum of emotions and thoughts that
consumers hold about a product and services that
an enterprise offers. Brand has a number of
benefits such as demand stimulation and allowing
to becoming popular in that way, securing the
corporate image, bolstering competitive power,
adding value to the business and catering for
employee motivation (Yaslioglu, 2012: 35).

Once brand values are compatible with
organizational culture and company values then
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they would be perceived as innovative, integral and
reliable by company shareholders.  Corporate
brand's structure that appeals to multiple
shareholders is known to climb the awareness and
reputation among all shareholders as regards
detecting the reliability of firms and what it
represented. This model case is connected to the
link between corporate brand and corporate image.
It has been acknowledged that a successful
corporate branding is required to enjoy a corporate
image associated with organizational culture
(Hatch&Schultz, 1997: 11).

It is suggested that a positive corporate reputation
would motivate the customers to maintain loyalty
to this particular brand and favor the product and
services of the company. Unlike corporate image,
brand image reflects perceptions of the consumers
on a given brand. Image of the product or service
brand refers to the idea that customers and
consumers build in their minds as an effect of the
marketing activities conducted on behalf of this
brand (Shockley-Zalabak, P. Ellis K. and G.
Winograd 2000:4).

DISCUSSION AND CONCLUSION

Turkey has a large variety of natural beauties,
historical assets and a diversity of climate. In
regions that are loaded with tourism activities,
there has been a jump in the numbers of hospitality
business that acquired further significance.
Considering that people of modern age no longer
have a lot of time or opportunity to take long
holidays, it becomes even more significant to
analyze places to visit and make a thorough choice
among all alternatives. In that sense the image,
brand and reputation of companies emerge as
critical factors impinging on customer choices and
underlying reasons for their choice (Firestein, P. J.
2006:25).

Fierce competition in tourism market, eye-catching
marketing activities and intense levels of
communication motivate the enterprises to forge a
corporate brand, to possess a worthy corporate
image and to maintain their reputation (Formbrun,
C. J.and Van Riel, C. 2004:17).

In tourism sector enterprises are engaged in all the
essential activities that needed for building a solid
corporate image by speeding up marketing,

communication and public relations to the end of
securing a safe place in the mind of target mass.

Tourism companies can only take one-step ahead
from their rivals with the value of their brand and
created corporate image because in this sector
identical products are already offered by their
rivals on the market. Corporate image is the
entirety of the experiences, perceptions, insights
and impressions that are drawn in consumers' mind
as regards the company in question.

In all of their marketing activities tourism
companies are required to pay heeds to the image-
related attempts to create in customers' mind; they
should design their own brands and they are
expected to manage their corporate reputation via a
strong communication to be established with
shareholders they are expected to manage their
corporate reputation.

Benefits to obtain from the brand, image and
reputation activities that tourism companies would
engage in are as listed below (Se¢kin, B., S,
2010:15, Selnes, F. and Sallis, J., 2003:82,
Shamma, H. and Hassan, S. 2009:326, Shappiro,
D.L., Sheppard, D.H., and C. Cheraskin,1992:377,
Shortt, G. ve Ruys, H. 1994:17, Shenkar, O. and
Yutchman-Yaar, E. 1997.1361.)

e They can gain competitive advantage against
their rivals in tourism market.

e Product and services of the company would be
of higher quality

e The risk perceived by customers in buying their
product would go down.

e Customers' choices would be positively affected
and customer satisfaction ratios would increase.

o Positive customer perceptions would increase
their sales figures.

¢ Via enhancing companies market share, it can
elevate its value in global markets.

o It boosts employees' quality and attracts them to
the organization.

e During periods of crisis, it provides better
advantages to the business.

Turkish tourism has recently developed to a
considerable  extent; thereby gaining an
unquestionable brand value. Having internalized
this reality, all of the national companies in
tourism sector would gain major profits themselves
and our national tourism would flourish provided
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that they paid more attention to corporate image,
brand and reputation activities.
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TURIST REHBERLiIGi BOLUMLERI DERS PROGRAMLARININ “TURK KIiMLiGi”
ACISINDAN INCELENMESI

Arastirma Makalesi
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OZET

Bir destinasyonu ziyaret eden turistlere rehberlik yapan turist rehberleri sadece ilgili destinasyondaki soyut ya da
somut nitelikli kiiltire]l miras1 degil ayn1 zamanda ge¢miste ya da bu giin o topraklar iizerinde yasayan milletlerin
tarihini bilmekle de yiikiimliidiir. Bu gercevede turist rehberlerinin Tiirk kimligi konusunda da yeterli bilgi ve
donanima sahip olmasi, Anadolu’yu ziyaret eden turistlerin bu kimlik hususundaki sorularina da doyurucu yanit
verebilmesi beklenmektedir. Bu da oncelikli olarak {iniversitelerin turist rehberligi egitimi veren bdliimlerinin
konuya egilmesi ve gerekli miifredati hazirlamasi ile miimkiin olabilir. Bu ¢aligmada turizm fakiiltelerine baglh
turizm rehberligi bolimlerinin ders programi incelenerek, programlar kapsaminda Tiirk kimliginin hangi gergevede
ele alindig1 incelenmistir. Calisma 36 adet turizm fakiiltesi igerisinden, biinyesinde “turist rehberligi” ile “seyahat
isletmeciligi ve turist rehberligi” programlari olan fakiilteler dahil edilerek toplamda 16 adet boliim ders program ve
igeriklerinin, igerik analizi yapilarak tamamlanmistir. Yapilan arastirma sonucunda programlarin Tiirk kiiltiiri,
mimarisi ve mitolojik inang temelleri gibi kavramlar iizerine yogunlastig1 goriilmiistiir. Inceleme neticesinde
programlarin iceriginde agirlikli olarak Anadolu Selguklu ve Osmanli Devleti merkezli derslerin bulundugu,
Tirklerin Anadolu’ya girdikten sonra ortaya koydugu uygarlik kiiltiiriine odaklanilmig oldugu, bunlarinda sanat
tarihi ve mimari gergevede incelendigi goriilmiistiir. Ders igeriklerinde Tiirkliik kavrami ve kokleri tarihsel olaylar
kapsaminda ele alinmaktan ziyade mitolojik hikayeler ¢er¢evesinde islenmekte, biiyiik Tiirk devletlerinin diinya ve
Tiirk tarihi agisindan 6nemine yeterince yer verilmemektedir. Calisma bu noktada yapilan tespitler kapsaminda ders
icerikleri acisindan dneriler getirerek tamamlanmuistir.
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TERMS OF "TURKISH IDENTITY™

Research Article

ABSTRACT

Tourist guides who guide tourists visiting a destination are not only obliged to know the abstract or
tangible aspects of the cultural heritage of the relevant destination, but also to know the history of the
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nations living there in the past or today. In this context, it is expected that tourist guides have sufficient
knowledge and be well equipped about Turkish identity and can respond satisfactorily to the questions of
tourists visiting Anatolia about this identity. This may be possible by giving priority to the departments of
universities that provide tourist guiding education and prepare the required curricula. In this study, the
curricula of tourist guiding departments affiliated to tourism faculties are examined and the scope of the
Turkish identity handled in these curricula is investigated. The study was completed by the content
analysis of 16 department course curricula and their contents in total through 36 tourism faculties
including "tourist guiding™ and "travel management and tourist guiding” programs within their structure.
As a result of the research, it was seen that the programs concentrate on concepts such as Turkish culture,
architecture and foundations of mythological beliefs. As a result of the survey, it was observed that the
contents of the programs were predominantly based on the Anatolian Seljuk and Ottoman State
courses,and that they were concentrated on the culture of civilization revealed by Turks after they entered
Anatolia, and that they were examined within the framework of art history and architecture. In addition, it
was concluded that pre-Anatolian Turkish culture and identity were handled in general within the
framework of the mythology courses and that the Turkish identity was discussed through the epics but the
official historical aspect was missing. Turkish history is not given sufficient place. The study was
completed with the suggestions for the course contents within the scope of the determinations made at this
point.

Keywords: Tour Guidance, Education, Turkish Identity
Jel Classification Codes: 121, 123, L83

GIRIiS

Turist rehberligi meslegi lilkemizde 2012 yilinda
resmi olarak meslek statiisiine kavusmus ve kendi
meslek yasasina sahip olmus bir is kolu
konumunda olsa da o6ziinde tipki konaklama
sektorii gibi baslangict Osmanli devletinin son
donemine kadar gitmektedir. Turist Rehberleri
Birliginin 2018 verilerini dikkate aldigimizda, bu
gin ilkemizde eylemli ve eylemsiz olarak
toplamda 10454 adet turist rehberi bulundugu
goriilmektedir. Bu rakamin 9873’1 iilkesel
rehberken 671’1 bolgesel statiide turist rehberidir.

Bu kadar yogun ve aktif ¢alisani olan bir meslegin
egitimi de kuskusuz son derece Onemli olmakla
beraber, miifredatlar1 da dikkatle hazirlanmalidir.
Ciinkii turist rehberleri sadece turistlere sit
alanlarimi gezdiren meslek erbaplar1 degil daha da
Otesinde mensubu oldugu iilkenin milli degerlerini
tanitan, kiiltiirinli anlatan, kiltiirler arasi iligkilerin
gelismesinde bir koprii rolii oynayan goniillii
elciler olarak degerlendirilmektedir. Bu noktada
turist rehberlerinin Tirk kimligini bilmeleri de
onem kazanmaktadir. Tiirklerin tarihi, kiiltiirleri,
inang yapilar1 ve tarihsel siire¢ icerisindeki
degisimleri, Anadolu’ya yerlesmeden Onceki
yasamlarina dair ayrintilari, glinimiizde negatif
yonlii propaganda yapilan meselelerin asli gibi
stratejik konular topluca bu kapsam gercevesinde
alinmasi gereken konulardir.

Turist rehberligi meslek yasasinin ¢ikmasi ile
yaklasik olarak ayni déneme denk gelen turizm
fakiiltelerinin kurulmaya baglanmasi da meslek
egitiminin {izerine daha fazla odaklanilmasi
gerekliligini ortaya koymus bir gelismedir. Zira
yeni acilan fakiilteler turizm rehberligi boliimlerine
hizla egilmis, lisans egitimi lisansiisti tezli ve
tezsiz egitimler ile de pekistirilerek hayata
gecmistir.

Yapilmis olan bu ¢aligma 36 adet turizm fakiiltesi
icerisinden, biinyesinde turist rehberligi, turizm
rehberligi ve seyahat isletmeciligi ve turist
rehberligi programlar1 olan fakiilteler dahil
edilerek toplamda 16 adet boliimiin ders program
ve igeriklerinin, igerik analizi yapilmasiyla
tamamlanmigtir. Bu kapsamda fakiiltelerin turist
rehberligi boliimlerinde Tirk kimligi temal
derslerin hangi donemlerde verildigi ve verilen
derslerin zorunlu - segmeli durumu arastirilmis, her
bir ders cesitli bagliklar altinda kategorilendirilerek
icerikleri  degerlendirilmistir.  Calismanin  bu
noktada temel amaci1 mevcut ders programlarindaki
Tiirk kimligi ders iceriklerinin belirlenerek hem
turist rehberligi 6grencilerinin Tiirk kimligine dair
neler 6grenerek mezun oldugunu ortaya koymak
hem de yeni agilacak turist rehberligi
programlarina yol gosterici oOnerilerin
getirilebilmesidir.
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TURIST REHBERLIGI VE EGITIMIi

Turist rehberligi meslegi, turizm endiistrisinin kilit
noktasinda yer alan 6nemli bir meslek grubudur.
Bu giin Tirkiye’de kendi meslek yasasina sahip
nadir alanlardan biri olan turist rehberligi, biitiin
diinyada turlarin  gergeklesmesi  asamasinda
yasalarin da verdigi giic ile birlikte 6nemli bir
konumdadir. Her iilke kendi tarihi, kiiltiird,
cografyas1 gibi ziyaretcilerin merak ettikleri
konularda, kendilerini en iyi sekilde tanitacak
yabanci dil bilen rehberler yetistirmekte, rehberlik
meslegini  kiiltiirlerinin  yayilmast  noktasinda
onemli bir araci olarak gormektedir (Cakmak,
2018: 82).

Literatiirde turist rehberligi meslegini ya da turist
rehberini  tanimlayan pek c¢ok tanim ile
karsilagsmaktayiz. Holloway (1981) turist rehberini
bilgi aktaran, 6greten, arabulan iilkesinin elgisi,
grubunun cobani, lideri olarak tanimlar. Cohen
(1985: 7) ise turist rehberlerinin danigmanlik ve
kiiltiirler arasi iletisimde oynadigi role dikkat
cekmektedir. Konuya bu dogrultuda yaklasan
Dahles (2002: 784) turist rehberlerini gezilen
yerleri turistler igin daha anlamli kilan ve onlara
yardimei olan bir hizmet ¢aligan1 olarak betimler.
Arastirmaci bununla beraber rehberlerin sadece
terciimanlik islevlerinin olmadiginin altin1 ¢izerek
aynt zamanda turistlerin karsilastiklart  yeni
kiiltiirleri tecriibe etmeleri noktasinda da 6nemli bir
gorevi oldugunu ifade etmektedir. Diinya
Rehberler Federasyonu Orgiitii’niin  (WFTGA)
tanimina gore turist rehberi, ziyaretcilere sectikleri
dilde rehberlik yapan ve bulundugu bolgenin
kiiltiirel ve dogal mirasini yorumlayan, bulundugu

bolgenin ilgili kurumlarinca kabul edilmis bir
donanina sahip kisidir (www.wftga.org).

Zhang ve Chow ise yaptiklar1 calismada (2004: 84)
1981-2001 arast turizm literatiiriinde yer alan
calismalardan hareketle turist rehberinin farkli
rollerini ortaya koymuslardir. Bu roller arasinda
ozellikle elci, araci, arabulucu, 6gretmen gibi roller
dikkat ¢cekmektedir.

Yukarida yapilmis pek ¢ok tamim, turist
rehberlerini gezilen yerlerin fiziki 6zelliklerini
anlatan, turistlere tarihi teknik bilgiler veren kisi
roliinden c¢cok daha Otesine tasimaktadir. Bu
ozellikler turist rehberlerine toplumlarin ve
kiiltiirlerin birbirlerini tanimasi noktasinda 6nemli
bir gorev atfetmektedir. Bdylece turist rehberleri;
iilkelerinin  goniilli  elgileri olmakla beraber
iilkeleri ve kiiltlirlerinin  diger  kiiltiirlere
propagandasini da yapmaktadirlar.

Ulkemizde turist rehberligi egitimi 6rgiin egitim ve

yaygmm egitim  olarak 1ki farklh  gekilde
verilmektedir. Orgiin egitim turist rehberligi
egitimi  veren  iniversiteler araciligr  ile

gerceklesmektedir. Turist rehberligi egitimi; 6n
lisans egitimi, iki tanesi uzaktan Ogretim olmak
iizere 17 farkli tiniversite 19 farkli program altinda,
lisans egitimi turizm rehberligi ve seyahat
isletmeciligi ve turizm rehberligi adi altinda iki
farkli boliimde olmak {izere 20’si turizm fakiiltesi
kapsaminda olmak iizere 22 farkli program olarak,
yiiksek lisans egitimi ise sosyal bilimler enstitiisii
altinda tezli veya tezsiz toplamda 8 {iniversitede
verilmektedir (yok atlas.gov.tr). Bu egitimlerin
verildikleri tiniversiteler tablo 1 de verilmistir.
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Tablo 1: Egitim Derecesine Gore Turist Rehberligi Egitiminin Verildigi Universiteler

On Lisans Egitimi Lisans Egitimi Lisans Ustii Egitim
e Ankara Universitesi e Adnan Menderes Universitesi o Afyon Kocatepe
e Igdir Universitesi * Afyon Kocatepe Universitesi Universitesi
e inénii Universitesi e Akdeniz Universitesi e Akdeniz Universitesi
e Kocaeli Universitesi e Anadolu Universitesi e Balikesir Universitesi
e Marmara Universitesi e Balikesir Universitesi e Batman Universitesi
e Mehmet Akif Ersoy e Batman Universitesi o Ege Universitesi
Universitesi e (Canakkale Onsekiz Mart e Eskigehir Osmangazi
e Mugla Sitki Kogman Universitesi Universitesi
Universitesi e FEge Universitesi e Gazi Universitesi
e Nevschir Hac1 Bektas Veli | ® Gazi Universitesi ) e Selguk Universitesi
Universitesi e Izmir Katip Celebi Universitesi
e Selcuk Universitesi e Kastamonu Universitesi
e Siileyman Demirel e Kirklareli Universitesi
Universitesi e Mersin Universitesi
e Uludag Universitesi e Necmettin Erbakan Universitesi
e Van Yiiziinci Yil e Nevsehir Haci Bektas Veli
Universitesi Universitesi
e [stanbul Arel Universitesi | ® Ondokuz Mayis Universitesi
e [stanbul Gelisim e Pamukkale Universitesi
Universitesi e Selcuk Universitesi
e Lefke Avrupa Universitesi | o Sinop Universitesi
o Kapadokya Meslek e Istanbul Gelisim Universitesi
Yiiksekokulu e Nisantas1 Universitesi
o Istanbul Ayvansaray e Yasar Universitesi
Universitesi

Bunlara ek olarak yasada da belirtildigi tizere
Bakanlik go6zetiminde agilan 6 aylik kurslar
kapsaminda turist rehberi olunabilmektedir.

Turizm fakiltelerinin kurulmasi ile birlikte, bu
fakiiltelerin igerisine alinan turist rehberligi
boliimleri, turizm fakiilteleri kontenjanlarinin en
dolu olarak egitim veren bdliimleri arasinda yer
almaktadir. Turizm Akademisyenleri Dernegi
raporuna gore 2018 yili {iniversite kontenjanlarini
inceledigimizde doluluk orani, dil puan tirii ile
O0grenci alan Turizm Rehberligi boéliimlerinde
ylizde 94.6 oraninda olmustur (tuader.org).

Turist rehberligi egitimi akademik c¢aligma alami
olarak yeni bir alan olmamakla beraber, 2012
yilinda turist rehberligi meslek yasasinin ¢ikmasi
ve ayn1 donemde turizm fakiiltelerinin kurulmasi
ile birlikte daha da fazla iizerine ¢alisma yapilmaya
baglanan bir konu olarak karsimiza ¢ikmaktadir.

Bu alanda ilk olarak Degirmencioglu (1998)
yazmis  oldugu tez ile karsilasmaktayiz.
Degirmencioglu  turist rehberligi  egitiminin

bakanliktan Universitelere heniiz yeni gegmeye
bagladigt bir donemde rehberlik egitimini
miifredatlar iizerinden de tartigsarak {iniversite
merkezli verilmesi gerektigi iizerinde durmaktadir.
Calismada ayrica farkli iilkelerdeki turist rehberligi
programlarmi  da incelemistir. Isceli ve Kilig
(2018) ise giiniimiiz lisans diizeyinde turizm
rehberligi egitimi veren fakiiltelerin miifredatlarini
incelemis, boliimlerdeki dersleri zorunlu ve
secmeli  kategorilerinde degerlendirerek ilgili
boliimlerin akademik kadrolarini da unvanlarina
gore tasnif etmistir. Aralarinda 20 yil olan bu iki
calisma turist rehberligi programlarimin gelisim
evrelerini gérme agisindan giizel bir tablo ortaya
koymaktadir. Yenipmar ve Zorkiris¢ci (2016) de
Tiirkiye’de giinlimiiz turist rehberligi egitimini
Avrupa Birligi ilkeleri ile kiyaslamaktadir.
Calismada rehberlik boliimlerinde mesleki teknik
derslerin eksikligine dikkat ¢ekilmekte, uygulama
agirhikli derslerin arttirilmasi gerekliligine vurgu
yapilmaktadir. Bu ¢aligmalara ek olarak Eker ve
Zengin  (2016) turist rehberlerinin  egitim
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miifredatlar1 hususundaki goriis ve tespitlerine yer
verdikleri calismada, boliimlerin ders
programlarinin kurumlar aras1 farklilik gostererek
belirli bir standartta olmamasi rehberlik egitimini
olumsuz etkiledigini bildirerek programlarda
rehberlik meslegi ile yakindan iliskisi bulunmayan
derslerin sayica fazlaligina dikkat ¢cekmektedir.

CALISMANIN YONTEMI

Yapilan bu c¢alismanin temel amaci turist rehberligi
programlar1 miifredatlarinda Tiirk kimligi ve
kiiltiiriniin nasil bir yapiya sahip oldugunun
incelenmesidir. Bu inceleme kapsaminda, Tiirk
tarihi hangi ¢aglan ile birlikte ele alinmakta, hangi
kiltiirel  6gelere  agirlik  verilmekte, inang
sisteminin tarihsel siire¢ igerisindeki degisimleri ile
din ve mitolojik inanglar1 nasil islenmekte oldugu
arastirilmigtir,

Yukaridaki agiklamalardan hareketle yapilan
aragtirma turist rehberligi ders programlarinin
incelenmesi ve igerik analizinin yapilmasi ile
gerceklestirilmigtir.  Arastirma nitel arastirma
yontemleri ile gergeklestirilmistir. Veriler ilgili
miifredatlarin internet sitelerinin incelenmesi yolu
ile elde edilmistir. Verilerin analizinde, icerik
analizi teknigi kullamlmstir. icerik analizi,
arastirilan alanda smiflandirma yaparak veya ana
bilesenlerin Ozetlenerek bir takim ¢ikarimlarda
bulunmak suretiyle gelecege yon veren bilimsel bir
tekniktir (Suri ve Clarke, 2009; Cohen vd., 2007).
Elde edilmek istenen sonuglar mesajin kendisi ile
ilgili olabildigi gibi, mesaji gonderen kisi veya
mesajin muhataplar1 ile de ilgili olabilir (Weber,
1990). Igerik analizi yéntemini uygulayabilmek
icin metinlerin kodlanmas1 veya yonetilebilecek
sekilde kategorilere ayrilmasi  gerekmektedir
(Leblebici ve Kilig, 2004).

Calismanin arastirma asamasinda, icerik analizi

yapilabilmesi ve gerekli kategorilerin

olusturulabilmesi  amacit  ile  miifredatlara

yonetilecek cesitli sorular belirlenmistir. Bu sorular

su sekildedir;

e Programlarda Tiirk temal1 dersler ne kadar yer
tutmakta

e Derslerin segimlilik durumu nedir? (Segmeli —
Zorunlu)

o Derslerin igerik siirlart nedir?

e Dersler hangi dénem ve
merkezlidir?

e Derslerin kapsami nedir?

kiltir alam

Calisma sadece turizm fakiiltesi  birimleri
icerisinde egitim vermekte olan turizm rehberligi,
turist rehberligi ve seyahat isletmeciligi ve turist

rehberligi  programlarinin  ders  programlari
incelenerek tamamlanmustir. Meslek
yiiksekokullarinda yer alan iki yillik turist

rehberligi programlari ve tezli/ tezsiz yiiksek lisans
programlar1 calisma sinirlart disinda birakilmstir.
Bu durumun temel sebebi oncelikli olarak iki yillik
programlarin  ve  tezsiz  yiiksek  lisans
programlarinin  kapatilmasma  iligkin  devlet
politikas1 belirleme amaci ile yapilan 3. Turizm
Surast gibi toplantilarda alman kararlardir
(turizmsurasi.kulturturizm.gov.tr) . Bu kapsamda
calisma turizm fakiilteleri ve lisans egitimine
odaklanmistir.  Calismanin  turizm  fakiiltesi
merkezli olmasinin bir diger sebebi de heniiz daha
tam olarak yapilanmamis turizm fakiltelerinin
turist  rehberligi  bolimleri  miifredatlarinin
olusturmasi siirecinde bir destek saglanmasi ve
fikir verilmesi amacini tasimaktadir.

Calisma hususundaki bir diger smirlandirma; ders
ismi igerisinde “Tiirk” ibaresi gecen dersler
cercevesinde gerceklestirilmistir olmasidir. Bu
kapsamda “Tiirkiye” konulu dersler sinirin diginda
birakilmistir. Zira “Tirkiye” kavrami Anadolu
topraklarinda gecmisten giiniimiize bir zaman
¢izgisini belirtmekte yani daha ¢ok bir cografyayi
anlatmaktadir. Ornegin * Tiirkiye Flora ve
Faunas1” dersi Tiirk kimligi ile alakali olmayip bu
giinkii Tiirkiye Cumbhuriyeti sinirlarin1 kapsayan
alandaki flora ve faunaya odaklanmaktadir. Fakat
“Tiirk” kavrami dogrudan bir uyrugun tarihsel
siire¢ igerisindeki durumunu betimler durumdadir.
Ayrica yine Tiirk kimligi ya da turist rehberligi ile
alakali olmay1p miifredatlar icerisinde zorunlu ders
olarak bulunan” Tiirk Dili” dersi de ¢alisma
kapsami disinda birakilmistir.

BULGULAR
Bulgular kapsaminda béliimlerde yer alan derslerin
secimlilik durumu, derslerin islendigi donemler ve

ders isimlerine gore kategorilendirmeye gidilerek
miifredatlar incelenmistir.

Tablo 2. Derslerin se¢imli durumlari

Dersin Secimlik | Sayis1
Durumu

Zorunlu 20
Se¢meli 21
Toplam 41

71



Cakmak ve istanbullu Dinger / International Journal of Contemporary Tourism Research 2 (2018) 67— 75

16 adet turist rehberligi boliimiiniin miifredatlar
hususunda yapilan ilk kategorilendirme calismasi
derslerin se¢imlik durumlari iizerine olmustur. 20
adedi zorunlu 21 adedi se¢meli olmak {izere
toplam 41 adet derse rastlanmistir. 2 adet boliimde
Anadolu oncesi Tiirk tarihi iizerine hi¢bir ders ve
icerige rastlanmamistir. Bu boliimlerin  disinda
kalan diger boliim miifredatlarinda en az 2 en ¢ok
6 olmak tizere farkli sayilarda derslere miifredatlar
icerisinde yer verilmistir.

Tablo 3: Derslerin islendigi Dénemler

Tarih kategorisinde Tiirk tarihi temali dersler yer
almaktadir. Tirk tarihi dersi 16 bdliimden 4
tanesinde yer bulurken sadece bir boliimde iki
doneme yayimus 1 ve II olarak ayrilmustir. Iki
boliimde ise Tiirk kiiltiirii ile ortak c¢ercevede
verilmesi uygun gorilmiistiir. Derslerin verildigi
tim bolimlerde bu dersler zorunlu kapsamda
verilmektedir.

Kiiltiir, sanat ve edebiyat kategorisi ders sayisi
olarak en yogun kismi olusturmaktadir. Kategori
bagliginin bu kadar genis g¢erceve igerisinde

tutulmasupgigmel sebebi alana dair pek ¢ok dersin
S¥ttini i(gp@quacaﬁ%éf%ﬂde isimlendirilmesi ve

bir Ydergil igis standardinin olmamasindan

Dersin Savisi Dersin Savisi Dersin

Yariyih Y Yariyih y Yariyih
1. Yartyil 3. Yartyil 9 5. Yariyil | 8belirli
2. Yariyil 1 4. Yaryil 9 6. Yarryil

Skaynakll@nidaktatlir. 4Bu kapsamda halk bilimi, el

Derslerin iglendigi donemler dikkate alindiginda 2.
smif itibari ile Tiirk kimligi konulu derslerin
yogunlastig1 goriilmektedir. Bu seneyi kapsayan 3.
ve 4. yartyll donemlerinde farkli bdliimlerde
toplamda 9’ar ders belirlenmistir. Ders sayisi
ilerleyen yariyillarda azalan bir egilim icerisinde
gorlilmektedir.

Tablo 4: Ders Isimlerine Gore Kategorilendirme

Ders Kategorisi | Ders Adi

Tiirk Tarihi

Tiirk Tarihi 1

Tiirk Tarihi 2

Genel Tiirk Tarihi ve Kiiltiirii
Tiirk Tarihi Kiiltiirii

Tarih

Tirk Folklori

Tirk Mimari ve Sanati

Tirk Halk Bilimi ve El Sanatlar1
Turk Halk Bilimi ve Geleneksel El

Sanatlari

Turk Halk Bilimi
Kiiltiir, Sanat ve | Turk Kiiltiirii ve El Sanatlar
Edebiyat Tiirk Halk Bilimi

Tiirk Resim Sanati

Sanat Eserleri ve Tiirk Miizeleri
Tirk Resim Sanati

Sanat Eserleri ve Tiirk Miizeleri
Tiirk Edebiyati

Tiirk Edebiyatina Girig

Din ve Inang Tiirk ve Anadolu Mitolojileri

Arastirma  smurlar1  igerisinde  yer  alan
miifredatlarin ders programlarinda yer alan Tirk
kimligi temali dersler tarih, kiiltiir-sanat ve
edebiyat, din ve inang olmak iizere ii¢ alt baslik
halinde kategorilendirilmistir.

sanatlari, Turk kiltliri gibi kimi dersler bazi
bolimlerde ayr1 dersler olarak verilmekte,
bazilarinda  igerikleri  birlestirilerek  hepsini
kapsayan bir sekilde sunulmaktadir. Bu kapsamda
ilgili kategoride 26 adet ders tespit edilmis olup
bunlardan 19 tanesi segmeli 7 tanesi zorunlu ders
kapsaminda miifredat igerisinde yer almaktadir.

Derslerin igeriklerini inceledigimize; Tiirk resim
sanatinin 19. yiizy1l ve Cumhuriyet donemi odakli
oldugu, Tiirk edebiyatinda Osmanli dénemi
edebiyat akimlarmin konu edinildigi, mimari
konulu derslerde Tiirklerin Anadolu’ya yerlesmesi
sonrasi siireci ele aldig1 goriilmektedir. Ayrica ayni
ya da benzer isimli derslerin igerikleri hususunda
da belirli bir standart olmadigi gozlenmektedir.
Tiirk halk bilimi ve el sanatlar1 konulu dersler bu
noktada en somut igerige sahip ders olarak
gbzlenmistir. Tablo 5 bu alanda 3 farkli boliimde
verilmekte olan derslerin igeriklerini
gostermektedir.

Tablo 5: Benzer Isimli Derslerin igerikleri

. e Tiirk Halk Bilimi | Tiirk Halk
Tirk Kiiltiiri e
ve Geleneksel ElI | Bilimi ve El
ve El Sanatlar
Sanatlan Sanatlan
:i?ilrljl 3:1?!?;;12 Anadolu Osmanliya
cografyasinin kadar Tiirk

neleri icerdigini,

. kendine 6zgii sanatinin

hangi konular1 e .
- kiiltiirii, gelenek tarihsel
nasil ele aldigim i . NS
. . ve gorenekleri gelisiminin

ve inceledigini i .
.« arasinda 6nemli kavranmasi ve
ogretmek. Halk . .

S bir yere sahip olan | sanat
biliminin . : :
Tiirkive’deki Geleneksel Tiirk | eserlerindeki

oli il‘};lini El Sanatlarin izlerinin
ECls tanitmak anlatilmasi
aciklar.
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Tablo 5’te yer alan ii¢ adet benzer isimli dersin
iceriklerine baktigimizda birbirinden ¢ok farkl
olduklari, birinde halk bilimi kavramu {izerinde
daha yogun duruldugu gozlenmekte, digerinde
Anadolu cografyas1 merkezli halklarin kiiltiiriine
odaklanilmakta sonuncusunda ise Tiirk halkinin
Osmanlt devletine kadarki siire¢ igerisinde
gecirmis oldugu sanatsal ve kiiltiirel gelisimi konu
edindigi gézlenmektedir.

Kiiltir, sanat ve edebiyat kategorisinde dikkat
¢eken bir diger konu ise mutfak kiiltiiri odakli
derslerde oldugu gibi farkli alanlarla birlestirilmis
derslerdir. Sekil 5’te farkli rehberlik boliimlerinde
yalan “Tiirk Mutfak Kiiltiirii” ve “ Tiirk ve Diinya
Mutfag: Kiiltiir” dersleri bu kapsamda birbirleri
ile mukayese edilmistir. iki programda da yemek
kiiltiirii konulu tek ders bulunmaktadir. Birinde
sadece Tiirk mutfagi konu edinilirken digerinde
Tiirk mutfagina diinya mutfagi da dahil edilmistir.

Tablo 6: Miifredat Karsilagtirmasi

Tiirk Mutfak Kiiltiirii J:trfl; gvl"l]()i;ﬁ‘gj‘ﬁ

e Tiirk Mutfaginin e Kiiltiir Kavrami ve
Tarihgesi Mutfak Kiiltiirii

e Tirk Mutfaginda e  Uluslararasi
Corbalar Gastronomiye

e Tirk Mutfaginda Genel Bakis
Sebzeler o Tirk Mutfak

e Tirk Mutfaginda Kiiltiirii
Dolmalar o Kuzey Avrupa

e Tirk Mutfaginda Yiyecek — Igecek
Kebaplar Kiltiirii

e Tiirk Mutfaginda e Iber Yarimadasi
Yahniler Yiyecek — Igecek

e Tiirk Mutfaginda Kiiltiirii
Kofteler e Fransa Mutfagi

e Tirk Mutfaginda Tava | e Italya Mutfag:
Yemekleri e Balkan Ulkeleri

e Tirk Mutfaginda Mutfagi
Yumurta Yemekleri e Yunanistan

e Tirk Mutfaginda Mutfagi
Borekler e Rusya Mutfagi

e Tiirk Mutfaginda e Cin Mutfag
Hamur Isi e Japonya Mutfagi

e Tiirk Mutfaginda Siitlii
Tathilar

e Tiirk Mutfaginda
Hogsaflar

Tablo 6’da farkli turist rehberligi programlarinda
okutulan ve Tiirk mutfagi merkezli iki dersin
karsilagtirilmas1  verilmistir.  “Tiirk ~ Mutfak
Kiltiiri”  isimli dersin haftalik ders planina

bakildiginda tamamen Tirk kiiltiirii ve sofrasi
merkezli  bir miifredat iizerine kuruldugu
gozlenmektedir. “Tirk ve Diinya Mutfag Kiiltiirii”
dersini inceledigimizde de ise Tiirk mutfak
kiiltiirine sadece bir hafta ayrildig1 dersin
genelinin diinya mutfaklar iizerine islendigi dikkat
¢ekmektedir.

Ders programlarinda yer alan din ve inang¢ temali
tek dersi, “ Tiirk ve Anadolu Mitolojileri” dersidir.
Ders 6 boliimden 3iinde zorunlu 3iinde se¢meli
olarak yer almaktadir. Sadece Tiirk mitolojisi
merkezli bir derse rastlanmamis olup, incelenen
programlarda ders Anadolu merkezli islenmekte,
Tirk mitolojisine 2-3 haftalik bir siire ayildig
gozlenmektedir.

SONUC
Turizm fakiiltelerinin sayisinin  hizla artmasi,
kurulan fakdiltelerde turist rehberligi

programlarinin giderek artan say1 ile Ogrenci
kabuliine baslamasi, agilan bdliimlerin dgrenciler
tarafindan ragbet gormesi ve %96.4 gibi yiiksek
oranlarda kontenjanlara sahip olmasi siiphesiz ki
turist rehberligi egitimi hususundaki caligmalari
¢ok daha onemli bir seviyeye ¢ikartmaktadir. Bu
kapsamda miifredatlar genel olarak
degerlendirmeler disinda daha ayrintili boyutta ele
almmali, daha spesifik konularda verilen igerikler
irdelenmelidir.

Turist rehberligi miifredatlarinda yer alan Tiirk
kimligi temali derslerin genel igeriklerinin
incelendigi bu calisma da yukardaki diisiince
gergevesinde sekillendirilmistir. Bu kapsamda ders
programlarinda yer alan ve isminde Tiirk kelimesi
gecen dersler analiz edilerek bu derslerde Tiirk
halkinin tarihi, sanati, kiiltiirii ve inanglar1 gibi
degerlerinin nasil islendigi, nelere odaklandigi,
hangi konularda eksikliklerin oldugu
arastirilmstir.

Toplamda 41 adet ders tespit edilmis, bunlarin 20
tanesinin zorunlu olarak okutuldugu ve 6zellikle 3.
yariyl ile birlikte Tiirk kimligi odakli derslerin
programlar igerisinde yogunlagsmakta oldugu
gorililmiigtiir. Verilen dersler; tarih, kiiltiir — sanat
ve edebiyat ve Din-Inang olmak iizere ii¢ alt bashk
halinde kategorilere ayrilarak incelenmistir.

Tarih temali kategoriyi inceledigimizde Tiirk tarihi
konulu derslerin sadece 6 boliimde veriliyor
olmasi, turizm fakiilteleri turist rehberligi
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boliimlerinin Tiirk tarihine esit dnemi vermedigini
gostermektedir. Bu bolimlerden sadece bir
tanesinde Tirk tarihinin iki doneme yayilmis
sekilde veriliyor olmasi da bu alanda genis ¢apl
bir miifredata gidilmedigi sonucunu ortaya
cikartmaktadir.

Tirk kimligi ile ilgili en ¢ok dersin kiiltiir — sanat
ve edebiyat alaninda oldugu goriilmektedir. Bu
kategorideki en temel sorun; derslerde belirli bir
standardin bulunmamasi olarak gosterilebilir. Ayni
ya da benzer isimli kiiltiir dersleri faklt donem ya
da cografyalar merkezli islenmektedir. Bu durum
boliim mezunlar1 arasinda ayni ders alinmis olsa da
bilgi acisindan biyiik farkliliklar dogmasina
sebebiyet verecek niteliktedir. Bu alana dair
icerikler her ne kadar Tirk kimligi iizerinden
isimlendirilmis olsa da agirlikli olarak; Anadolu
cografyasi igerisindeki halklar orijinli
islenmektedir. Anadolu oncesi ya da Islamiyet
oncesi Tiirk kiiltiir sanat ve edebiyatina ¢ok az
bolim miifredatinda rastlanmistir. Ayrica mutfak
kiiltiiri dersinde goriildiigl tizere, farkli alanlar ile
Tirk kiiltiirtiniin ortak verildigi derslerde Tiirk
kiiltiiriine sadece bir iki haftalik bir siire ayrildigi
gozlenmektedir.

Miifredatlar1 Tiirk inan¢ ve din kiiltiirii yapisina
gore ele aldigimizda ise oldukga yetersiz bir yap1
dikkat cekmektedir. Tiirk mitolojilerinin ya “Tiirk
ve Anadolu Mitolojileri” dersi kapsaminda
islenmekte oldugu ya da “mitoloji” isimli genel
mitoloji igerikli derslerde verildigi gézlenmektedir.
Bu durum Tiirk mitolojisine 14 haftalik ders siiresi
boyunca en ¢ok li¢ haftalik bir zaman ayrilmasi
anlamina  gelmektedir. Ote yandan hicbir
programda Tiirklerin dini inanglari, Islamiyet
oncesi inanglar ve Islamiyet’e gecis siirecini
kapsayan ders igerigine rastlanmamugtir.

Miifredatlar1 genel olarak degerlendirdigimizde
egitim programinda yer alan Tiirk kimligi merkezli
derslerin daha ¢ok Anadolu cografyasi merkezli
islendigi  goriilmektedir. Buradan hareketle
Turklerin tarihsel siire¢ igerisindeki yasamlarina
biitlinciil bir yaklasim yerine cografi temelli bir
yaklasim sergilendigi bunun da Osmanli ve
Selcuklu devletleri odakli islendigi goriilmektedir.
Buradan  hareketle  Tirklerin ~ Anadolu’ya
yerlesmeden Onceki tarihi, inanglari ve kiiltiirel
degerlerine programlarda son derece kisitli bir
yaklasim sergilenmesi ile beraber giinliimiiz
ozellikle Avrupa diinyasinda goriinen negatif Tiirk

algisma sebebiyet veren yakin tarih merkezli
olaylarin  da  iceriklere  dahil edilmedigi
goriilmiigtiir. Ders programlarinin yukarida bahsi
gecen birbirinden farkli igerik ve ders yapist bu
calisma kapsaminda tespit edildigi gibi alanda
yapilan diger ¢aligmalarda da siklikla alti ¢izilen
bir sorun unsuru olarak kargimiza ¢ikmaktadir
(Yenipmar ve Zorkiris¢i: 2016, Eker ve Zengin
:2016)

Bu c¢ercevede turist rehberligi  boliimleri
miifredatlarinda 6ncelikli olarak turist rehberligi
meslegi ile alakasi diger derslere gore daha az olan
konularin elenerek, Tirk kimligi iizerine temel
tarih, inan¢ ve Kkiiltiir derslerinin zorunlu olarak
koyulmast  gerektigi calismanin elde ettigi
sonuglardan hareket ile 6nerilmektedir. Bunlara ek
olarak; sdzde Ermeni Soy Kirimi ve 15 Temmuz
Darbe Girisimi gibi giincel ve uluslararasi basinda
siklikla yer almak sureti ile Tiirkiye Cumhuriyeti
iizerinde olumsuz algi yaratilmasina sebebiyet
veren olaylarm da miifredatlar igerisinde yer
almasi gerekmektedir.

Bu konuda ¢alisma yapmak isteyen arastirmacilar,
turist rehberleri ile ampirik bir ¢aligma yliriiterek,
rehberlere yabanci turistlerin  Tirk kimligi
hususunda en ¢ok hangi sorulari sorduklarini
belirlemek tizerine bir ¢aligma yiiriitebilir.
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OZET

Isletmeler kar elde etmek ve biiyiimek gibi amaclari disinda ayni zamanda toplumsal faydalar saglamay:
amaclamaktadirlar. Tiiketici kitlesinin bilin¢clenmesi sonucunda isletmeler son yillarda KSS faaliyetlerini rekabet ve
imaj olusturma stratejileri icerisinde degerlendirmeye baslamiglardir. Konaklama isletmelerinde ise oOzellikle
uluslararasi otel zincirlerinde KSS uygulamalarinin 6nemli bir role sahip oldugu goriilmektedir. Konaklama
isletmelerinde de diger isletmelerde oldugu gibi KSS motivasyonlarinin rekabet avantaji saglamak, c¢evresel ve
sosyal katki saglamak tizerine odaklandigi goériilmektedir. Calismada konaklama isletmelerinin KSS faaliyetlerinin
neler oldugunun belirlenmesi amaglanmistir. Caligmada yar1 yapilandirilmig goériisme yontemini kullanilmigtir.
Kusadasi bolgesinde 5 yildizli konaklama isletmeleri yoneticileri ile yapilan goriismeler sonucunda konaklama
igsletmelerinin KSS faaliyetlerine yer verdikleri ve genel olarak daha c¢ok toplumsal ve cevresel faaliyetlere
yoneldikleri goriilmiistiir.

Anahtar Kelimeler: Kurumsal Sosyal Sorumluluk, Konaklama igletmeleri, Otel Y 6neticileri.

JEL Siniflama Kodlari: L83

CORPORATE SOCIAL RESPONSIBILITY PRACTICES IN HOTELS: KUSADASI EXAMPLE
Research Article

ABSTRACT

Businesses are also aiming to provide social benefits other than their profit and growth aims. As the result of the
consciousness of the consumer mass, in recent years, businesses have started to evaluate CSR activities in a
competition and image formation strategies. It is observed that CSR applications play an important role, especially in
international hotel chains. As in other businesses in the accommodation business, CSR motivations focus on
providing competitive advantage, environmental and social contribution. In this study, it is aimed to determine what
the CSR activities of accommodation businesses. A semi-structured interview technic is used for the study. As a
result of the interview with the managers of accommodation businesses in Kusadasi region, it was seen that the
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accommodation businesses included CSR activities in their general activities and generally performed as social and

environmental activities.

Keywords: Corporate Social Responsibility, Accommodation Businesses, Hotel Managers.

JEL Classification Codes: L83

GIRIS

Glintimiizde 6nemli bir is stratejisi haline gelmis
olan Kurumsal Sosyal Sorumluluk (KSS) genel
olarak isletmelerin sosyal ve cevresel gelisim i¢in
goniillii olarak yaptiklar1 faaliyetler olarak kabul
bilinmektedir. KSS faaliyetleri icinde c¢evresel
gelisime yonelik faaliyetlerin yan1 sira aym
zamanda insan haklarinin korunmasi, miisterilerin
daha 1iyi hizmet almasi, toplumun refahim
arttiracak faaliyetler yapilmasi ve c¢aligsanlarin
haklarinin gézetilmesine kadar bir¢ok faaliyet de
yer almaktadir (Calveras, 2015: 399). 1980’li
yillarin basindan itibaren artig gosteren KSS
faaliyetlerinin akademik ¢aligmalara da konu
oldugu ve o6zellikle son yirmi yildir konu ile ilgili
onemli ¢aligmalar yapilmis oldugu goriilmektedir.

Kurumsal Sosyal Sorumluluk (KSS) i¢in birgok
farkli tamimin yapildigi goriilmektedir. KSS en
basit anlamiyla “iiretim veya tiiketim eylemlerini
sosyal fayda yaratacak ya da en azindan sosyal
maliyete neden olmayacak bi¢imde siirdiirmek icin
¢aba harcama” olarak tanimlanmaktadir (Alpugan
1996°dan aktaran Colakoglu, 2005). Dow Jones
Siirdiiriilebilirlik indeksi’ne gére KSS, “cevresel ve
sosyal  gelisimden  kaynaklanan  firsatlarin
yakalanmasi ve ekonomik risklerin yénetilmesiyle
uzun donem hissedar degeri olusturan bir isletme
yaklagumi” olarak tanimlanmaktadir (Holcomb et
al., 2007). Avrupa Birligi Komisyonu (2002) ise
KSS’yi “Isletmelerin goniilliik esasinda sosyal ve
cevresel kaygilarin isletme faaliyetlerine ve
paydaslarla olan etkilesimin igine katilmast ile

olusan bir kavram” olarak tamimlamaktadir
(Crowther ve Aras, 2008).
KSS anlamimda sirket “Company” teriminin

onemli bir baga sahip oldugu bilinmektedir. Buna
gore Ingilizce “company” kelimesi latince kokenli
olup “cum” ve  “panis”  kelimelerinin
kombinasyonu ile tiiretilmis ve “ekmegin birlikte
boliinmesi” anlamina gelmektedir. Buradan da
KSS diisiincesinin aslinda isletmenin isminin ve
varolus  nedeninin  igerisinde yer aldig

goriilmektedir (Werther ve Chandler, 2011: 4).

KSS’nin tarihsel gelisimi incelendiginde, eski
Misir, Cin ve Siimer yazitlarinda yer alan ticaretin
kurallarinin koyuldugu kamu yararinin gézetildigi
belgelere kadar uzandigi goriilmektedir (Werther
ve Chandler, 2011: 9). Diger yandan, sosyal
sorumluluk kavrammin 18. YY.’da sosyal devlet
olusumundan o&nce, ilk endiistriyel toplumlarin
ortaya cikisiyla basladigi sdylenebilir. Buna gore,
bazi  6zel isletmelerin  iggorenlere  karsi
sorumluluklarini yazili olmayan sosyal kontratlara
dayandirdiklar1  goriilmiis ve buradaki temel
motivasyonun genellikle igletme sahibinin ahlaki
ve dini inanglar1 ile isgorenlerin yaratabilecegi
huzursuzluklardan ~ kaynakli  korku  oldugu
belirtilmistir (Kagnicioglu, 2007: 13).

Kronolojik agidan incelendiginde KSS ii¢ evreye
ayrilabilmektedir. Buna gore, ilk evre; 1800°Li
yillarda endiistrilesme ¢ag1 ile birlikte toplumun
biitiiniinii  etkileyen biiyiikk 0Ol¢ekli isletmelerin
kurulmasi, bu isletmelerin iggérenlere karsi haksiz
uygulamalar1 ve devletin yasal diizenlemelerle
sosyal sorumluluga yonelik yaptirimlari, Ikinci
evre; 1929 yilindaki diinya ekonomik krizinin
ardindan kitlesel is kaybi ve igsizlik nedeniyle
sirketlere yonelik devlet yaptirimlari, {igiincii evre
ise, tiim diinyada savasa karsi protestolar ve sivil
hareketler ile sivil toplum orgiitlerinin demokratik
bir baski unsuru olarak gii¢ kazanmas1 sonucunda
duyarsiz  kalamayan isletmelerin, sosyal
sorumlulukla ilgili bakis acilarinin degiserek yarar
saglayan ve farklilasmada kullanilabilecek bir
ozellige sahip oldugunu anladiklart ve KSS
faaliyetlerine yonelmeye basladiklari donemdir
(Kagnicioglu, 2007: 14).

Modern anlamda KSS ilk olarak 1950°1i yillarda
ortaya ¢ikmis ve is diinyasi tarafindan o donemde
isletmelerin ~ topluma olan borcu  olarak
yorumlanmustir. 1953 yilinda Bowen’in yazdig “Is
Adaminin Sosyal Sorumluluklar” adli kitaptan
sonra akademik caligmalarin da basladig1 kabul
gormektedir (Akdogan ve Bay, 2012: 52). 1960’11
yillarda daha goniillii bir hale gelen KSS, 1970 ve
80’li yillarda isletmelerin toplumla iliskileri
anlaminda isletmeler tarafindan kabul gormeye
baglamigtir. 1990’11 yillarda ise yonetim ile ilgili
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konular kapsamina almman KSS, 2000’li yillarda
daha da o6ne cikarak hak ettigi ilgiyi kazanmistir
(Ozgen, 2006: 23).

Sekil 1. isletmelerde Kurumsal Sosyal Sorumluluk
Hiyerarsisi

Hayirseverlik
(istege Bagh
Sorumluluklar)

Etik Sorumluluklar

Yasal Sorumluluklar

Ekonomik Sorumluluklar

Kaynak: Archie, B.Carroll (1991). “The Pyramid
of Corporate Social Responsibility; Toward the
Moral Management of Organizational
Stakeholders, Business Horizons, July-August,
s.42’den aktaran Werther, W.B.&Chandler, D.
(2011). Strategic Corporate Social Responsibility.
Sage Publication Inc.

OTEL ISLETMELERINDE KSS
UYGULAMALARI

Diinyanin en biiyiik otel zincirlerinden biri olan
Ingiltere merkezli Intercontinental Hotels Group
(IHG) 100 tlkede 4700 otel ile faaliyet
gostermektedir. IHG otelleri KSS uygulamalarini,
yenilik, igbirligi, c¢evresel siirdiiriilebilirlik,
siirdiiriilebilir toplumlar olmak iizere dort grupta
toplamustir.

IHG otelleri yenilik¢ilik boyutunda igbirligi iginde
olduklar1 partnerleri ile birlikte ozellikle yerel
halkin desteklenmesine iliskin yerel {iriinleri
kullanmaya, yerel ekonomiye katkiya ve yerel
halkin egitilmesine 6nem vermektedir. Grup sivil

toplum  orgiitleri, calisanlar,  tedarikgiler,
misteriler, c¢alisanlar, yerel halk, akademik
kurumlar, endiistri ile ilgili kurumlar gibi

paydaslarla igbirligi yaparak forumlar, toplantilar,
gorligmeler, arastirmalar ve online kanallarla
baglantilar kurmaktadir. Ayrica IHG Planet CR
isimli facebook sayfasi ile yapilan faaliyetler
toplum ile paylasilmaktadir. Uzman partnerler ile
birlikte sosyal sorumluluk kapsaminda, IHG Green
Engage, IHG Academy ve IHG Shelter in a Storm

Programlari ile basariya ulagsmak
hedeflenmektedir. IHG Shelter in a Storm
Programi ile diinyanin farkli boélgelerinde olusan
felaketlerde yardim yapmayir hedeflemektedir.
Bugiine kadar 8 farkl iilkede 15 felaket icin 1,2
milyon dolarlik yardim saglanmistir. CARE adh
bir kurum ile birlikte c¢alisarak bu bolgelere
yardimlar devam etmektedir. Ornegin, 2013
yilinda Filipinler’de meydana gelen Haiyan
tayfunu sonucu meydana gelen felakette halka
yardim saglanmistir. Ayrica insan haklar ile ilgili
farkindalig1 artirma cabalarina katki verilmektedir.
IHG Academy programi ile 6.000’den fazla
katilimeiya egitim verilmistir (www.ihgplc.com).

Yoneticiler  ¢evresel  siirdiriilebilirligi  grup
otellerinin merkezinde yer alan dnemli bir unsur
olarak gormektedirler. 2015 yili KSS raporlarina
gore her bir oda i¢i karbon ayak izinde %3,9’luk
bir diisiis saglanmis ve her oda igin de %4,8’lik su
tasarrufu saglamistir. Her bir odanin karbon ayak
izi ortalamasi 31 Kg. olarak hesaplanmistir. 2017
yil1 sonuna kadar %12 karbon ve %12 su tasarrufu
yapmak hedeflenmistir. IHG Yesil Girisim Sistemi
ile 34.389 adet ¢Oziim gelistirilmis ve bunun
sonucunda 86,8 milyon dolarlik tasarruf
saglanmistir (www.ihgplc.com).

Accor otel grubu Diinyada 4000’den fazla oteli ile
en biiylik otel gruplar1 arasinda yer almakta ve
stirdiiriilebilir biiyiime igerisinde bircok KSS
uygulamas1 gergeklestirmektedir. Accor grubu 6
kisi istthdam ederek bir sirdiiriilebilir gelisme
departmani kurmustur ve projeler gelistirmeye ek
olarak 100’e yakin temsilci ile bir ag kurarak
diinyadaki tiim otelleri i¢in giinliik operasyonlarin
yonetmektedir. ~ Accor  grubu  Planet 21
siirdiiriilebilir gelisim programi ile her biri 3
bolime ayrilan ve “Saglik, Doga, Karbon,
Yenilik¢ilik, Yerel, Istihdam ve Diyalog
unsurlarini igeren 7 temel basamaktan olusan bir
sistem olusturmustur (Khazaeli, 2012).

Accor grubu saglik kapsaminda, eko etiketli tiriin
kullanimu, restoranlarda dengeli yemekler, personel
icin Onleyici spor faaliyetleri, Doga kapsaminda,
dusa akim regiilatorii takma, atiklarin geri
doniisiimii, aga¢ dikme projesi, Karbon azaltini
kapsaminda, 24 saat aydinlatma igin enerji etkin
lamba kullanimi, her ay enerji kullaniminin
6l¢iimil, yenilenebilir enerji kullanimi, giines enerji
panelleri, Yenilik¢ilik kapsaminda, otel odalarinda
en az ii¢ ¢evre dostu iiriin kullanim1 (yatak, havlu,
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kagit gibi), Yerellik kapsaminda, yerel iiriin satin
alma ve tesvik etme, yerel eko sistemi korumak
icin nesli tikenmekte olan deniz Triinlerinin
tiiketimini  yasaklamak, Isgiicii kapsaminda,
calisanlar icin dil egitimleri organize -etmek,
psikolojik riskleri 6nlemek i¢in egitim vermek yer
almaktadir.

Ozellikle ¢evrenin korunmasi igin Accor grubu
“plant for planet” programi ile 2 milyondan fazla
agac dikmistir ve bu program Birlesmis Milletler
tarafindan  desteklenmektedir. Projenin temel
amact misafirlerin havlular1 tekrar kullanmasi ve
yikama maliyetlerinin  disiirlilerek  kazancin
yarisinin agag¢ dikimine aktarilmasini igermektedir.
Basit bir formiille ” 5 havlunun tekrar kullanimi= 1
agac dikimi” lanse edilen proje ayni zamanda

reklam icin kullanilmakta ve marka imajini
giiclendirmektedir. Bdylece diinyayr koruma
konusunda hassas olan misafirlere
ulagilabilmektedir.

Diger bir uygulamada ise, AIDS ile miicadele
konusunda kampanyalarin sponsorlugunu yapan
Accor grubu, goniilli HIV test kampanyalarim
desteklemektedir ve isletme politikasi olarak ise
almada AIDS’li personel i¢in bir ayrimcilik
olusturmama konusunu benimsemistir.

Accor grubunun finansal raporlarina gore 2011
yilinda %5,2 biiyiiyerek 6,1 milyar Euro kazang
elde ettigi ve KSS projeleri ile sadece etik degerler
degil, marka imajm giiclendirerek rekabet
diizeyini  arttirdi@i,  personel,  misafir  ve
tedarikgilerin sadakatini sagladigi belirtilmistir.

Choice Hotels International diinya ¢apindaki
6300’den fazla oteli ve 602.663 otel odasi ile
besinci biiyiik otel grubudur. Choice otelleri
kurumsal sosyal sorumluluk uygulamalarini Room
for everyone, Room to rebuild, Room to be green,
Room to give ve Insan haklar politikasi olarak bes
gruba ayrilmigtir. Room for everyone farkli
kiiltiirlere esit sorumlulugu hedef almakta ve grup
igerisinde yonetim kurulu seviyesinde bir kiltiirel
farklillk  komitesi kurarak diinyadaki biitiin
otellerini  izlemekte ve kiiltiirel degerlerin
yonetilmesini ve kaynagmanin saglanmasi i¢in
caligmalar yapmaktadir. Farkliliklar danigma
konseyi sayesinde olusturulan liderlik takimi ile
kiltirel farkliliklart yonetme ve kaynastirmaya
yonelik  kiiltirel kutlamalar ve etkinliklere
sponsorluk yapma seklinde katki saglanmaktadir.
Ayrica grup farkli cinsiyet tercihlerine saygi

duydugunu ve ise alimlarda destek verdigini
belirtmektedir. Room to rebuild programi ile
engelli savas gazileri, diisiik tcretli yaslilar ve
ihtiya¢  sahiplerinin  evlerini onarma  gibi
faaliyetlerde bulunmaktadir. Isletme c¢alisanlari
12.000 saatlik Tcretlerini 80’den fazla evin
onarilmasina bagislamiglardir. Bu  bagislarin
toplam degeri ise 5 milyon dolardan fazladir. Room
to be green uygulamasi ile enerji, su, geri doniistim
ve atik yonetimi, akilh, giivenilir ve stirdiiriilebilir
irin  kullanimi  ve personelin egitimi  gibi
konularda uygulamalar yapilmaktadir.
Rockville’deki yonetim binast LEED (Leadership
in Energy and Environmental Design) sertifikasi
almis ve Econo lodge adli alt marka otellerinin
timiinde yesil insiyatif belgesi alinmasi sarti
koyulmus ve diger markalar i¢in de 2.200 otel yesil
oda uygulamasina katilmistir. Room to give
programi igerisinde her bir 100 saatlik goniilli
calisma i¢in grup 500 dolarlik katki saglayarak
yiyecek, giyecek, egitim gibi faaliyetlere kaynak
aktarmaktadir. Insan haklart politikas: olarak
cocuk istismari, insan ticareti gibi konularda 7.106
personele egitim verilmistir. Polaris programi
icinde insan ticareti ile savas i¢in franchise
otellerinde bu kisiler igin {icretsiz otel konaklamasi
saglanmaktadir. Kagirilmig ¢ocuklarin bulunmasi
icin baglatilan AMBER Alarm programi i¢in
ChoiceADVANTAGE adli ¢ocuklarin  otelde
konaklatilmas1 halinde alarm veren bir sistem
gelistirilmis ve bu sisteme Hospitality Technology
dergisi tarafindan odiil verilmistir
(www.choicehotels.com).

Kempinski otel grubu ise, KSS faaliyetlerini
saglik, kiltiir ve cevre olmak iizere {i¢ alanda
gergeklestirmektedir.  Saglik alaninda faaliyet
gosterdigi iilkelerde HIV/AIDS, Tiiberkiiloz ve
Sitma ile miicadeleye katki saglamaktadir.
Kurulusunda yer aldigr bir saghk birligi ile
hastaliklarla ilgili halkin bilinglenmesine katkida
bulunurken, misafirlerin geceleme hesaplarina
goniilli  olarak 1 Euro ekleyerek Dbagis
toplamaktadir. Bu sekilde toplanan bagis miktar
yarim milyon Euro’yu gecmistir. Kiiltiir alaninda
ise sanat ve kiiltliriin bir liks degil bir gereklilik
oldugu slogan1 1ile yola ¢ikarak gelecegin
yildizlarim yetistirmek tlizere sanat programi ile
geng sanatcilart desteklemektedir. 2009 yilindan
beri siirdiiriilen faaliyette her yil egitim alma
imkani olmayan dort kisi segilerek finansal destek
yaninda ilgili sanat dersleri verilerek geleceklerine
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katkida bulunmak amaglanmaktadir. Cevresel
diizeyde ise yesil ilham programi ile personel ve
misterilerinin  ¢evre  duyarliligini  artirmaya
caligmaktadir. Mese agaci resmini igeren miisteri
farkindalik programi ile eger miisteri bu kiiciik
mese agaci resmini yataga koyarsa “yatakta ayni
carsaf kullanilarak yapilacak ve su, kimyasal atig1
onlenecektir” bunun disinda c¢evreye duyarh
temizlik {iriinlerinin kullanimi, miisterinin odada
olmadigi anlarda havalandirma, lambalar ve
TV’nin ¢aligmasini engelleyen sistemlerle karbon
ayak izinin azaltilmasi1 saglanmaktadir. Personelin
duyarliligimi artirmak {izere her ay “Green Day”
ismi ile otel binalar1 ve c¢evresinin temizligi
saglanmakta ve iklim degisiklikleriyle miicadele
eden “World Day” isimli sivil toplum kurulusuna
aktif olarak katilimi saglanmaktadir.

Hilton otelleri, diinyada 4500 oteli ve 745.000
odasi ile 97 ilkede faaliyet gostermekte ve KSS
uygulamalarina biiyiik 6nem vermektedir. Firsatlar,
toplumlar ve ¢evre olmak iizere ii¢ alana odaklanan
KSS uygulamalarinda Hilton otelleri; 2009
yilindan bu yana enerji kullanimimi %14,5, karbon
salmmim %20,9, atik miktarimm %27,6 ve su
kullaniminit %14,1 oraninda azaltmayi basarmustir.
Diinya Vahsi Yasam Fonu (WWF) ile kiiresel
ortakligini ilan ederek su yonetimi, siirdiiriilebilir
deniz iiriinleri ve yiyecek atiklarinin azaltilmasi
konularina odaklanmistir. 2014 yilindan bu yana
uygulanan agik kapt programi ile 400.000’den
fazla gence ulasilarak onlar icin staj programu,
kariyer miilakatlari ve hayat becerileri egitimi
verilmistir (www.cr.hiltonworldwide.com).

2015 yilinda Kiiresel Hizmet Ay1 etkinligi
kapsaminda 4.145 goniilli proje organize edilerek
213.000 saatlik goniillii calisma saglanmustir.
Geliri ile igletmelerini ve yerel halki desteklemek
tizere 200’e¢ yakin seyahat diizenlenmistir. 2013
yilinda 7.300 gazi ve gazi esleri gruba ait isletilen,
yonetilen ve franchise otellerde istihdam edilmistir.
100.000°’den fazla Amerikali geng¢ igin kariyer
saglamak iizere firsat taahhiidii adi1 altinda
etkinlikler =~ diizenlenmistir. ~ Forbes  dergisi
tarafindan en iyi 50 yesil marka ve Newsweek
dergisi tarafindan diinyadaki en yesil sirket olarak
secilmigtir. Insan haklari kampanya kurumu
tarafindan igletme esitlik endeksinde is gdren
esitligi konusunda en yiiksek derece olan 100
notunu almustir.

Marriott oteller grubunun 2015 yili KSS
uygulamalar1 ¢evre, yerel halk ve sorumlu
isletmecilik olmak iizere 1iic temel alana

odaklanmigtir. Diinya c¢apinda yerel halka 10,4
milyon dolar katki saglanirken 16 milyon dolarlik
ayni katki yapilmistir. Bu katkilar fakli kita ve
iilkelerde yapilan imkani olmayan okullarin
desteklemesi, 2 milyon ¢ocuk i¢in kahvalti yardimi
saglanmasi, engellilerin ise yerlestirilmesi, egitim
destegi ve kitap yardimlari, ¢ocuk kdyll yapimi i¢in
yardimlar, Afrika’da temiz igme suyu icin katkilar,
geng sefler yetistirmek {izere Kkurslar gibi
uygulamalardir. Diger yandan Marriott ve bagh
otel gruplarindaki personel tarafindan 532.000
saate yakin iicret sosyal projelere aktarilmistir.
Boylece personelin de aktif katilimi saglanmustir.
Cevre uygulamalarinda ise 2007 yilindan bu yana
enerji tiketiminin ~ %9.,4 , su tiiketiminin %22,9
ve karbon gazmmin %10 oraninda azaltildig
belirtilmigtir. Grup iginden 140 otel igin LEED
bina sertifikasi alindigi, Tripadvisor sitesinden
1600’den fazla Marriott grubu otelinin yesil lider
nisan1 aldigi, otel su Olglim insiyatifine tye
olundugu, tedarikgilerinin %84’{iniin stirdiirilebilir
politika izledigi, 7 yildir Amazon yagmur
ormanlarimin korumasina katkida bulunduklarini ve
restoranlarinda  kopekbaligi  yilizgeci ¢orbasinin
satilmasimin yasaklandigi belirtilmistir. Sorumlu
isletmecilik anlaminda gengler i¢in 1,47 milyon
dolarlik maddi ve ayni katkida bulunduklarini ve
engelli calisanlar1 istihdam ettiklerini ve kadin
yoneticilerin desteklendigi ve istihdam oraninin
%60 oldugu belirtilmistir (www.marriott.com).

Wyndham otelleri grubu KSS uygulamalarm
kiiltirel  farklihik  ve  katilim, c¢evre ve
stirdiiriilebilirlik, insan haklar1 ve etik ile toplumsal
destek ve sorumluluk olmak ftizere dort temel
grupta toplamustir. Insan haklar1 ve etik konusunda
2014 yilinda Ethisphere Enstitlisii tarafindan
diinyanin en etik sirketleri arasinda oldugu

duyurulmustur. 2007 yilindan itibaren grup
Birlesmis Milletler Insan Haklar1 Evrensel
Beyannamesini sirket misyonu olarak
benimseyerek insan haklar1 politikas1

olusturmustur. Ayrica her tiirlii ¢ocuk istismarina
ve ¢ocuk calistirmaya karsi olduklarini taahhiit
etmektedirler. Amerika’da Polaris Projesi olarak
adlandirilan insan ticaretini Onlemeye yonelik
faaliyetlere destek vermektedir. Wyndham grubu
paydaslarina insan haklar1 konusunda egitimler
vermektedir. Farklililk olarak tiim paydaslarin
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faaliyetlere katilimi desteklenmektedir. Wyndham
otelleri grubu 2006’da baslattigit Wyndham Green
Program ile tool box adi altinda gelistirdikleri
sistemle enerji ve su verimliligini online olarak
takip edebilmektedir. 2020 hedefi olan %20 su
tiketimi ve karbon emisyonunu azaltma
hedeflerine karbon emisyonunda 2014 yilinda
ulasmis ve yeni hedef olarak %25 azaltma hedefi
koymustur. Su tiikketiminin ise %18 azaltildig
rapor edilmistir. Turn it Off (Kapatalim) programi
ile otel personelinin egitimi saglanmis ve giines
enerjisi sistemlerine yatirrm yapilmistir. LEED
Sertifikasyonu ve EPA Energy Star gibi
uygulamalarla otellerde enerji verimliligini artirict
onlemler alinmaktadir. 2010 yilindaki 4 milyon
dolarlik enerji ve su kullanimi tasarrufu alinan
onlemlerle 2014 yilinda 26,1 milyon dolara
ulasmistir. Misafir siirdiiriilebilirlik programinda
havlu ve carsaflarin daha az degisimi ve atik su
miktarm1  azaltma ile ilgili c¢aligmalarla su
kullanim1 %18 azaltilmistir. Ayrica Cin’in kirsal
bolgelerinde Coca Cola ile birlikte
gerceklestirdikleri temiz su programi ile 27
bolgede 283 okula su aritma sistemleri kurarak
100.000’den  fazla cocugun temiz  suya
kavusmasint saglamistir. Atik yonetimine 6nem
veren grup sadece sirket merkezinde bugiine kadar
7 milyon KwSaat enerji tasarrufu (600 evin yillik
tilketimi), 8 milyon galonluk su tasarrufu ve
20.000 agachik kagit atigin geri doniigiimii
saglamistir. Ayrica Wyndham Worldwide Green
Day kutlamalari ile egitimler, park ve bahgelerin
temizlenmesi, stirdiiriilebilirlik ile ilgili
konusmacilar, cift¢ci pazarlart kurulmasi, plastik
olmayan iriin kullanimi, demir ve ¢elik gibi arag
gereklerin toplanip geri doniisiime gonderilmesi
gibi etkinlikler diizenlemektedir. Posta yolu ile
gonderileri %46 (8 milyon gonderi) oraninda
azaltarak Onemli bir kagit tasarrufu ve karbon
salmmminin ~ dnlenmesi  saglamistir.  Bunlarin
disinda 200 otel sabun geri doniisiim programina
dahil olmus ve ihtiyac1 olan ailelere hijyen katkisi
saglanmistir. 2013 yilinda degistirilen 13.000
mobilya Dogu Avrupa’daki hastanelere ve ¢ocuk
yuvalarina bagislanmistir. Diinya genelinde 32.800
kisiye is imkam saglayan grupta “count on me!”
(beni de saym) programi ile grup i¢in yenilik¢i ve
yaratict fikirlerin en iyisini ireten yoOneticilere
odiiller verilmektedir. Smarter U programi ile
personelin  egitim  alabilmesi  igin  bazi
iiniversitelerle  anlagsmalar  yaparak  egitim

indirimleri saglayarak katkida bulunmakta ayni
zamanda online egitimlere katilmalart esnek
calisma saatleri saglanarak tesvik edilmektedir.
Personelin  yillik  performanslar1  Olgiilerek
iyilestirilmesi saglanmaktadir. Ayrica grup i¢inde
degisim yoOnetimi, iliski gelistirme, etkili liderlik ve
finansal yetenek gibi dersler verilmektedir. Grup
farkli kiiltiirler, cinsiyet, etnik grup ayrimi
yapmadan ise alimlar ve kariyer olanaklar
sunmakta ve kadin yoneticilerin artirilmasi igin
¢aba harcamaktadir
(www.wyndhamworldwide.com).

Best Western International otel grubu diinyada
4.000’den fazla oteli ile 314.000 odasi ile faaliyet
gosteren diinyanin en biiylik otel zincirlerinden
biridir. Best Western otellerine ait web sitesinde
KSS ile ilgili uygulamalara Best Western for a
Better World bagligr altinda yer verilmistir. Grup
Daha lyi Bir Diinya Fonu ile web sitesi araciligiyla
ihtiyag  sahipleri icin bagis toplamaktadir.
Yoksullukla miicadele i¢in barinma, beslenme ve
saglik konularinda ozellikle de ¢ocuklar igin
sponsorluk destegi vermektedir. Ayrica diinyada
mikro finanslama konusunda ¢alismalar1 olan Kiva
ile birlikte girisimcilere yardimda bulunmaktadir.
Felaketler i¢in de yardim saglayan Best Western
grubu caligsanlar1 Sandy kasirgasi, Yarnell yangini
ve Boston maratonundaki bombalama olaylarina
120.000 dolardan fazla bagis yapmustir. Best
Western grubu egitim destegi  kapsaminda
Ogrencilere burs saglamakta ve ayrica web sitesi
araciligiyla burs bagisi toplamaktadir. Cevre
kapsaminda Best Western otelleri genis capli bir
geri  doniligim programi uygulamakta, yerel
iiriinleri tercih etmekte, kagit tiiketimini azaltmak
icin i¢ yazisma ag kullanmakta wve tekrar
kullanilabilen bardaklar kullanmakta ve strafor

kullanimint ~ azaltmaktadir. Enerji  verimliligi
uygulamalari ile bugiine kadar 1,4 milyon KwS’lik
elektrik tasarrufu saglanmistir

(www.bestwestern.com).

Starwood hotels 1300’den fazla oteli ile 100
iilkede faaliyet gostermektedir. Grubun sosyal
sorumluluk uygulamalari programlar ve girisimler,
Starwood kurumu ve Starwood ortaklar1 yardim
fonlar1 olarak ii¢ baslikta toplanmistir. Grup
Check-out for children adli fonla miisterilerin
check out yaparken UNICEF’e yardim yapmalarini
saglamaktadir. Insan haklar1 beyannamesi ile
Starwood otellerinde hicbir ayrimciliga izin
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verilmedigi ve bagli franchise isletmeleri ve
tedarikcilerin de bu konuda denetlendigini
belirtilmektedir. 2006 yilindan itibaren olusturulan
Starwood ortaklar1 yardim fonuyla diinyanin farkl
bolgelerinde 4,5 milyon dolarhk yardim
saglanmigtir. 2015 yilinda 775.500 dolarlik bagis
toplanmustir. Stirdiiriilebilirlik programlan ise ayri
bir baglik altinda toplanmistir ve gelecegin az
karbon ayak izi birakan diinyanin en yenilik¢i otel
grubu olmay1 hedefledigini belirtmektedir. Make a
Green Choice misafir siirdiiriilebilirlik program ile
check out giinii hari¢ bu programa katilma karari
vererek li¢ glinlik konaklama siiresince gilinliik
49.2 galon (186 litre) su, 0,19 KwsS elektrik,
25.000 BTU dogal gaz ve 7 ounce (200 gr)
kimyasal (sampuan, sabun vb.) tasarruf yapmasi
halinde 250-500 Starpuan ya da 5 dolar/ 5 euro’luk
yiyecek icecek kuponu almaya hak kazanmaktadir.
Yiyecek ve igecek tedariginde yerel iiriinleri
kullanmaya 6zen gosterilmekte, nesli tiikkenmekte
ve tehlike altinda olan firiinlerin satin alinmasinin
minimize edilmesi gibi uygulamalar yapilmaktadir.
Ayrica siirdiiriilebilir toplantilar adli bir uygulama
ile toplantilarda dijital imkanlarin kullanilmasi
sayesinde kagit tiikketiminin azaltilmasi, yiyecek ve

iceceklerde  plastik ambalaj yerine farkh
alternatifler, kumasgsiz ~ toplanti masalart,
sirdiiriilebilir meniiler, artakalan yemeklerin

barinaklara bagislanmasi, toplanti sonrasi saglanan
tim siirdiiriilebilir girisimlerin raporlanmasi gibi
hizmetler  verilmektedir. ~ Bdylece  toplanti
diizenleyenler toplantinin karbon ayak izi hakkinda
bilgi sahibi olabilmektedir
(www.starwoodhotels.com).

Swissotel diinyada 40’dan fazla otel ile 17 iilkede
faaliyet gostermektedir. Grup sosyal sorumluluk ile
ilgili faaliyetlerini web sayfasinda kurumsal sosyal
sorumluluk baglig1 ile duyurmaktadir. Swissotelleri
1999 yilindan beri uluslararast bir organizasyon
olan ve c¢ocuklara destek saglayan SOS Cocuk
koylerine aktif olarak destek saglamaktadir. SOS
Cocuk Koyli Hermann Gmeiner tarafindan savas
sonrasinda Avusturya'da kurulmus giintimiizde 134
ilkede anneler ve c¢ocuklar i¢in faaliyet
gostermektedir (www.swissotel.com).

Gloria otelleri KSS uygulamalarini egitim, ¢evre,
sanat ve sosyal yardimlagsma olarak dort temel
grupta toplamustir. Egitim projeleri igerisinde
Akdeniz iiniversitesi Nuri Ozaltin drnek otel ve
amfisi, Artvin Arhavi’de, Elazig, Karakogan’da,

Bingdl, Geng’te olmak {izere her biri 12 derslikli 3
ilkdgretim okulu yaptirilmis ve ISKUR’la birlikte
mutfak c¢alisanlart yetistirilmek {izere istihdam
projesi yapilmistir. Cevre faaliyetlerinde misafir ve
paydaslar adina kurduklar1 Gloria Hatira
Ormaninda agag yetistirilmekte, otel biinyesinde
orman yangini riskine karsin 2 adet tam donaniml
itfaiye aract bulundurmakta, otel i¢inde bir
hayvanat bahgesi ile c¢ocuklara doga bilincini
asilamaya caligmakta ve klor yerine ozonla
dezenfeksiyon saglanmaktadir. Ayrica Caretta
Caretta kaplumbagalarin1  koruma ile ilgili
onlemler almaktadir. Cevreye saygili iriinler
kullanmaktadir ve golf tesislerinde damla sulama
sistemi kurulmustur. Sanatla ilgili uygulamalarda
genc sanatcilara destek olmak amaciyla resim,
heykel, seramik ve mozaik gibi gilizel sanat
dallarinda sergileme imkani verilmekte ve geliri
Tiirkiye Ozel Sporcular Dernegi’ne
bagislanmaktadir. Sosyal yardim olarak Down
sendromlu c¢alisanlar istihdam edilmekte Antalya
Serik bolgesinde yasayan ailelerin ¢ocuklaria
goniillii golf dersleri verilmektedir. Antalya Cocuk
Esirgeme Kurumu’ndan cocuklar ig¢in 23 Nisan
etkinlikleri ve sahipsiz hayvanlar yararina
etkinlikler diizenlenmektedir. Ayrica ¢alisanlar ile
Kizilay’a periyodik kan bagis1 saglanmaktadir
(www.gloria.com.tr).

Rixos otellerinin ise web sayfasinda KSS
uygulamalar1 ile ilgili herhangi bir bolime yer
verilmemistir. Ancak Rixos otelleri ile ilgili
internet aramasi yapildiginda farkli bolgelerdeki
otellerinin farkli sosyal sorumluluk projeleri
yaptig1 goriilmiistiir. Ornegin Konya Rixos 2010
yilt Anneler Giiniinde 3.000 adet fidan dikimi
gergeklestirmistir. 2015 yilinda Konya Rixos
Down sendromlu ¢ocuklar i¢in  kahvalti
diizenlemistir. 2011 yilinda ise Rixos Lara otel
SKAL  Uluslararas1  Antalya  Kuliibii ve
Uluslararas1 Executive Housekeepers Dernegi
tarafindan diizenlenen Atik sabun projesine
katilarak geri doniisiimle toplanan sabunlarin
tekrar kazanimu ile okullara cezaevlerine ve gérme
engellilere dagitim saglanmistir
(www.memleket.com.tr, www.haberfark.net,
www.haberler.com).

Ko¢ Holding biinyesinde yer alan Divan otellerinin
web sayfasinda sosyal sorumlulukla ilgili bir
bolim yer almaktadir. Divan otellerinin Kog
grubuna  bagli  olmasindan  dolayr  KSS
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uygulamalar1 iginde Ko¢ grubunun yaptig1 sosyal
sorumluluk projelerine yer verilmistir. KSS
uygulamalar1 i¢inde Vehbi Ko¢ Vakfi, Kog
okullari, Tirk Egitim Vakfi (TEV), Tirk Egitim
Vakfi Goniilliileri (TEGEV), Amerikan Hastanesi
ve Rahmi Kog¢ Miizeleri gibi sosyal sorumluluk
uygulamalart mevcuttur. Ayrica Meslek Lisesi
Memleket Meselesi adli proje ile mesleki ve teknik
lise Ogrencilerine maddi destek ve is olanag:
saglanmaktadir. Ulkem igin adl1 cat1 proje ile tiim
Kog¢ grubu calisanlari, bayileri ve tedarikgilerine
sosyal  sorumluluk  projelerine  katilmalari
konusunda egitimler verilmektedir
(www.divan.com.tr).

Dedeman otellerinin web sayfasini inceledigimizde
kurumsal sosyal sorumluluk adi altinda sosyal
sorumluluk faaliyetlerinin anlatildigi bir bolimiin
acildigr gorilmektedir. Burada verilen bilgilere
gore Dedeman grubu KSS uygulamalar olarak
egitim alaninda bir ¢ok okul, yurt, laboratuvar,
spor salonu; saglik alaninda hastane, halk sagligi
merkezi ve inan¢ alaninda da camii yapimina
onciiliik ettigi goriilmektedir. Farkli bolgelerdeki
otellerinin farkli sosyal sorumluluk projeleri
yaptigr goriilmiistiir. Ornegin; Dedeman Konya
Otel caliganlarinin goniillii olarak Sevgi Evleri
Projesinde gorev aldiklar1 bilinmektedir. Sevgi
Evleri Projesi, Aile ve Sosyal Politikalar Bakanlig:
Cocuk Esirgeme Kurumlarindaki ¢ocuklarin
toplumla uyumlu i¢ i¢e yasamasina katki saglamak
amagli yapilmis bir sosyal sorumluluk projesidir.
Yine Konya Dedeman Otel Insan Kaynaklari
calisanlar1 diizenledikleri bir organizasyonda tarihi
gecmis ilaglari toplayarak izmir Eczacilar Odasina
gondermislerdir. Grup ayrica web sitesinde birgok
sosyal amacli dermmek ve vakfin kuruculugunu
yaptigi, ¢esitli  hayrr kurumlarina katkida
bulundugunu belirtmistir. Bunlarin disinda 2004 —
2014 yillart arasinda madencilik ve turizm
sektorlerinin  gelisimine katkida bulunmak ve
0zgiin, uygulanabilir fikirlerin yaratilmasini tesvik
etmek amaciyla Mehmet Kemal Dedeman
Arastirma ve Gelistirme Proje Yarigsmalari
gerceklestirilmistir. Bu proje yarigmasinda o6diil

almis olan projeler de web sitesinde
yayinlanmaktadir (www.dedeman.com.tr,
Biiytiksalvarci vd., 2016:191).

Grup turizm alaninda Richmond Istanbul,

Richmond Ephesus Resort, Richmond Pamukkale
Thermal, Richmond Pamukkale Spa ve Richmond

Nua Wellness-Spa otellerinin kurucusu olan Aksoy
Group ise sosyal sorumluluk faaliyetlerini web
sayfasinda sosyal sorumluluk alt basligi altinda
anlatmistir. Aksoy Group’un sosyal sorumluluk
faaliyetleri saglik, cevre, cocuklarin sosyal gelisimi
ve egitimi konularma odaklanmistir. Richmond
International biinyesindeki oteller, bulunduklar
dogal cevreyi korumak ve gelistirmek adina yerel
yonetimler ile ortaklasa projeler gergeklestirmistir.
Richmond Nua Wellness Spa, ilkini 2012 yilinda
kutladigi Wellness Day ile Tiirkiye i¢in ilk ve tek
iyl yasama giiniinii yaratmistir. Yatirimlarindan
biri olan Capitol Aligveris Merkezi’nin egitime
verdigi destekle 1999 yilinda Capitol ilkdgretim
Okulu yapilarak Istanbul Ozel idare Miidiirliigii’ne
teslimi gerceklestirilmistir. 2006 yilinda bagvuruda
bulundugu AB Comenius Projesine kabul edilmig
ve bu proje kapsaminda yer alan Ingiltere, Italya,
Polonya okullar ile iyi iligkiler gelistirilerek hem
okulun hem de Tiirkiye’nin tanitimina katki
saglanmigtir. Dilek Agaci ismini verdigi platform
ile sosyal sorumluluk faaliyetlerini devam ettiren
Capitol Aligveris Merkezi, projenin ilk adimim
2009 yilinda atmug, ziyaretgileri araciligr ile
Van’da  yasayan 450 cocugun  dilegini
gerceklestirmistir. Proje ikinci yilinda Artvin’de
1.050 cocugun, 3. yilinda ise Mardinli 1.500
cocugunun dilegini gercege  dOniistiirmiistiir
(www.aksoygroup.com).

Tiirkiye’de otel isletmelerinde KSS uygulamalar
konusunda az sayida akademik ¢alisma
bulunmaktadir. Kutluk ve Avcikurt’'un (2015)
yilinda yaptigi c¢alismada Tirkiye’de faaliyet
gosteren Divan otelleri, Dedeman otelleri, Kaya
otelleri, Rixos otelleri, Limak International otelleri,
Crystal otelleri, Barut Otelleri, Voyage otelleri,
Anemon otelleri ve Paloma otellerini kapsayan
icerik analizi ¢aligmasinda, Divan otelleri disinda
web sitesinde KSS ile ilgili bir site ikonu olmadig
ancak arama motoru ile arandiginda sadece bir otel
isletmesinde KSS uygulamalarina yer verilmedigi
goriilmiigtiir. KSS uygulamalari ise en fazla egitim
alaninda daha sonra sanat ve kiiltir ile ilgili
alanlarda yogunlagsmaktadir. En yliksek maddi
yatirimlarin ise saglik ve egitim alaninda yapildigi
belirtilmistir (Kutluk ve Avcikurt, 2015).

METODOLOJI

Calismanin ana kiitlesini Kusadasi’nda faaliyet
gosteren 5 yildiz kategorisinde hizmet veren
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konaklama isletmeleri olugturmaktadir. Bolgede bu
kategoride hizmet veren 16 konaklama isletmesi
yer almaktadir. Caligmada konaklama
isletmelerinin KSS faaliyetleri kapsaminda hangi
uygulamalar1  ylrittiiklerini ~ belirlemek  i¢in
konaklama isletmeleri yoneticileri ile yliz yiize
goriisme yapilmasi planlanmigtir. Yapilacak olan
goriismede kullanilmak {izere bir soru formu
hazirlanmistir. Katilimer konaklama isletmeleri
yoneticilerine sorulmak iizere uzman goriisiine
bagvurularak 12 sorudan olusan bir yan
yapilandirtlmis  soru  grubu  olusturulmustur.
Sorular agik uglu olup yoneticilerin galistiklart
konaklama isletmelerinde gerceklestirilen KSS
faaliyetlerinin neler oldugu, calisanlara yonelik
KSS faaliyetlerinin olup olmadigi, isletme
tarafindan KSS faaliyetlerini gergeklestirmek igin
bir vakif kurulup kurulmadigi, isletmenin herhangi
bir vakifa {iye olup olmadigi, KSS uygulamalarinin
caliganlara duyurulup duyurulmadigi, isletmenin
KSS faaliyetleri i¢in web sitesinde bir alan ayrilip
ayrilmadigi, isletmenin KSS faaliyetleri i¢in yillik
raporlar hazirlaylp hazirlamadigi, isletmenin diger
hayirseverlik ve yardim faaliyetlerinin  olup
olmadig1 konularinda bilgi almak hedeflenmistir.
Elde edilen bilgiler kodlanarak analiz edilmistir.

BULGULAR

Gorligmeye katilan konaklama isletmesi sayisi
12°’dir. Bu konaklama isletmelerinden ikisi
blinyesinde iki otel isletmesi bulundurmasi
nedeniyle goriismeye katilan yonetici sayisi 10
olarak  gerceklesmistir. ~ Gorlismeye  katilan
yoneticilerin gorev dagilimina bakildiginda g
yoneticinin genel miidiirliikte, li¢ yoneticinin kalite
yonetiminde, iki yOneticinin satis ve pazarlama
midiirliiglinde bir yoneticinin ise insan kaynaklari
departmaninda calistigt goriilmektedir.
Yoneticilerin  bulunduklar1 isletmede ¢aligma
stireleri Tablo 1’de verilmistir. Genel olarak uzun
siredir yoneticilik yaptiklar1 goriilmektedir. Bir
yOneticinin ise isletmenin yeni kurulmus olmasi
nedeniyle gorev siiresinin 1 yil  olarak
goriilmektedir.

Goriismeye katilan konaklama isletmelerinin KSS
faaliyetleri incelendiginde hemen hemen hepsinin
isletmelerinde bagis kutulari ile hayvan barmaklari
icin para topladiklar1 bunu yaninda her sene
diizenli olarak Kusadast sahillerinin, Dilek
Yarimadasi1 Milli Parki’nin temizlenmesine katkida
bulunduklarint belirttigi goriilmektedir. Bu iki

organize hareketin arkasinda Kusadasi Otelciler
Dernegi’nin (KODER) ve Ekosistemi Koruma ve
Doga Severler Dernegi’nin (EKODOSD) oldugu
goriilmektedir.  Konaklama  isletmeleri  bu
derneklere iiye olarak orgiitlii hareket ederek KSS
faaliyetlerine katkida bulunmaktadirlar. KODER’e
ait bir proje olan ve KODER f{iyesi olan konaklama
isletmelerinin katildig1 hayvan barinaklarina bagis
toplama kampanyas: da diger bir orgitli KSS
faaliyeti olarak goze ¢arpmaktadir. Bu uygulamada
katilimer otel isletmelerinin lobi, resepsiyon vb.
alanlarma koyulan bagis kutular1 ile otel
miigterilerinin dikkati ¢ekilmekte ve toplanan
paralar KODER tarafindan hayvan barinaklarina
aktarilmaktadir.

Tablol. Goriismeye Katilan Yoneticilere Ait
Bilgiler

Konaklama Goriisiilen Yonetici LSO

. . . Calisma

Isletmesi Pozisyonu N

Siiresi

Gl Kalite Kontrolorii 7 yil
Kalite Yonetim

G2 Sistemleri Direktorii 1yl
Satis Pazarlama

G3 Miidiirii 4,5 yil
Kalite Yoneticisi -

G4 Gida Miihendisi 9 yil
Genel Miidiir

G5 Yardimcisi 17 yil

G6 Insan Kaynaklar1 Sefi 14 yil
Satis ve On biiro

G7 Miidiirii 11yl

G8 Kalite Miidiirii 1yl

G9 Genel Miidiir 9 yil

G 10 Genel Miidiir 7yl

Tablo 2’de de goriildiigii gibi goriisiilen konaklama
isletmelerinin biiyiik bir kismi bu kampanyaya
katilmaktadir. Diger yandan biinyesinde iki otel
bulunan iki isletmenin oOzellikle kiiltiir sanat
faaliyetlerine yogunlagtigt  goriilmektedir. Bir
konaklama isletmesi kiiltiir ve sanat faaliyetleri
kapsaminda caz ve Tiirk sanat miizigi giinleri
diizenlerken diger bir konaklama isletmesi ile yilda
bir kez seramik ve resim calistaylar
diizenlemektedir. Diizenlenen bu ¢aligtaylar
sonucunda elde edilen seramik ve resimler halkin
da katilimi saglanarak sergilenmektedir. Her iki

konaklama igletmesi de miizik ve sanat
faaliyetlerini kendi imkanlari ile
gerceklestirmektedir.
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“Ornegin iicretsiz caz konserleri veriyoruz, bunlar
halkin  ulagamayacagr seyler” G 1, Kalite
Y Oneticisi

G1 kodlu konaklama isletmesi yilbaslarinda birkag
kitaptan olusan bir hediye seti vererek okuma
aligkanligin1 saglamay1 hedeflemektedir. Ayrica
bolgede yapilmakta olan Anaia Kadikalesi kazisini
yapan ekibe destek vermek iizere her 15 giinde bir
erzak yardimi yaptiklarmi belirtmistir.  Ayrica
KEGEV’e(Kusadas1 Egitim ve Gelistirme Vakfi)
bagista bulunduklarini belirtmistir. Bunun disinda
personel i¢in Ramazan aylarinda Ramazan kolileri
yardimi yapildig1 ve 23 Nisan Ulusal Egemenlik ve
Cocuk Bayramlarinda personel c¢ocuklarinin
katilmi1  saglanarak 23  Nisan etkinlikleri
diizenlendikleri belirtilmistir.

Gl kodlu konaklama isletmesi (iki otel),
yoneticisinden alinan bilgilere gore isletmenin ig
raporlama igin bir KSS faaliyet raporu hazirladig1
ve personel duyuru panolari araciligiyla personele
bilgilendirme yapildigini ancak KSS faaliyetlerinin
halka duyurmakla ilgili bir faaliyetlerinin olmadig1
belirtilmistir.

G2 kodlu konaklama isletmesine ait iki otel
mevcuttur. Bu otellerden bir tanesi uluslar aras1 bir
zincir otel ile franchising anlasmali olup yine ayni
gruba ait bir otel isletmesidir. Diger otel
isletmelerinden farkli olarak otel grubu biinyesinde
yoneticilerden olusturulan bir takim caligmasi ile
turizm alaninda 2009 yilindan bu yana projeler
iretme ile faaliyetler yiriittiiklerini belirtmistir.
Bugiine kadar kadinlara ve engellilere yonelik iki
proje gerceklestirilmistir.

“Yonetim kurulu baskanmimiz KSS faaliyetlerinde
bizzat rol alyyor ve proje iiretmemizi, projelere
katilmamizi  destekliyor.  Ogrencilere  burs
veriyoruz bu daha once de yapiliyormus ancak
vakif kurarak daha da resmilestik. Bu sene yeni bir
uygulama ile sergi agtik eski kiyafetleri alip tek tek
elden gecirilip(temizlenip, iitiilenip) satiliyor ve
geliri yine ¢ocuklara burs vermek icin vakfa
aktariyor.” G 2, Kalite Yoneticisi

G2 kodlu konaklama isletmesinin diger bir
faaliyeti ise kiiltiir sanat ¢alistaylaridir. Yilda bir
kez olmak iizere seramik g¢alistayr ve resim
calistay1 diizenlenmekte ve sonrasinda eserler

sergilenmektedir. Bu organizasyonlara diinya
capinda seramik ustalar1 ve ressamlar, hocalar ve
ogrencilerin katilimi saglanmaktadir. Bu ¢alistaylar
icin gelen ulusal ve uluslararas1 katilimcilarin
ulasim, konaklama ve yeme igme gibi giderleri
kurum biitgesinden karsilanmaktadir. Ug yildir
gerceklestirilen gencler gelecegimizdir adli kosu
ile katilimcilardan (yoneticiler, c¢evremizdeki
insanlar, personel vb.) bagislar toplanmaktadir.
Katilimcilardan elde edilen bagislar ise kurulan
vakif araciligiyla O6grencilere  burs  olarak
verilmektedir. Katilimcilara ise kosu sonrasinda bir
acik biife kahvalti organizasyonu diizenlenerek
dereceye girenlere oOdiiller verilmektedir. Ayrica
konaklama isletmesinin diger KODER {iyesi
konaklama isletmeleri gibi hayvan barinaklarina
bagis toplama kampanyasina ve Belediye ve
EKODOSD tarafindan organize edilen sahil, kiy1
seridinin temizlenmesi ve milli park temizlik
faaliyetlerine personeli ile katildigini belirtilmistir.
Personele yonelik olarak &zellikle c¢alisanlarin
cocuklarma egitim bursu verildigi ve staj imkani
saglandigt ve donemsel olarak (yaz aylarinda)
calisma imkani verilmesi seklinde desteklendigi
belirtilmistir. G2 kodlu isletmede vakif kurmanin
yant sira KODER, TEGEP (Egitim ve Gelisim
Platformu Dernegi), EKODOSD, TAIDER
(Tiirkiye Aile Isletmeleri Dernegi) gibi dernek ve
STK’lara iyeliklerinin oldugu ve isbirlikleri
gelistirdikleri belirtilmistir. Ayrica KSS ile ilgili
olarak yillik raporlar hazirladiklart bunu otel
icerisinde e-mail yoluyla personele duyuruldugu
belirtilmigtir.  Konaklama isletmesinin ~ web
sitesinde kamuya yonelik bir duyuru olmamasina
karsin KSS faaliyetlerinin kurulan vakif web
sitesinde  yayinlandigi  belirtilmistir. ~ Ayrica
hayirseverlikle ilgili olarak vakif aracilifiyla bir
cami ve okul yaptirildigi ve c¢agdas yasami
destekleme vakfina destek verildigi belirtilmistir.

G3 kodlu igletme G2 kodlu konaklama isletmesinin
bulundugu grup igerisinde yer almaktadir. Ancak,
uluslararast zincir bir otel grubunun franchise’
olmasi sebebiyle de farkli KSS uygulamalar1 da
bulunmaktadir. Uluslararas1 zincirin kapsaminda
geligtirilen bir program ile otel isletmesinde
konaklayan misafirlere essiz bir konaklama
deneyimi sunmak amaciyla misafirlerine ilgili,
mutlu, gercek, esnek, diisiinceli, samimi bir hizmet
vermeyi taahhiit ederek standart hizmetin digina
cikabilme hedefiyle otel caligsanlarim
cesaretlendirerek alisilmisin diginda bir misafir
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deneyimi sunmayi amaclamaktadir. Bu kiiresel
diizeydeki program disinda uluslararast otel
kimligi ile goniilliliik projeleri (yashilar evi ve
engelliler koyli ziyaretleri) yapilmaktadir. Ayrica
kahve ve c¢ikolata festivalinde diizenlenen
etkinlikte  gerceklestirilen  satig  gelirlerini
KACUV’a (Kanserli Cocuklara Umut Vakfi)
bagislamiglardir. Bunun disinda ramazan ayinda
personel icin yardimlar yapildig belirtilmistir. G3
kodlu isletmenin G2 kodlu isletme ile ayn1 gruba
dahil olmasi nedeniyle G2 kodlu konaklama
isletmesinin biitiin faaliyetleri ayni zamanda bu
otel isletmesi i¢in de gecerli oldugu ortak
calisildigr belirtilmistir.

G4 kodlu konaklama isletmesinde ise bdlgede
bulunan okullara yardimlar yapildigi bunun disinda
diger konaklama isletmelerinin de katildig1 hayvan
barmaklar1 i¢in bagis toplama kampanyasina
onciilik  edildigi ve  katilm  saglandigi
belirtilmistir. Bunu yani sira mavi kapak toplama
etkinligi ile omurilik felglilerine  yardim
kampanyasina da katilim saglandigi belirtilmistir.

“KSS  faaliyetlerimizi  personel  panomuzda
duyuruyoruz. Mail vyoluyla ofis personeline
duyuruyoruz. Herkese mutlaka haber veriliyor.
Ayrica departman gérevlileri herkesin gorebilecegi
panolara astyorlar. Her departmanmin kendi duyuru
panolart  var.” G4, Kalite Yoneticisi- Gida
Miihendisi

Personele yonelik ise diger otellerde oldugu gibi
personel cocuklarina burs saglandigi ve staj yapma
ve is imkanm verildigi belirtilmistir. KSS
uygulamalar1 i¢in herhangi bir rapor tutulmadigi,
kamu ile paylasimin yapilmadigi ancak personel ile
etkinliklerin paylasildigi belirtilmistir.

G5 kodlu konaklama isletmesi ile goriismede KSS
konusunda c¢evreyle ilgili faaliyetlerinin oldugu
belirtilmis, sahil, plaj, milli park temizliklerine
katilim saglandigi beyan edilmistir. Ayrica diger
otellerde oldugu gibi hayvan barmaklarmi yardim
toplandig1, konaklama isletmesi biinyesinde
eskiyen ve serisi bozulan kullanim dis1 kalan
malzemelerin (tabak, catal, kasik, bardak, perde,
carsaf gibi) okullara bagislandig1r belirtilmistir.
Bunun digsinda personel yakinlarina is imkani
saglanmaktadir. KSS faaliyetleri ile ilgili bir
raporlama sisteminin olmadigi, halka duyurusunun

yapilmadigi ancak personele bilgi verildigi
belirtilmistir. Bu bilgilerin diginda konaklama
isletmesi  yoOneticisi hayvan sever bir otel
olduklarini belirtmis ve Kusadasi bdlgesinde otele
evcil hayvan kabul eden tek otel olduklarini
belirtmistir.

“Cevreci bir oteliz. Atiklarimizi diizenli olarak
toplayip geri doniisiim yapan firmalara veriyoruz.
Cevreci olmaya ¢calisiyoruz. Ayni zamanda hayvan
sever bir oteliz. Santyorum Kusadasi'nda bir tek
biz evcil hayvan kabul ediyoruz. Hayvan
barmaklarina yardim ediyoruz. Ayrica artik
yemekleri de barmaga gonderiyoruz.” G5, Genel
Miidiir

Personele yonelik olarak personel yakinlarina is
imkani saglanmaktadir. KSS uygulamalari ile ilgili
herhangi bir rapor hazirlanmamaktadir. Web
sayfast vb. bir alanda KSS faaliyetleri ile ilgili
bilgi paylasimi yoktur. Ancak ¢evre ile ilgili
calismalarin ve evcil hayvan kabulii ile ilgili
bilgilerin web sayfasinda paylasildig: belirtilmistir.
G6 kodlu konaklama isletmesinde de KODER’in
onciilik ettigi hayvan barmaklarina yardim
kampanyasina katilim saglandigi, sahil temizligi ve
atik toplama faaliyetlerinde bulunuldugu, bunlarin
disinda  Ogrencilere burs verildigi ve diger
konaklama isletmelerinde farkli olmak {izere agac
dikme, agaglandirma ile ilgili faaliyetlerin
yapildig1 belirtilmistir. Personele yonelik olarak
bayramlarda yardim (kurban bayramlarinda et
dagitimi1) ve ramazan bayramlarinda da ramazan
erzak kolisi yardimi yapildigi belirtilmistir. KSS
faaliyetlerinin raporlanmadigi, gizli tutuldugu, web
sayfasinda ya da nmedyada paylasiimadig
belirtilmigtir.  Personelin  katilim  saglamasi
nedeniyle bilgileri oldugu ancak &zellikle ayrica
bilgilendirme yapilmadig1 belirtilmistir.

G7 kodlu goriismede ise diger konaklama
isletmelerinde oldugu gibi hayvan barmaklarina
yardim kampanyasina ve sahil, kiyr temizligi
etkinligine katilim saglandig belirtilmistir. Bunun
disinda 6grencilere burs verilmektedir. Diger
konaklama isletmelerinden farkli bir uygulama
olarak sevgi evleri projesine katkida bulunuldugu
belirtilmistir.

“2016 yazinda sevgi evleri ile bir proje yaptik. Her
hafta Aydin ve Izmir'deki sevgi evierindeki
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cocuklart tesisimizde her sey dahil konaklattik.
Konaklama siiresince ¢evrede geziler yaptik. Otel
icerisinde aktiviteler diizenledik. Eglenceli olmast
amacl yiizme kursu, karsilikli Ingilizce konusma
yaptik. Futbol maci, Giizelcamli’ya gezi ve tekne
gezisi diizenledik. Bu faaliyetler yaklasik 5-6 hafta
devam etti. Sosyal sorumluluk anlaminda en
duygusal ve en giizel olani buydu.” G7, Satig ve
On biiro Miidiirii

Personele yardim olarak bayramlarda ramazan
paketi verilmektedir. Bunun disinda son iki yildir
(kriz nedeniyle) verilmese de bayramlarda maasa
ilave olarak ikramiye verildigi belirtilmistir. KSS
raporu diizenlenmedigi ancak yapilan KSS
faaliyetlerinin hepsinin olmasa da web sitesinden
duyuruldugu belirtilmistir. Ayrica yapilan isler
personelle birlikte gerceklestirildigi i¢in personelin
de bilgisinin oldugu belirtilmistir.

G8 kodlu konaklama isletmesi uluslararasi bir
zincir otel grubuna iiye olan franchising sistemi ile
yonetildigi  gorilmektedir. KSS  faaliyetleri
kapsaminda diger konaklama isletmelerinde
oldugu gibi sahil ve plaj temizliginin yapildig
belirtilmistir.  Bunun  diginda aga¢  dikim
faaliyetlerinde bulunuldugu, belediyenin actig1
yelken Kuliibiine yardimda bulunuldugu ve koy
okullarma  yardim  yapildigi  belirtilmistir.
Gelecekte ise golf sporu ile ilgili olarak Kusadasi
ve ¢evresindeki cocuklari egitip yetenekli olanlara
destek olma planlart oldugu belirtilmistir.
Personele ise ihtiyaci olanlar tespit edilip,
bayramlarda ¢ek dagitimi gibi yardimlar yapildig:
belirtilmistir. Uluslararas1 bir zincire bagh
olduklarindan dolay1r KSS ile ilgili olarak rapor
hazirladiklarini bildirmiglerdir. Bunun disinda web
sitelerinde  herhangi bir KSS uygulamasim
duyurmadiklarin ancak personeli
bilgilendirdiklerini belirtmislerdir.

G9 kodlu goriigmede ise sahil ve kiyr temizligi
faaliyetlerinin ~ yapildigi  belirtilmistir. Bunun
disinda Devlet hastanesi dis poliklinigine ciddi
yardimlar1 oldugu bildirilmistir. Buna ek olarak
orgiitsel olarak degil ancak kisisel olarak
Ogrencilere burs verildigi belirtilmistir. Personel
anlaminda ise bayramlarda yardimlar yapildigi
belirtilmistir. Borsada halka acik bir sirket
olduklart i¢in cirolar ile karliligi paylastiklarini
KSS faaliyetleri ile ilgili bir paylasimlarinin
olmadigmi belirtmiglerdir. Herhangi bir rapor
tutulmadig1 ve personele bilgi verilmedigi ancak
bir kisim personelin haberdar oldugu belirtilmistir.

“Kusadasi bélgesinde ilk giines panellerine sahip
tesisiz. Cevreye c¢ok saygiliyiz. Siirekli cevreyi
yesillendiriyoruz. 12 kisilik bir bahg¢e kadromuz
var. 150 Kw’lik bir giines enerjisi panelimiz var.
Elektrik iiretiyoruz. Toplam tiiketimimizin %20 sini
kendimiz itiretiyoruz.” G9, Genel Miidiir

G10 kodlu goriismede diger konaklama isletmeleri
gibi sahil ve milli park kiyilariin temizligine
katilim gergeklestirilmistir. Bunun disinda turizm
meslek liselerine yapisal ve donanimsal olarak
destekler  verildigi  belirtilmigtir. ~ Personel
anlaminda bayramlarda para yardimi yapildigi,
personel cocuklarina is imkani1 saglandigi ve staj
imkanlan saglandig belirtilmistir. KSS faaliyetleri
ile ilgili herhangi bir rapor tutulmadigi kendi
iclerinde degerlendirmeler yapildigi ancak web
sitesinde bir paylasimin olmadigir belirtilmistir.
Personele de herhangi bir paylasim yapilmadig
belirtilmistir. Isletme sahiplerinin ise kendi
memleketlerinde bir okul yaptirdiklari
bildirilmistir. Ayrica goriismede diger otellerden
farkl1 olarak bolgedeki kadin sigimma evinden
personel istihdami yaptiklari bildirilmistir.
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Tablo 2. Gériisiilen Konaklama Isletmelerinde KSS Faaliyetleri

Konaklama | Kurumsal Sosyal Kurumsal Sosyal Vakif Vakif/STK | KSS KSS KSS Diger
isletmesi Sorumluluk Faaliyetleri Sorumluluk Kurma Uyelikleri Faaliyet Faaliyetlerinin | Faaliyetlerini | Hayirseverlik
(Genele Yonelik) Faaliyetleri (Calisana Raporu Kamuya n Personele Ve Yardim
yonelik) Hazirlama | Duyurulmasi Duyurulmas: | Faaliyetleri
G1 Caz konserleri, Tirk sanat | Ramazan kolileri Hayir KODER Evet Hayir Evet -
miizigi konserleri Personel ¢ocuklari igin EKODOSD
(iki otel Kitap dagitimi 23 Nisan faaliyetleri
isletmesi) Anaia kadi kalesi kazisina
destek (erzak yardimi)
Milli Park Cevre temizligi
KEGEV bagisi
G2 Spor ve kiiltiirel faaliyetler | Personel ¢ocuklarina Evet KODER Evet Vakif web Evet Okul yapim
*seramik caligtay1 burs TEGEP sayfasiyla Cami yapimi1
(G3’le ayn1 | * resim galistay1 Personel ¢ocuklarina EKODOSD Cagdas
gruba ait) * gengler igin kosu donemsel ¢alisma ve TAIDER Yagami
Kadinlar ve engelliler i¢in | staj imkani Destekleme
proje gelistirme Vakfi Bagisi
Kullanilmis kiyafet satisi
Hayvan barinaklarina
yardim
Ogrencilere burs Milli park
ve sahil, ¢evre temizligi
G3 Engelli koyii ziyaretleri Ramazan ayinda Evet KODER Evet Vakif web Evet
Yaslilar evi ziyaretleri yardimlar TEGEP sayfasiyla
Gondiilli projelerine destek EKODOSD
Kurabiyeler satip TAIDER
KACUV’a bagis, Milli
park, sahil, cevre temizligi
G4 Okullara yardim Personel  ¢ocuklarina | Hayir KODER Hayir Hayir Evet -
Hayvan barmaklarina | burs EKODOSD
yardim  Mavi kapak | Staj ve ig imkam
toplama kampanyasi
Omurilik felglilerine
destek
G5 Hayvan barmaklarina | Personel yakinlaria is | Hayir KODER Hayir Hayir Evet -
yardim imkant EKODOSD

Kullanim dis1 malzemeleri
okullara bagiglama
Sahil temizligi etkinligi
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Konaklama | Kurumsal Sosyal Kurumsal Sosyal Vakif Vakif/STK | KSS Faaliyet | KSS KSS Diger
isletmesi Sorumluluk Faaliyetleri | Sorumluluk Kurma Uyelikleri Raporu Faaliyetlerinin | Faaliyetlerini | Hayirseverlik
(Genele Yonelik) Faaliyetleri Hazirlama Kamuya n Personele Ve Yardim
(Personele yonelik) Duyurulmasi Duyurulmas: | Faaliyetleri
G6 Hayvan barinaklarina | Ramazan kolileri Hayir KODER Hayir Hayir Hayir -
yardim Bayramlarda yardim
Ogrencilere burs
Agac dikme faaliyeti
Sahilin temizligi
G7 Sevgi evleri projesine | Personele Hayir KODER Hayir Evet Evet -
katki  (cocuklar  igin | bayramlarda destek EKODOSD Web sitesi
konaklama ve ¢evre | Ramazan paketi
gezileri)
Ogrencilere burs
Hayvan barinaklarina
yardim
Sahil kiy1 temizligi
G8 Yelken kuliibiine destek Bayramlarda para Hayir KODER Evet Hayir Evet -
Agac dikimi yardimi
Koy okullarina yardim
Sahil temizligi
G9 Devlet  hastanesi  dis | Bayramlarda para Hay1r KODER Hay1r Hayir Hayir -
poliklinigi yapimina | yardimi
destek
Sahil, kiy1 temizligi
Giines enerjisi ile elektrik
tiretimi
G10 Milli park ¢evre temizligi | Bayramlarda para Hay1r KODER Hayir Hayir Hayir Okul yaptirma
Okullara malzeme destegi | yardim EKODOSD

(serisi bozulan tabak vb.)
Kadin sigimma evlerinden
personel alma

Staj ve i imkan1
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SONUC VE ONERILER

Isletmelerin kar elde etmek ve biiyiimek gibi
amaclar1 disinda toplumsal fayda da saglamalari
gerektigini esas alan diislinceden hareketle son
yillarda KSS faaliyetlerinin biiylikk bir gelisme
gosterdigi goriilmektedir. Isletmelerin ayn1 zamanda
bu faaliyetleri rekabet ve imaj stratejilerine de
entegre etmeleri sonucunda KSS faaliyetlerinde
onemli bir artis oldugu gozlemlenmektedir. Son
yillarda tatil bolgelerindeki otellerin de bu tip KSS
faaliyetlerine yoneldigi goriilmektedir. Calismada
Kusadas1 bolgesinde faaliyet gosteren bes yildiz
kategorisinde hizmet veren 12 otel isletmesinden 10
yonetici ile yapilan goriismeler sonucunda yapilan
KSS faaliyetlerinin analizine yer verilmistir.
Gorlismelerden  elde  edilen  bilgilere  gore,
arastirmaya katilan konaklama isletmelerinin KSS
faaliyetlerinin duyurulmasi konusunda oldukca eksik
kaldigi goriilmektedir. Konaklama isletmelerinin
KSS faaliyetleri icerisinde toplumsal, c¢evreye
yonelik ve calisanlara yonelik faaliyetler yaptiklar
belirlenmistir. Bu faaliyetlerin belirli bir finansal
giici de beraberinde gerektirdigi goriilmektedir.
Calismada KSS faaliyetlerinde iki konaklama
isletmesi grubunun oOne ¢iktig1 gorilmiistir. Bu
konaklama isletmelerinin her birinin biinyesinde
ikiser otel isletmesinin bulunmasi ve toplam
boyutlar incelendiginde diger otel isletmelerine goére
en ¢ok oda ve yatak kapasitesine sahip olmalari
finansal giiclerinin de diger konaklama isletmelerine
gore daha fazla oldugunu kanitlamaktadir. Bdylece
bu c¢alismanin sonucu Calvares’in 2015 yilinda
yaptig1 calismada elde edilen “igletme biiyiidiikce
KSS faaliyetleri de artar” sonucunu
desteklemektedir.

KSS faaliyetlerinin igerigine bakildiginda ise daha
cok yerel diizeyde faaliyetlerin  yapildig1
goriilmektedir. Ulusal diizeyde yapilan faaliyetler
olsa da uluslararasi bir KSS faaliyetinin yapilmadig1
goriilmistir. Bu da konaklama isletmelerinin
uluslararas1 diizeyde KSS faaliyeti yapacak kadar
para  kaynagimin  olmadigim1  gostermektedir.
Caligsanlara  yonelik KSS faaliyetlerinin  ise
bayramlarda yardim, es, dost, akrabalara is imkani
saglamanin  Otesine  gidemedigi  goriilmiistiir.
Calisanlarin ~ KSS  faaliyetlerine  katiliminin
saglandigr ve goriismeler sonunda bu faaliyetlere
katilan personelin duygusal yonden tatmin oldugu ve
kendini gergeklestirme anlaminda KSS faaliyetlerine
katilimda goniillii olduklar1 belirtilmistir. Bu da

Supanti ve arkadaslarinin (2015) yaptig1 calismada
elde edilen bulgularla benzerlik gostermektedir.
Calisgmada KSS faaliyetlerinin  gurur duyma,
eglenme, takim calismasi ve kigisel tatmin gibi
faydalar sagladigi belirtilmistir. Bunun disinda
Zientara vd.’nin (2015) yaptigt calismada KSS
faaliyetlerinin is tatminini arttirdigi ve ¢alisan devir
hizim1 azalttigi goriilmiistiir. Bu ¢alismaya benzer
sekilde gorlismelerde de otel yoneticileri KSS
faaliyetlerinin c¢aligsanlarin is tatminini arttirdigi ve
goniillii katilim saglandigini belirtmislerdir.

Tim KSS faaliyetleri dikkate alindiginda KSS
faaliyetlerinin yerel diizeyde kaldigi orgiitlii KSS
faaliyetlerinin katilimi gii¢lendirdigi gelecekte daha
fazla KSS faaliyeti gerceklestirmek iizere parasal
kaynaklar yaratilmas1 gerektigi goriilmektedir. KSS

faaliyetlerinin raporlanmasinda ve halka
duyurulmasinda  6nemli  eksiklerin  oldugu
goriilmistir. Diinyadaki diger 0ornek zincir
konaklama isletmelerinde oldugu gibi web

sitelerinde 6zellikle bir kurumsal sosyal sorumluluk
sekmesi acilarak buradan duyurulmasinda yarar
vardir. KSS faaliyetlerinin raporlanmasi da ge¢mis
donem faaliyetlerinin izlenebilmesi ve giincel KSS

faaliyetleri ile kargilagtirma olanagi
saglayabilecektir. KSS faaliyetlerinin
diizenlenmesinin yaninda KSS faaliyeti

gerceklestiren kamu kurum ve kuruluglari, dernekler
ve STK’larca diizenlenen faaliyetlere de katilim
gerceklestirildigi gorlilmektedir. Ancak isletmelerin
KSS faaliyetleri yaninda bu STK’larm diizenledigi
kampanyalara maddi ve manevi olarak katilim
saglanmasi daha da arttirilabilir. En 6nemli ve ihmal
edilen kisim ise galiganlarin bu KSS faaliyetlerinden
haberdar edilmemesidir. Arastirmada elde edilen
sonuglara gore bazi konaklama isletmeleri KSS
faaliyetlerinden c¢aliganlarin1  haberdar etse de
bazilarinin etmedigi goriilmiistiir. KSS
faaliyetlerinin sadece duyuru panolarindan degil
caliganlarin isletmeye olan aidiyetlerini
giiclendirmek ve kendileri ve isletmeleri ile gurur
duymalarin1  saglamak iizere toplantilar, yillik
faaliyet bilgilendirmesi seklinde bilgi verilmesi ile
calisanlarin da  motivasyonlarinin  arttirtlmasi
saglanabilir. Boylece kalite anlayisi igerisinde ig
miisteri olan ¢alisanlarin da motivasyonu ile misafir
memnuniyetine olumlu etkiler saglanabilecektir.
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INTRODUCTION

Degree of success for any businesses is substantially
depends on having well designed systems which
work together in harmony. Three systems, in this
term, could be regarded as crucial for any
organization — namely, strategic management system
(SMS), operation management system (OMS), and
performance measurement system (PMS). However,
performance of businesses relies heavily on whether
these systems are configured with a holistic and
integrated view. In doing so, it must be kept in mind
that weak ties between them could affect the overall
performance negatively. If one fails, overall
performance of the organization affected adversely.

The characteristics of tourism and hospitality
industry - i.e. seasonality, vulnerability, perishability
and mostly depending on high scale investments-
require developing such holistic models and
frameworks. Nevertheless, there are few such
models seen in the tourism and hospitality
management literature. It can be observed that
researchers are reluctant to develop models or
frameworks which can be used by hospitality
businesses in this regard. There are studies only
investigate strategic management, e.g., strategic
orientation (Avci, Madanoglu and Okumus, 2011);
or operation management, e.g.,, human resource
management  (Essawy, 2016).  Performance
measurement, on the other hand, attracts less
attention compared to these two areas of study
(Huang etal., 2007; Phillips, 1999; Phillips and
Louvieris, 2005; Yilmaz and Bititci, 2006). Limited
number of studies deals with the relationships
between any of two areas (Huang, 2008) many of
which search for the effects on performance, i.e.
impact of environmental strategy on hotel
performance (Cortés et al., 2007). However, no
study seen in the tourism and hospitality literature
that attempts to combine three general management
topics empirically or conceptually.

The aim of this paper is hence to develop a
framework, called strategic performance
management framework for tourism and hospitality,
to be able to demonstrate the relationships and
dynamics between these three systems. It is
supposed to help professionals of tourism and
hospitality while forming the relations between such
systems more properly. The framework suggested in
this paper is also expected to fill a gap in the

literature which could be one starting point for the
next research.

THEORETICAL FRAMEWORK

Strategic Management in  Tourism
Hospitality Studies

Hospitality businesses are operated in very dynamic
and competitive conditions and deciding how to
engage this changing environment strategically
becomes increasingly difficult (Koseoglu et al.,
2013). Thus, to survive in rapidly changing business
environment, organizations should have a clear
strategy (Pechlaner and Sauerwein, 2002; Avci et
al., 2011). There are different views on the level of
contribution that hospitality and tourism industry
makes to the mainstream of strategic management.

Miscellaneous systematic reviews on strategic
management in tourism and hospitality revealed
different characteristics of such studies. Olsen
(2003), in his review that covers the papers
published in 2002 and 2003, concluded that it is
progressing significantly and many complex
relationships have been reported. Harrington et al.
(2014) stress that hospitality and tourism literature
was following the mainstream trend of combining
theoretical perspectives to some degree while
applying more process-based concepts to
hospitality and tourism strategy research between
1980 and 2013. In another review, it is found that
27% of papers published between 2005 and 2009 are
related to strategic management (Harrington and
Ottenbacher, 2011). In the same study, the authors
indicate the differences of strategy studies done in
hospitality and general strategic management of
which are mostly due to the differences of views of
researchers, namely hospitality researchers tend to
focus on more tactical issues where researchers of
general strategic management focus on more
theoretical notions. Most popular topics are
competitive strategy, strategy process, corporate
strategy, structure and governance according to the
review of Phillips and Moutinho (2014) which scans
the studies published between 1995 and 2013.
Strategic orientation (Avci et al., 2011; Okumus,
2001), strategy implementation (Hwang and
Lockwood, 2006) and its impact on performance
(Segev, 1987; Xiao et al., 2012 ) are other major
topics in hospitality and tourism literature.

Generic starting point of strategic management is the
evaluation of external and internal environment.
External environment has great impacts on

and
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managerial decision taking and to understand the
key trends affecting demand and supply is crucial in
reducing the uncertainty (Dwyer and Edwards,
2009). Thus, to be competitive, it is required to have
a clear strategy which is adapted to the changing
business environment (Pechlaner and Sauerwein,
2002). Teare, Costa and Eccles (1998) extend this
view to the need of alignment between external
environment, organization’s strategy and structure.
They also highlighted that hotel businesses are to
search for ways to monitor and balance the internal
forces. Otherwise, strategic drift can appear which
means that an organization’s strategy gradually
moves away from addressing the forces in the
external environment and results in losing
competitive advantage (Tribe, 2016; Dwyer and
Edwards, 2009).

In spite of the inconveniences seen at strategic
management approach for small sized and
individually managed hospitality  businesses
(Pikkemaat and Zehrer, 2016; Hwang and
Lockwood, 2006), professionally managed chain
hotels and flagship airlines can be regarded
examples in tourism industry that strategic
management issues seem practiced well. However, it
seems that there is a lack of studies relating the
strategic decisions to the operational level with
adequate performance measurement systems which
aim to illustrate how the strategic objectives and
strategies are produced and deployed to operational
level and performance feedback system is used to
monitor operational efficiency and organizational
effectiveness.

Operation Management System

Operation Management is a complex field and in a
continuous and dynamic evolution. Differences
between strategic management and operational
management have been analyzed by many
researchers (Teare et al., 1998; Johnson and Scholes,
1999) from the view of complexity/routine,
organization wide/operation specific, significant
change/small-scale change. To make operation
management system more integrated and responsive
and to develop a strategic fit between operations
strategy and production planning systems (Olhager
and Selldin, 2007); organizations take new
initiatives in their systems and processes (Chen,
2005; Lima et al., 2009).

Skills and capabilities are needed to apply strategies
(Agut et al., 2003; Brown and Fai, 2006; Hwang and

Lockwood, 2006) which makes human resources an
important element for putting managerial strategy
into effect and getting sustainable advantage (Wang
and Shyu, 2008). However, organization’s ability of
using such capabilities effectively is the key to
create value (O'Cass and Sok, 2015) and sustain
competitive  advantage (Fraj etal., 2015;
Grant,1991). In the light of the fact that vast
majority of businesses in tourism- especially in hotel
sector- are small sized enterprises (Pikkemaat and
Zehrer, 2016), as Hwang and Lockwood (2006)
indicate they may suffer from some barriers while
operating their businesses, e.g., changing demand,
lack of skilled labor, limited resources, lack of
competitive benchmarking. Thus, new operation
management system designs are required to pay
closer attention to the changing nature of operations
systems performance (Lima et al.,, 2009; Font,
2002).

Planning is one of the main functions of operation
managers in hospitality businesses. Because the
decisions made by managers affect profit (Harris,
1992), high quality planning is the key for success.
It is imperative to know the level of demand for the
goods and services offered by the company in
advance. Problems of over- and under-production
usually result from incorrect operational decisions
during ineffective planning (Hu et al., 2004).
Therefore, managers need to have right tools and
skills for good forecasting which plays crucial role
in resource planning and scheduling. Such systems
like Enterprise Resource Planning (ERP) have
become de facto standard for any sized organizations
to run all their major functional and process
operations (Peslak, 2006). Common modules of
ERPs include accounting, sales and marketing,
logistics,  purchasing, manufacturing, human
resources, and inventory. Production planning in
terms of both service and non-service based products
are required to prepare the organization for its
customers.

Production and delivery of goods and services in
tourism and hospitality businesses is related mainly
to three issues: processes, technology and
distribution. There are many processes in these
businesses, e.g. customer relationship management
processes (Reinartz et al., 2004), and reservation
system processes (Sigala et al., 2001) to ensure that
whole system act in harmony to reach the desired
goals and objectives. On the other hand, various
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technologies are used in the organizations to make
the processes successful.

Technology can be referred in different meanings,
mainly as product, process and management
technologies. Groose (1996) defines these
technologies as follows; “Product technology is the
knowledge used to produce any product -
information ~ that  specifies the  product's
characteristics and uses. Process technology is the
knowledge used in production to organize the inputs
and operate the machinery - it relates to the process
by which a given product or service is produced.
Management technology is the knowledge used in
operating a business - the managerial skills that
enable a firm to compete by using its resources
effectively” (p.782). Kirk and Pine (1998) states that
systems (e.g., operating systems, communication
systems, management systems) can also be
considered as technology.

Distribution of goods and services is one of the main
tasks of any operation management system. Tourism
industry has been analyzed in a holistic manner
through distribution channel perspective by many
authors (Pearce and Schott, 2005; Middleton and
Clark, 2001; Mill and Morrison, 2002; Halloway,
1998; Laws, 1997). It is mainly related to the
delivery of products to customers. Nature of tourism
product is almost completely different than
manufactured one and fairly different than the
products of other service sector (e.g. banking,
insurance). Being a highly perishable product, for
instance, makes timely distribution a vital subject for
better performed business. Hospitality businesses are
required to develop integrated and comprehensive
distribution networks (Thyagaraju and
Venkateswarlu, 2014).

As for each system, operation management systems
in organizations produce outputs and defining the
outputs of operation management systems is
important to evaluate the operation properly.
Outputs of this system are mostly defined in
financial term, i.e. occupancy rates and revenue, but
social and environmental outcomes also need to be
reflected in the output scheme in addition to the
economic ones (Dwyer and Edwards, 2009).
Environmental management issues in the hospitality
industry has gained great attention by researchers
(Myung et al.,2012) and the factors that influence
the adoption of environmental measures in these
businesses have been searched in different studies

(Tzschentke et al., 2008; Font, 2002). On the other
hand, hospitality businesses among others serve to
community as well and they feel also responsibility
for social concerns.

The operation management system in tourism and
hospitality  establishments, from the above
discussion, should be designed according to the
unique characteristics of this industry. For instance,
in planning phase demand analysis and forecasting,
resource planning and scheduling with a production
plan are to be handled more carefully due to the
perishability nature of product and also seasonality
of the business. Producing the product, which is
mainly service, needs highly interconnected
processes using the right technology- i.e. that cares
environmental concerns or customer oriented.
Besides, the distribution channels should be
optimized in order to create more value for the
customers and the business as well.

Performance Measurement System

Performance Measurement System (PMS) functions
as a disseminator of strategic objectives and goals
throughout the organization that gathers related data
from operation management system and produces
performance evaluation reports. Although literature
of PMS witnessed an inconsiderable development
from 1920’s to 1980’s, plentiful of studies have been
conducted from the late of 80’s and early 90’s that
changed the way of measurement of performance in
organizations. Performance measurement models
and frameworks developed in this period are mainly
advising to be multi-dimensional (Cross and Lynch,
1988; Kaplan and Norton, 1996; EFQM, 1998),
stakeholder oriented (Neely and Adams, 2001) and
strategy focused (Kaplan and Norton, 2001).
Characteristics of PMS are discussed in the literature
widely which are summarized in Table 1. In 1980’s
and 1990’s, researchers mostly focused on the need
of using financial and non-financial performance
measures together, whereas 2000’s witnessed the
cause and effect relationships of performance
measures.

According to Gomes and Yasin (2007), performance
of hospitality businesses can be evaluated by two
approaches; specific measurement approach and
organization wide approach. Specific measurement
approach deals with a specific area, e.g. service
quality (Stank et al., 1999) or human resource
(Tsaur and Lin, 2004, Cho, et al.,2006) whereas
organization wide approach to measurement can
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include models like Balanced Scorecard (Harris and
Mongiello, 2001). The authors also indicate that
organization wide performance measurement should
be viewed as a complete organization system and
they should incorporate the relationship among
efficiency-specific  and  effectiveness-oriented
organization measures. Same authors underline the

necessity of having both specific and organization
wide performance system. Similar distinction was
made by Venkatraman and Ramanjam (1986) who
define performance areas as financial performance,
business performance and organization
effectiveness.

Table 1. Characteristics of Performance Measurement Systems (PMS)- Literature Review

Characteristics of PMS

Authors

Performance measures should be derived from
organization’s goals

Globerson (1985)

Measures should be derived from strategies

Maskel (1989), Lynch and Cross (1991), Grady
(1991), Kaplan and Norton (1996) Sink (1986)

Performance criteria should ensure the
comparability of organizations that are in the same
sector

Globerson (1985)

Financial and non-financial measures should be
used together

Kaplan and Norton (1996, 2001), McNair and
Mosconi (1987), Maskel (1989), Ghalayani and
Noble (1996)

Measures should be reviewed occasionally as
external and internal environmental conditions
change

Bhimani (1993), Maskel (1989), McMann and
Nanni (1994), Wisner and Fawcett (1991),
Ghalayani and Noble (1996)

Performance criteria should be under control of the
unit which is evaluated

Globerson (1985)

PMS should include a mechanism that reviews and
revises targets and standards

Ghalayani and Noble (1996), Bititci et al. (1997)

It should aim to test the strategic assumptions

Bourne et al. (2000)

It should relate to the reward system

Tsang et al. (1999), Kaplan and Norton (2001),
Ittner and Larcker (1998)

It should be designed not only for monitoring but
also for encouraging continuous improvement

Maskel (1989), Ghalayani and Noble (1996)

It should help to understand the cause and effects of
performance

Kaplan and Norton (2001), Epstein et al.(2000),
Luft and Shields (2002), Huff and Jenkins (2003)

It should include all processes of organization

Huff and Jenkins (2003)

Each of performance criteria and metric should be
clearly defined

Ghalayani and Noble (1996), Globerson (1985)

Measures should be simple and easy to use

Maskel (1989), Ghalayani and Noble (1996),
Santori and Anderson (1987)

Objective performance measures should be
preferred to subjective ones

Libby et al. (2004), Globerson (1985)

Measures should give feedback quickly

Maskel (1989)

Performance measures should reflect the needs and
wants of all stakeholders

Globerson (1985)

PMS should measure implementation success of
strategies

Kaplan and Norton (1996), Bourne et al. (2000)

Source: Author
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To make a proper evaluation one should take the
unique characteristics of tourism industry into
consideration, for instance, it cannot be stored for
future sale (Yilmaz and Bititci, 2006) and
production and consumption are inseparable (Baker
and Crompton, 2000) which require interacting with
customer through different channels (Foggia and
Lazzarotti, 2014) and having a carefully designed
marketing  structure  that  affect  strategic
management, operation management  and
performance measurement systems.

Relationships between SMS, OMS and PMS

Need for strategic performance management
frameworks for tourism and hospitality businesses

arises that links strategic management, operation
management and performance measurement to each
other. The links between operation management
system, strategic management and performance
measurement system has been in agenda of strategic
manufacturing literature especially for two decades
(Neely et al., 2005; Lima et al., 2009).

In Table 2, main features of the three systems take
place. Here it is seen that performance measurement
system acts as a facilitator between Strategic
Management and Operation management systems
through cascading long term objectives and goals
into short term operational level targets.

Table 2. Main features of the three systems

Strategic Management
System

Operation Management
System

Performance Measurement
System

e Future oriented; scenarios | e Short

on how future look like

term
planning & scheduling

oriented; | e Short and long term
performance criteria/measure

development

accomplished

e Big picture evaluation; | e Focused area evaluation; | e Strategic and  operational
detailed analysis of | process, job & task based performance evaluation
external and  internal

environment

e Strategic goals and | e Operational targets and | e Performance reports and
objectives to be | results feedback

Source: Author

Strategic Management System: Strategy is future-
oriented and may involve looking ‘beyond’ in a
visionary sense (Stokes, 2008) requiring a detailed
analysis of external and internal environment
(Poister, 2010). A tourism and hospitality business
should evaluate its external environment and internal
environment properly to provide the basis for its
strategic objectives, goals and the strategies as well.
External environment analysis consists of both
macro and micro environment, where macro
environment contains a range of influences on whole
industry and micro environment comprises the
industry in which the organization competes (Evans
et al., 2003). External environment affects directly
or indirectly to hospitality businesses. On the other
hand, hospitality businesses can have more control
on internal environment elements which are
basically human, financial, physical, and skills &
capabilities related. These operant resources have

direct impacts on core competences which are
treated as the main drivers in acquiring sustainable
competitive advantage (FitzPatrick et al., 2013).
After analyzing the external and internal
environment corporate, business and functional
strategies are defined together with its strategic
objectives and goals (Ulgen and Mirze, 2007).

Operation  management  system:  Operational
planning addresses how to efficiently schedule
material and labor. Issues that OM concentrates are
like: How many workers do we need? When do we
need them? When should we have material
delivered? Management decisions with respect to
operational management are narrow and short-term
by comparison (Chase and Aquilano, 1995).
Operation management system is mainly responsible
for planning demand analysis and forecasting
(Efendigil etal., 2009), resource planning and
scheduling, and production plan. Demand analysis is
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one of the main tasks of planning which will affect
resource planning, e.g. human resource and
equipment & material planning for hotels, aircraft
planning for an airline company. These are also
affected by external environment elements, e.g.,
market trends, and affect the formation of internal
elements.

There are processes, technology and distribution
systems at the production and delivery function of
operation  management  system.  Operation
management system deals with both planning and
execution of the plans which is highly dependent
upon human resources. Outputs of an operation
management system consist of customer, financial,
social and environmental related results. The inputs
of operation management system are strategies and
performance measures and targets alongside the
related external environment data.

Success of whole system is highly relevant to how
the hospitality company deploys its strategies
determined at the top management level into the
operational level. To ensure this, some initiatives
could be taken, such as making strategy known by

everyone in the organization (Kaplan and Norton,
2001) and building an attentive communication
system.

Performance Measurement System: Performance
evaluation  should include efficiency and
effectiveness measures which are regarded as main
determinants of performance of any organization.
Efficiency is mainly related to the operational
system, i.e. resource utilization, whereas
effectiveness is mainly about doing the right things,
i.e. increase in market share. Inputs of PMS come
from the strategic objectives and goals of Strategic
Management System (SMS) and performance data
from Operation Management System (OMS).
Outputs of PMS are; performance measures &
targets to be used by operation management system,
operational efficiency report for the OMS and
organizational effectiveness report for SMS.
Performance feedbacks to SMS and OMS behave as
check up for these systems for evaluating and taking
corrective actions.

These three systems can be analyzed with the aim of
system approach notions as in Table 3.

Table 3. The inputs, processes, outputs and key success factors of SMS, OMS and PMS

Systems Inputs Processes Outputs Key Success Factors
e Analyzing e Having timely and
Strategic * :En):;?;g?l & f-}xternal and . Strateg?es faccurate external and
Management environment data mte_rnal * Str_ateglc mtgr_n al data
System (SMS) « Performance enwronn_]ent objectives and o Ab|||ty_ to deploy _
feedback . Develo_plng goals strategies to operation
strategies level
e Strategies ¢ Planning services | e Goods and
Operation e Performance according to services_ o R_esou_rces (hum_an’
Management measures & forecasts * Economic, financial, material
System (OMS) targets o Pro_ductlon and som_al, and etc.) in ne_eded quality
e Performance delivery to environmental and quantity
feedback customers outcomes
o Strategic . . * Performance e Performance
Performance objectives & ¢ BUSI_nES-S,.UnIt measures and t
] measuremen
Measurement oals and individual targets £ K desianed
g . performance o Performance ramework designe
System (PMS) e Operational evaluation reports for accord_lng to the needs
performance data OMS and SMS of business

Source: Author

Operation management decisions at the strategic
level impact the company’s long term effectiveness
in terms of how it can address its customers’ needs.
Thus, for the firm to succeed, the decisions must be

in alignment with the corporate strategy (Chase and
Aquilano, 1995). On the other hand performance
measurement systems translate strategy into a
coherent set of performance measures (Chenhall,
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2005) and responsible for maintaining the alignment
and coordination (Melnyk etal., 2004). Three
systems work closely that each one producing
outputs to be used as inputs for another making the
relationships as a double loop cycle. For instance,
strategies and strategic objectives and goals which
are outputs of SMS regarded as inputs for OMS and
PMS respectively (Table 3). There are also key
success factors (KSF) for each system to be
successful. Timely and accurate external and internal
data (Karim, 2011) and ability to deploy strategies to
operation level (Kaplan and Norton, 2001) are KSFs
for SMS. Having the right amount of resources with
desired quality can be an important KSF for OMS
whereas designing the performance measurement
framework according to needs of business could be
key success factor for PMS.

3. A Strategic Performance Management
Framework for Tourism and Hospitality
Businesses

It is seen in Table 3 that there is a coherent
relationship between three systems in terms of input
— output exchange which can be recognized easier in
Figure 1.

Figure 1 shows how to integrate three systems into
one strategic performance management framework
especially for the establishments in tourism and
hospitality industry.

The framework could be built through following
eight steps:

Step 1. Configuring Strategic Management System
(SMS); doing strategic analysis and producing
strategic outputs — strategies, objectives and goals

Step 2. Configuring Operation Management System
(OMS); planning, production & delivery, and
operational outputs —customer, financial, social, and
environmental

Step 3. Establishing Performance Measurement
System (PMS); measurement  framework,
performance  evaluation, and  performance
measurement outputs- performance measures and
target, feedback reports

Step 4. Deploying the strategies from SMS to OMS

Step 5. Submitting the objectives and goals from
SMS to PMS

Step 6. Submitting the performance measures and
targets from PMS to OMS

Step 7. Transmitting the performance results from
OMS to PMS

Step 8. Giving performance feedback from PMS to
SMS and OMS

To better understand the framework it may be
helpful to apply these steps to a hypothetical case.
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Strategic Management System Operation management System
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External Environment Analysis Planning
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e Production Plan

Production & Delivery
Processes (i.e. reservation, food
production)
Technology (i.e. softwares,
room equipments)
Distribution (i.e.tour operators)

Internal Environment Analysis
e Human resource
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OUTPUTS
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Performance Measurement System

Performance
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o Stakeholder oriented
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Performance @
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Performance Evaluation
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Organizational Operational Efficiency
Effectiveness Performance Performance
Measures and Reports
Targets

Figure 1. A Strategic Performance Management Framework

100



Yilmaz / International Journal of Contemporary Tourism Research 2 (2018) 92— 110

METHOD

To illustrate how the framework could be used
properly, a hypothetical case study is developed.
Hypothetical cases (HC) and scenarios are used in
various studies. Karadeniz, Kandir and Onal (2009)
used this technique to appraise real estate and
calculate total value in lodging companies. Tran,
Nomura and Yabe (2015) developed hypothetical
ecotourism tours in a protected area of Vietnam in
their study and asked potential tourists whether they
are willing to join these hypothetical tours.
Hypothetical case study and scenarios have been
used in many other studies like destination branding
(Dioko and Siulan, 2012), return to work study (Aas
and Alexanderson, 2012). March, Sproull, and
Tamuz (1991) states that organizations use small
samples of specific historical events to construct
theories about events, and then simulate hypothetical
histories that can be treated as having interpretive
significance comparable to, or even greater than, the
history actually experienced.

Hypothetical case studies can (Low et.al., 2001,

p.13):

e Allow the exploration of and development of
worst-case scenarios;

o Research cases from original sources;

e Assess the impact on a wider
stakeholders;

e Consider the case in different cultural, political
and geographic contexts; and

¢ Allow exploration and development of alternative
courses of action (adaptation options).

Hypothetical Case Study Method (HCSM) could be
used when;

e A new conceptual model or framework
developed by the researcher which aims to
demonstrate the applicability of such model,

o Immediate real life application is no possible due
to some reasons, i.e. time or funding constraints,
it acts as a preliminary illustration of the model,

o The researcher wants to show the full potential of
such model or framework by eliminating the
possible barriers of real cases. For example, in
real cases, an organization may not give some
information because of its confidentiality.

How to apply HCSM

It is crucial to design a HC which is identical to real
life situation. For instance, if the author wants to see
how the model works in a non-profit organization,

range of

he or she should design HC which is having similar
characteristics of its counterpart in real life. Hence,
it is required for the author to get knowledge about
such organizations, e.g. their goals and objectives,
structure, strategies. Otherwise, HC could not reflect
the real life situation as it is desired to be.

Stages of HCSM;

1. Create the background of HC. The profile of case
is given here. To increase the validity of the
study, it is suggested to have comments from
professionals of related area whether the profile
could be regarded as one that reflects the real life
situation.

2. Apply the suggested model, framework or any
other conceptual structure to HC.

3. Discuss the implications of HC.

The data generated in this hypothetical hotel case is
based on general profile of the similar hotels in the
area, personal observations and talks with hotel
managers in the region.

Hypothetical Case Study: XYZ Hotel - An
upscale golf resort hotel

A golf hotel case is developed to show the
applicability of the suggested framework in this
study but it can be applied in other type of tourism
establishments, such as city hotels, travel agencies
and airlines as well.

A five star hotel situated along the coast of Belek,
Antalya where the most luxury resort hotels of
Turkey has 700 hotel rooms and suites, 10 villas, 3
super villas and 1 VIP villa. Hotel provides many
opportunities for dining, entertainment, spa &
wellness, and meetings to the upscale market. Hotel
with a 18 hole and 110 ha golf surface area is one of
the best golf hotel of this popular golf region.

Eight steps of suggested framework could be applied
to the hypothetical case study as follows.

Step 1. Configuring Strategic Management System
(SMS); doing strategic analysis and producing
strategic outputs — strategies, objectives and goals

External Environment; Recent political crisis with
main market affected demand negatively. On the
contrary, demand from gulf countries is on the rise.
Competition is getting intense with new opening
golf hotels in the area. Environmental concerns of
customers are increasing. Customers are also giving
high importance to see brand new technologies in
the hotel. Destination Management Organization
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starts a new campaign to boost the MICE (Meetings,
Incentive, Congress and Events) tourism of region.

Internal Environment; Key positions (managerial
and key staff) are highly qualified and training
programs are well established. Relationship with
most prestigious tourism faculty of the region is also
good. On the other hand, communication between
staff and managers is not properly established. Due
to the new hotel investment of the company,
financial situation is not so good but credibility of
the hotel is high. Hotel rooms need refurbishments
but general areas are in good condition.
Entertainment and golf facilities could be the best in
the region. High quality restaurants also attract vast
number of local people.

Strategic Objectives and Goals; It is aimed to
increase the demand from Gulf countries by 20%
each year and to maintain the reputation of being
best golf hotel in the region. Repeat guest ratio is
aimed to increase by 5% annually. Financial
performance (i.e., occupancy rate, revenue, profits)
is to be above competitors’ average each year. It is
intended to position the hotel as being the best
environment friendly golf hotel in the region.
Exceeding the guests’ expectations is also primary
goal of the hotel.

Strategies; In order to reach the objectives, new
marketing strategy will be prepared to attract high
income golf tourists from gulf countries. A World
Series golf tournament will be organized to bring
best golfers of the world. When refurnishing the
rooms, brand new technology will be equipped
concerning environmental friendliness. To increase
the revenue from MICE tourism, hotel decided to
invest in its meeting facilities including new big
meeting room and to build sound relations with the
congress and meeting organizers to host big volume
meetings.

Step 2. Configuring Operation Management System
(OMS); planning, production & delivery, and
operational outputs —customer, financial, social, and
environmental

With the deployment of strategies from SMS and the
performance targets received from PMS, OMS
configures the operations — i.e. planning, production
& delivery- accordingly and deliver the results such
as customer, financial, social, environmental etc. to
PMS. According to the feedback from the PMS and
the new strategies deployed by SMS, corrective
actions are taken to ensure that the operations are

done efficiently and conformed to the quality
standards.

OMS feeds from SMS and PMS. Hotel XYZ is not
good at deploying strategies throughout the
organization and so the performance measures and
targets. Therefore, there seems no integrated and
interconnected operation plans. For instance,
demand planning and forecasting, resource planning
and scheduling, and production plan which all
supposed to be handled accordingly with the
emphasis that business strategy is reflected. For
production plan, for example, menu planning should
have been done according to the tastes of new target
market (tourists from gulf countries). Employees
should also be recruited and trained according to the
needs of this market, i.e. knowledge of Arabic
language.

At the production and delivery phase of OM,
processes, needed technology, and distribution of
goods and services should be linked to the general
strategies, strategic objectives and goals. The
outputs of this system should serve the necessary
performance data to PMS for the accurate evaluation
of business performance of the hotel. Timing and
accuracy of producing the required data is vital to
determine the level of effectiveness and efficiency.

Step 3. Establishing Performance Measurement
System (PMS); measurement framework,
performance  evaluation, and  performance
measurement outputs- performance measures and
target, feedback reports

Performance measurement framework should aim to
be multi-dimensional, stakeholder oriented and
strategy focused. Main inputs of this system are
strategic objectives and goals. To achieve the
strategic  objectives, they are cascaded into
operational targets which are to be measured with
adequate measures. The organizational and
individual (or team) performance is evaluated and
feedback is given to SMS and OMS.

PMS plays active role as a catalyst between strategic
management and operation management Systems.
The strategies that the strategic management system
deploys to the operation management turn into
visible terms with the objectives and goals which are
translated as targets for each unit of the hotel
identified with the adequate performance measures
(Figure 2).
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System

Objectives & Goals

Management System

Performance Measures &

Performance Measurement
System

Targets

Figure 2. Role of Performance Measurement System (PMS)

Source: Author

It is almost agreed in the literature that the
performance measures should be strategy focused.
For our hypothetical Hotel XYZ, PMS is not well
designed to ensure to produce the performance
measures and targets that reflect the strategic
objectives and goals. It is recommended to include
such performance measures related to guest
satisfaction, number of contacts made with congress
organizers, volume of meetings organized, carbon
footprint of hotel, % of tourist from gulf countries,
marketing effectiveness ratio etc. to be monitored
under different but interrelated dimensions like
customer, financial, social and environmental which
are in parallel to the strategies and the strategic
objective & goals.

Only basic performance data is produced i.e.,
occupancy rate, profit ratio, liquidity ratios,
REVPAR etc. which are mainly on financial
performance. Hotel XYZ is not using any multi-
dimensional  performance  measurement  and
management models like Balanced Scorecard (BSC)
and Performance Prism. BSC, for example, has four
generic dimensions (financial, customer, internal,
learning & growth) which could be adapted to the
requirements of the hotel. It may be added an
environmental effects dimension to make sure that
hotel remains environment friendly.

Various stakeholders’ (employees, suppliers, travel
organization partners etc.) point of view could also
be reflected in the PMS. Performance Prism, for
instance, is one model that contains both stakeholder
satisfaction and stakeholder contribution.

In performance evaluation, the system collects the
required data from each unit and after having
analyzed the data, performance reports are produced.
These reports serve as feedback mechanisms for

SMS and OMS. Measuring the effectiveness of the
hotel means that it answers the basic question of “Is
the hotel doing the right things?”. On the other hand
it also serves to OMS as searching the answer of
efficiency performance by the basic question of “Is
the hotel doing the things right?”.

Step 4. Deploying the strategies from SMS to OMS

Using the appropriate systems to spread the
strategies throughout the hotel in order to ensure that
everybody knows what to accomplish is vital for
success. Deployment of strategies is to be relevant
and correct with respect to the impact and influence
of individual business areas (i.e. processes, functions
and distribution) (Bititci et.al.,1997). Hotel XYZ is
suffering to deploy the objectives and strategies to
some functions. For example, to increase the
demand from gulf countries is not deployed to
human resource department and they did not
consider this when recruiting staff.

Although the deployment of strategy to stay
competitive as a golf hotel is well deployed to
almost all levels in the hotel, no evidence is seen for
the deployment of strategy to increase meeting and
incentive business. Other strategies are partially
deployed in some function, i.e. marketing and
finance but not deployed to any other functions.

Step 5. Submitting the objectives and goals from
SMS to PMS

Main inputs of PMS are strategic objectives and
goals. To achieve the strategic objectives, they are
cascaded into operational targets at PMS which are
then expressed with adequate measures. Strategic
management system produced strategic objectives
and goals. The management team of Hotel X
determines strategic objectives and goals after
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analyzing external and internal environments and
these are submitted to PMS where they are stored
manually or, as it is substantially preferred,
electronically with suitable software designed to see
the strategic objectives, targets and their
accomplishments. It is of high importance to submit
the objectives and goals accurately and timely
because at PMS these will be transformed into
measurable targets for operation system otherwise
consistency between objectives and targets could not
be achieved.

Strategic objectives and targets are; to increase the
demand from Gulf countries by 20% each year, to
maintain the reputation of being best golf hotel in
the region, to increase repeat guest ratio 5%
annually, to increase the occupancy rate, revenue
and profits 5% which are to be at least more than the
main competitors’ averages each year, to become
best environment friendly golf hotel in the region,
and to exceed the guests’ expectations. These goals
and objectives should be converted into the
operational targets and measures.

Step 6. Submitting the performance measures and
targets from PMS to OMS

It is almost agreed in the literature that the
performance measures should be strategy focused.
For our hypothetical Hotel XYZ, PMS is not well
designed to ensure that the performance measures
and targets reflect the strategic objectives and goals.
Only basic performance data is produced i.e.,
occupancy rate, profit ratio, liquidity ratios,
REVPAR etc. which are mainly on financial
performance. Other measures should be developed
to reflect strategies and strategic goals & objectives
such as measures related to guest satisfaction,
number of contacts made with congress organizers,
volume of meetings organized, carbon footprint of
hotel, % of tourist from gulf countries, marketing
effectiveness ratio etc. to be monitored under
different but interrelated dimensions like customer,
financial, social and environmental which are in
parallel to the strategies and the strategic objective
& goals. These measures are augmented at various
levels of operations. For instance, to become more
environment friendly hotel and to decrease the
carbon footprint of hotel, housekeeping department
can produce measure like detergent use or water
consumption while food & beverage department
monitors the food waste. The main goals and
objectives are to be converted into daily operational

targets with adequate  measures;  otherwise
organizational performance of hotel could not be
evaluated accurately.

Obijectives and goals are transformed as targets for
each part of the operation system and these are
delivered to OMS. For instance, the objective of
20% increase from gulf countries and 5% increase of
repeat guests will be the main targets for marketing
department whereas to maintain the reputation of
being best golf hotel in the region, various targets
are assigned to each department/function with
suitable measures, i.e. golf customers satisfaction
rate related to different departments, image score
target for public relation department. It is critical to
make analysis about the contributions of different
functions on the overall success of specific
objective. By doing so, the role and contribution of
every task, function or process for attaining the
strategic objective will be clarified. It is also
important for the employees to know what it is
expected from them and their role for whole
organization.

Step 7. Transmitting the performance results from
OMS to PMS

The outputs of this system should serve the
necessary performance data to PMS for the rigorous
evaluation of hotel’s overall performance. Timing
and accuracy of producing the required data is vital
to determine the level of effectiveness and
efficiency. The number of measures is increased
through the hierarchy of the hotel. Each and every
function of all departments of hotel introduces
measures or metrics to serve the strategic goals and
objectives. The performance results of each measure
are collected and transmitted to PMS. Hence, Hotel
XYZ should have a data transmission system to
ensure that each data is gathered and transmitted
from OMS to PMS in determined way and in time.

Step 8. Giving performance feedback from PMS to
SMS and OMS

The results of the measures are piled up logically
and the final reports are produced at this step. The
feedback is given to both SMS and OMS whether
the organizational performance, in terms of
effectiveness and efficiency, is in line with the
strategic and operational objectives and goals.
Necessary corrective actions are taken according to
the feedbacks given by PMS which makes the
framework as a closed loop system.
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DISCUSSION

In this paper, a conceptual framework was offered
and tested with a hypothetical hotel case to help
hospitality businesses become more efficient and
effective in their operations. Relationships between
strategic management, operation management, and
performance management were handled with the aid
of system approach. Achieving congruence between
these three systems plays significant role in gaining
and sustaining competitive advantage. Tourism
businesses take place in a rapid changing and
dynamic competition environment where the barriers
of entry to the industry are relatively low, the
proportion of SMEs is high, and the structural
characteristics are unique. Thus, it requires
managerial tools designed for meeting the special
needs of tourism industry in general and its sub
sectors in specific.

Strategic Performance Management Framework
(SPMF) suggested in this paper is supposed to make
a substantial contribution to fill the gap observed in
the literature namely, limited number of frameworks
developed that will serve to understand complex
relationships in simple forms. Although there are
studies related to each three main systems separately
like strategy implementation (Hwang and
Lockwood, 2006), impacts of strategies on
performance (Segev, 1987; Xiao et al., 2012 ),
operation management (Essawy, 2016) or
performance measurement (Huang etal., 2007;
Phillips, 1999) in hospitality and tourism literature,
these studies are narrow in their nature and do not
give insight how to relate strategic management,
operation management and performance
measurement to each other as done in this study.
Suggested SPMF also makes a contribution to the
mainstream literature of general management which
said to be a weakness of tourism and hospitality
literature by Okumus (2002). Harrington and
Ottenbacher (2011) state that hospitality researchers
tend to focus on more tactical issues whereas
researchers of general strategic management focus
on more theoretical notions. This study, having a
theoretical notion, attempts to make a contribution to
hospitality literature by this term as well.

Researchers could use this framework as a template
for further studies. These studies can test the
usefulness of the framework especially with case
study methods to be applied in different sectors of
tourism, i.e. hotel, travel and transportation sectors

which will give more insights about applicability of
the framework. Main systems (SMS, OMS, PMS)
and their sub-systems (marketing, human resource,
performance evaluation etc.) could be studied
together or in part. Strategic management
characteristics, its effect on operation management,
performance measurement system design for
hospitality businesses, features of PMS for
hospitality businesses and their relation to SMS and
OMS are urgent subjects of areas that should be
studied on. Besides, studies on sub-systems of these
main systems also can add valuable contribution to
the literature such as, research on relationships
between customer relationship  system and
competitive strategy, and performance evaluation
techniques; efficiency of central reservation system
in marketing, its role on business strategy, and its
contribution to performance.

Although there are some advantages of using
hypothetical case, e.g., making it easy to understand
the suggested framework, it could be regarded as
one limitation of the study. Real life case studies are
needed to answer such questions: How are strategies
developed and deployed to operational level? What
are the obstacles of hospitality businesses while
implementing the strategies? What would be the
characteristics of performance measurement systems
for different type of establishments in tourism
industry? How can an effective strategic
performance management system be built and
sustained in practice?
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