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Avrupa Birligi Ulkelerine Ait Olan Havayolu Isletmelerinin Web Sitelerinin
Degerlendirilmesine Yonelik Bir Arastirma

Gamze ERYILMAZ! () Elif SOYLEMEZ2

Ozet

Bu calismanin amaci, Avrupa Birligi iilkelerine ait tarifeli ucus yapan havayolu isletmelerinin web sitesi
iceriklerini, belirli niteliklere gore incelemektir. Bu sayede belirlenen isletme web sitelerinin ziyaretcilerine
siklikla hangi 6zellikler baglaminda dijital pazarlama hizmeti sunduklarina yonelik bir durum degerlendirmesi
yapmak istenmistir. Ayn1 zamanda ¢aligmanin gergeklestirildigi siirecin Covid-19 salgin1 donemine denk gelmesi
sebebiyle, web sitelerindeki Covid-19 ile ilgili miisterilere saglanan bilgi ve detaylar da ayr1 bir nitelik olarak
degerlendirilmek istenmistir. Ilgili arastirmay1 yapabilmek icin 26 Avrupa iilkesine ait, tarifeli ugus yapan 88
havayolu sirketi belirlenmistir. Belirlenen havayolu isletmelerinin web siteleri ayr1 ayr kategoriler cergevesinde
(7 kategori) icerik bakimindan analiz edilerek arastirma amaci karsilanmak istenmistir. Web sitesi iceriklerinin
analizi sonucunda havayolu isletmelerinin biiyiik bir kisminin dijital pazarlama olanaklarina web sitelerinde aktif
olarak yer verdigi tespit edilmistir. Ozellikle de, “pazarlama ve tutundurma” ve “gizlilik ve giivenlik”
kategorilerini olusturan 6zelliklerin 6n plana ¢iktig1 goriilmiistiir. Diger taraftan her bir kategoride kullanicilar
icin 6nemli olan bir ¢ok 6zellige havayolu isletmelerince yogun oranda yer verildigi goriilmustiir.

Anahtar Kelimeler: Havayolu isletmeleri, Web sitesi, Dijital pazarlama.

JEL Kodu/Code: L83, L30

A Research on the Evaluation of Websites of Airlines Belong to the European Union Countries
Abstract

The aim of this study is to examine the web site contents of the airlines operating scheduled flights to the European
Union countries, according to certain qualifications. In this way, it was desired to make a situational assessment
of the features in which the specified business websites often offer digital marketing services to their visitors. At
the same time, due to the fact that the process in which the study was carried out coincided with the period of the
Covid-19 epidemic, the information and details provided to customers on the websites regarding Covid-19 were
also desired to be considered as a separate qualification. In order to carry out the relevant research, 88 airline
companies belonging to 26 European countries and operating scheduled flights were determined. The purpose of
the research was aimed to be met by analyzing the websites of the selected airline companies in terms of content
within the framework of separate categories (7 categories). As a result of the analysis of the website contents, it
was determined that most of the airline companies actively use digital marketing opportunities on their websites.
In particular, it was seen that the features that make up the categories of "marketing and promotion" and
"confidentiality and security” came to the fore. On the other hand, it was observed that many features that are
important for users in each category are heavily covered by airline operators.

Key Words: Airlines, Website, Digital marketing.
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1. GIRIS

Internet ve bilgi teknolojilerinde yasanan hizli gelismeler sonucunda tiiketici kitlesinin bu teknolojileri
yiikksek diizeyde kullanmasi ile, hedef Kitlelerin talep ve beklentilerinde olduk¢a fazla degisimler
yasanmaktadir (Giires, Arslan & Yalgin, 2013: 173). Internetin gelismesiyle birlikte degisen tiiketici
taleplerini karsilamak i¢in havayolu isletmeleri dijital pazarlama alaninda web sitelerini etkin bir sekilde
kullanan faaliyet alanlarindan biri olarak kendini géstermektedir. Bu isletmeler, dijital teknolojileri etkin
bir bigimde kullanarak rekabet ortaminda ayakta kalmaya ¢alismaktadir. Bu amagla havayolu isletmeleri
web sitelerinde yeni 6zellikler ve farkli hizmetler sunarak rekabet ortaminda, diger havayollarindan
iistiin bir konuma gelmeye ¢alismaktadir. Web sitesi, web iizerinde yer alan metin, goriintii veya ses
iceren her tiirlii belge olarak tanimlanmaktadir. Web sitesinin teknolojik yenilikler dogrultusunda siirekli
gelistirilmesi ve giincel gorsel kosullar1 tagimasi gerekliligi e-ticaretin dezavantaji olmakla birlikte 6nem
verilmesi gereken 6zelliklerinden biridir (Marangoz, Yesildag & Saltik, 2012: 60-58). Havayollarina ait
web sitelerinin 6zellikle bu niteliklere sahip olmasi olduk¢a 6nemlidir. Ciinkii potansiyel miisteri ve
havayolu arasindaki birincil temas noktasi olmasi nedeni ile; web siteleri, havayolu isletmesi ilgili
tiiketici algisinin sitenin kalitesinden etkilenmesi bakimindan 6nemli bir belirleyici olabilmektedir
(Powell, 2011: 2). Bireyler teknolojinin ve internetin sagladig1 kolayliklardan yararlanarak ¢ogu alanda
islerini internet araciligla yriitiir hale gelmistir. 30 Aralik 2020 tarihi itibariyle tiim Diinya’da internet
kullanict sayist 4.6 milyar iken, Avrupa Birligi’'nde internet kullanicisi sayist 397 milyon olarak
belirlenmistir (Internet World Stats, 2020). Gelisen teknolojiyle birlikte insanlarin da ihtiyaglar
farklilagmaktadir. Farklilasan bu ihtiyaglar bazi beklentileri de beraberinde getirmektedir. Marangoz,
Yesildag & Saltik (2012: 63)’1n yapmis oldugu calismadan hareketle, ¢cevrimigi tiiketicilerin isletmelere
ait web sitelerine yonelik bazi beklentilerinin oldugu belirlenmistir. Bu beklentiler; dogruluk,
giivenilirlik, etkilesim, yanitlayabilme, kullaniglilik, verimlilik, deneyim ve giincellik seklinde
siralanabilmektedir. Bu beklentiler kapsaminda bakildiginda havayolu isletmelerinin web sitelerinde
pazarlama ve tutundurma alaninda bir¢ok yeni oOzelliklerle, hedef miisteri kitlesinin ihtiyacini
karsilamaya ¢alistig1 sOylenebilir. Literatiirdeki ¢aligmalar incelendiginde, havayolu isletmelerinin web
sitelerine odaklanarak gergeklestirilen birgok ¢alisma oldugu (Apotolou & Economides, 2008; Jati,
Economides & Apostolou, 2009; Hidalgo ve digerleri, 2007; Giires ve digerleri, 2013; Vatansever ve
Akgiil, 2018; ince & Aslan, 2020) goriilmiistiir. Ancak bu kapsam ¢ergevesinde Avrupa Birligi iilkeleri
bazinda hizmet veren havayollarinin web sitesi 6zelliklerini igerik bakimindan degerlendiren herhangi
bir ¢caligma olmadig1 belirlenmistir. Glinlimiiz teknolojisinin sundugu olanaklarin neredeyse sinirsiz hale
geldigi ve buna bagli olarak her tiirlii islemin web siteleri lizerinden ytirtitiildiigii bir siirecte, web sitesi
icerik Ozelliklerinin incelenmesi; gelinen durumu yansitmasi ve isletmelerin kendilerini daha da
iyilestirebilmesine yonelik yol gdsterici olmasi adina bir bakima énem tasimaktadir. Onemli goriilen bu
ongorii, bu ¢alismanin yapilis amacinin belirleyicisi olmaktadir. Bu ¢alismanin amaci, Avrupa Birligi
iilkelerine ait tarifeli ugus yapan havayolu isletmelerinin web sitesi igeriklerini, belirli niteliklere gore
incelemektir. Bu sayede belirlenen isletme web sitelerinin (88 havayolu isletmesi) ziyaretgilerine siklikla
hangi 6zellikler baglaminda dijital pazarlama hizmeti sunduklarina yonelik bir durum degerlendirmesi
yapmak istenmistir. Ayni zamanda ¢alismanin gergeklestirildigi siirecin COVID-19 salgin1 donemine
denk gelmesi sebebiyle, web sitelerindeki COVID-19 ile ilgili miisterilere saglanan bilgi ve detaylar da
ayr1 bir nitelik olarak degerlendirilmek istenmistir. Arastirma sonucunda elde edilen bulgularin,
havayolu isletmelerinin kendi web sitelerini tekrar gozden gecirerek eksikliklerini gérebilecekleri ve bu
eksikleri giderebilecekleri diisiiniilmektedir. Hatta bu sayede isletmelerin daha etkin ve aktif hizmet
sunabilmeleri acisindan elde edilen bulgularin yol gosterici olabilecegi diisiiniilmektedir. Ayni zamanda
calismanin web sitelerini giincel olarak inceleyerek bir durum degerlendirmesi yapmasi, ileride
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yapilacak caligmalara kiyaslama olanagi sunacaktir. Bu bakis agisindan hareketle ¢aligmanin alanyazina
katki saglayacag diisiiniilmektedir.

2. KAVRAMSAL CERCEVE VE LITERATUR

Calismanin bu kisminda web sitesi kullaniminin havayolu isletmeleri i¢in bir pazarlama araci olarak
degerlendirilmesi hakkinda kavramsal bir geri plan olusturulmustur. Takibinde ise havayolu
isletmelerini web sitesi baglaminda inceleyen calismalara yer verilmistir.

2.1. Pazarlama Araci1 Olarak Web Siteleri

Pazarlama, uzun yillar boyunca sadece yeni miisteriler kazanma cabasiyla karakterize edilirken,
giinimiizde, 6zellikle mevcut miisteri iliskilerinin karliligini artirarak ve baglilik siiresini uzatarak
kurumsal basarinin iyilestirilebilecegi bulgusuna dayanmaktadir (Bauer vd., 2002: 155). Yaygin olarak
kullanildig1 bir siiregte dijital pazarlama, geleneksel olarak bilinen medyadan farkli yontemler
kullanmakta ve bu yoOntemler araciligi ile markanin ve isletmenin tamitimini yapmaktadir. Bu
ozelliginden hareketle dijital pazarlama, biitiin pazarlama ve tutundurma faaliyetlerine desteklemek
amaci ile internet, mobil ve interaktif platformlar iizerinden yapilan pazarlama faaliyetleri olarak
tanimlanmaktadir. Pazarlama araci olarak internet, ucuz olmasi nedeniyle genis Kkitlelere
ulagilabilirliginin de yiiksek olmasi sonucu pazarlama stratejilerinin kullaniminda 6nemli bir yere
sahiptir (Alan, Kabaday1 & FErigke, 2018: 494). Sosyal ag siteleri, kullaniciy1 esas alan isbirlik¢i bir
yapiya sahip olmasi nedeniyle yeni bir pazarlama iletisim kanali ve ¢esitli pazar ortami olusturmaktadir
(Akar, 2010: 108). Bir pazarlama iletisim arac1 olarak web ortamu ise, i¢cerik bakimindan zengin dogasi
sayesinde tliketici pazarlarina ve bu sayede endiistriyel pazarlara etkin bir sekilde hizmet sunmaktadir.
Pazarlama iletisimi karmasinin (reklam, satis promosyonu, halkla iligkiler, kisisel satis ve direkt
pazarlama) sundugu firsatlar acisindan web ortami i¢in oldukga giiclii ve essiz etkinlik sunan nitelikte
bir platform yarattigi bilinmektedir (Basfirinci, 2008: 54-55). Web siteleri, hizla biiyliyen e-ticaret
olgusunun kritik bir bilesenini olusturmakla birlikte biitlinlesik pazarlama karmasinda da olduk¢a 6nemli
bir noktada bulunmaktadir (Loiacono vd., 2002: 4). Bu kapsamda web siteleri, erisim kolaylig1 ve diger
medya araglarina goére ucuz olusu nedeniyle kiiresel ulasilabilirliginin yiiksek olmasinin yani sira
karsilikl1 etkilesim saglama imkéan1 vermesiyle yeni bir medya bi¢imi olarak tanimlanmaktadir (Berthon
vd., 1996: 53). Bir web sitesi, pazarlama iletisimi karmasini olusturan biitiin unsurlarla iligkilidir.
Literatiirde tutundurma veya pazarlama iletisimi araglari, kisisel satis, reklam, halkla iliskiler, dogrudan
pazarlama ve satis gelistirme olarak siralandig1 goriilmektedir. Web ortaminda pazarlama iletisimini ise
agirhikli olarak reklam, halkla iligkiler, dogrudan pazarlama ve satig gelistirme faaliyetleri
olusturmaktadir (Duygun & Alnipak, 2017: 411). Pazarlama stratejisinin etkinliginin arttirilabilmesi i¢in
baglamsal temelde hazirlanan web sitelerinin tasarlanmasinda bazi genel 6zelliklere (web sitesinin dogru
bicimde algilanmasi, kolay ve hizli erisim, bilgilerin giincelligi ve yeterliligi, kisisellestirilebilme
ozelligi, giivenilirlik, performans, ihtiya¢ duyulan yerde ve zamanda istenilen bilgilerin hedeflenen
misteri kitlesine ulasilabilir olmasi) dikkat edilmesi gerekmektedir (Kilig ve Erdogan, 2016: 464).
Havayolu isletmelerinin yeni pazarlara ulagmasi ve miisteri memnuniyeti saglamasi, dagitim
kanallarmin maliyetini diislirmesinin yani sira cevrimi¢i bilet satin alma konusunda sagladigi
kolayliklarla da gerceklestirilmektedir (Hanke & Teo, 2003). Internet tabanli biletlemenin
kullanilmastyla birlikte, havayolu isletmelerinin ig¢ilik maliyetlerini azaltigir bilinmektedir. Belirli
durumlarda ise kar marjlarin1 arttirmak i¢in komisyonlari tamamen ortadan kaldirmak adina 6nemli
getirileri de olmaktadir (Wei & Ozok, 2005: 1262). Baz1 havayolu isletmeleri ise biletlerini web siteleri
iizerinden ¢evrimigi satin alan miisterilere ek indirimler ve promosyonlar sunabilmektedir (Hanke &
Teo, 2003). Bu tiir olanaklar, web sitelerinin bir pazarlama araci olarak isletme ve miisteri agisindan ne
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tiir firsat ve kolayliklar1 da beraberinde getirdigine yonelik gostergelerden bazilaridir. Isilar (2021)’e
gore havayolu endiistrisinde dijital pazarlama uygulamalar1 kapsaminda yer alan web siteleri; reklamlar,
etkilesimli paylasimlar ve eglenceli igerikler, ¢evrimici bloglar ve e-postalarin yardimiyla hazirlanan
kampanyalar sayesinde bircok miisteriye ulasip etkin hizmet sunmaktadir. E-ticaretin rekabet ortamina
dayali diinyasinda, isletmelerin pazarlama stratejileri ¢ergevesinde bir web sitesinden bilgi saglamak
yeterli olmayabilir (Akar, 2010: 117). Bu baglamda isletmeler aras1 rekabet avantaji saglamak igin
inovasyon ve iriin ¢esitlendirmesi, isletmeler agisindan olduk¢a 6nemli hale gelmektedir (Wei & Ozok,
2005: 1262). Isletmeler, web sitelerini olustururken potansiyel miisterilerin istek ve beklentileri
dogrultusunda hareket etmelidir (Palmer & Griffith, 1998: 46). Bu nedenle de isletmeler, tiiketicilerin
web sitelerinde ne yaptiklariyla daha yakindan ilgilenebilmektedirler (Akar, 2010: 117). Miisteri
beklenti ve ilgilerine bagli olarak havayolu web sitesi nitelikleri; katma degerli hizmet, hedeflenen
bilgiler, gelismis rezervasyon secenekleri, temel goriiniim, giiven ve etkilesim, ucus segenekleri ve sik
ugan yolcu programlari gibi faktorlere gore diizenlenmektedirler (Apotolou & Economides, 2008: 611).
Bununla beraber isletmeler web sitelerinde ¢esitli pazarlama ve tutundurma hizmetlerinde de siirekli
yenileme ve gelistirmeye gitmektedir. Web sitesinin tasarimi havayolunun tiiketici goziindeki degerini
arttirmakta ve miisterilere sunulan bu hizmetler (online bilet hizmetleri, promosyonlar), miisteri
baghligim ve memnuniyetini olumlu yonde etkilemektedir (Inan ve Dogan 2006: 193). Bu durum
havayolu web sitelerinde internet anlayisinin yani sira, miisteri memnuniyetinin de olduk¢a 6nem
tasidigini gostermektedir (Apotolou & Economides, 2008: 611). Shchiglik ve Barnes (2004)’in, Yeni
Zelanda'da faaliyet gosteren ii¢ havayolu isletmesinin web sitesi kalitesini degerlendirdigi ¢aligmada,
dort boyuttan (saha kalitesi, bilgi kalitesi, etkilesim kalitesi ve havayoluna 6zel kalite) olusan algilanan
havayolu web sitesi kalite araci gelistirilmis ve bu kapsamda inceleme yapilmistir. Arastirma
sonuglarina gore en iyi e-hizmet performansi sunan havayolunun Air New Zealand havayollar1 oldugu
goriilmiistiir. Kettinger ve Hackbarth (2004)’in, yapmis olduklar1 c¢aligmalarinda bir seyahat
rezervasyonu i¢in g¢evrimi¢i portallarin artan 6nemi ve havayolu isletmelerinin farklilik gosteren
“faaliyetlerini degistirme yeteneklerini”, miisterilerin bu siteler hakkindaki algilariyla giiglii bir sekilde
gosterilebilecegi lizerinde durmuglardir. Xie ve Barnes (2008) 1999'dan 2005'e kadar olan donemde
Ingiltere’de faaliyet gosteren dort havayolunun web sitesi kalitesinin gelisimini belirlemek amaciyla,
web kalitesinin bes boyutuna (kullanim kolayligi, web sitesi tasarimi, hizmet kalitesi, bilgi kalitesi ve
eglence) odaklanarak bir ¢alisma yliriitmiislerdir. Bu calisma bulgularina gore, degerlendirme siireci
kapsaminda havayolu igletmelerinin web sitesi kalitesini farkli boyutlarda sekillendirdigi (her bir
havayolu isletmesinin hizmet kalitesi, kullanim kolaylig1 veya bilgi kalitesi gibi sadece tek bir 6zellige
agirlik vermesi gibi) sonucuna varimistir. Arastirmanin bir diger bulgusuna gore ise, havayolu
isletmelerinin kendilerine has 6zellikler kapsaminda tasarlanan web sitesi ile belirli avantajlara sahip
olduklar belirlenmistir. Bai ve Wen (2008) web sitesi kalitesinin, tiiketici memnuniyeti ve satin alma
niyetleri lizerindeki etkisini arastirmigtir. Arastirma sonucunda, web sitesi kalitesinin miisteri
memnuniyeti lizerinde dogrudan ve olumlu bir etkisinin oldugu belirlenmistir. Buna ek olarak, miisteri
memnuniyetinin de satin alma niyetleri {izerinde dogrudan ve olumlu bir etkisinin oldugu bulgulanmustir.
Sam ve Tahir (2009)’in alt1 web sitesi kalite faktoriiniin (kullanim kolayligi, web tasarimu, bilgi kalitesi,
giiven, algilanan risk ve empati) yolcularin internet {izerinden ¢evrimici ugak bileti satin alma niyeti
tizerindeki etkisini aragtirdiklar1 arastirmanin sonucuna gore, web sitesi kalite faktorlerinin satin alma
niyetine dogrudan bir etkisinin oldugu belirtilmektedir. Buna ek olarak bulgular neticesinde, empati ve
giiven boyutlarinin, ¢evrimigi satin alma niyetini tahmin etme asamasinda en etkili faktorler olarak
kendini gosterdigi belirlenmistir. Sanchez-Franco ve Rondan-Cataluna (2010) ¢alismalarinda satin alma
katiliminin ve tasarim degiskenlerinin, Ozellikle sanal seyahat topluluklar1 {izerindeki g¢evrimigi
hizmetlerin etkili bir sekilde kabul edilmesine yonelik iligkiyi incelemistir. Bu arastirma sonucuna gore
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ise tasarim degiskenlerinin, memnuniyet ve giivenin, kullanicilar iizerinde yliksek derecede miisteri
sadakati olusturdugu belirtilmistir. Powell (2011)’mn yaptig1 arastirmanin bulgularina gore, miisteri
memnuniyetini ve tekrarlanan satin alma eyleminin sikligin1 etkileyen birkag 6nemli faktor
belirlenmistir. Kontrol edilebilir 6geler olarak belirlenen bu faktorler, renk semalarini, yazi tipi se¢imini,
ekran diizenini, gezinme ve giris sistemlerini icermektedir. Bir diger yar1 kontrol edilebilir bir faktor ise,
algilanan giivenlik olarak belirlenmistir. E-ticaret havayolu sitelerinde kullanilan kontrol edilebilir
ozellikler, yar1 kontrol edilebilir 6zelliklere gore daha dogrudan ve giiclii bir sekilde tiiketici se¢imini
etkilemektedir. Yapilan arastirmanin bir diger bulgusuna gore ise, havayolu isletmeleri web sitelerinin
basitlestirilmesi, reklamlarin smirlandirilmast ve kullanilabilirligin - ve kullanim kolayliginin
iyilestirilmesi gerektigi lizerinde durulmustur. Ayrica web sayfasi tasariminin pazarlama departmant
tarafindan kontrol edilmesi gerektigi one siirlilmiistiir. Tsai vd. (2011) tarafindan Tayvan'da faaliyet
gosteren bes havayolu isletmesinin, "pazarlama karmasi ve web sitesi kalitesi" agisindan web sitesini
etkin kullanip kullanmadiklarin1 belirlemek icin bir arastirma yapilmistir. Arastirma sonucunda,
Tayvan’a ait havayolu isletmelerinin web tabanli pazarlama potansiyelinden tam olarak yararlanamadigi
belirlenmistir. Bununla birlikte arastirma sonucunun Tayvan’daki havayollarinin ideal bir web tabanh
pazarlamaya ulagmak icin ¢esitli yonetimsel eylemler dnerdigi goriilmektedir. Giires ve digerleri (2013)
tarafindan yapilan Tiirk havayollarinin web sitesi degerlendirmesine yonelik calisma kapsaminda 9
havayolu incelenmis olup, yapilan inceleme sonucunda 5’inin web sitesini orta diizeyde, 4 havayolu
isletmesinin ise etkin bir sekilde kullandig1 tespit edilmistir. Bakir (2017) havayolu isletmelerinde e-
hizmet kalitesinin degerlendirilmesine yonelik yaptigi c¢alismada e-hizmet kalitesinin, havayolu
isletmelerinin basaris1 i¢in belirleyici olan miisteri memnuniyetini ve sadakatini pozitif yonde
etkiledigini belirtmistir. Calisma sonucunda, e-hizmet kalitesi tizerinde etkili olan en 6nemli unsurun
giivenilirlik oldugu sonucuna ulasmigtir. Bakir ve Atalik (2019)’mn havayolu isletmelerinde e-hizmet
kalitesi boyutlarinin énem diizeylerinin belirlenmesine yonelik yaptigi ¢calisma sonucunda, en 6nemli
ana kriterin hizmet kalitesi oldugunu ve alt kriterlerinin ise giivenilirlik ve anlasilabilirlik unsurlarindan
olustugunu belirtmistir. Buna ek olarak kisisellestirme kriterinin, 6nem diizeyi bakimindan en diisiik
unsur oldugu belirlenmistir. Duygun ve Alnipak (2017) tarafindan yapilan web sitelerinin pazarlama
araci olarak (igerik analizi ile) degerlendirilmesine yonelik arastirma sonucunda, firma web sitelerinin,
reklam agisindan orta diizeyde, halkla iligkiler ve dogrudan pazarlama agilarindan diisiik diizeyde etkin,
satis gelistirme acisindan ise etkisiz diizeyde kullanildig1 tespit edilmistir. Isilar (2021) tarafindan
yapilan havayolu endiistrisinde dijital pazarlama uygulamalarinin degerlendirilmesine yonelik ¢aligma
sonucunda, dijital teknolojilerin havacilik sektoriinde etkin bir sekilde kullaniminin pazarlama agisindan
oldukga etkili bir fayda sagladig: belirtilmistir. Arastirmada, miisterilerin havayolu sektorii kapsaminda
dijital teknolojilerin sundugu olanaklari (online bilet satin alma, bagaj teslimi, online check-in, otel
rezervasyonu, ara¢ kiralama) oldukga aktif bir sekilde kullanmakta oldugu belirtilmistir. Ayrica bazi
havayollariin kullandiklari dijital pazarlama stratejilerinde (e-posta pazarlamasi, mobil pazarlama, web
sitesi pazarlamasi, arama motoru optimizasyonu, etkileyici pazarlamasi, oyunlastirma teknigi, sosyal
medya pazarlamasi) farkliliklar oldugu sonucuna ulagilmistir.

3. YONTEM

Bu calismada Avrupa Birligi iilkelerine ait tarifeli ugus yapan havayolu isletmelerine ait web sitesi
iceriklerinin belirli niteliklere gore incelenmesi amaglanmistir. Bu sayede isletme web sitelerinin
ziyaretcilerine siklikla hangi 6zellikler baglaminda dijital pazarlama hizmeti sunduklarina yonelik bir
durum degerlendirmesi yapmak istenmistir. Ayni zamanda calismanin gerceklestirildigi siirecin
COVID-19 salgin1 donemine denk gelmesi sebebiyle, web sitelerindeki COVID-19 ile ilgili miisterilere
saglanan bilgi ve detaylarda, ayr bir nitelik olarak degerlendirilmek istenmistir. 2021 yil1 itibariyle
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Avrupa Birligine tiye 27 (Avusturya, Belgika, Bulgaristan, Hirvatistan, Kibris Cumhuriyeti, Cekya,
Danimarka, Estonya, Finlandiya, Fransa, Almanya, Yunanistan, Macaristan, Irlanda, italya, Letonya,
Litvanya, Liikksemburg, Malta, Hollanda, Polanya, Portekiz, Romanya, Slovakya, Ispanya, Isvec,
Slovenya) iilke bulunmaktadir (Kiiltiir ve Turizm Bakanligi (KTB), 2021). Ancak bu arastirma, 26
Avrupa Birligi iilkesine ait tarifeli ugus yapan 106 havayolu sirketini kapsamaktadir. Bunun nedeni
Slovenya’ya ait tarifeli ugus yapan havayolu isletmesinin tespit edilememesidir. Diger taraftan Tablo
1’de yer alan ve tarifeli ugus yapan 106 havayolu isletmesinden 18’inin (ayn1 web sitesini kullanan
kurumsal isletmeler) birbirine yakin olan farkli tilkelerde de hizmet verdigi belirlenmistir. Bu sebeple
belirlenen igletmelerin web siteleri 1 kez arastirmaya dahil edilmistir. Bahsi gegen sinirliliktan hareketle
arastirmada ilgili degerlendirmeyi yapabilmek i¢in tarifeli ugus yapan 88 havayolu isletmesinin web
sitesi dikkate alinmigtir. Tarifeli uguslar Sivil Havacilik Genel Miidiirliigii tarafindan “belirli bir program
dahilinde, ilkeler arasinda yapilan sivil havacilik anlagma kapsaminda, tayin olunan havayollari
tarafindan belirlenen noktalar ve frekans dogrultusunda yapilan uguslar” olarak tanimlanmaktadir (Sivil
Havacilik Genel Miidiirliigii (SHGM), 2021). Tarifeli ugus kapsaminda belirli bir siire¢ icinde yapilacak
olan seferler, bu seferler icin kullanilacak havalimanlari, ugus i¢in uygun saat ve ihtiya¢ duyulan
anlagmalarin 6nceden belirlenmesi gerekmektedir. Tarifesiz ucuslar ise onceden belirtilen bir ugus
tarifesine bagli olmaksizin kargo veya turistik amagli uguslar i¢in yapilan ek seferlerdir (Sivil Havacilik
Genel Midirligi (SHGM), 2021). Bu sebeple tarifeli ugus yapan havayolu isletmelerine
odaklanilmistir. Avrupa Birligi tilkelerinin tarifeli ve tarifesiz ugus hizmeti veren havayolu isletmelerine
iliskin sayisal veriler ve Avrupa Birligi {ilkeleri Tablo 1’de sunulmustur.

Tablo 1.Ulkelere gore tarifeli ve tarifesiz ucus yapan havayolu sayisi

Avrupa Birligi Ulkeleri Tarﬁ?:;?;{iuéag?sl:an Tarifeli Ucus Yapan Havayolu Sayisi
Avusturya 12 4
Belgika 3 3
Bulgaristan 12 1
Hirvatistan 5 1
Kibris Cumhuriyeti - 2
Cekya 20 2
Danimarka 16 5
Estonya 4 1
Finlandiya 2 2
Fransa 11 14
Almanya 28 5
Yunanistan 11 5
Macaristan 2 1
Irlanda - 7
Italya 38 6
Letonya 1 1
Litvanya - 4
Liiksemburg 3 1
Malta 14 2
Hollanda 3 6
Polanya 6 1
Portekiz 7 6
Romanya 8 3
Slovakya - 3
Slovenya 2 -
Ispanya 12 13
Isveg 7 6

Kaynak:Tablo wikipedia (2021) bilgileri g6z oniine alinarak yazarlar tarafindan olusturulmustur.
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Tablo 1 incelendiginde tarifesiz ugus yapan havayolu sayis1 227, tarifeli ugus yapan havayolu sayisi ise
106 olarak tespit edilmistir. Tarifeli uguslar, ikili anlagsmalar kapsaminda belirli rota ve zamanda yapilan
stirekli uguslar olmasi nedeniyle web sitesi aktifliginin miisteriler i¢in Onem arz ettigi diisliniilmektedir.
Bu sebeple arastirma kapsamini tarifeli ugus yapan havayollari olusturmaktadir. Bu sayede aragtirma
sonucunda, siirekli hizmet sunan havayollarinin web sitelerinde hedef kitleye hangi 6zellikleri sunmasi
gerektigi konusunda daha net bir sonug gosterilecegi diisiiniilmektedir.

Avrupa Birligi iilkelerine ait tarifeli ugus yapan havayolu isletmelerinin web sitesi igeriklerinin, belirli
niteliklere gore incelendigi bu ¢calismada arastirma tiirii bakimindan tarama modelinden yararlanilmistir.
Tarama modeli, aragtirmaya konu olan olayin, nesnenin kendi kosullar1 ¢ergevesinde oldugu gibi,
onceden olusturulmus veya tutulmus cesitli kayitlara (yazili belge, istatistik, resimler, ses ve goriintii
kayitlar1 vb.) basgvurarak elde edinilmis daginik verilerin ¢aligmacinin kendi goézlemleri ile bir sistem
icinde biitlinlestirerek bir araya getirilmesidir (Karasar, 2014: 77). Analiz teknigi olarak ise web sitesi
iceriklerine odaklanilmasi sebebi ile igerik analizi perspektifinden yararlanlmstir. Igerik analizi, metin
icinde tamimlanan belirli karakterlerden sistematik ve tarafsiz sonuglar c¢ikarmak icin kullanilan,
niceliksel tanimlardan olusan bir arastirma teknigidir (Stone ve digerleri 1966: 213; Berelson 1952: 17).
Bu kapsamda ilgili havayollarina ait web sitesi igerikleri, 2021 Nisan- Mayi1s aylarinda, 7 kategoriye
(tasarim, igerik, iletisim bilgileri, faydali linkler, tutundurma ve pazarlama , gizlilik ve giivenlik,
COVID-19) ait 72 degisken gergevesinde ayri ayri incelenmistir. Dikkate alinan kategorilerin her biri
farkli degiskenlere bagli olarak ayri bir nitelik 6zelligi tasimaktadir. Bu niteliklerin sahip oldugu
Ozelliklerden hareketle calismanin hangi kapsam cercevesinde yiiriitiildiigiinii (esas odak noktasini)
netlestirmek amaciyla asagidaki arastirma sorular1 (AS) gelistirilmistir.

AS. 1. Havayolu isgletmeleri genel itibariyle web siteleri kullanicilarina her bir kategori ozelinde
hangi ozelliklerle hizmet vermektedir?

AS.2. Havayolu igletmeleri web sitelerinde kullanicilarina en ¢ok ve en az hangi ozellikleri hizmet
olarak sunmaktadir?

AS.3. Havayolu isletmelerinin web sitelerinde kullanicilarina yonelik COVID-19 siireci ile ilgili
bilgilendirmeleri nelerdir?

3.1. Web Sitesi Degerlendirme Kategorileri

Arastirmada kullanilan web sitesi degerlendirme kategorileri olusturulurken Eryilmaz, Miilazimoglu ve
Saglt (2019)’nin yapmis oldugu Dogu Akdeniz Bolgesi seyahat acentelerinin web sitelerinin ve
elektronik pazarlama uygulamalarmin degerlendirilmesi adli ¢alismalarinda kullandiklar1 web sitesi
degerlendirme kritelerinden yararlanilmistir. Ayrica Giires ve digerleri (2013) tarafindan Tiirk havayolu
isletmelerinin web sitelerinin degerlendirilmesine yonelik yapilan arastirmada kullanilan web sitesi
degiskenlerinden de yararlanilmistir. Yararlanilan ¢alismalar sonucunda olusturulan degerlendirme
kategorileri, bu kategoriler altinda yer alan degiskenler ve madde sayilar1 Tablo 2’de sunulmustur.

Tablo 2. Kategori ve degisken sayilari

Kategori Kategori Siralamasi ve Degisken Madde Sayilari
1 Tasarim 1-11; 11 Madde
2 fcerik 12-26: 15 Madde
3 Iletisim Bilgileri 27-37; 10 Madde
4 Faydali Linkler 38-41; 4 Madde
5 Pazarlama ve Tutundurma 42-65; 23 Madde
6 Gizlilik ve Giivenlik 66-68; 3 Madde
7 COVID-19 69-72:4 Madde

Kaynak: Giires vd. (2013), Eryilmaz vd. (2019).
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4. Analiz ve Bulgular

Durum degerlendirmesi yapabilmek ve arastirma sorularina yanit aramak igin web sitesi igerikleri
dikkate alinan kategoriler baglaminda analiz edilerek, kategori ve degiskenlere gore frekanslagtirilmistir.
Bu sayede web sitelerinden hareketle havayolu isletmelerinin genel olarak hangi dijital pazarlama
uygulamalarina yogunlastig1 ve en ¢ok ve en az kullanilan 6zelliklerin neler oldugu tespit edilmeye
calisilmistir. Analiz sonuglar1 ve yiizdelik karsiliklar1 Tablo 3’te sunulmaktadir.

Tablo 3’ten hareketle degerlendirilen havayolu isletmelerinin tasarim kategorisinde web sitesinin hizli
acilmas1 ve sayfalar arasi gecis kolayligini biitiin havayollarinin %100 olarak etkin kullandigi
bulgulanmistir. Bir diger ifadeyle bu oOzelliklerin tasarim kategorisi altinda en aktif kullanilan
degiskenler olarak kendini gosterdigi belirlenmistir. Bu kategoride en aktif 6zelliklerle beraber havayolu
isletmelerinin web sitelerinde etkin 6zellik olarak ¢ogunlugunun, “amblem (%96)”, “hakkinda (%89)”,
“logo (%88)”, “hizli erisim (%87)”, “filo (% 82)”, “tarih¢e-vizyon ve misyon (%63)” 6zelliklerine yer
verdigi goriilmektedir. Bu kategoride “site icerisinde arama” Ozelliginin varligi kullanim kolayligi
saglamas1 nedeniyle en 6nemli 6zelliklerden biri olmasina ragmen, havayolu isletmelerinin sadece %
46’sinin web sitelerinde bu 6zelligi aktif olarak kullandig1 belirlenmistir. Havayolu isletmelerinin sadece
%14’iniin slogan oOzelligini kullandig1 goriilmektedir. Bu kapsamda tasarim 06zelligi altinda web
sitelerinde slogan 6zelliginin en az kullanilan 6zellik olarak kendini gosterdigi belirlenmistir.

Icerik kategorisi incelendiginde, “fiyat bilgisine (%94)”, “destinasyon ag yapisina (%87)” ve “coklu dil
secenegi (%84)” oOzelliklerine havayolu isletmelerinin ¢ogunlukla web sitelerinde yer verdigi
bulgulanmistir. Bu 6zellikleri “giincel haber ve duyurular (%76)” 6zelligi ise takip etmektedir. Bunun
yani sira hicbir havayolu isletmesinin web sitesinde igerik bakimindan yer vermedigi ii¢ 6zellik tespit
edilmistir. Bu 6zellikler ise “son giincelleme tarihi”, “doviz bilgisi” ve “d6viz ¢evirici”dir. “Sponsorluk
(%6), “ulasim bilgisi (%15)” ve “kalite politikas1 (%19)” gibi 6zellikler ise, diisiik oranda isletmenin
web sitesinde yer verdigi degiskenler olarak bulgulanmistir.

Iletisim bilgileri kategorisinde, isletmelerin %87’sinin “telefon numaras1” ve %65’inin “elektronik
posta adresine” web sitelerinde yer verdigi bulgulanmistir. %64 oranla “e-biilten” ve “sik¢a sorulan
sorular” 1ile %58 oranla “sikayetler ve iadeler” ve “yolcu haklar1” 6zellikleri yine 6nemli oranda
isletmenin web sitesinde yer verdigi degiskenler olarak bulgulanmistir. Bu kategoride “online anket
(%5)” ve “faks no” oOzellikleri ise en diisiik oranda isletmenin web sitesinde yer verilen degiskenler
olarak belirlenmistir.

Iletisim bilgileri kategorisinde, isletmelerin %87’sinin “telefon numaras1” ve %65’inin “elektronik
posta adresine” web sitelerinde yer verdigi bulgulanmistir. %64 oranla “e-biilten” ve “sik¢a sorulan
sorular” ile %58 oranla “sikayetler ve iadeler” ve “yolcu haklar1” o6zellikleri yine 6nemli oranda
isletmenin web sitesinde yer verdigi degiskenler olarak bulgulanmistir. Bu kategoride “online anket
(%5)” ve “faks no” oOzellikleri ise en diisiik oranda isletmenin web sitesinde yer verilen degiskenler
olarak belirlenmistir.

Faydali linkler kategorisinde havayolu isletmelerinin %89 unun “sosyal site baglantilar1” hakkinda bilgi
verdigi belirlenmistir. Ayrica seyahatin her agamasii planlama dogrultusunda miisterilere kolaylik
saglayacak olan hizmetlerden; “otel ve arag kiralama linkleri”ne iliskin o6zellige degerlendirilen
havayollarinin %>57’si, “destinasyonlar hakkinda bilgiler ve sehir rehberi” 6zelligine %32’si tarafindan
web sitelerinde aktif bir sekilde yer verildigi bulgulanmustir.
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Tablo 3. Havayolu web site degerlendirme kategorilerine iligskin sonuglar (n:88)

TASARIM Var % Yok % FAYDALI LINKLER Var % Yok %

1 _Isletme Hakkinda 79 89 9 11 38 Ogzel etkinlikler Takvimi 16 18 72 82

2 Isletme Tarihgesi/ Vizyon ve Misyon 56 63 32 37 39 Sechir Rehberi 28 32 60 68

3 Sitenin Hizli Agilmas 88 1000 0 40 Eigriﬁlge(tgeef%;:gi‘;‘ﬁ;r‘rll‘al;llg‘ 50 57 38 43

4 Hizl Erisim 77 87 11 13 41 Sosyal Site Baglantilar 78 89 10 11

5 Site I¢i Arama 41 46 47 54 PAZARLAMA VE TUTUNDURMA

6 Site I(;e{isinde Sayfalar Aras1 Gegis 88 100 0 0 4 Tarife Bilgileri Listesi 67 76 21 24

Kolaylig1

7 Slogan 13 14 75 86 43 Ucak ici Hizmetler 63 72 25 28

8 Amblem 85 96 3 4 44 Online Check-in 7282 16 18

9 Logo 78 88 10 12 45 Online Bagaj Takibi 1 1 87 99

10 Filo 72 82 16 18 46 Online Koltuk Sec¢imi 56 64 32 36

11 Internet Sayfasinda Dinamik Olmasi 47 53 41 47 47 Online Bilet Satig 76 86 12 14

ICERIK 48 Online Bilet Satis Sartlar 71 81 17 19

12 Coklu Dil Secenegi 74 84 14 16 49 Online Rezervasyon 79 9 9 10

13 Son Giincellenme Tarihi 0 0 88 100 50 Diger Rezervasyon Secenekleri 62 70 26 30

14 Destinasyonlar(Ag yapis1) 77 87 11 13 51 Basit ve Anlagilir Rezervasyon Formu 78 87 10 13

15 Giincel Haber ve Duyurular 67 76 21 24 52 Online Cagri ve Satis Merkezi 70 80 18 20

16 Ulasim Bilgisi 15 17 63 83 53 Online Tahsilat 78 89 10 11

17 Site Haritas1 28 32 60 68 54 Odeme Secenekleri 47 53 41 47

18 Isletme Tanitim Filmi 25 28 63 72 55 Miisteri Uyelik Imkani 69 78 19 22

19 Isletme Tamtim Fotograflar 35 40 53 60 56 Promosyonlar 63 72 25 28

20 Isletme Raporlar 22 25 66 75 57 Uye Promosyonlar 61 69 27 31

21 Kalite Politikas1 19 22 69 78 58 Yenilik Duyurulari 49 56 39 44

22 Sponsorluk 6 7 8 93 59 Reklamlar 23 26 65 74

23 Fiyat Bilgisi 83 94 5 6 60 Dinamik Fiyatlandirma Hizmeti 60 68 28 32

24 Farkli Dillerde Fiyat Bilgisi 30 34 58 66 61 Ozel Uyelik indirimi Uygulamasi 51 58 37 42

25 Doviz Bilgisi 0 0 8 100 62 Oteller/Araba Kiralama I¢in Indirimi a1 47 a7 53
Uygulamasi

2 Déviz Cevirici 0 0 88 100 63 Arama Motorlarl Tarafindan 88 100 0 0
Bulunabilme

ILETiSiM BILGILERI

27 Elektronik Posta Adresi 57 65 31 35 64 Seyahat Portallarina Kayitli Olma 76 86 12 14
Ozel Yolcular igin Bilgilendirme

28 E Biilten 56 64 32 36 65 (Hamile Yolcu/Yalniz Seyahat Eden 65 74 23 26
Cocuk/ Engelli Bireyler)

29 SSS ( Sikga Sorulan Sorular) 56 64 32 36 GIiZLIiLiK ve GUVENLIK

30 Yardim 48 55 40 45  gp Kredi Karti Kullanim Givenligi 84 95 4

31 Online Anket 4 5 84 95 67 Gizlilik Politikast 86 98 2

32 Online Dergi 26 30 62 70 68 Kullanim Kogullari 79 90 9 10

33 Online Chat Programi 20 23 68 77 COViD-19

34 Faks No 13 15 75 85 69 Ulkelere Giris I¢in Giivelik Onlemleri 51 58 37 42

a5 Telefon No 77 87 11 13 70 CB)_rler_Illi Seyahat Noktalar Hakkinda 54 61 34 39

ilgilendirme
36 Sikayetler ve ladeler 51 58 37 42 71 Esnek Ugus Planlama 55 62 33 38
37 Yolcu Haklari 51 58 37 42 72 Hijyen Tedhirleri 55 62 33 38

Pazarlama ve tutundurma kategorisinde degerlendirilen havayolu isletmelerinin hepsinin (%100) “arama
motoru tarafindan bulunabildigi” belirlenmistir. Bununla birlikte havayolu isletmelerinin %90’ 1nin
“online rezervasyon”, %89’nun “online tahsilat”, %87’sinin “basit ve anlasilir rezervasyon formu”
ozelliklerine yer verdigi ve %86’sinin “online bilet satis” olanagi sundugu ve “seyahat portallarina
kayith” oldugu bulgulanmistir. Bu ozelliklerle birlikte havayolu igletmelerinin, %82’sinin “online
check-in”, %81 nin “online bilet sartlari”na yer verdigi ve %80’inin “online ¢agri ve satis merkezi”
hizmeti sundugu belirlenmistir. Ayrica havayolu isletmelerinin biiyiik bir boliimiinin  “tarife bilgi
listesi”, “ugak i¢i hizmetler” ve “Gzel yolcular ile ilgili detayli bilgi” gibi ozellikleri sundugu
belirlenmistir. Pazarlama ve tutundurma Kkategorisi kapsaminda miisterilere “iyelik imkani”,
“promosyonlar”, “diger rezervasyon segenekleri” ve “iiyelere dzel indirimler”in yan1 sira “otel ve arag
kiralama alaninda da indirim”lerin sunuldugu hizmetler yine web sitelerinde yogunlukla sunulan diger
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ozellikler olarak bulgulanmistir. Bunun yami sira sadece bir havayolu isletmesinin “online bagaj
takibi”ne yonelik web sitesi hizmeti sundugu goriilmektedir. Yine diisiik oranda isletmenin (%26)
“reklam” 6zelligine yer verdigi bulgulanmistir.

Gizlilik ve giivenlik kategorisinde incelenen isletmelerin biiyiik bir bolimiiniin web sitelerinde, bu
kategori 6zelliklerine iliskin degiskenlere hizmet olarak yer verdigi goriilmektedir. Bu bulgulara gore,
gizlilik politikasi (%98), kredi kart1 kullanim giivenligi (%95) ve kullanim kosullari (%90) se¢eneklerine
yliksek oranda yer verildigi belirlenmistir.

2019 Aralik ay1 itibariyle tiim diinyada hizla aktif olarak etkisini gosteren COVID-19 siirecinde bir ¢cok
hizmet sektorii gibi ulasim, 6zellikle de havayolu isletmeleri, kendi alanlarinda bir ¢ok 6nlem almak
durumunda kalmiglardir. Bu siiregte ilgili onlemler (hijyen dnlemleri ve uyulmas: gereken konular vb.)
konusunda miisteri bilgilendirmesine yonelik isletme web sitelerinde, COVID-19 bilgilendirme
hizmetleri sunulmaya baslamistir. Bu nedenle COVID-19 kategorisinin kendi ad1 altinda incelemenin
(konuya iliskin sunulan aktif hizmetlerin spesifik olarak neler oldugunu ve bu hizmetlerin isletmelerce
kullanim sikligin1 belirlemek adina) daha uygun olacagi diisiiniilmiistiir. Bu kapsamda COVID-19
kategorisi altinda isletmelerin web sitelerinde sundugu hizmetler; iilkelere giris i¢in giivenlik 6nlemleri,
onemli seyahat noktalar1 hakkinda bilgilendirme, esnek ugus planlama ve hijyen tedbirleri bagliklar
altinda degerlendirilmistir. Degerlendirme sonucunda isletmelerin %62’sinin “esnek ugus planlama” ve
“hijyen tedbirleri” 6zelligini, %61’inin “6nemli seyahat noktalar1 hakkinda bilgilendirme” ve %58 inin
ise “llkelere giris i¢in giivenlik 6nlemleri’ne iligskin segeneklere aktif olarak yer verdigi bulgulanmistir.

5. TARTISMA ve SONUC

Avrupa Birligi iilkelerine ait tarifeli ugus yapan havayolu isletmelerinin web sitesi igeriklerinin, belirli
niteliklere gore incelendigi bu calismada, web sitelerinin ziyaretcilerine siklikla hangi ozellikler
baglaminda dijital pazarlama hizmeti sunduklarina yonelik bir durum degerlendirmesi yapmak
istenmistir. Web sitesi igeriklerinin analizi sonucunda havayolu isletmelerinin biiyiik bir kisminin dijital
pazarlama olanaklarina web sitelerinde aktif olarak yer verdigi tespit edilmistir. Ozellikle de genel bazda
degerlendirildiginde; “pazarlama ve tutundurma” ve “gizlilik ve giivenlik” kategorilerini olusturan
ozelliklerin 6n plana ¢iktig1 goriilmiistiir. Diger taraftan her bir kategoride kullanicilar i¢in 6nemli olan
bir ¢ok Ozellige havayolu isletmelerince yogun oranda yer verildigi goriilmektedir. Elde edilen
bulgulardan hareketle degerlendirilen o6zelliklere gore elde edilen sonuglar asagida daha detayl bir
sekilde agiklanmaktadir.

» Tasarim niteligi altinda havayolu isletmelerinin biiyiik bir kisminin web sitelerinde hakkinda,
tarihge, filo, logo, amblem bilgisine yer verdigi belirlenmistir. Havayolu isletmelerinin web
sitelerinde bu ozelliklere yer vermesinin, hedef miisteri kitlesi icin ¢izdigi profili gii¢lendirdigi
diisiiniilmektedir. Havayolu isletmesinin web sitesinde sundugu gii¢lii profil, miisterilerin tercih
ve satin alma siirecini olumlu bir sekilde etkilemektedir. Bu kategoride miisterilere kullanim
kolayligi saglayan en Oonemli Ozellik “site i¢i arama” segenegidir. Ancak analiz sonucunda
isletmelerin biiyiik bir kisminin web sitesinde bu 6zellige yer vermedigi tespit edilmistir. Bu durum
miisterilerin aradig1 hizmete erisim siiresini uzatmaktadir. Bu sebeple web sitelerinde bu 6zellige
yer vermemek miisteri memnuniyetini olumsuz etkileyebilir.

> Icerik kategorisi altinda havayolu isletmelerinin biiyiik bir kisminin coklu dil secenegi,
destinasyon (ag yapisi), fiyat bilgisi secenegine yer verdigi fakat farkli dilde fiyat bilgisine ¢ogu
isletmenin yer vermegi belirlenmistir. Ayn1 zamanda doviz segeneklerine de hicbir isletmenin web
sitesinde yer vermedigi goriilmiistiir. Bu isletmelerin uluslararasi bazda hizmet verdigi goz 6niine
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alindiginda da bu yonde bir hizmet vermenin kullanim kolaylig1 agisindan kolaylik saglayabilecegi
g6z ard1 edilmemelidir. Farkli dilde fiyat bilgisi 6zelligi miisterilere daha seffaf bir fiyat bilgisi
sunmasi sebebiyle, havayolu isletmelerinin web sitesinde yer vermesi gereken faydali
ozelliklerden biridir. Icerik kategorisi altinda ¢oklu dil secenegi kullanim kolaylig1 saglayan en
onemli Ozellikler arasinda yer almaktadir. Bu yiizden biitiin web sitelerinde bu 6zellligin etkin bir
sekilde kullanilmas1 gerektigi diisiiniilmektedir. Destinasyon (ag yapisi) 6zelligi ise miisterilerin
havayolu isletmesini tercih etme siirecini dogrudan etkileyen 6nemli Ozellikler arasindadir.
Havayolu isletmelerinin bu 6zellige web sitelerinde yer vermesinin ve havayolu ag yapisini
genisletmesinin pazarlama stratejisi acisindan oldukc¢a dnemli oldugu diistiniilmektedir.

> lletisim bilgileri kategorisinde degerlendirilen havayolu isletmelerinin biiyiik bir kisminimn telefon
ve elektronik posta adresi secenegi ile iletisim firsat1 sundugu belirlenmistir. Ayrica yolcu haklari,
sikayet ve sorunlar hakkinda bilgilendirme ve miisterilere kullanim kolaylig1 saglanmasi amaciyla
sikca sorulan sorular, yardim ve online chat secenegi sundugu bulgulanmstir. Iletisim bilgileri
kategorisinde miisterilerin havayolu isletmesine ulasilabirligi kolaylastiran 6zellikler, isletmelerin
web sitelerinde 6n plana ¢gikarmalar1 gereken 6nemli 6zelliklerin baginda gelmektedir. Havayolu
isletmelerinin bu kategoride web sitelerinde sundugu oOzelliklerin eksik olmasi veya etkin
kullanilmamasi durumunda miisteri memnuniyetinin olumsuz etkilenecegi diistiniilmektedir. Bu
kategoride sunulan sik¢a sorulan sorular, yardim ve online chat segeneginin aktif bir sekilde
kullanimi, miisterilerin sorunlarina daha kisa siirede ¢Oziim saglamasi sonucunda miisteri
memnuniyetini olumlu bir sekilde etkilemektedir.

» Faydali linkler baslig1 altinda isletmelerin biiyiik bir boliimiiniin sosyal medya baglant1 secenegi
sundugu belirlenmistir. Bu 6zelligin aktif bir sekilde kullanilmasi, isletmelerin sosyal siteler
tizerinden hedef kitlesini genisletmesi ve kendi reklamlarini kolay bir sekilde yaparak daha fazla
insana ulagmasi acisindan oldukga dnemlidir. Ayrica seyahatin her agsamasini planlamak amaciyla
havayolu isletmelerinin web sitelerinde sundugu ek hizmetler; destinasyonlara ait sehir rehbert,
arac kiralama ve otel rezervasyonu yapma imkani sunmasi pazarlama ve rekabet avantaj1 saglamak
amaciyla isletmeler icin olduk¢a Snemli Ozelliklerdir. Bu kapsamda isletmelerin biiyiik bir
kisminin otel ve arag kiralama hizmeti sundugu ve buna ek olarak anlasmali olduklari isletmelerde
indirim firsat1 sundugu belirlenmistir.

» Pazarlama ve tutundurma basligi altinda havayolu isletmelerinin biiyiik bir kisminin tarife bilgi
listesi, ugak i¢i ek hizmetler, online check-in, koltuk se¢imi, bilet satis ve rezervasyon segenegi
sundugu belirlenmistir. Degerlendirilen havayolu isletmelerinin biiyiik bir boliimiiniin ise bagaj
takibi hizmeti vermedigi belirlenmistir. Pazarlama ve tutundurma amagli promosyonlar ve iiyelere
0zel indirimler hedef miisteri kitlesinin genisletilmesinin yam1 sira misteri baglihigi ve
memnuniyetini de arttirdig1 diigiiniilmektedir. Hedef kitlenin havayolu tercih etme siirecinde bu
hizmetlerin sunulmasi etkili olmaktadir. Bu ylizden bu hizmetlerin web sitelerinde aktif bir sekilde
sunulmasi isletmeler i¢in oldukca dnemlidir.

» Gizlilik ve giivenlik kategorisinde havayolu igsletmelerinin biiylik bir kisminin gizlilik politikasina,
kredi kart1 kullanim giivenligine ve kullanim kosullar1 secenegine yer verdigi belirlenmistir. Bu
konuda isletmelerin oldukg¢a hassas oldugu ¢ikarimi yapilabilir. Ciinkii seyahat i¢in gizlilik ve
giivenlik unsurlari o havayolu isletmesinin tercih edilmesinde O©nemli bir belirleyici
olabilmektedir. Yolcular her tiirlii sartlar altinda kisisel bilgilerinin gizli tutulacagi garantisini
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almak ve bilgilerine yonelik glivenin saglanmasini isterler. Bu konuda miisteri kitlesine sunulan
giiven ve etkin hizmet havayolu isletmelerinin tercih edilebilirligini arttirabilmektedir.

» COVID-19 kategorisinde incelenen 6nemli segeneklerden biri igletmelerin ugus hizmeti verdikleri
tilkelere iliskin giris kosullar1 hakkinda sundugu bilgilendirme hizmetidir. Havayolu isletmelerinin
biiyiik bir boliimii bu 6zelligi aktif bir sekilde kullanmaktadir. Ayrica isletmelerin bu siiregte aldig:
ek hijyen tedbirleri ile ilgili bilgilendirmelerin degerlendirilen havayolu isletmelerinin biiyiik bir
cogunlugunun aktif olarak kullandig1 belirlenmistir. Bu siirecte ani bir degisiklige, kisitlamaya,
sinirlarin kapatilmasina  veya ucusun iptal edilmesi ihtimaline karsin esnek ugus planlama
seceneginin sunulmasi igletmelerin web sitelerinde sundugu 6nemli 6zelliklerdendir. Ayrica iptal
edilecek uguslar i¢in miisterilere promosyon ve kuponlar sunuldugu tespit edilmistir. COVID-19
kategorisinde arastirilan havayolu isletmelerinin biiyiik bir bolimiiniin belirlenen kriterlerde
bilgilendirme sagladig belirlenmistir. Iginde bulunulan COVID-19 siireci g6z 6niine alindiginda
bu kategorideki bilgilendirmeler bu siire¢ i¢in en 6nemli olanidir. Bu 6zelliklerin aktif bir sekilde
kullanilmasi, hedef kitlenin havayolu tercihi ve satin alma siireci lizerinde biiytik bir etkiye sahip
oldugu diistiniilmektedir.

Ticari bir web sitesinin basarili veya basarisiz olmasi tiikketiciye baglh olarak gelismektedir. Havayolu
sitelerinin misterilere sagladig1 kullanim kolayligi, kullaniglilig1 ve belirli 6zelliklerinin hem kullanici
hem de sirketin basaris1 veya basarisizligi iizerinde 6nemli etkiye sahip oldugu sdylenebilmektedir
(Powell, 2011). Havayolu sektoriinde iyi sekilde tasarlanmis olan bir web sitesi ve sunulan hizmetin
etkinligi, pazar paymin arttirtlmasi agisindan biiylik 6nem tasimaktadir. Bu aragtirma havayolu
isletmelerine kendi web sitelerini daha etkin kullanmak i¢in hangi 6zellikleri saglamalar1 gerektigi
konusunda fikir sunmaktadir. Bu kapsamda arastirilan havayollarina kendi aralarinda sunduklari
hizmetleri kiyaslama firsati sunulmustur.

Elde edilen bulgulardan hareketle havayolu isletmeleri kendi eksikliklerini daha iyi gorebilir ve dijital
pazarlama olanaklarinda daha etkin bir hizmet sunabilme girisimlerinde bulunabilirler. Diger taraftan
benzer arastirmalarin farkl iilkelere ait tarifeli veya tarifesiz ugus hizmeti sunan havayollar: lizerine
yapilmasi ve bu ¢aligmanin sonuglari ile karsilagtirilmasi sonraki aragtirmalar i¢in 6nerilebilir. Bu sayede
elde edilen sonuglarin havayolu isletmelerine, miisteri memnuniyeti ve baglhligi saglamasi
dogrultusunda yol gosterici olacagi diisiiniilmektedir.
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ETiK BEYAN FORMU

Arastirma Destegi Bilgisi: Arastirma destegi alinmamistir.
Etik Kurul Onay Durumu
( ) Etik kurul onay1 gerekmektedir.
Etik Kurul Raporunu Veren Kurum

Etik kurul raporu karar tarihi: Karar Say1 No:
(X)) Etik kurul onay1 gerekmemektedir. Nedeni asagida belirtilmistir.
() Veriler 2020 tarihinden 6nce toplandigindan etik kurul izni alhnmamistir.
(X) Cahismada kullanilan yontem etik kurul izni gerektirmemektedir.
Yazar(lar)in Katki Oram

1. Yazar: %50
2. Yazar %50
Bilgilendirilmis Onam Formu: Tiim taraflar kendi rizalari ile ¢alismaya dahil olmuslardir.
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Science is love, love requeries honesty

Determination of Butterflies’ Potential in Tourism Diversification Based on a
Route-Planning Case Study in Botan Valley National Park, Turkey

) Volkan GEN(;1 ::\__,} Erdem SEVEN? Nihat KAYMAZ®
Abstract

This paper intended to clarify the importance of studying Botan Valley’s nature with the biodiversity as an
ecotourism site and alternative tourism. Butterfly watching is an alternative sort of ecotourism and special interest
tourism activity that has grown in popularity in recent years. Turkey hosts various butterfly species, as it does
other animal and plant species. Butterfly watching is important for diversification in the sustainable tourism
industry. But butterfly watching has yet to be sufficiently investigated. The authors conducted a case study in
Botan Valley, Siirt province, located in southeastern Turkey, to address this deficiency. Botan Valley is among
the new national parks of Turkey and spans approximately 29 kilometers. The butterfly species in the study region
were identified by collecting or photographing samples between the years of 2017 and 2020. A total of 78 species
of butterflies belonging to 7 families were determined. Of those species, 63 were first discovered in the valley.
The list of identified species and photos of many species are presented in the paper. The most suitable trekking
route has been determined and created in the valley where nature lovers can watch and photograph these butterflies
on foot. The diversity of butterflies in Botan Valley contributes to the location’s potential as a source of wildlife
watching tourism opportunities and alternative ecotourism options in Turkey.

Key Words: Botan Valley, Butterfly, Butterfly Tourism, Butterfly Watching, Lepidoptera, Wildlife Watching.
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1. INTRODUCTION

Ecotourism is an essential component of sustainable tourism in unspoiled natural areas (Fennell, 2015).
With developments such as overtourism, global warming, and COVID-19, the concept of holidays has
undergone a dramatic shift worldwide and an increase of interest in nature-based tourism activities (De
Vos, 2020; Fletcher et al., 2020). In the last decade, several ecotourism activities and campaigns have
been designed to increase environmentally sensitive travel in Turkey (Ministry of Culture and Tourism,
2007). Ecotourism is growing due to the increasing worldwide demand for environmentally friendly
travel in Turkey and is recognized as one of the most important sub-sectors of the tourism industry
(Temurgin & Tozkoparan, 2020).

Butterflies and moths belong to the order Lepidoptera of the insect class and are a rich species group
(Gullan & Cranstan, 2010). Approximately 19,000 butterfly species have been defined in the world (Van
Nieukerken et al., 2011). They are remarkable creatures due to their uniqueness, stunning colorations,
and shapes. Butterflies as a potential nature tourism product constitute a part of so-called entomotourism,
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or insect-focused tourism (Lemelin, 2007). Although butterfly collection and display constitute one of
the oldest and most established recreational activities, the role of butterflies in tourism is very new
(Kaufman, 2003; Quinn & Klym, 2009; Gen¢ & Seven, 2020). As an increasingly popular tourism
activity, butterfly watching benefits from the current birdwatching industry (Lemelin, 2007). The
development of close-focus binoculars has provided an opportunity to closely observe living creatures
in their natural environment. Along with the “diagnostic catalogs” of butterfly watching, information
about butterflies is increasing as well as interest in this experience. Butterflies are among the tourism
activities of Europe, USA, and Asia (Laurent, 2000). Many people will travel to observe butterflies in
national parks and wilderness areas (Gonzalez et al., 2017). To increase their contribution to the regional
gross domestic product, there is a need for appropriate ecotourism planning aimed at determining land
suitability of national park areas for various ecotourism activities. Previous studies on butterfly watching
(Kogak & Seven, 1998; Lemelin, 2007; Karagetin & Welch, 2011; Geng & Seven, 2020) are conceptual
studies on species identification or the importance of butterfly tourism, and there is a serious need for
field studies on butterfly watching and tourism activities.

i L 4 S8 BNE B

Figure 1. Botan Valley: a. Gokgebag, Pier, 29.05.2020, b. Pier, 31.05.2020, c. Stream, 02.06.2020.
Photos: E. Seven.

Turkey is rich in biodiversity, situated as it is between the major biogeographic regions. It hosts
extremely rich habitats and species due to climatic diversity and vegetation types. Siirt province is
located in the Iran-Turan phytogeographic region. Yet Botan Stream has the characteristics of a
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Mediterranean climate, and the flora of the area consists of 381 taxa, belonging to 59 families and 232
genera. Of these species, 20 are endemic (Yangin, 2001). Turkey also has a rich butterfly population of
413 known species (Hesselbarth et al., 1995; John et al., 2018; 2020; Kogak & Kemal, 2018) and hosts
45 endemic and 21 near-endemic butterfly species (Karagetin & Welch, 2011; Kogak & Seven, 1998).
In Botan Valley (Siirt, southeastern Turkey), declared as a new national park, a total of 78 species of
butterflies were determined. Botan Valley is little known in Turkey as an ecotourism destination, and
ecotourism activities are not yet at the desired level. This study aims to plan a tour route for Botan
Valley’s butterfly watching in the interest of promoting ecotourism. The valley contains many natural
beauties together with valley formations, karsts, caves, and endemic flora and fauna, all of which may
attract the attention of nature-loving tourists (Figure 1). According to Alkan (2018) and Koday et al.
(2018), many ecotourism activities, such as trekking, botanical tours, photo safaris, bicycle safaris,
wildlife observation, camping-caravan tourism, paragliding, rafting, plateau tourism, and mountain
tourism, can be engaged in sustainably in the valley so long as tourists take into account the proper
principles of conservation. In addition to suggested ecotourism activities in Botan Valley, butterfly
watching is recommended via a designated route with the aim of contributing to alternative ecotourism
options in Turkey.

2. LITERATURE REVIEW
2.1. Ecotourism and Wildlife Watching

Although “wildlife” technically includes all flora and fauna, in popular usage it most often refers to
animals in the wild (Higginbottom, 2004). Perhaps the classic image of wildlife for many people is a
large mammal or a flock of wild birds, but the term fully encompasses all kinds of insects, marine life,
and herbs. As the name implies, wildlife watching is simply watching wildlife and is thus distinct from
other wildlife-related activities such as hunting and fishing (Valentine and Birtles, 2004). Watching
wildlife is an observational activity, although it may include interactions with the animals being
observed, such as touching or feeding them, in some cases (Belicia and Islam, 2018). Wildlife watching
tourism is tourism organized and undertaken to watch wildlife (Cong et al., 2017). This form of tourism
has grown considerably in recent years (Curtin and Wilkes, 2005). The tourism industry leans in favor
of “wildlife tourism” rather than wildlife watching tourism, per se (Aquino et al., 2021). In most
instances, the two terms are identical. On the other hand, wildlife watching has a lot in common with
ecotourism, a type of tourism founded on the idea of actively contributing to the conservation of natural
and cultural heritage (Tapper, 2006). This involves planning, development, and operations that
contribute to the well-being of local and domestic communities and explain natural and cultural assets
to visitors. Ecotourism is especially suited to organized tours for small groups and independent travelers
(Caudill & Laughland, 1998; Caudill, 2003; Tapper, 2006).

Over the past two decades, the growth of tourism and travel has been noteworthy. Domestic tourism has
grown worldwide as more visitors have more money to spend and more time participating in tourism
(UNWTO, 2021). Wildlife watching tourism has seen an equal rise in popularity (Aquino et al., 2021;
Belicia and Islam, 2018; Cong et al., 2017). Moreover, in other regions, such as whale watching in
Sydney, the increase of wildlife watching could be considerably more substantial (Tapper, 2006). This
growth is the result of a variety of factors, including many people’s long-term interest in wildlife,
people’s affluence and longevity in industrialized countries, which allows them to pursue their interests
in wildlife through travel once they retire, and tourists’ shared desire to seek new experiences through
tourism (Valentine and Birtles, 2004). Because the tourist sector is so responsive to market demand,
tourism products will likely continue to improve to match consumer interest in wildlife. In addition to
being carbon-neutral, an increasing number of tourism agents and operators emphasize the need for
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tourism to be sustainable, developing and marketing tourism products that are “wildlife-friendly,”
ensuring that a fair part of tourist income goes to local people. Wildlife watching is a newer attraction
in other locations that are helping to diversify tourism and support community development in rural
areas (Valentine & Birtles, 2004; Tapper, 2006).

Sustainability is carried out with the intention of protecting nature and natural resources, leaving a
suitable environment for future generations while meeting current needs (Collin, 2004). One of the most
sustainable tourism activities is ecotourism (Fennell, 2015). Ecotourism is defined as responsible travel
to unpolluted natural areas that allow tourists to learn about the natural environment and benefit the local
community (Chan & Baum, 2007). It is a subset of sustainable tourism that aims to protect and balance
economic growth, social benefits, and the environment (Walker & Moscardo, 2014). Botanical tourism,
mountain tourism, photo safaris, wildlife watching, cave tourism, adventure tourism, boat trips, and
trekking are examples of ecotourism. These activities are considered attractive as ecotourism products
in that they provide tourists with a unique travel experience. Expenditures related to these nature-based
activities are viewed as key sources of economic gain for businesses and communities (Sangpikul, 2015).
According to the literature, learning about nature is the foundation of all ecotourism encounters and
products (Cheung & Fok, 2014; Weaver, 2001). Such opportunities can help guests better grasp the
destination’s natural surroundings and respect nature more broadly, thereby reducing inappropriate
behavior and its harmful effects (Chester & Crabtree, 2002).

People often have intense and deeply personal experiences in reaction to observing wildlife (\VValentine
& Birtles, 2004). Wildlife watching is therefore an integral part of ecotourism (Belicia & Islam, 2018).
According to data compiled by the World Tourism Organization (UNWTO) in 2014, nearly 12 million
tourists traveled the protected areas of 14 African countries, spending approximately 168 million dollars
in the process. In addition, the act of wildlife watching is expected to increase by 10% every year
(UNWTO, 2015). Wildlife tourism also plays an important role in developing countries. In 2030,
international tourist arrivals of developing countries are expected to constitute 57% of the total market
share. Developing countries contain most of the biological diversity of the world, and nature-based
tourism has consequently been on the rise in these countries (Belicia & Islam, 2018).

In a study conducted by the United States Fish and Wildlife Service (USFWS) on the natural wildlife
observation activities of over 15 thousand tourists in the USA in 2001, it was found that the spending
levels of said tourists were very high in comparison with other tourism activities (Caudill, 2003).
Tourists involved in wildlife tourism generally use highly technical equipment and spend approximately
$2.6 billion a year on cameras and other photography equipment alone, and $507 million on binoculars
and animal detection equipment (Caudhill & Laughland, 1998). Wildlife watching expenditures in the
USA totaled $95.8 billion in 2001 (Caudill, 2003; Valentine & Birtles, 2004). When the data are
analyzed, it is seen that wildlife watching has a significant share in terms of tourism revenues. Butterfly
watching is a rapidly rising and important ecotourism and wildlife tourism activity worldwide.

2.2.  Butterfly Watching

Butterfly watching is defined as the photographing of butterflies by professionals and amateurs alike in
a forest or nature walk and includes the monitoring and identification of butterflies in their habitats.
Butterflies are particularly attractive to humans due to their bright and majestic colors, short life spans,
being active during the daytime, ability to fly, harmlessness, and symbolic associations with peace and
harmony (Geng¢ & Seven, 2020; Lemelin, 2013). Because butterfly watching is a type of ecotourism that
should be conducted in nature (Celik & Topsakal, 2017), it is a suitable tourism activity, especially for
small groups and independent travelers, as it does not affect the natural lives of animals (Lemelin, 2013).
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Butterfly watching has become widespread in recent years, especially in Europe and the USA (Surat et
al., 2015). For example, Portugal hosts 33% of all butterfly species in Europe and has tour routes specific
to butterfly watching (Gonzalez et al., 2017). Many butterfly species have also been observed in the
USA. There is even a butterfly festival held annually in the state of Texas, where a specified route
highlights upwards of 442 butterfly species. Such trips include a variety of activities and cost 375 dollars
per person (Texas Butterfly Festival, 2020). Butterfly tourism opportunities offered in Costa Rica and
Taiwan attract approximately 500 thousand butterfly-watching tourists per year (Samways, 2005). The
tourist typology of butterfly enthusiasts is mostly comprised of well-educated, high-income individuals
(Lemelin, 2007).

Studies of butterfly watching have gained traction in the last five years. Although butterfly watching is
an ancient pastime, it is new as an ecotourism activity (Gen¢ & Seven, 2020). Choudhury et al. (2019)
have identified 962 butterfly species in Northeast India and stated that the presence of these butterflies
would increase their ecotourism activities and provide an alternative source of livelihood for local
people. Gonzalez et al. (2017) conducted a study to identify the butterfly species (522 in total) in five
tourist trails in Northeast Portugal. Kurnianto et al. (2016) identified 107 butterfly species in the vicinity
of Indonesia’s Shepherd Rais Waterfall. As a result of these studies, tourism destinations have been
created for butterfly watching and with ecotourism firmly in mind. Nevertheless, Lemelin and Lopez
(2019) stated that tourists were not provided with sufficient information when watching monarch
butterflies (Danaus plexippus) in Mexico, and adequate measures were not taken in the region for the
protection of these butterflies and the development of local employment. According to the results
obtained from the present research, it can be said that number of butterfly species, tracking, and visitor
experience are essential to butterfly watching.

2.3. The Importance of Butterfly Watching

Butterflies have always been remarkable creatures, thanks to their wide variety of colors and patterns
(Geng¢ & Seven, 2020). Butterflies are considered more comfortable and beautiful to observe and
photograph than other insect groups. Butterflies are a popular subject of ecotourism because of their
attractive appearance and exciting life cycles.

Butterflies have significant attraction potential like other wildlife tourism subjects. Butterfly watching
can be seen as important for diversifying touristic products in a destination and increasing the
experiences of tourists. When it comes to butterfly observation, little is needed in the way of
infrastructure and superstructure (Celik & Topsakal, 2017), as too much structuring in such regions
would disrupt the natural balance of butterflies, which are very sensitive (especially as larvae) to changes
in the environment and are responsive indicators of environmental quality (Sparrow et al., 1997).

Butterfly species are sensitive to ecosystem degradation and are suitable for gauging habitat quality.
Unfortunately, the number of butterfly species has globally been on the decline. Approximately one-
third of the total number of butterfly species in Europe is decreasing, and 10% is in danger of going
extinct (Van Swaay et al., 2012). Anthropogenic (i.e., human-induced) factors such as habitat
destruction, climate change, use of fire, insecticides and herbicides, improper agricultural practices, and
illegal collections for trade have all contributed to this decrease. Such factors have affected many species
of butterflies and have caused some to fall into the rare or endangered species category (Koh, 2007; Pang
et al., 2016). Yet this decline can have serious negative impacts not only on biodiversity but also on
ecosystem balance. According to the IUCN, as of 2019, 30 thousand animal species face the real
possibility of extinction (IUCN, 2020). Therefore, the richness and abundance of species in certain areas
have direct effects on habitat quality and contributions to the ecosystem (Gonzalez et al., 2017; Pang et
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al., 2016). Butterfly watching contributes to the sustainability of nature and can therefore be considered
an essential component of sustainable tourism.

3. METHODOLOGY

This research is a case study. The Botan Valley offers excellent opportunities to examine how butterfly
diversity contributes to butterfly-watching tourism. The butterflies and their flight periods in Botan
Valley National Park were investigated between 2017 and 2020. And, to observe these butterfly species,
the most suitable trekking route was created. The geographical and ecological characteristics of the area
and the determination of the route are explained below.

3.1. The Study Area

The Botan River is situated in a hilly region consisting of limestone mountain and plateau formations,
which are shaped by the breaks and curls of the Cenozoic era (Atalay & Mortan, 2006). The length of
the Botan River, which originates from the Ulugay Stream in the south to the point where it pours into
the Tigris, is approximately 270 km. The Botan River is located at the intersection of Southeastern
Anatolia and Eastern Anatolia and extends from east to south of Siirt province. Botan Stream surrounds
the Norduz Plateau from the west and takes its source from the high mountains forming the borders of
Siirt-Hakkari and Siirt-Van (Figure 2). It flows first to the west and then to the northwest and in a narrow,
deep, and steep valley (Alkan, 2018; Yangin, 2001).
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Figure 2. Location of Botan Valley National Park in southeastern Turkey (D-maps, 2020)

Botan Valley’s altitude ranges between 470-1360 meters. Depending on the slope of the valley, it has
variable and diverse landscape assets. A rich and diverse ecosystem thrives within the valley due to its
geomorphological structure. Botan Stream and dams built on it are undoubtedly the most important
determiners of the current ecosystem in the area. Botan Valley is located in Siirt and was given status as
Turkey’s 45th national park on August 15, 2019 by the issue of the Official Gazette. The valley spans
approximately 120 thousand acres and 29 kilometers of the route within the borders of the Siirt, Tillo,
and Eruh provinces (Official Gazette of the Republic of Turkey, 2019).
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3.2. Climatic Conditions

As is the case with many species, weather conditions play an important role in the flight paths and
observability of butterflies. The vast majority of butterflies prefer sunny and hot conditions; they are not
active in rainy and cold weather. Butterflies begin to fly in the spring, mostly after the third month, when
the weather gets warmer. Pupae emerge only when the temperature and humidity are suitable.

Siirt province has a terrestrial climate, which means that summers are dry and hot while winters are rainy
and cold. In the winter season, precipitation comes in the form of snow in higher elevations and the form
of rain and snow in lower elevations. Precipitation is most common in March and April (Republic of
Turkey Ministry of Agriculture and Forestry, 2020) (Table 1). Generally, following a short spring, rains
decrease and the hot and dry weather in the region continues until autumn.

Botan Valley constitutes an important microclimate that differs significantly depending on elevation.
Depending on the altitude, precipitation ranges between 300-400mm while temperatures ranges from 6-
8°C (Alkan, 2018)

Table 1. Temperature and precipitation values of Siirt province by month

Siirt Province 1 2 3 4 5 6 7 8 9 10 11 12

Measurement Periods (1939 - 2019)

Average Temperature

©0) 2.6 4.2 8.3 137 193 259 306 303 254 182 104 438

Average Highest

6.6 8.8 133 191 252 322 370 369 322 244 154 87
Temperature (°C)

Average Lowest

-05 05 4.0 8.9 135 19.0 234 232 187 127 6.3 1.6
Temperature (°C)

Average Sun Time

35 43 5.4 6.5 8.9 116 121 113 9.9 7.1 5.2 35
(Hour)

Average Rainy Days 124 119 141 131 102 33 0.6 0.6 1.6 7.2 8.9 115

Source: Republic of Turkey Ministry of Agriculture and Forestry (2020).
3.3. Determination and creation of the route

Google Earth and Botan Valley National Park’s own maps were primarily used in the creation of the
route. As of March 2020, most of the old known routes have been submerged due to the rising waters of
Ilisu Dam. For this reason, the areas covering the entire national park were examined, and the most
suitable route was determined. Throughout the route, criteria such as slope height, proper distance, and
adequate return were taken into account. A route between Tagbalta and Cinarlisu, in the eastern part of
the valley, was found to meet these conditions.

4. RESULTS

The butterflies were collected and photographed during the day, and observations were made in 2017-
2020 in Botan Valley itself. The sampling process was carried out manually using insect nets and
cameras. Because flight periods differ by species, timing played a vital role in determining the species.
Pictures of many species naturally photographed and collected in the area were added. Figures of the
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species were taken with Fujifilm Finepix HS30EXR and Nikon D5200 cameras. The second author
analyzed the butterflies using the research of Hesselbarth et al. (1995).

As most of the valley was flooded by construction of the Ilisu Dam in 2020, detailed studies were carried
out to determine the route. The most suitable route, between Tasbalta and Cinarlisu, which is around 11
kilometers and continues across Alkumru and Kirazlik Dams, was created. The route starts with Tagbalta
at an elevation of 1100 meters and ends at an elevation of 600 meters in the vineyards and gardens of
Cinarlisu. This route is offered for butterfly watchers, both as an enjoyable trekking opportunity and for
the possibility of observing and photographing butterflies, taking into account their flight times.

After the length of the route was measured on Google Earth, it was calculated according to degree of
difficulty. Kiracioglu (2013) was used to classify the difficulty of the route. The designated route is
nearly 11 km within the coordinates of 37°58°43”N-37°53"53”N and 42°03°20”E-42°02"33”E. It has
low slopes, ups, and downs and is of easy-to-medium difficulty, given that most of the total distance
covers open and large areas (Figure 3, 4). This route is suitable for beginners.

In the route as shown on the map (Figure 3), there are any errors due to satellite view and subjects that
could hinder field studies along the route (such as stony-rocky, reed-marshy, river). The area and the
route were photographed panoramically, and their pictures were added to the paper (Figure 4).

Ty SR WS T SRR i e T el ORI Ty L. e T N

Figure 3. The created route in Botan Valley (modified from Google Earth)
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Figure 4. The created route in Botan Valley, Tillo, 03.06.2020. Photos: E. Seven.

The results of the observations are recorded in Table 2 with the flight periods and common English
names of each species (Baytas, 2007; Tolman & Lewington, 1997). For the two species that do not have
an English name, specific as they are to Eastern countries, an English name was proposed in accordance
with their original names: the names “Persian White” for Pieris persis and the name “Dessert Marbled
White” for Melanargia grumi are proposed. Naturally photographed pictures of many species are
illustrated (Figures 5, 6).

5. DISCUSSION AND CONCLUSION

Species that are more easily observed, have uncommon habits and colors, or are symbolic, rare, or exotic
are unavoidably the focus of public attention. Ecotourism activities such as nature walks and butterfly
watching have no negative impact on natural and cultural environments outside of their contribution to
promoting a given region (Higginbottom, 2004). On the other hand, good guiding and interpretation can
make any species interesting to the general public. For tourists, these components are often an essential
part of their wildlife-watching adventures (Tapper, 2006). In this sense, butterfly watching has attracted
attention in recent years for its easy observation, superb aesthetic value, and rarity for the wildlife
watcher.

Among the alternatives of special interest tourism, interest in butterfly watching has been increasing in
recent years (Geng & Seven, 2020). Butterfly diversity is one of the potential sources for tourism product
variety and improvement. It is thought that the abundance and diversity of butterflies’ potential will
contribute to the diversification and development of tourism products in the sustainable tourism industry.
Butterflies, like other wildlife tourism subjects, have an important potential in destination development
and can be used to diversify touristic activities in destinations. Tourism income levels of rural areas,
including rich natural areas, can be increased by an improvement of ecotourism through butterfly
watching and the conservation of biodiversity.
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This paper intended to clarify the importance of studying Botan Valley nature with the butterflies
watching as an ecotourism site. Turkey’s Botan Valley, located in Southeastern Anatolia, is this study’s
region of interest, and as such is shown to reveal the potential for butterfly watching with the aim of
contributing to the development of the region’s ecotourism potential via tourism diversification.

The recent declaration of Botan Valley as a national park is proof positive of national and international
conservation efforts alike and has enabled the region to develop itself as a viable ecotourism destination.
It has also encouraged local employment (i.e., guidance, food and beverage, etc.). And yet, Botan Valley
has yet to see any significant amount of tourism, despite its enormous potential in terms of butterfly
watching. When the literature is examined, butterfly watching is an important tourism activity for its
protection and use of nature (Gonzales et al., 2017; Kurnianto et al. 2016; Lemelin, 2007; Lemelin &
Lopez, 2019). It also has serious economic potential (Gonzales et al., 2017; Laurent, 2000). In this
context, revealing butterflies’ potential is consistent with other studies conducted with boosting Botan
Valley ecotourism in mind.

Turkey has significant tourism potential. Approximately 45 million foreign tourists visited Turkey in
2019 (KTB, 2020). Yet most of incoming tourists travel for 3S (sea-sand-sun) and cultural tourism
(Okumus et al., 2012). The impact of COVID-19 on Turkey’s tourism industry was, of course, deep,
especially because Turkey’s tourism economy ranks fourth globally at 11.3%, after Mexico, Spain, and
Italy (WTTC, 2020). When tourism projections are analyzed, it is expected that tourists will trend toward
ecotourism activities in their short and medium-term purchasing behaviors (Desbiolles, 2020; Galvani
et al., 2020; Lew et al., 2020). Therefore, this study is consistent with the increasing tourism and future
prospects of Turkey’s tourism potential.

Southeastern Anatolia, where Botan Valley is located, is home to important cultural and natural places
such as Gobekli Tepe, Mount Nemrut, the ancient city of Zeugma, and Hevsel Gardens. This study
provides a butterfly checklist for the area, thus serving as a primary data set and reference point for
future conservation efforts and biodiversity assessments in the region. Butterfly watching could be
introduced as a new attraction for Botan Valley, apart from common activities such as camping, trekking,
hiking, and wildlife watching. Its potential to contribute to the region’s touristic development is high.

Number of species
25
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10
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Danaidae Hesperiidae Lycaenidae  Nymphalidae Papilionidae Pieridae Satyridae

Figure 5. Number of species according to families identified in the area

Turkey has arich array of butterfly fauna, with 413 known species (Hesselbarth et al., 1995; John et al.,
2018; 2020; Kocak & Kemal, 2018). A total of 123 butterfly species are known in Siirt province alone
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(Seven, 2010). Researched on the butterflies of Botan Valley is lacking. John et al. (2018; 2020) have
presented a new species, Pontia glauconome, to the Turkish butterfly fauna, and have reported 14
butterfly species from Botan Valley alone. In this study, a total of 78 butterfly species were reported in
7 families, and 63 of those species are recorded from the valley for the first time. Most species of
butterflies in Botan Valley were identified respectively from the Lycaenidae, Pieridae, and Satyridae
families (Figure 5).

The species: Danaus chrysippus, Gegenes nostrodamus, Cigaritis uighurica, Zizeeria karsandra, Precis
orithya, Thaleropis ionia, Archon apollinaris, Belenois aurota, Colias alfacariensis, Colotis fausta,
Pontia glauconome, Hipparchia fatua, Hipparchia parisatis, Pieris persis were determined rare in the
field. In addition: Carcharodus alceae, Erynnis marloyi, Spialia orbifer, Thymelicus lineolus,
Thymelicus sylvestris, Glaucopsyche alexis, Lycaena phlaeas, Polyommatus agestis, Polyommatus
icarus, Satyrium abdominalis, Tarucus balkanicus, Argynnis pandora, Vanessa cardui, Zerynthia
deyrollei, Colias crocea, Pieris brassicae, Pieris ergane, Pieris rapae, Pontia chloridice, Pontia edusa,
Brintesia circe, Coenonympha saadi, Hyponephele lycaon, Kirinia roxelana, Melanargia grumi species
were found to be widespread and common. Pictures of many species photographed in their natural
position in the Botan valley are presented (Figure 6-7).

The species Danaus chrysippus, Belenois aurota, Colotis fausta, and Pontia glauconome, known as
“immigrants” to Botan Valley, are primarily seen in late summer-autumn in the area. As these species
are visually beautiful and worth seeing, they also attract the attention of butterfly watchers. Pieris persis,
which shows distribution only in Iraq, Iran, Turkmenistan, and Turkey (in East and Southeast), is
remarkable among the species.

Approximately 19,000 butterfly species have been identified in the world (Van Nieukerken et al., 2011).
In addition, there are 60 species of butterflies in the UK and Ireland, 850 in the United States (USA) and
Canada, and around 500 in all of Europe (Wiemers et al., 2018; Pelham, 2020). In this context, Botan
Valley offers an important route for observers with the variety of butterflies it presents.

This study offers some practical work and theoretical application opportunities. Botan Valley National
Park is a viable attraction in and of itself, with its narrow yet deep canyons, geomorphological
formations, and biodiversity. It has high potential as a place for trekking, especially as an alternative
tourism attraction. Yet conservation of nature should be taken into consideration should such activities
be touted for the region. The valley meets the criteria of protected areas that are necessary for ecotourism
to be realized and sustainable due to its resource-rich land structure. That said, it remains insufficient in
terms of infrastructure and transportation. By eliminating these problems, the area will become much
more attractive.

Conservation of species and management of tourism in protected areas are very important in the butterfly
watching process. Such diversity of species further shows the quality of nature in the region. Effective
legislation with sufficient resources for implementation should be provided, and national policies in
protected areas need to be organized. For this, support can be obtained from tourism planners, public
administrators, and even biologists studying the butterflies themselves. When the literature is examined,
it is seen that the studies on butterfly watching are very limited. Especially Covid-19 shows that nature
tourism will be much more popular in the future. In this context, more research is needed on the
development of butterfly watching.
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Appendix

Table 2. Butterflies of Botan Valley with common English names and flight periods

Family No  Species Common name Flight period
Danaidae 1 Danaus chrysippus Plain Tigger July-September
Hesperiidae 2 Carcharodus alceae Mallow Skipper April-October

3 Carcharodus orientalis Oriental Skipper May-June

4 Carcharodus stauderi Stauder’s Skipper May/September-October

5 Eogenes alcides Alcides Skipper July-September

6 Erynnis marloyi Inky Skipper April-August

7 Gegenes nostrodamus Mediterranean Skipper July/September

8 Spialia orbifer Red Underwing Skipper April-August

9 Thymelicus lineolus Essex Skipper May-June/October

10  Thymelicus sylvestris Small Skipper April-August
Lycaenidae 11  Callophrys rubi Green Hairstreak April-May

12 Celastrina argiolus Holly Blue April-August

13  Chilades galba Small Desert Blue March/July-August

14  Chilades trochylus Grass Jewel March/June/October

15  Cigaritis uighurica Large Silver-line May-June

16  Glaucopsyche alexis Green-underside Blue April-July

17  Lampides boeticus Long-tailed Blue April-June

18 Lycaena phlaeas Small Copper March-November

19  Polyommatus agestis Brown Argus April/July/October

20  Polyommatus bellargus Adonis Blue May-June

21  Polyommatus daphnis Meleager’s Blue June-August

22 Polyommatus icarus Common Blue April-October

23 Polyommatus loewii Loew’s Blue May-August

24 Polyommatus thersites Chapman’s Blue May/July

25  Plebejus carmon Eastern Brown Argus May-August

26  Pseudophilotes vicrama Vicrama Blue March/May/August

27  Satyrium abdominalis Gerhard’s Black Hairstreak April-August

28  Satyrium marcidum Riley’s Hairstreak June

29  Tarucus balkanicus Little Tiger Blue April-October

30 Zizeeria karsandra Dark Grass Blue August-November
Nymphalidae 31  Argynnis pandora Cardinal May-October

32 Issoria lathonia Queen of Spain Fritillary April-September

33 Limenitis reducta Southern White Admiral May-August

34  Melitaea persea Persian Fritillary May-June

35 Melitaea syriaca Lesser Spotted Fritillary May-June

36 Nymphalis polychloros Large Tortoiseshell March-July

37  Polygonia egea Southern Comma March/May-September

38  Polygonia c-album Comma Butterfly March/June

39  Precis orithya Blue Pansy July/October-November

40  Thaleropis ionia lonian Emperor July

41  Vanessa atalanta Red Admiral March/June/October

42  Vanessa cardui Painted Lady March-November
Papilionidae 43 Archon apollinaris False Apollo March-April

44 Zerynthia deyrollei Eastern Steppe Festoon April-May
Pieridae 45  Anthocharis cardamines Orange Tip March-April

46 Anthocharis grueneri Gruner’s Orange Tip March-April

47  Aporia crataegi Black-veined White April-June

48  Belenois aurota Pioneer October-November

49  Colias alfacariensis Southern Clouded Yellow May/August-October

50 Colias crocea Dark Clouded Yellow March-November

51  Colotis fausta Large Salmon Arab August-November

52  Euchloe ausonia Dappled White April-May

53  Gonepteryx farinosa Powdered Brimstone Mayis-Eyliil
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Satyridae

54  Gonepteryx rhamni Brimstone May-September

55  Pieris brassicae Large White March-October

56  Pieris ergane Mountain Small White April-July

57  Pieris persis Persian White* April/July/September
58  Pieris pseudorapae False Small White April-September

59  Pieris rapae Small White March-October

60 Pontia chloridice Small Bath White March-September

61 Pontia edusa New Bath White March-November

62  Pontia glauconome Desert White April/September-October
63  Brintesia circe Great Banded Grayling May-July

64  Chazara briseis The Hermit June-August

65  Coenonympha pamphilus Small Heath May/July

66  Coenonympha saadi Saadi’s Heath April-June

67  Hipparchia parisatis White-bordered Grayling June-September

68  Hipparchia fatua Freyer’s Grayling June-July

69  Hipparchia syriaca Syrian Rock Grayling June-September

70  Hyponephele lupina Oriental Meadow Brown May-October

71 Hyponephele lycaon Dusky Meadow Brown April-August

72  Kirinia roxelana Lattice Brown May-September

73  Lasiommata maera Large Wall Brown April-September

74

Lasiommata megera

Wall Brown

April-September

75

Maniola jurtina

Meadow Brown

September-October

76

Maniola telmessia

Eastern Meadow Brown

May-September

77

Melanargia grumi

Dessert Marbled White*

May-June

78

Pararge aegeria

Speckled Wood

March-September
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Figure 6. Butterflies of Botan Valley: a. Danaus chrysippus, b. Callophrys rubi, c. Lycaena phlaeas, d.
Polyommatus icarus, e. Satyrium abdominalis, f. Issoria lathonia, g. Limenitis reducta, h. Polygonia c-
album, i. Precis orithya, k. Thaleropis ionia, . Vanessa atalanta, m. Anthocharis grueneri. Photos: a, b,

f, g, i-k (N. Kaymaz); c-e, h (E. Seven).

121



Geng, Seven & Kaymaz (2021), Johti, 3(2), 104-123

Figure 7. Butterflies of Botan Valley: a. Aporia crataegi, b. Belenois aurota, c-d. Colias crocea, e.
Colotis fausta, f. Gonepteryx rhamni, g. Pieris rapae, h. Pontia glauconome, i. Coenonympha saadi, k.
Hipparchia parisatis, |. Melanargia grumi, Pararge aegeria. Photos: b-h, k (N. Kaymaz); a, i, I, m (E.
Seven).

122



Geng, Seven & Kaymaz (2021), Johti, 3(2), 104-123

Yazar(lar) Hakkinda/About Author(s)

Asst. Prof. Dr. Volkan GENC / volkangenc87@gmail.com

He graduated from Akdeniz University Alanya Faculty of Business, Department of Tourism Management (2011). He
received his master’s degree from Canakkale Onsekiz Mart University, Institute of Social Sciences Institute, Tourism
Management (2013), and his doctorate from Anadolu University, Institute of Social Sciences Institute, Tourism Management
(2018). He started working at Batman University (2013). He was appointed to the Department of Tourism Guidance at the
School of Tourism Management and Hotel Management as an assistant professor (2018). He is still working in Tourism
Guidance at the School of Tourism Management and Hotel Management at Batman University. His main fields of study are
organizational psychology, emotion management, restaurant management.

Assoc. Prof. Dr. Erdem SEVEN/ erdem_seven@hotmail.com

He graduated from Yiiziincii Y1l University, Faculty of Arts and Sciences, Department of Biology (2007). He received his
master’s (2010) and doctorate degrees (2014) from Yiiziincii Y1l University Zoology Department in the field of Entomology-
Lepidoptera. He started to work in the Department of Biology, Faculty of Arts and Sciences at Batman University (2009).
He was appointed to the Department of Gastronomy at the School of Tourism and Hotel Management as an assistant professor
(2015). He is still working at Batman University School of Tourism and Hotel Management. His main fields of study are
animal systematics, entomology (Lepidoptera group), and insect ecology.

Nihat KAYMAZ / kaymaznihat56@gmail.com

He was born in 1969 in Siirt. He graduated from high school and has four children. He has been butterfly and bird watching
since 2015. He observed and recorded 180 butterfly species and nearly 100 birds belonging to Siirt. He discovered two newly
found butterfly species in Turkey. His active occupation is as a taxi driver.

ETHICS STATEMENT FORM

Support Information: This research has not received any support from anywhere.

Ethics Committee Approval

() Ethics committee approval is required.

Which institution issuing an ethics committee approval report?

Ethics committee report decision date and decision number:

( X ) Ethical committee approval is not required (The reason is stated below).

() Ethics committee approval is not required since the data were collected before 2020.

(X) The method used in the study does not require ethics committee approval.
Author(s) Contribution Rate

1. Author: %40

2. Author: %35

3. Author: %25

Informed Consent Form: All parties are involved in the study with their own consent.

123




Journal of Hospitality and Tourism Issues
3(2), 124-139
Makale Tiirii/Article Type

@. ;-::__-_-_-_.._\},_ o [ Arastirma Makalesi/ Research Article
N Gelis/Kabul-Received/ Accepted

27/09/2021- 26/11/2021

Science is love, love requeries honesty

Algllanan Otantik Liderlik Davramsinin Calisanlarin  Orgiitsel Baghihk ve
Performans Diizeylerine Etkisi: Otel Cahisanlar1 Uzerine Bir Arastirma'’

Manolya GULER? () Hasan CINNIOGLU?

Bu arastirmanin temel amact; otel isletmelerinde gorev yapan calisanlarin, yoneticilerinde algiladiklart otantik liderlik
davraniginin orgiitsel baglilik ve performans diizeylerini ne derece etkiledigini ortaya koymaktadir. Ayni zamanda orgiitsel
baglilik diizeyinin ¢alisan performansimi ne sekilde etkiledigini tespit etmek amaglanmistir. Bu amaglar dogrultusunda,
oncelikle konuyla ilgili daha 6nceki ¢aligmalardan yararlanilarak kuramsal yapi olusturulmustur. Arastirmanin c¢alisma
evrenini; Antalya ilinde hizmet veren bes yildizli otel isletmelerinin ¢alisanlari olugturmakta olup; aragtirmanin 6rneklemini
ise Antalya’da hizmet veren 407 bes yildizli otel isletmesi ¢alisan1 olugmaktadir. Daha sonra kolayda 6rneklem yontemi ile
Antalya’da hizmet veren bes yildizl1 otel isletmeleri ¢aliganlarindan, 2020 Eyliil- Aralik doneminde yar1 online yar1 yiiz yiize
olarak 407 anket toplanmistir. Toplanan verilere yonelik; ylizde ve frekans, faktor, korelasyon ve regresyon analizleri
yapilmistir. Analiz sonuglarina gore; calisanlarin, yoneticilerini otantik lider olarak algiladiklari tespit edilmistir. Ayni
zamanda c¢alisanlarin orta diizeyde orgiitsel bagliliga sahip olduklari ve yiiksek diizeyde performans sergiledikleri sonuglarina
ulagilmistir. Bununla birlikte otantik liderlik davraniginin; ¢alisanlarin orgiitsel baglilik ve performans diizeylerini pozitif
yonde ve anlamli bigimde etkiledigi tespit edilmistir. Calisanlarin sahip oldugu orgiitsel bagliligin ise; ¢alisanin sergiledigi
performans diizeyini pozitif yonde ve anlamli bicimde etkiledigi tespit edilmistir.

Anahtar Kelimeler: Otel Isletmeleri, Otantik Liderlik, Orgiitsel Baghlik, Calisan Performansi

JEL Kodu/Code: L83, D23, M12.

The Effect of Perceived Authentic Leadership Behavior on the Organizational Commitment and
Performance Level of Employees: A Research on Hotel Employees

Abstract

The main purpose of this research is to reveal how much the authentic leadership behaviour perceived by the managers of
the employees working in hotel businesses affects the organizational commitment and performance levels. At the same time,
it was aimed to determine how the level of organizational commitment affects employee performance. In line with these
purposes, first of all, a theoretical structure was created by making use of previous studies on the subject. The sampling
framework of the research consists of five-star hotel enterprises serving in the province of Antalya, and the sample of the
research consists of 407 five-star hotel business employees serving in Antalya. Then, with the convenience sampling method,
407 questionnaires, half of which online and the other half face to face, were collected from employees of five-star hotel
businesses in Antalya during the September-December 2020 period. For the collected data; percentage and frequency, factor,
correlation and regression analyses were performed. According to the results of the analysis, it was revealed that the
employees perceive their managers as authentic leaders. At the same time, it was concluded that the employees have a medium
level of organizational commitment and perform at a high level. What is more, it was determined that authentic leadership
behaviour affects employees' organizational commitment and performance levels positively and significantly. It has also been
concluded that the organizational commitment of the employees positively and significantly affects the performance level of
the employees.

Keywords: Hotel Management, Authentic Leadership, Organizational Commitment, Employee Performance.
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1. GIRIS
Teknolojinin giderek gelismesi; kiiresellesmenin ve rgiitler arasinda yaganan rekabetin artmasina, ayni
zamanda bilgi ve iletisim teknolojilerinin de gelismesine neden olmustur. Yasanan bu gelismelerin,
orgiitlerin yapisim1 dogrudan etkiledigini sdylemek miimkiindiir. Orgiitler varliklarini siirdiirebilmek
icin yasanan degisimlere uyum saglamislardir. Insan kaynaginin sadece maliyet unsuru olarak
goriildiigii ve klasik yonetim anlayislarinin hakim oldugu orgiitlerde; insan kaynagi giicii 6n plana
¢ikmis, klasik yonetim anlayisinin yerini modern yonetim anlayisi almistir. Klasik yonetim anlayisinda,
orgiitiin karlhilig1 ve etkinligi 6nemliyken calisanlar ikinci planda yer almaktaydi. Modern yonetim
anlayisinda ise; Orgiitiin basarili olabilmesindeki asil unsurun galisanlarin etkinligi ve sergiledikleri
performansa bagli oldugu anlasilmistir. Otel isletmelerinde ¢alisanlarin, orgiitiin amag ve hedeflerini
gerceklestirmeye yonelik davraniglar sergilemesinde yoneticilerin etkisi olduk¢a fazladir. Yoneticilerin
oncelikle lider vasfina sahip olmalar1 gerekmektedir (Cinnioglu, 2018: 2).
Emek yogun ¢alisma prensibine sahip olan otel isletmelerinde, iiretim ile tiiketimin es zamanli olmasi
ve calisan devir hizinin yiiksek olmasi nedeniyle, orgiitsel baglilik ve calisan performansi kavramlari,
otel isletmelerinin basarili olabilmesi i¢in olduk¢a dnemlidir. Bu nedenle otel isletmeleri yoneticilerinin,
gbrevini yerine getirirken calisanin Orgiitsel baglilik ve performans diizeylerini arttiracak bicimde
liderlik davraniglar1 sergilemeleri gerekmektedir. Yonetim anlayisinin degisip gelismesiyle birlikte,
bircok modern liderlik tarzlar1 ortaya ¢ikmistir. Tamda bu noktada hangi liderlik tiiriiniin bu iki 6nemli
unsuru pozitif yonde etkileyebilecegi sorunu ortaya ¢ikmaktadir. Bu modern liderlik tiirlerinden biri de
otantik liderliktir. Otantik liderlik davranisini benimseyen liderler; seffaf, 6z farkindaliga ve yiiksek
ahlaki anlayisa sahip, bilgiyi dengeli ve dogru bicimde degerlendirebilen kisilerdir (Avolio vd., 2004).
Bu ¢aligmanin temel amaci; otel isletmelerinde ¢alisanlarin yoneticilerinde algiladiklar: otantik liderlik
davranisinin, ¢alisanin rgiitsel baglilik ve performans diizeyini ne derecede etkiledigini tespit etmektir.
Ayn1 zamanda calisanlarin sahip oldugu orgiitsel bagliligin, performans diizeylerini nasil etkiledigini
belirlemek amaglanmistir. Calismanin yapilmasindaki amaglardan bir digeri ise literatiirde konuyla
ilgili az sayida ¢alisma (Avolio vd. 2004; Khan, 2010; Akgiindiiz, 2012; Tasliyan & Hirlak, 2016; Rego,
Lopes & Nascimento, 2016) yapilmis olmasidir. Ayni zamanda turizm sektdriinde yoneticilerin otantik
liderlik davranis1 sergilemelerinin; ¢alisanlarin performans diizeyini arttiracagi, boylece ¢alisanin daha
kaliteli mal ve hizmet sunacagr ve isletmenin basarisinin artacagi diisiincesiyle calisma
gerceklestirilmistir.

2. KAVRAMSAL CERCEVE

2.1. Otantik Liderlik

Orgiitler arasindaki giderek artan rekabet unsuru, her gecen giin zorlasan sosyal ve ekonomik sartlar,
orgiitlerin karmagik yapis1 gibi unsurlar neticesinde, bu zorlu kosullarla basa ¢ikabilecek ve 1liml1 orgiit
iklimi olusturacak yeni liderlik tarzlari arayis1 ortaya ¢cikmistir (Bakan & Dogan, 2013: 255). Pozitif
psikolojide yapilan ¢alismalar sonucunda, klasik liderlik yaklagimlarinin degisip, is giiciiniin olumlu
yonlerine yonelim yapilmasi gerektigi vurgulanmistir. Buna bagli olarak liderlik kavraminin;
caligsanlarin sahip oldugu 6zelliklerin farkinda olup; bu 6zelliklerin gelistirilmesi konusunda ¢alisanlara
yol gostermek, calisanlarla beraber is yapmak ve Orgiitiin siirdiirebilir kazanglar saglamasina katkida
bulunmak gibi 6zellikler iizerinde sekillendigi goriilmektedir. Lider vasfina sahip olan ydneticilerin;
calisanlarin motivasyonunu, performans diizeyinin ve oOrgiite olan giiven duygusunu gelistirmeye
yonelik davraniglar sergilemeleri gerekmektedir. Ayni1 zamanda liderin, ¢calisanlarin ihtiyag ve isteklerini
karsilamas1 gerekmektedir. Calisanlarin ihtiyag ve isteklerinin karislanmasi durumunda ¢alisan memnun
olacak performans diizeyi ve orgiite olan baglilig1 da artacaktir (Akgilindiiz, 2012: 2). Bagka bir ifade ile
orgiitlerde var olan ¢alisma kosullarinda pozitif psikoloji akimi1 dogrultusunda olan liderlik tarzlarini
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benimsemeleri gerektigine deginilmistir. Bu liderlik tarzlarindan biri olan; seffaf, olumlu, samimi ve
etik davraniglar sergileyen, rekabet ortaminda Orgiitiin ayakta kalmasini saglayan ve temeli pozitif
psikolojiye dayanan *‘otantik liderlik*” tarzidir (Ozdemir, 2017: 4).

Rekabet unsurunun giderek 6nem kazandigr hizmet sektoriinde oOrgiitlerin, belirledikleri hedeflere
ulagabilmeleri i¢in rakiplerine gore farkli olmalar1 gerekmektedir. Bu nedenle orgiitler, insan kaynagi
giicinii arttirarak ahlaki degerlere 6nem veren, iliskilerinde seffaf ve diirlist davranislar sergileyen
liderlerle calisirlar (Giiler & Cinnioglu, 2020). Baska bir ifade ile ¢alisanlarla iyi iletisim kurabilen ve
onlara yol gosterici olan bir lidere ihtiya¢c duyulmasi, otantik liderlik anlayisinin olusmasina sebep
olmustur (Keser & Kocabas, 2014).

Otantik liderlik davranigini sergileyen liderler, orgiitlerde pozitif iklim olusturarak, bu pozitifligi 6rgiit
amaclarina uygun bi¢imde kullanirlar. Otantik liderlik davranis sergileyen liderler; bilginin dengeli
dagilmasi konusunda etkili olan, ahlaki anlayisini igsellestiren ve c¢alisanlara karsi gilivenilir olup
caligsanlarin kendilerini gelistirmesinde katki saglayan, kendini bilen, duygu ve diislincelerine ayni
zamanda inanglarina uygun davranislar sergileyen kisilerdir (Walumbwa vd., 2008). Otantik liderlik;
giiclii ve zayif yonlerinin farkinda olan, ahlaki ilke ve anlayislara uygun davranislar sergileyen, diiriist
ve seffaf bir bicimde iletisim kuran ve c¢alisanlarin duygularini 6nemseyen liderlik tarzini ifade eder
(Ok¢u & Anik, 2017). Luthans & Avolio’ya (2003) gore otantik liderlik; liderin siirekli olarak kendini
yenilemesi, igten ve samimi davranislar sergileyerek c¢aligsanlarla pozitif bir bi¢imde iletisim kurmasi ve
calisanlarin kendilerini gelistirme siirecine katki saglayacak davranislar sergilemesidir. Otantik lider;
kisisel Ozelliklerinin farkinda olan, diislincelerinin, davraniglarinin ve giiclii yonlerinin bagkalari
tarafindan nasil algilandiklarinin farkinda olan kisilerdir (Gtil vd., 2017). Brown ve Trevino’ya (2006)
ise gore; otantik liderler, karar alma siirecinde ahlaki degerleri géz dniinde bulundururken, olaylara farkl
agidan bakarak etik degerlere onem verirler. Ayni1 zamanda otantik liderler; esnek, umut ve iyimserlik
ozellikleriyle gelecege uyum saglayabilmek icin ¢aba gosterirler (Ilies vd., 2005).

2.2. Orgiitsel Baghhk Kavram

Diinyanin giderek kiiresellesmesi, ticari ve ekonomik agidan iilkelerin sinir tanimadigi ve rekabet
unsurunun Onem kazandigr ortamlarda, Orgiitsel baglhilik kavrami; isletmelerin varliklarim
stirdiirebilmeleri ve daha giiglii bir bicimde hedeflerine yonelebilmeleri i¢in, olduk¢a 6nemlidir (Giil,
2002). Orgiitsel baglilik kavrami; ¢alisanin, drgiitiin sahip oldugu degerleri ve amaglar1 kabul edip, bu
amag¢ dogrultusunda orgiitiin basarisi i¢in hareket etmesiyle birlikte, giiclii bir calisma arzusuna sahip
olup; érgiit iiyeliginin devamliligini siirdiirmesidir (Kaya & Selguk, 2007). Orgiitsel baglilik, ¢aliganin
orgiit ¢ikarlari i¢in 6zveride bulunmasi, kendini 6rgiite adamasi, 6rgiit i¢in fedakarliklar yapmasi, orgiit
faaliyetlerini gerceklestirmesi ve orgiitiin amaclarini benimsemesi durumudur (Cekmecelioglu & Eren,
2007). Bagka bir ifade ile orgiitsel baglilik, ¢alisanin isletmeye olan sadakatidir (Price, 1997). Mowday
vd. (1979) gore, orgiitsel baglilik; ¢alisanin, orgiitiin amaglarina, hedeflerine ve degerlerine giivenip, bu
degerler ve hedefler dogrultusunda hareket ederken ayni zamanda isini en iyi sekilde yapmasi ve orgiit
diyeliginin siirdiiriilmesi icin istekli olmasidir. Meyer & Allen (1997), orgiitsel bagliligi olan calisan;
her durumda isletmede varligini siirdiiren, diizenli ve devamli olarak gorevini yerine getiren, is gliciinii
tam anlamiyla verimli bir bi¢imde kullanan, isletmenin vizyonunu ve amaglarini paylasarak isletmenin
degerlerini koruyan kisi olarak agiklamistir. McDonald & Makin (2000) ise, orgiitsel bagliligi; ¢alisan
ile orgiit arasinda yapilmis olan psikolojik sézlesme olarak belirmistir. Ozdevecioglu (2003), drgiitsel
baghlig; orgiitiin degerlerini ve hedeflerini benimseyerek, ¢alisanin kendini 6rgiitiin bir parcasi gibi
hissetmesi ve orgiitiin ¢ikari igin ¢aba gostermesi seklinde agiklamistir. Baska bir ifade ile orgiitsel
baglhlik; calisanin orgiitiin amacglarini gergeklestirebilmek i¢in ¢aba gostermesiyle birlikte calisanin,

126

@000



Giiler & Cinnioglu (2021), Johti, 3(2), 124-139

orgiitiin sahip oldugu degerlerine ve hedeflerine olan inanci seklinde agiklanmistir (Kitapgi, 2006).
Yapilan tanimlara gore orgiitsel baglilik kavraminin kisaca, ¢alisanin 6rgiite olan bagliligini ifade ettigini
sOylemek miimkiindiir.

2.3. Cahsan Performansi

Calisan performansi; calisanin verilen gorevi gegeklestirirken sarf ettigi ¢caba olarak agiklanmaktadir
(Yilmaz & Karahan, 2010). Calisan performansi; 6nceden belirlenmis olan prosediirlere gore gorevin
yerine getirilmesi ve hedeflere ulasabilmek, basarili olabilmek icin mal ve hizmet {iretilmesi olarak
tanimlanabilmektedir. Rotundo & Sackett (2002) ise ¢alisan performansini; orgiite katkida bulunmak
amaciyla calisanin kendi istegiyle gerceklestirdigi davranislar ve faaliyetler olarak agiklamistir. Bagka
bir tanima gore ¢alisan performanst; belirli kosullara gére veya ¢alisanin belirli bir siirede verilen gorevi
yerine getirme diizeyi olarak ifade edilmistir (Bayram, 2006). Calisan performansi; ¢aliganin nicel ve
nitel anlamda orgiite sagladig1 katkilardir (Tanriverdi vd., 2010). Calisan performansi, orgiitiin

belirledigi amac¢ ve hedeflerine ulagsmasinda calisanin saglamis oldugu katkidir (Cinnioglu & Giiler,
2020).

2.4. Otantik Liderlik, Orgiitsel Baghhik ve Calisan Performansi Arasindaki Iliski

Liderler, calisanlar1 6rgiit amagclari i¢in harekete gegirirler ve motive ederler. Calisanlarin motive olmasi
ve harekete gegmesi ile calisanin orgiite olan bagliligini arttiracagini ve buna bagl olarak orgiit
performansinin da artacagini sdylemek miimkiindiir. Orgiitsel bagliligin ve galisan performans diizeyinin
artmasi, orgiitlerin birgok bolimiinde liderin sergiledigi davranislarla ilgilidir (O'Reilly vd., 2010).
Otantik liderligin orgiitsel baglilik ve ¢alisan performansi ile iliskisini belirlemeye yonelik literatiirde
benzer ¢alismalar oldugunu sdylemek miimkiindiir.

Avolio vd. (2004), yaptiklar1 galisma sonucunda; otantik liderlik davraniginin, ¢alisanin 6rgiitsel baglilik
diizeyini arttirdiginmi tespit etmislerdir. Jensen & Luthans (2006); ¢alisanlarin otantik liderlik algist
arttikca, orgiitsel baglilik diizeyinin de buna bagl olarak arttigini (r: 0,48) tespit etmislerdir. Walumbwa
vd. (2008) ise, Cin, Kenya ve Amerika’da yer alan, bes ayr1 orneklem iizerinde yaptigi ¢alisma
sonucunda; otantik liderlik ile orgiitsel baglilik arasinda pozitif yonde anlamli bir iliski oldugunu (r:
0,68) ortaya koymuslardir. Sagir & Aydin (2019); tekstil sektoriinde, 350 kisi ile gergeklestirdigi ¢alisma
sonucunda, otantik liderligin orgiitsel baglilig1 pozitif yonde etkiledigi (r:0,586) sonucuna varmiglardir.
Otantik liderligin isten ayrilma niyeti ve calisan performansina etkisini 6lgmek amaciyla hastaneler
lizerinde yapilan ¢alisma sonucunda, otantik liderlik davraniginin, ¢alisanin isten ayrilma niyetini negatif
yonde etkiledigini (8:-0,392) diger bir ifade ile orgiitsel baglilig1 arttirdig1 sonucuna varilmistir (Tasliyan
& Hirlak, 2016). Tanriverdi ve arkadaslar1 (2016) konaklama isletmeleri lizerinde 130 calisanla
yaptiklar1 ¢alisma sonucunda, otantik liderlikle benzer 6zelliklere sahip doniistimci liderlik
davranisinin, isten ayrilma niyetini negatif yonde etkiledigi (B: -0,322) ve baglhilig: arttirdigini tespit
etmislerdir. Benzer sekilde Rego vd. (2016), otantik liderlik ile 6rgiitsel baglilik arasinda pozitif iliski
oldugunu (1:0,942) tespit etmislerdir. Park & Seo (2016), otantik liderligin orgiitsel bagliliga etkisini
tespit etmek amaciyla Kore’de yapiklar1 calisma sonucunda; otantik liderlik davranisinin Grgiitsel
baglilig1 pozitif yonde etkiledigi (B: 0.731) sonucuna varmisglardir. Tiim bu ¢aligmalar 1g181nda asagidaki
hipotez gelistirilmistir:

HI: Otel ¢alisanlarinin algiladiklari otantik liderlik davranisi, orgiitsel bagliliklarini pozitif yonde etkiler.

Calisanlarin performans diizeyleri, 6rgiitiin hedeflerine ulagsmasi konusunda ¢alisanin gosterdigi ¢aba ile
ilgili bir kavramdir. Calisanlar gorevlerini en iyi sekilde yerine getirmek i¢in yoneticilerin ve 6rgiitiin
destegi gerekmektedir. Baska bir ifade ile ¢alisanin performans diizeyi, liderin sergiledigi davraniglarla
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yakindan ilgilidir (Korkmaz, 2005; Yilmaz & Karahan, 2010). Otantik liderlik davranisinin; ¢alisanlarin
sergiledigi tutumlarini, davraniglar: ve ¢aliganlarin performans diizeylerini olumlu yonde etkilemektedir
(Avolio vd., 2004). Clapp-Smith, Vogelgesang & Avey (2009); algilanan otantik liderlik davranisi ile
performans diizeyi arasinda anlamli iliski oldugunu (r: ,860), Khan (2010), otantik liderligin performans
iizerindeki etkisini belirlemeye yonelik yaptigi ¢alisma sonucunda, otantik liderligin performansi olumlu
yonde etkiledigini (r: ,48) tespit etmistir. Giil & Alacalar (2014) Samsun ilinde gorev yapan 96 6gretmen
ile yaptig1 ¢calisma sonucunda; otantik liderlik ile ¢alisan performansi arasinda pozitif yonlii anlamli bir
iliski oldugunu (r: ,277) tespit etmislerdir. Wang ve arkadaglar1 (2014) ise; yaptiklari calisma sonucunda,
otantik liderlik davranisi ile ¢alisanin performansi arasinda pozitif yonde anlamli bir iliski oldugunu (r:
0,68) tespit etmislerdir. Tasliyan & Hirlak (2016); Giiney Dogu Anadolu bolgesinde 403 hemsire ile
yaptiklar1 ¢aligma sonucunda otantik liderligin ¢alisan performans diizeyini olumlu yonde etkiledigi (8B:
0,643) tespit etmislerdir. Benzer sekilde Yangin’in (2017) yapmis oldugu c¢alismada ise, liderin
sergilemis oldugu otantik liderlik davranisi ile ¢alisanin performans diizeyi arasinda pozitif yonde iligki
(r: 0,21) oldugunu belirtmistir. Bu ¢alismalara bagli olarak asagidaki hipotez gelistirilmistir.

H2: Otel ¢alisanlarinin algiladiklari otantik liderlik davranisi, performanslarini pozitif yonde etkiler.

Orgiitsel bagliligm ¢alisanin performansi arasindaki iliskiyi tespit etmeye yénelik yapilan ¢alismalar
(Allen & Meyer, 1996; Meyer vd., 202; Luchak & Gellatly, 2007; Khan vd., 2010) sonucunda 6zellikle
orgiitsel bagliligim duygusal baglilik boyutu ile ¢alisanin performans diizeyi arasinda olumlu yonde
iligki oldugu tespit edilmistir. Mayer & Schoorman (1992), orgiitsel baglilik ve ¢alisan performansina
yonelik yaptiklar1 calisma sonucunda; orgiitsel bagliligin performans diizeyini anlamli diizeyde
etkiledigini (B: ,503) tespit etmislerdir. Kalleberg & Marsden (1995) ise, orgiitsel baglilik ile performans
arasinda olumlu bir iliski (r: ,281) oldugu sonucuna varmislardir. Uygur (2007), Istanbul Ankara ve
[zmir illerinde gérev yapan 323 banka galisani ile yapmus oldugu ¢alisma sonucunda; drgiitsel baglilik
diizeyi ile ¢aligan performansi arasinda anlamli bir iligki oldugunu (r: 0,145) tespit etmistir. Ertan (2008)
ise; Antalya ilinde faaliyet gdsteren otel isletmelerinde 402 calisan ile gerceklestirdigi calismada;
orgiitsel bagliligin performans lizerinde belirleyici etkiye sahip oldugu (8:0,317) sonucuna varmislardir.
Iraz & Akgiin (2011), drgiitsel baglilik ile performans arasinda iliskiyi belirlemek amaciyla yaptiklar:
caligma sonucunda, orgiitsel baglilik ile performans diizeyi arasinda pozitif yonde iliski oldugu (r: ,490)
bulgusuna ulagmislardir. Benzer sekilde, Ozdemir & Yayli (2014), drgiitsel baghilign performansla
iliskisini tespit etmek amaciyla yaptiklar ¢alisma sonucunda; orgiitsel baglilik ile performans diizeyi
arasinda pozitif yonde anlamli bir iligki oldugunu (r: ,725) tespit etmislerdir. Yapilan bu ¢caligmalar 1s1nda
arastirmanin H3 hipotezi asagidaki gibi gelistirilmistir.

H3: Otel ¢alisanlarinin 6rgiitsel baglilik diizeyleri, performanslarini pozitif yonde etkiler.

Orgiitsel
Baglilik

Otantik
Liderlik

Calisan
Performansi

Sekil 1. Kavramsal Model
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3. YONTEM

Calismada veri toplama tekniklerinden olan anket yonteminden yararlanilmistir. Calismada otantik
liderlik algisini 6lgmek amaciyla, Walumbwa vd. (2008) tarafindan gelistirilen, Tabak ve arkadaslari
tarafindan (2012) Tiirkceye uyarlanan ‘Otantik Liderlik Olgegi’ kullanilmistir. Olgek bircok calismada
kullanilmis gegerlilik ve giivenilirlik analizleri yapilmistir (Akgiindiiz, 2012: 54; Tabak vd., 2012; Iskin
& Kaygin, 2016; Simsek vd., 2017; Cankaya, 2019; Giiler & Cinnioglu, 2020). Oz farkindalik, bilginin
dengeli degerlendirilmesi, igsellestirilmis ahlaki anlayis ve iliskilerde seffaflik olmak iizere dort
boyuttan olusan 6l¢ekte; toplamda 16 madde bulunmaktadir (Walumbw vd., 2008). Calisanlarin orgiitsel
baglilik diizeylerinin &lgiilmesi amaciyla; anketin ikinci boliimiinde, ‘Orgiitsel Baglilik Davranisi
Olgegi’nden yararlamlmustir. Orgiitsel baghlik davranis Slcegi; Allen & Meyer (1990) tarafindan
gelistirilmis, konuyla ilgili yapilan bir¢ok c¢alismada kullanilmis, gegerliligi ve giivenilirligi analiz
edilmistir (Durna & Eren, 2005; Avci & Kiigiikusta, 2009; Cakar & Ozyer, 2016; Caylikoca, 2017; Cakir
vd., 2018). Olgek toplamda 18 maddeden olusmaktadir. Aym zamanda duygusal baghlik, devam
baglilig1 ve normatif baglilik olmak {izere ii¢ boyuta indirgenmistir. Arastirmada ¢alisanlarin performans
diizeyleri algisin1 6lgmek amaciyla Sigler ve Pearson’in (2000) Kirkman & Rosen’dan (1999) derledigi,
(61 (2008) tarafindan ise Tiirkgeye uyarlamasi yapilmis olan performans dlgegi kullanilmstir. Olgek tek
boyuttan ve toplamda 4 maddeden olusmaktadir (Sehitoglu, 2010: 121). Iifadeler; kesinlikle
katilmiyorum (1), kesinlikle katiliyorum (5) seklinde 5°1i Likert derecelemesine tabi tutulmustur.
Arastirmada anket uygulanmadan once T.C. Iskenderun Teknik Universitesi Bilimsel Arastirma ve
Yayn Etigi Kurulu’ndan etik kurul onay1 alinmistir (05/01/2021-3).

Algilanan otantik liderlik davraniginin, ¢alisanin orgiitsel baglilik ve performansin diizeyine etkisini
tespit etmek amaciyla yapilan bu arastirmanin evreni; bes yildizli otel isletmeleri ¢alisanlarindan
olusmaktadir. Calisma evreni Antalya ilinde faaliyet gosteren bes yildizli otel isletmeleri calisanlaridir.
Arastirmanin 6rneklemi ise Antalya ilinde hizmet veren 407 bes yildizl1 otel isletmeleri ¢alisanlaridir.
Arastirmanin yapilacagi bolge seciminde bes yildizli otel isletmelerinin en ¢ok Antalya ilinde yer aliyor
olmasi ve turizm sektorii agisindan 6nemli bir bolge olmast géz 6niinde bulundurulmustur. Antalya
ilinde aktif bir sekilde hizmet veren 219 bes yildizl1 otel isletmesi bulunmaktadir (Antalya il Kiiltiir ve
Turizm Midiirliigi, 2021). Arastirmada, evreninin tamamina ulasmanin; mesafe, maliyet ve zaman gibi
unsurlar nedeniyle imkéansiz olmas1 durumu séz konusudur. Bu nedenle belirlenen evren iizerinden
orneklem alma yolu tercih edilmistir. Antalya ilinde faaliyet gdsteren bes yildizli otel isletmelerinde
yaklagik 628 bin yatak mevcuttur (AKTOB, 2020). Bes yildizl1 otel isletmelerinde 3,08 yatak basina 1
personel diismektedir (TUROFED, 2010). Buna gére Antalya’daki bes yildizli otel isletmesi ¢alisam
yaklasik 203.896°dir. Evren sayisinin sinirsiz olarak kabul edilmesinden dolay1 (N>10.000) 6rneklem
buiytikliigii 384 kisi olarak belirlenmistir (Altunisik vd., 2005). Calisanlarin sayisinin tam olarak
bilinmemesinden dolay1 kolayda Orneklem yoOntemi tercih edilmistir. Anket; Eyliil-Aralik 2020
doneminde yar1 online yar1 yiiz yiize yapilmistir. Yiiz yiize toplamda 300 anket dagitilmis, hatali ve
eksik anketler ¢ikarildiktan sonra 247 anket toplanmistir. Daha sonra yapilan online olarak 160 anket
toplanmistir. Online ve yiiz yiize olmak {izere toplamda 407 anket degerlendirmeye alinmistir.

4. VERILERIN ANALIZi VE BULGULAR

Antalya ilinde bes yildizli otel isletmeleri calisanlar1 ile gergeklestiren arastirmada 407 anket
toplanmustir. Fakat 75 calisan demografik bilgilerini vermediginden 332 ¢alisanin demografik 6zellikleri
degerlendirilmeye alinmistir. Ankete katilanlarin; %41,3’i kadin, %58,7’si erkek iken, %44,3 oraninda
27-43,%42,5 oraninda 18-25 yas araligindadir. 1331 lise, 55’1 6n lisans ve 92’si lisans egitim diizeyine
sahiptirler. Ayn1 zamanda %42,2’si yiyecek icecek, %20,8’1 kat hizmetleri ve %9,3’tii 6n biiro
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departmanlarinda gorev yapmaktadirlar. Calisanlardan %59,9°u evli, %45,5’1 2501- 3500, %34,3°1 ise
2500 TL veya alt1 gelir diizeyine sahiptirler. Calisanlarin %50,9°u 1-5 yil arasi, %22,3’1 6-10 yil arast,
19,61 1 yildan az sektor tecriibesine sahiptirler. Son olarak katilimcilarin %60,8’si turizm alaninda
egitimli iken, %39,2’si ise turizm alaninda egitim almamislardir.

Tablo 1’de olgeklerin boyutlarina gore giivenirlik analizi sonuglar1 verilmistir. Analiz sonuglari
incelendiginde madde toplam korelasyonlarinin ve ¢oklu R2 degerlerinin 0.30’dan biiylik oldugu
gorilmektedir. Madde toplam puan korelasyon katsayisinin ve R2 degerlerinin 0.30 iizeri olmasi ve
negatif madde korelasyon degerinin olmamasi glivenilirlik i¢in iyi olarak yorumlanir (Coskun & Bebis,
2015). Bu sonuglara gore arastirmada kullanilan Olgeklerin giivenilir oldugu ifade edilebilir
(Cekmecelioglu & Eren, 2007; Tanriverdi vd., 2010 Giil & Alacalar, 2014; Erkili¢ & Aydin 2019; Giiler
& Cinnioglu, 2020).

Tablo 1.0l¢eklerin giivenirlik analizi sonuclar
Olcekler/

Katsayilar Otantik liderlik  Orgiitsel baglilik Performans
Madde sayist 16 18 4
Alfa katsayisi 0,919 0,887 0,863
- - e 0,422- 0,485-
En kiiciik ve biiyiik madde-biitiin korelasyonu 0,589 0,554 0,524-0,692
Negatif madde-biitiin korelasyon degeri Yok Yok Yok
. . 0,381- 0,401-
P . 2 < ' ’ _
En kiiciik ve biiyiik ¢oklu R* degeri 0,712 0,662 0,510-0,718
e s - - 0,906- 0,876-
Madde silindiginde en diisiik ve biiyiik Alfa 0,013 0,892 0,805-0,854
Ornek biiyiikligii 407 407 407
Ortalama 3,27 3,15 4,09
Standart sapma 0,825 0,696 0,802
Tepki kategorileri 1=Kesinlikle Katilmiyorum ..., 5= Kesinlikle Katiltyorum

Katilimcilarin degiskenlere yonelik algi diizeyleri incelendiginde ise otantik liderlik 3.27, Orgiitsel
baglilik alg1 diizeylerinin 3,15 ve performans diizeyinin ise 4,09 oldugu goriilmektedir (Tablo 2).

Tablo 2. Degiskenlere yonelik alg: diizeyleri, giivenirlilik ve korelasyon analizi sonuclari

Degiskenler Cronbach Alfa Ort. S.s. 1 2 3
Otantik liderlik ,919 3,27 ,825 1

Orgiitsel baghlik ,887 3,15 ,696 505" 1

Calisan Performansi ,863 4,09 ,802 ,350™ 273" 1

** p<,001 degerinde anlaml

Tablo 2’de verilen korelasyon analizinin sonuglara bakildiginda ise, otantik liderlik ile Orgiitsel
baglilik arasinda pozitif yonlii (r: 0,505) ve anlamli (p <,001); otantik liderlik ile ¢alisan performansi
arasinda pozitif yonlii (r: 0,350) ve anlaml (p<,001); orgiitsel bagllik ile calisan performansi arasinda
da pozitif yonlii (r: 0,273) ve anlamli (p<,001) iliskiler oldugu tespit edilmistir.

Tablo 3. Otantik liderligin orgiitsel baghhga etkisini belirlemeye yonelik basit dogrusal regresyon analizi

Bagimsiz Degisken Standardize Edilmemis Standardize T Degeri Anlamhhk
Katsayilar Katsayilar Diizeyi (p)
Beta Degeri Standart Beta Degeri
Hata
Sabit 1,761 ,122 14,397 P<0,001
Otantik Liderlik ,426 ,036 ,505 11,768 P<0,001

Bagimh Degisken: Orgiitsel Baghlik.
R:0,505; R2:0,255; F:138,489 P<0,001
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Otantik liderligin Orgiitsel bagliligi nasil etkiledigini ortaya koyabilmek amaciyla basit dogrusal
regresyon analizi yapilmis ve analiz sonuglarina Tablo 3’de yer verilmistir. Belirlilik katsayisi olan R?
degerine bakildiginda; orgiitsel bagliliga iliskin toplam varyansin %25’ini agikladigint ve modelin
anlamli oldugu goriilmektedir (F=138,489; p<0,00). Regresyon katsayis1 (B degeri) ise otantik liderlik
davranisindaki bir birimlik artisin orgiitsel baglilikta 0,426 oraninda bir artisa neden oldugu tespit
edilmistir (Biiytikoztiirk, 2020). Baska bir ifade ile yoneticilerin otantik liderlik davranisi sergilemeleri,
orgiitsel baglilik diizeyini arttirabilecektir. Yapilan regresyon analizi sonucunda; arastirmada gelistirilen
HI hipotez desteklenmistir (p<0,001).

Otantik liderlik davraniginin ¢alisan performansini ne sekilde ve ne derecede etkilediginin tespit edilmesi
amaciyla yapilan regresyon analizi sonuglari Tablo 4’te yer almaktadir. Belirlilik katsayisina (R?)
bakildiginda ¢alisan performansina iligkin toplam varyansin %12’sini agikladigin1 ve modelin anlamli
oldugunu (F=56,467; p<0,00) sdylemek miimkiindiir. Regresyon katsayisina (B degeri) bakildiginda ise,
otantik liderlik davranisindaki bir birimlik artigin ¢alisan performansinda %35 bir artisa neden oldugu
tespit edilmistir. Bu veriler 1s1ginda otantik liderlik davranisinin g¢alisan performansini arttiracagi
sOylenebilir. Yapilan analizler incelendiginde; ¢alismada otantik liderlik ile calisan performansina
yonelik gelistirilen H2 hipotezi desteklenmistir (p<<0,001).

Tablo 4.0tantik liderligin ¢cahisan performansina etkisini belirlemeye yonelik basit dogrusal regresyon analizi

Bagimsiz Degisken Standardize Edilmemis Standardize T Degeri Anlamhihk
Katsayilar Katsayilar Diizeyi (p)
Beta Degeri Standart Beta Degeri
Hata
Sabit 2,980 ,153 19,459 P<0,001
Otantik Liderlik 340 045 ,350 7514 P<0,001

Bagimh Degisken: Performans.
R:0,350 R2:0,122; F:56,467 P<0,001

Orgiitsel bagliligim ¢alisan performansinin etkisinin ne sekilde ve ne derecede oldugunu belirlemeye
yonelik yapilan regresyon analizi sonuglarina ise Tablo 5°te yer verilmistir. Yapilan analizler sonucunda,
belirlilik katsayisinin (R?) calisan performansina iliskin toplam varyansin %7,5’ini agikladigini ve
modelin anlamli oldugunu (F=32,493; p<0,00) soylemek miimkiindiir. Regresyon katsayisi ise (B
degeri) oOrgiitsel bagliliktaki bir birim artisin ¢alisan performansint %27 arttiracagi tespit edilmistir
(Biiyiikoztiirk, 2020: 100). Elde edilen analiz sonuglarina gore; orgiitsel baglilik diizeyinin, ¢aliganin
sergilemis oldugu performansi etkileyecegini sOylemek miimkiindiir. Yapilan analizler sonucunda;
orgiitsel baglilik ile ¢alisan performansina yonelik gelistirilen H3 hipotezi desteklenmistir (p<0,001).

Tablo 5.0rgiitsel baghhgin ¢alisan performansina etkisini belirlemeye yonelik basit dogrusal regresyon analizi

Bagimsiz Degisken Standardize Edilmemis Standardize T Degeri Anlamhlk
Katsayilar Katsayilar Diizeyi (p)
Beta Degeri Standart Beta Degeri
Hata
Sabit P<0,001
3,103 ,178 17,406
Orgiitsel Baghhk 314 ,055 273 5,700 P<0,001

Bagimh Degisken: Calisan Performansi.
R:0,273 R2:0,074; F:32,493 P<0,001
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5. SONUC VE ONERILER

Calismanin temel amaci; otel isletmelerinde calisanlarin yoneticilerinde algiladiklart otantik liderlik
davraniginin, orgiitsel baglilik ve performans diizeyine etkisini belirlemektedir. Ayn1 zamanda orgiitsel
bagliligin, ¢alisan performans diizeyine etkisini tespit etmek amaglanmistir. Arastirma kapsaminda,
Antalya ilinde hizmet veren bes yildizli 407 otel isletmesi ¢alisani ile anket ¢alismasi gergeklestirilmis
ve veriler elde edilmistir.

Kuramsal Cikarimlar

Otantik liderlik davranmisinin ¢alisanin orgiitsel baglilik diizeyini pozitif yonde ve anlamli bir sekilde
etkiledigi tespit edilmistir. Konu ilgili literatiirde yer alan bir¢cok ¢aligmanin sonucuyla (Avoliovd., 2004;
Gardner & Schermenhorn, 2004; Jensen & Luthans, 2006; Walumbwa vd., 2008; Yasbay, 2011: 195;
Park & Seo, 2016; Rego vd., 2016; Biiyiikbese vd., 2019; Sagir & Aydin, 2019) ile elde edilen bulgular
ortiismektedir. Bagka bir ifade ile otel isletmelerinde yoneticilerin otantik liderlik davranisi sergilemesi,
calisanlarin orgiitsel baglilik diizeylerini arttirabilecektir (B: ,314). Baykal (2020) hizmet sektoriinde
gbrev yapan 255 calisan ile gerceklestirdigi arastirma sonucunda; otantik liderlik davraniginin 6rgiitsel
baglilik diizeyini pozitif yonde etkiledigini tespit etmistir. Iskin ve Kaygin (2016), otantik liderlerin; 6z
farkindaliga sahip olmasi, iliskilerinde seffaf ve diiriist olmasi, bilgiyi tarafsiz ve dengeli
degerlendirmesi ve igsellestirilmis ahlaki anlayislari ile ¢aliganlarin 6rgiitsel baghlik diizeylerine pozitif
yonde etki ettigi sonucuna varmislardir. Ayn1 zamanda otantik liderlik davranisinin ¢alisanlarin orgiitiin
ama¢ ve hedeflerini benimsemesinde olumlu etikleri oldugunu tespit etmislerdir. Erkilig ve Aydin
(2019), otantik liderlik davranisinin orgiitsel giiven iizerindeki etkisini belirmeyi amaciyla otel
isletmeleri ¢alisanlar ile yaptiklar1 ¢alisma sonucunda; otantik liderligin orgiitsel giiveni arttirdigini
tespit etmislerdir. Ayni zamanda Orgiitsel giiveninin, ¢aliganin Orgiite olan baghlik duygusunun
gelismesinde onemli bir unsur oldugunu belirtmislerdir. Hizmet sektoriinde yer alan otel igletmelerinde
caligsanlarin tutum ve davraniglari, tiretilen hizmeti dogrudan etkileyeceginden, yoneticilerin ¢alisanlari
motive edip, glivenilir 6rgiit ortam1 olugturmasi, ayn1 zamanda yoneticinin etik ve ahlaki degerlere 6nem
vermesi; ¢alisanin orgiite olan giiven duygusunu, isine ve orgiite bagliligini arttirabilecektir.

Otel isletmelerinde yoneticilerin etik ve ahlaki degerlere uygun davranmasi, karar alma siirecinde
calisanin da fikrini almas1 ve 6z farkindaliga sahip olup, karsisindaki tarafindan nasil algilandigini
bilerek davranmasi; c¢aliganlarin orgiite olan baglilik duygusunu ve buna bagli olarak giivenini
arttiracaktir. Bagka bir ifade ile yoneticilerin otantik liderlik davranisini benimseyip sergilemelerinin,
caliganlarin 6rgiitiin amag ve hedeflerini kabul eden; bu amag ve hedefler dogrultusunda gorevini yerine
getirmeye tesvik edecegini sOylemek miimkiindiir.

Arastirmada elde edilen diger bir bulgu ise; otel isletmelerinde yoneticilerin otantik liderlik davranigi
sergilemesi, ¢alisan performansini pozitif yonde ve anlamli diizeyde etkiledigidir. Elde edilen bulgu ile
konuyla ilgili yapilan daha onceki ¢alismalarin (Avolio vd., 2004; Clapp-Smith vd., 2009; Khan, 2010;
Giil & Alacalar, 2014; Wang vd., 2014; Yangin, 2017) bulgular1 benzerlik géstermektedir. Baska bir
deyisle otel isletmelerinde, yoneticilerin otantik liderlik davranisini benimseyip sergilemesi, ¢alisanin
performans diizeyini pozitif yonde etkileyebilecektir. Otel isletmelerinde yoneticilerin otantik liderlik
davranisint sergilemesi, ¢alisanlarin gorevini zamaninda ve en iyi sekilde yerine getirmesine, is
hedeflerine fazlasiyla ulagmasina ve sunulan hizmet kalitesinin artmasma katkida saglayacagini
sOylemek miimkiindiir. Baska bir ifade ile yoneticilerin giivenilir 6rgiit ortami olusturmasi, ¢alisanlarla
iyi iligkiler kurmasi, etik ve ahlaki degerlere 6nem vermesi, ¢alisanin performans diizeyini arttiracaktir.
Bu nedenle otel isletmelerinde yoneticilerin otantik liderlik anlayisini benimsemeleri gerektigi
boylelikle 6rgiitiin basarili olmasina katki saglayacaklar1 sdylenebilir.
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Arastirma kapsaminda yapilan analizler incelendiginde; Orgiitsel baghilik diizeyinin c¢alisan
performansini pozitif yonde ve anlamli diizeyde etkiledigi goriilmektedir. Elde edilen bulgu ile daha
once yapilan bir¢ok ¢alismanin bulgusu (Mayer & Schoorman, 1992; Allen & Meyer, 1996; Meyer vd.,
2002; Luchak & Gellatly, 2007; Uygur, 2007; Khan vd., 2010; Karakog, 2018) benzerlik gostermektedir.
Otel isletmelerinde ¢alisanlarin 6rgiitsel bagliliga sahip olmalarinin, performans diizeylerini arttiracagini
sOylemek miimkiindiir. Calisanin 6rgilit amag¢ ve hedeflerini benimsemesi, orgiit ile ortak misyon ve
vizyona sahip olmasi, 6rgiitiin basarisi i¢in gorevini en iyi sekilde gerceklestirmesi ve orgiite liyeliginin
devamliligini istemesi durumunda, performans diizeyinin de arttiracagini séylemek miimkiindiir. Bagka
bir ifade ile ¢alisanlarin drgiitsel bagliliga sahip olmasi ve kendilerini 6rgiite karsi sorumlu hissedip orgiit
cikari i¢in ¢aba harcamalari; ¢alisanlarin gorevlerini en iyi sekilde yerine getirmelerine, is hedeflerine
ulagmalarina ve sunduklar1 hizmet kalitesinin artmasina neden olacagini sdylemek miimkiindiir. Otel
isletmelerinde ¢alisanlarin orgiitsel baglilik diizeyinin yiliksek olmasi, sergilenen performans diizeyini
ve buna bagli olarak sunulan mal ve hizmetin kalitesini arttiracag1 sdylenebilir.

Uygulamaya Doniik Cikarimlar

Ozellikle emek yogun calisma 6zelligine sahip olan turizm sektdriinde ¢alisanin duygu ve diisiinceleri,
performans diizeyleri ve sergiledikleri davramglar isletmeyi dogrudan etkilemektedir. Otel
isletmelerinde yoneticiler; sergiledikleri liderlik tarzinin, ¢alisanlar {izerinde nasil bir etki yarattigi
strekli takip edilmelidir. Calisanlar1 olumsuz yonde etkileyen bir durum s6z konusu oldugunda,
yoneticiler benimsedikleri liderlik tarzinda degisiklige gitmeleri gerekebilir. Ayni zamanda calisanlarin
sektor i¢in yeterli bilgi birikimi ve tecriibeye sahip olabilmeleri i¢in turizm alaninda egitim almalar1 ve
kendilerini gelistirmeleri gerekmektedir. Turizm alaninda iyi bir egitim almis ¢alisanin kaliteli hizmet
sunmas1 miimkiindiir. Calisanin Orgiit ama¢ ve hedeflerini benimsemesi, Orgiit ile ortak misyon ve
vizyona sahip olmasi, Orgiitiin basaris1 i¢in gorevini en iyi sekilde gerceklestirmesi ve orgiit liyeliginin
devamliligini istemesi durumunda, performans diizeyinin de arttiracagini sdylemek miimkiindiir. Bagka
bir ifade ile ¢alisanlarin 6rgiitsel bagliliga sahip olmasi ve kendilerini orgiite karsi sorumlu hissedip orgiit
cikar1 i¢in ¢aba harcamalari; calisanlarin gorevlerini en iyi sekilde yerine getirmelerine, is hedeflerine
ulagmalarina ve sunduklar1 hizmet kalitesinin artmasina neden olacagini sdylemek miimkiindiir. Otel
isletmelerinde ¢alisanlarin orgiitsel baglilik diizeyinin yiiksek olmasi, sergilenen performans diizeyini
ve buna bagli olarak sunulan mal ve hizmetin kalitesini arttiracagi soylenebilir. Otel isletmelerinde
yoneticilerin modern liderlik tarzlarindan olan otantik liderlik davranisini benimseyip sergilemeleri
Orgiitiin basarili olabilmesi i¢in 6nem arz etmektedir. Bagka bir ifade ile otel isletmelerinde yoneticilerin
otantik liderlik davranigi sergilemesi ¢alisanlarin 6rgiitsel baglilik ve sergiledikleri performans diizeyini
arttiracaktir. Bu nedenle yoneticilerin etik ve ahlaki degerlere 6nem vermeleri, ¢alisanlarin duygu ve
diisiincelerini 6zgiirce ifade etmelerine imkan saglamalari, karar alma siirecinde calisanlarin da
fikirlerini almalar1 ve karar alma siirecinde diiriist davranmalar1 gerekmektedir. Ayn1 zamanda otel
isletmelerinde, yoneticilerin; ¢alisanlar ile orgiitii ortak amag ve hedefler lizerinde birlestirmeli, 6rgiitiin
basarisi i¢in ¢alisanlar1 motive etmeleri gerekmektedir. Boylece calisanlarin Grgiite olan giivenleri
bagliliklar1 ve sergiledikleri performans diizeyleri artacaktir.

Otel isletmelerinde ¢alisanlarin Grgiitsel bagliligini arttirmak i¢in yoneticilerin faaliyette bulunmasi
gerekmektedir. Orgiitsel bagliliga sahip olan ¢alisanin isten ayrilma niyeti diisiik olacak béylece calisan
devir hizin1 azalacaktir. Otel isletmelerinde ¢alisan devir hizinin yiiksek olmasi 6rgiit i¢in maliyet unsuru
olmakla birlikte orgiitiin basarisim1 ve sunulan hizmet kalitesini olumsuz yonde etkileyecektir. Bu
nedenle yoneticilerin otantik liderlik davranisini sergilemeleri ve c¢alisanlarin 6rgiitsel baglilik diizeyini
arttirmalar1 gerekmektedir. Otel isletmelerinin basarisinda dogrudan etkili olan ¢alisanin performans
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diizeyinin gelistirilmesi i¢in, yoneticilerin gerekli olan unsurlar1 gergeklestirmeleri gerekmektedir.
Ciinkli c¢alisanlarin performans diizeyleri i¢inde bulunduklari durumdan etkilenerek degisiklik
gosterebilecektir. Calisanin performans diizeyinde yasanan diisiisler sunulan mal ve hizmet kalitesini
olumsuz yonde etkileyecektir. Bu nedenle yoneticilerin ¢alisan performansinin siirekli olarak yiiksek
diizeyde tutmak ig¢in gerekli olan tiim imkanlar1 sunmalidirlar. Bununla birlikte otel isletmelerinde
yoneticiler sergiledikleri liderlik tarzinin c¢alisanlar tizerinde nasil bir etki yarattigi siirekli takip
edilmelidir. Calisanlarin olumsuz yonde etkileyen bir durum s6z konusu oldugunda yoneticiler
benimsedikleri liderlik tarzinda degisiklige gitmeleri gerekebilir.

Arastirmacilara Yonelik Oneriler

Calisma Antalya ilinde faaliyet gosteren bes yildizli otel isletmelerinde gergeklestirilmistir. Bundan
sonra yapilacak akademik c¢alismalar farkli illerde hizmet veren otellere yonelik yapilabilir. Ayni
zamanda c¢alisma kapsaminda ele alinan degiskenler seyahat acenteleri, restoran isletmeleri veya
havayolu isletmeleri gibi fakli hizmet isletmeleri lizerinde gergeklestirilebilir. Ciinkii farkl illerdeki
otellerin ya da diger isletmelerin 6rgiit yapisi, hedef kitlesi, personel yapisi ya da sunulan hizmetin tiirii
arastirma sonuclarinda farklilik olusturabilecektir. Calismada modern liderlik tarzlarindan otantik
liderlik ele alinmugtir. Orgiitsel baglilig1 ve isgdren performans diizeyini etkileyebilecek birgok modern
liderlik tiirleri olabileceginden bundan sonraki yapilacak ¢alismalarda farkl liderlik tiirleri ele alinabilir.
Nicel desene sahip bu arastirmada ¢alisanlarin algis1 anket teknigi ile dlgiilmeye calisilmustir. fleriki
arastirmalar ise nitel desenli diigiiniiliip yoneticilerin de fikirleri goriigme yoluyla alinabilir.
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Turist Rehberlerinin  Iletisim Becerilerinin  Algilanmasinda Turistlerin
Cinsiyetlerinin ve Yaslarmmn Rolii’

") Dilan ARABACIOGLU 2 "/ Bekir Bora DEDEOGLU®

Ozet

Turist rehberlerinin iletisim becerisi turistlerin tur deneyimleri ve tur memnuniyetleri agisindan oldukca dénemli bir faktor
olarak goriilmektedir. Turist rehberlerinin iletisim becerilerinin turistler tarafindan algilanmasinda asamasinda turistlerin yas
ve cinsiyetlerinin degiskenlik gdstermesi rehberlerin iletisim becerilerini sergilerken bu degiskenleri dikkate almasina imkan
verebilmektedir. Turist rehberlerinin iletisim becerilerinde turistlerin yas ve cinsiyet degiskenlerinin beraber yer aldig: bir
¢alismanin alanyazinda olusturdugu bosluk tespit edilmistir. Mevcut ¢alisma ile bu boslugun giderilmesine katki saglanmast
amaglanmaktadir. Alanyazinda turist rehberlerinin iletisim becerisine iliskin ¢aligmalar yer almaktadir. Ancak bu
¢aligmalarda turist rehberlerinin iletisim becerilerini 6lgme noktasinda ¢ok boyutlu bir yaklagim benimsenmemistir. Ayni
zamanda arastirmanm temel amact turist rehberlerinin iletisim becerilerini algilamada turistlerin yas ve cinsiyet
degiskenlerinin farkhilik olusturup olusturmadigini ortaya koymaktir. Arastirma verileri I¢ Anadolu Bélgesi’nde yer alan
Kapadokya’nin Nevsehir ilini ziyaret eden yabanci turistlerden anket araciligiyla toplanmistir. Nevsehir ilinde rehberli turlara
katilan yabanci turistlerden 300 anket elde edilmigtir. SPSS paket programi araciliiyla 297 anket analize dahil edilmistir.
Verilerin analizlerine gore, turistlerin hem cinsiyet hem de yas faktorlerinin turist rehberlerinin iletisim becerilerinin
algilanmasinda anlamli bir farklilik olugturmadigi sonucuna ulasilmistir.

Anahtar Kelimeler: Turist Rehberi, Yas, iletisim Becerisi, Cinsiyet.

JEL Kodu/Code: L83, Z30

The Role of Tourists Gender and Age in the Perception of Tourist Guides Communication Skills

Abstract

The communication skills of tourist guides are regarded as a fairly significant factor in terms of tourists' tour experiences and
tour satisfaction. In the stage of the assessment of tourist guides' communication skills made by the tourists, the variability
of the age and gender of the tourists may allow the guides to take these variables into account while displaying their
communication skills. A gap in the literature of a study in which the age and gender variables of tourists take place in the
communication skills of tourist guides has been identified. The present study aims to contribute to the elimination of this gap.
In the literature, there are studies on the communication skills of tourist guides. However, in these studies, a multidimensional
approach was not adopted to measure the communication skills of tourist guides. Also, the main purpose of the research is to
reveal whether the age and gender variables of tourists make a difference in perceiving the communication skills of the tourist
guide. Research data were collected through a questionnaire from foreign tourists visiting Nevsehir province of Cappadocia,
which is located in the Central Anatolia Region. 300 questionnaires were obtained from foreign tourists who participated in
guided tours in Nevsehir province. 297 questionnaires were included in the analysis through the SPSS Package Program.
According to the analysis of the data, it was concluded that both the gender and age factors of the tourists were not
significantly difference in the perception of the communication skills of the tourist guides.

Keywords: Tourist Guide, Age, Communication Skill, Gender.
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1. GIRIS

Turizm sektoriinde turistlerin destinasyonda ilk iletisim halinde olduklar1 ¢alisanlardan birinin turist
rehberleri oldugu diistiniildiigiinde, turist rehberligi mesleginin turizm sektdrii i¢in Onemi net bir sekilde
ortaya konmaktadir. Turist rehberleri, turist ile kurmus olduklar iletisim ve ¢esitli rollere sahip olmasi
gerekliligi dolayisiyla tanimlanmasi zor olan bir yapinin pargasi olarak sektorde yer almaktadirlar
(Hurombo, 2016). Turist rehberlerinin turistler ile sektor arasinda bagin olusmasi acisindan pek ¢ok
role ve sorumluluga sahip olduklari goriilmektedir. Ozellikle turistlerin memnuniyetlerinin saglanmasi
ve iilke, destinasyon imajlarinin olumlu yonde sekillenmesi noktasinda sahip oldugu roller yadsinamaz
niteliktedir (Ap & Wong, 2001). Turist rehberlerinin olumlu imaj ve memnuniyet olusturmasina imkan
veren en Onemli olgu, sahip olduklari iletisim becerisidir. Turist rehberleri, sektor ile turist arasinda
kurmus oldugu bagin yani sira yerel halk ile turist arasinda da koprii gorevi gormektedirler. Bu bag
“turizmin anahtar1” olarak adlandirilmaktadir (Cohen vd., 2002). Turizm sektorii gibi hizmet yogun bir
sektorde turistlere iyi bir hizmet sunarak kaliteli bir tur deneyimi yasamalarin1 saglayan, turistlerin
turdan memnun ayrilmalarindan sorumlu ¢aliganlar turist rehberleri olarak goriilmektedir (Geva &
Goldman 1991). Turistlerin gittikleri destinasyonda, kiiltiirel farkliliklar sebebiyle iletisimsel sorunlar
yasadiklarina iliskin ¢aligsmalar alanyazinda mevcuttur (Sutton 1967; Pearce & Stringer 1991; Steiner
& Reisinger 2004). Iletisim gergeklesirken rehberler, kendi kiiltiiriine hakim olduklar1 kadar yabanci
turistlerin de kiiltiirleri hakkinda bilgi sahibi olmalidirlar (Degirmencioglu, 2001). Rehberlerin farkl
milletler ve kiiltiirler ile kurmus olduklari iletisimde turistlerin milliyetlerine gore rehberin iletisimini
farkli degerlendirdikleri goriilmektedir (Sahin & Avcikurt, 2013). Turist rehberlerinin iletigim
becerileri, rehberlerin farkli milliyet ve kiiltiirden bireyler ile iletisimsel acidan yasanabilecek
sorunlarin ortadan kalkmasina, rehberlerin iletisimlerinin bireylerin demografik ozelliklerine gore
farklilik gostermeden algilanmasina dolayisiyla rehberin motivasyonunun ve 6z saygisinin da artmasina
olanak saglayabilmektedir (Jahwari vd., 2016). Alanyazinda turist rehberlerinin iletisim becerilerine
iligkin ¢esitli ¢alismalar mevcuttur (Leclerc & Martin, 2004; Huang, 2011; Putra vd., 2013; Alshatnawi,
2014; Black & Weiler: 2015; Al Jahwari vd., 2015; Kongsom & Timithong, 2018; Arat & Bulut: 2019).
Ancak bu calismalarda turist rehberlerinin iletisim becerilerinin algilanmasinda yas ve cinsiyet
faktorlerinin farklilik olusturup olusturmadigi incelenmemektedir. Bu arastirma kapsaminda turist
rehberlerinin iletisim becerilerinin 6l¢iilmesi noktasinda diger ¢alismalardan farkli olarak ¢esitli
alanlarda yapilan iletisim c¢alismalar1 incelenmistir. Dolayisiyla ¢ok boyutlu bir dlgek ile rehberlerin
iletisim becerileri 6l¢lilmiistiir.

Cinsiyet faktorii, toplumda cesitli durumlar karsisinda bireyin davranig ve tutumlarinda farklilik
olusmaya sebebiyet veren dnemli bir unsur olarak goriilmektedir. Ornegin; bir satin alma karar siireci
diisiiniildiigiinde tiiketicilerin satin alma davranislarini sergilerken inanglari, yetistikleri kiiltiirel yap,
demografik 6zellikleri 6nemli olc¢lide farklilik olusturmaktadir (Wu, 2003). Kadinlar satin alma
davranis1 sergilerken erkeklerden farkli olarak giyim, bakim iiriinleri ve ev tekstil esyalar1 alirken
erkekler otomobil ve erkek giyim iiriinlerine yonelmektedirler (Saracel vd., 2002). Ornegin; kadinlar
aligveris yapmaya daha fazla zaman ayirarak aligveris merkezlerinde vakit ge¢irmeyi tercih ederken,
erkekler aligveris merkezlerinin dizaynlarinin kadinlara yonelik oldugunu diistinmektedirler ve rahat
ortamlarda aligveris yapmayi tercih etmektedirler (Underhill, 2004). Adler vd., (1989) gore kadinlar ve
erkekler arasinda iletisim a¢isindan da farkliliklar mevcuttur. Arastirmalara gore kadinlar iletisim
kurarken daha nazik ve kibar bir tutum sergilemektedirler. Ayn1 zamanda iletisim esnasinda kadinlarin
karsilarindaki bireyi daha dikkatli dinledikleri tespit edilmistir. Shakeshaft (1989) ise yine cinsiyet
farkliliklarini g6z Oniinde bulundurarak ¢alismasinda kadinlarin iletisim esnasinda kisisel konulari
paylasmaya daha yatkin olduklarini ortaya koymustur. Ayrica erkeklerin iletisim siiresince daha az
konustuklarii belirtmektedir. Coates (1987) ise kadinlarin iletisim esnasinda, ifadeleri soruya
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cevirerek karsilarindaki bireye fazlaca soru yonelttiklerini belirtmektedir. Akademik ¢aligsmalar
gostermektedir ki iletisim siirecinde ve hayatin hemen her alaninda cinsiyetin farklilik olusturabilecegi
durumlar s6z konusu olabilmektedir. Ayn1 zamanda arastirmalar sosyal baglantilar1 daha iyi olan
bireylerin kadinlar oldugunu ve erkeklerin iletisim siirecine sosyal egemenliklerini kanitlamak i¢in
dahil olduklarin1 pasif ve ¢ekingen davrandiklarini ortaya koymaktadir (Mulac vd., 2001). Cinsiyet gibi
yas faktorii de bireylerin yasaminda tercihlerinde ve tutumlarinda farklilik olusturan etmenler arasinda
yer almaktadir. Mang vd. (2016) geng bireylerin orta yasli ve yash bireylere gore teknolojiyi daha etkin
kullanarak satin alma davranisi sergilediklerini, turizmde hizmet satin aliminda teknolojiyi 6nemli bir
unsur olarak gordiiklerini ¢aligmalarinda belirtmektedirler. Seyahat 6ncesinde ugak bileti satin aliminda
geng turistlerin ucak biletlerini internet {izerinden yagh turistlerin ise acentelere giderek satin alma
islemi gergeklestirdikleri goriilmektedir (Manzno & Lopez-Valpuesta, 2010). Emarketer.com (2016)
tarafindan yapilan bir arastirmaya gore ise 55 yas iizerindeki bireylerin internetten aligveris yapmaya
cekindikleri ortaya konulmustur. Teknolojik unsurlarin kullanimina yonelik yapilan bir bagka aragtirma
sonuclar1 gostermektedir ki erkekler kadinlara gére mobil bankacilik uygulamalarin1 kadinlardan daha
stk kullanmaktadirlar. Yas degiskeni agisindan incelendiginde ise geng bireylerin yetiskin bireylere
gore telefon araciligiyla mobil bankacilik uygulamalarini daha sik kullandiklarini ortaya koymaktadir
(Ntseme, 2016). Bireylerin motivasyonlari ile yas degiskenleri arasinda iliski incelendiginde orta yash
bireylerin gen¢ katilimcilara gore arastirma kapsaminda gerceklestirilen anket ifadelerini yanitlarken
motivasyonlarinin daha yiiksek oldugunu ortaya koymaktadir (Erkol, 2017).

Arastirmalardan anlasilacagi ilizere bireylerin tutumlarinda yas ve cinsiyetin farklilik olusturdugu
belirlenmigstir. Turist rehberinin iletisim becerisinin algilanmasinda cinsiyet ve yasin bir farklilik
olusturup olusturmadigina iligkin literatiirdeki boslugun giderilmesi amaciyla bu ¢alisma ile turist
rehberinin iletisim becerilerini degerlendirmede turistlerin yas ve cinsiyetlerinin farklilik olusturup
olusturmadigini aciga ¢ikarmak amaclanmaktadir. Turist rehberlerinin arastirma sonucunda ortaya
cikmasi beklenen farkliliklarin goriilmesi noktasinda iletisim becerilerinde turistlerin cinsiyet ve yas
faktorlerine gore tutum sergilemesi beklenmektedir.

2.LITERATUR TARAMASI

Turist Rehberlerinin Iletisim Becerileri

Turist rehberleri meslekleri geregi cesitli rolleri ve sorumluluklar1 sebebiyle ortaya ¢ikan her durum
karsisinda farkli becerilere ve yeterliliklere sahip olmak durumundadirlar (Cohen, 1985). Turist
rehberlerinin tur esnasinda ziyaret¢ilerin memnun olabilmeleri adina onlar1 anlamalar ve iyi bir iletisim
becerisine sahip olarak etkili bir iletisim kurmalar1 gerekmektedir (Alshatnawi, 2014). Ziyaretgilerin tur
boyunca ornek aldiklar1 ve o iilkenin bir bireyi olarak tanimladiklar1 kisiler turist rehberleridir.
Dolayisiyla turist rehberleri ziyaretciler ile kurduklar1 dogru ve etkili iletisim ile destinasyonda turist
talebinin artmasina da olanak saglayarak ilgi ¢ekici yerlerin tanitilmasina imkan verebilmektedirler
(Lovrentjev, 2015). Salazar (2006) ‘a gore turist rehberinin sahip olmas1 gereken becerilerinin basinda
aktarim yaptig1 ve kullandigi dil ile iletisimsel yonden becerileri gelmektedir. Turist rehberlerinin iyi bir
iletisim becerisine sahip olmasi turistlerin turlarindan memnun ayrilmalar1 ve iyi tecriibeler elde
edebilmeleri adina énemli bir yeterlilik olarak goriilmektedir (Leclerc & Martin, 2004). Turistler her
acidan turdan tatmin olmak isterler ve turist rehberlerinden ihtiya¢ duyduklar: bilgileri alirken iletisim
becerilerinin de bilgileri kadar etkili olmasin1 beklemektedirler (George, 2011). Turist rehberlerinin
turistler ile etkilesim icinde olmalar iletisim kurabilmeleri ile iliskilendirilmektedir. Bir turun basarili
sonlanabilmesi, turist rehberlerinin kurmus olduklari iletisim ile bagdasmaktadir. Turist rehberlerinin
turistlere etkin iletisim becerilerini kullanarak gostermis olduklar1 tutum ve davranislar turistin tur
deneyiminin olumlu bir yonde bigimlenmesine de olanak vermektedir (Pereira, 2015).
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Rehberlerin turistler ile kurmus olduklart etkili iletisim mesleki gelisimleri ve tur esnasindaki 6z
giivenleri, isini keyifle yapabilmeleri agisindan da 6nemli bir faktordiir (Jahwari vd, 2016). Turizm
sektoriinde, turistin tur grubundan memnun sekilde ayrilmasi rehberlerin kaliteli hizmet sunmast, iyi bir
performans gdstermesi turizmin o destinasyonda ilerlemesi agisindan olduk¢a dnemlidir (Sandaruwani
& Gnanapala, 2016). Arastirmacilar bu konuda turist rehberi performansinin turizmde genel olarak
memnuniyet tizerinde etki olusturdugunu 6ne siirmektedirler (Mossberg, 1995; Zhang & Chow, 2004;
Bowie & Chang, 2015;). Turist rehberlerinin sahip olmasi gereken beceriler iletisim becerisiyle sinirl
kalmasada, arastirmacilar iletisim becerisinin en 6nemli yeterliliklerden biri oldugu konusuna dikkat
cekmektedirler. Goh (2008) turist rehberligi mesleginin tanitilmasinda iletisim becerisine sahip
olunmasinin gerekliligine vurgu yapmaktadir. Oschell (2009) de bu diisiinceyi destekleyerek, turist
rehberlerinin meslegini icra etmeleri noktasinda sorumluluklarinin gergeklesebilmesi igin iletisim
becerisine sahip olunmasi1 gerekliligine dikkat ¢ekmistir. Rehberlerde olmasi beklenen bu beceri,
turizmde farkli toplumlar ile kars1 karsiya kalan turist rehberlerinin turizme saglayacagi katki ve turizmin
gelisiminin hizla devam etmesi noktasinda 6nemli goriilmektedir (Kong, 2009). Unutulmamalidir ki bir
turun basarili nitelikte sayilabilmesi turist rehberlerinin sunmus olduklar1 performansa, performansin
aciga c¢ikmasi iletisim becerilerine baghdir (Geva & Goldman, 1991). Turizm sektoriinde, turist
rehberlerine iliskin roller, arastirmacilar tarafindan c¢esitli sekilde ele alinmistir (Ap & Wong, 2001).
Black & Weiler (2005); Cruz (1999), turist rehberlerinin liderlik roli tizerine odaklanirken De Kadt
(1979) & Nettekowen (1979) rehberlerin araci/arabulucu roliine dikkat ¢ekmektedir. Turist rehberligi
meslegine atfedilen roller ziyaretgilerin deneyimlerini sekillendirdigi ve gidilen destinasyonun
kiiltiirtinii anlamlandirmaya yardimci oldugu i¢in turizm sektoriinde hayati 6nem arz etmektedir (Ap &
Wong, 2001). Bir kiiltiir el¢isi olarak adlandirilan turist rehberlerinin en 6nemli rolleri arasinda kiiltiirel
aktarimi dogru gerceklestirebilmeleri yer almaktadir (Yu, vd. 2004). Turist rehberlerinin kiiltiirel
donanima sahip olmasi ile ziyaretciler geldikleri destinasyondan derinlemesine ve gergek bilgi elde
ederek ayrilma firsat1 bulabilmektedirler (Yu, vd. 2002). Rehberlerin kiiltiir el¢isi roliinde basarili
olabilmesi ti¢ faktorle iliskilendirilmektedir. En 6nemli faktorlerden biri kisilerarasi iletisim becerisidir
(Huang, vd. 2010). Turizm sektoriiniin insan odakli bir hizmet sektorii olmasi turist rehberlerinin iletigim
becerilerinin tur ve turizm yonetiminde kolaylastirict etkisi bulunmaktadir. Turist rehberleri turizm
acisindan turun kolaylastiricis1 olarak goriilmekte ve sunmus olduklari kaliteli hizmet, ortaya koydugu
performans, iletisim yeterliligi ile a¢iga ¢ikmaktadir (Sandaruwani & Gnanapala, 2016).

Bireylerin rehberli turlara katilmasinda bir¢cok neden vardir. Gittikleri destinasyonun kiiltiirleri hakkinda
bilgi sahibi olmak, iletisimsel sorunlar yasamamak ve etkili bir tur tamamlamak en 6nemli sebepler
arasinda yer almaktadir (Yu vd., 2002). Alanyazinda turist rehberlerinin iletisim becerilerinin
arastirildig1 ¢alismalarda, rehberlerin iletisim becerilerinin algilanmasinda milliyetler arasinda anlaml
derecede farklilik oldugu goriilmektedir. Sahin ve Avcikurt (2013) tarafindan yapilan Alman, Ingiliz ve
Rus turistlerin dahil edildigi calismada Alman ve Ingilizlerin, turist rehberinin iletisimini benzer sekilde
algiladiklarimi fakat Rus turistlerin turist rehberlerinin iletisimini Alman ve Ingilizler turistlerden farkli
algiladiklarin1 ortaya koymaktadir. Farkli kiiltiirlerin yani sira alanyazinda benzer kiiltiirlerin de
arastirildigr ¢alismalar yer almaktadir (Pizam & Jeong, 1996; Stromberg & Boeknke, 1998; Van de
Vijver & Leung, 2000; Van de Vijver & Leung, 2002; Leclerc & Martin, 2004). Leclerc & Martin (2004)
in yapmis oldugu c¢aligmada Fransiz, Alman ve Amerikali turist katilimcilarin rehberin iletisim
becerisini Avrupali turistlere gore farkl algiladiklar1 gériilmiistiir. Kongsom & Timithong, (2018) turist
rehberinin kiiltiirlerarasi iletisim becerisinin iyi derecede olmasi gerektigini ve rehberin kisilik
ozelliklerinin iletisiminde biiyiik bir etkisi oldugunu ileri siirmektedir. Yapilan arastirmalarda arastirma
sonuglar1 rehberlerinin iletisim becerilerinin algilamalarinda bir bagka anlamli farkliligin yas degiskeni
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acisindan oldugunu ortaya koymustur. Sahin & Avcikurt (2013) ¢aligma sonucunda 51 yas iistii Alman
turistlerin rehberlerinin iletisim yeterliliklerine iliskin goriis ve algilamalart 50 yas altt Alman
turistlerinden daha olumlu goriilmektedir. Dolayisiyla arastirma sonucunda Alman turistlerin yas
ortalamalari arttikca rehberlerin iletisimlerini daha iyi degerlendirdikleri sonucuna ulagilmistir. Moria &
Nkeiruka (2015) da ¢caligmalarinda cinsiyet degiskenine odaklanmislardir. Ruslar ve Avrupali turistlerin
dahil edildigi arastirmada kadin turistlerin turist rehberlerinin iletisim becerilerini erkek turistlerden daha
iyl algiladiklar1 sonucuna ulasilmistir. Cinsiyet, yas ve milliyet gibi demografik degiskenlerin, turist
rehberlerinin iletisim becerilerinin algilanmasinda farkliliklar olusturdugu arastirmalar ile ortaya
konulmustur.

Bu baglamda bu ¢alismada rehberlerin iletisim becerisi boyutlarinin, turistlerin cinsiyet ve yaglarina gore
anlamli farkliliklar olusturacag diisiiniilerek arastirmanin hipotezleri

H1: Turistlerin, turist rehberinin iletisim becerisine iliskin algilamalar cinsiyetlerine gore anlaml
derecede farklilik gostermektedir.

H2: Turistlerin, turist rehberinin iletisim becerisine iligkin algilamalar turistlerin yaslarina gore
anlaml1 derece farklilik gostermektedir seklinde kurulmustur.

3. YONTEM

Arastirmada veri toplama araci olarak anket kullanilmistir. Anketin ilk boliimiinde turist rehberlerinin
iletisim becerileri boyutlaria iligkin ifadeler yer alirken, ikinci boliimiinde katilimcilara iliskin
demografik faktorler yer almaktadir. Turist rehberinin iletisim becerisi Olgegi bes alt boyuttan
olusmaktadir: saygi, ifade becerisi, demokratik tutum, empati ve rahatlik. Saygi boyutu on bir ifade;
ifade becerisi boyutu on iki ifade; demokratik tutum boyutu yedi ifade; empati boyutu bes ifade ile son
olarak rahatlik boyutu ise dort ifade kullanilarak Slgiilmiistiir. Turist rehberinin iletisim becerisi 6lgegi
ve uyarlanan ifadeler igin Norton (1978), Ersanli & Balc1 (1998), Korkut (1998), Cetinkanat (1999),
Leclerc & Martin (2004), Korkut (2005), Ozgdzgii (2008), Cikmaz (2013), Giilsiin & Kegeci (2009)’
nin ¢alismalarindan faydalanilmistir. Anketler yabanci turistlerden elde edilmek istendigi icin ingilizce
diline ¢evrilmistir. Arastirma evrenini Kapadokya Bolgesinin merkezi konumunda bulunan Nevsehir
ilini ziyaret eden yabanci turistler olugsmaktadir. Arastirma 6rneklemi ise Nevsehir ilini ziyaret ederek
rehberli turlara katilan yabanci turistlerden olugsmaktadir. Kapadokya bolgesi yerli yabanci pek ¢ok turist
tarafindan tercih edilen, kiiltlir ve inang turizminin yogun sekilde gergeklestigi, grup turlarinin yaygin
olarak goriildiigii 5nemli bir destinasyon olarak bilinmektedir (Ilhan & Erso, 2011). Tiirkiye turizminde
kiiltlir turizmi agisindan 6nemli bir bolge olan Kapadokya’y1 2019 verilerine gore toplamda 3 milyon
834 bin kisi ziyaret etmistir (Nevsehir 11 Kiiltiir ve Turizm Miidiirliigii, 2019). Evreni temsil etmesi
noktasinda ise olasilikli olmayan 6rnekleme tekniklerinden kolayda oOrnekleme tercih edilmistir.
Kolayda 6rnekleme yontemi ile arastirmaci ¢alisma igin gereken biiyiikliikteki 6rnekleme ulasincaya
dek veri toplamaktadir (Lin, 1976). Arastirmanin amaci turist rehberinin iletisim becerisini algilamada
turistlerin yas ve cinsiyetlerinin farklilik olusturup olusturmadigini ortaya koymaktir. Bu baglamda
Kapadokya’y1 ziyaret eden yabanci turistlerden 300 anket dagitilarak veriler elde edilmistir. Anketler
2021 Temmuz ayinda toplanmistir. Evreni teslim etme noktasinda farkli kriterler goz Oniinde
bulundurulmaktadir. Bu aragtirma kapsaminda ise anket formunda 36 ifadenin yer aldig1 goriilmektedir.
Orneklem biiyiikliigii baglamda Tabachnich & Fidell (2007) in 6nerisi dikkate alinarak 300 olarak
belirlenmistir. Elde edilen veriler SPSS paket programi araciliiyla analiz edilmistir. Hipotezlerin test
edilmesinden 6nce veriler incelenmistir. Verilerin incelenmesi kapsaminda uygulanan kontrol siirecinde
kayip deger, u¢ deger ve normal dagilim kontrolleri yapilmistir. Kayip degerler incelenerek kayip
verilerin oranlarinin diisiik olmasi1 dolayisiyla kayip veri atama yontemlerinden ortalama atama yontemi

@000




Arabacioglu & Dedeoglu (2021), Johti, 3(2), 140-152

tercih edilmistir (Hair vd., 2014). Bir diger asamada ise u¢ degerlerin tespiti noktasinda Mahalanobis
uzaklig1 incelenerek ug¢ degerler veri setinden ¢ikarilarak 297 veri lizerinden analizler yapilmstir.

Ardindan verilerin normal dagilim gosterip gostermedigini test etmek amaci ile normallik testi
yapilmistir. Verilerin normal dagilim gosterip gostermediginin tespiti noktasinda basiklik ¢arpiklik
degerleri kontrol edilmistir. West vd. (1995) carpiklik ve basiklik degerlerinin +3 ve -7 arasinda verilerin
normal dagilim gosterdigini belirtmektedir. Bu arastirma kapsaminda verilerin basiklik degerlerinin (-
135/ 2,251), carpiklik degerlerinin ise (-799/- 1,392) olmasi sebebiyle verilerin normal dagilim
gosterdigi goriilmektedir. Verilerin normal dagilim gostermesinin tespiti sonrasinda 6l¢ek maddelerinin
arasindaki iliskinin bilinmemesi ve iletisim becerisi 6lgeginin birden fazla farkli alandaki ¢alismalardan
elde edilmesi sebebiyle ifadeler ve boyutlar arasindaki iligkiyi ortaya koymak i¢in A¢imlayict Faktor
Analizi uygulanmistir (AFA-EFA) (Bandalos & Finney, 2010).

Aragtirmada turist rehberlerinin iletisim becerileri dl¢eginin faktdr yapist varimax dondiirme yontemi
ile belirlenmistir. Analiz sonucunda Empati ve Rahatlik boyutuna iligskin ifadelerin ayn1 boyut altinda
yer almasi dolayisiyla dlgege iliskin ifadeler 4 boyut altinda toplanmistir. Analiz sonuclarina iliskin
anket ifadelerinin faktor yiikleri tablo 1 de verilmistir. Anket ifadelerinden saygi boyutundaki 10.-11. ve
demokratik tutum boyutunda yer alan 7. ifade ve ifade becerisi boyutu altinda yer alan 7. ifade ¢akisik
ifade sebebiyle analizden ¢ikarilarak analiz tekrarlanmigtir. Anket verilerinin faktér analizi i¢indeki
uygunlugunu gosteren Kaiser- Mayer- Olkin (KMO) degerinin (,959) ve Barlett test degerlerinin ise
<0,05 oldugu degerler Tablo 2’ de sunulmustur. Olgek giivenirligi kapsaminda Cronbach Alpha
degerinin 0.70 {izerinde olmasi beklenmektedir (Hair vd., 2006). Analizler neticesinde bu calisma
kapsaminda Cronbach Alpha degerinin saygi boyutu i¢in (CA=, 90) , ifade becerisi saygi boyutu i¢in
(CA=, 90), demokratik tutum boyutu i¢in saygt boyutu i¢in (CA=, 90) rahatlik-empati boyutu i¢in saygi
boyutu i¢in (CA=, 91) oldugu ve giivenirligin saglandig1 goriilmektedir.

Tablo 1: Agimlayic1 faktor analizi bulgular

Faktor sayilar

Toplam

1 2 3 4 Aciklanan aciklanan Cronbach )
Faktorler Faktor yiikleri Varyans Varyans Alpha Ozdeger
ifade Becerisil 478
ifade Becerisi2 528
ifade Becerisi3 ,530
ifade Becerisi4 ,693
ifade Becerisis 736
ifade Becerisi6 578 16,238 0,902 5,846
ifade Becerisi8 ,554
ifade Becerisi9 ,609
?fade Becerisil0 ,633 58.203
Ifade Becerisill ,658
ifade Becerisil2 ,633
Saygil ,545
Sayg12 ,556
Saygi13 ,587
Saygid 608 15,099 0,906 5,435
Saygi5 744
Sayg16 ,656
Sayg17 ,568
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Saygi8 ,589

Sayg19 478

Empatil ,633

Empati2 ,670

Empati3 ,681

Empati4 ,594

Empati5 652 14,434 0,912 5,196

Rahathkl1 ,525

Rahathk2 ,622

Rahathk3 523

Rahathk4 ,554

Demokratik Tutuml1 ,570

Demokratik Tutum?2 ,509

DemokratikTutum3 ,679 12522 0,906 4,508

Demokratik Tutum4 594

Demokratik Tutum5 ,640

Demokratik Tutum6 ,557

KMO=,959 Barlett Kiiresellik Testi = 6888,525 p=,000
4. BULGULAR

Tablo 2 incelendiginde katilimcilarin demografik 6zelliklerine gore ¢cogunlugun kadinlardan (F=166,

%55.9) olustugu goriilmektedir. Yas faktorii agisindan incelendiginde ise 26- 33 yas aras1 katilimeilar
ile (F= 89, %30,0) 34-41(F=82, %27,06) yas arasi katilimcilarin gogunlugu olusturdugu goriilmektedir.
Katilimcilarin rehberli turlara katilimlarina iligskin 1-5 arasinda 194(F=194, %65,3) katilimcinin yer
aldig1 goriliirken, egitim durumu agisindan ise bireylerin cogunlugunun iiniversite mezunu (F= 102,
34,3) oldugu bulgular arasinda yer almaktadir. Son olarak katilimcilarin ¢gogunlugunu Avrupa kitasindan
(F= 152, 51,2) gelen yabanci turistler olusturmaktadir. Demografik bulgular kapsaminda katilimcilara
yaslar1 acik uclu sekilde sorulmustur. SPSS paket programi ile katilimcilarin yas ortalamalar1 alinarak
tabloda goriildiigii sekilde araliklara boliinmiistiir. Boylece yas araliklart 18-25, 26-33, 34-41, 42-49, 50
ve lizeri olarak belirlenmistir.

Tablo 2: Demografik bulgular ve bireysel sorulara iliskin sonuclar

Ozellikler Gruplar f %
Kadin 166 55,9
Cinsiyet Erkek 131 441
18-25 55 18,5
26-33 89 30,0
34-41 82 27,6
42-49 41 13,8
Yas 50 ve lizeri 30 10,1
1-5 194 65,3
6-10 63 21,2
Rehberli Tura Katilim 11 ve tizeri 40 13,5
Tlkokul 13 3,5
Lise 76 25,6
Universite 102 34,3
Yiiksek lisans 92 31,0
Egitim Durumu Doktora 15 51

[oreele
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Avrupa 152 51,2

Asya 88 29,6

Amerika 43 14,5
Kita Afrika 14 4,7

Calisma kapsaminda turist rehberinin iletisim becerisinin algilanmasinin cinsiyet ve yas faktoriine gore
farklilik olusturup olusturmadigini agiga ¢ikarmak amaciyla Bagimsiz Orneklem t-testinden ve Tek
Yonlii Varyans (ANOVA) analizinden yararlanilmistir.

Tablo 3: Bagimsiz 6rneklem t-testi sonuclari

Boyutlar Cinsiyet Say1 Ortalama Levene t Sig(two Kabul/Red
(N) Varyanslarmin tailed)
Esitligi
F P

Saygi Erkek 131 4,0575 1,646 ,200 --1,039 ,300 Red

Kadin 166 4,1434
ifade Erkek 131 3,9829 ,828 ,364 -,640 ,523 Red
Beceresi Kadin 166 4,0382
Demokratik Erkek 131 3,9439 ,253 ,615 -1,131 ,259 Red
Tutum - 166 4,0442

Kadin
Empati- Erkek 131 3,9250 4,175 ,042 -1,951 ,052 Red
Rahathk - 166 4,0972

Kadin

Bagimsiz o6rneklem T-testi sonuglart incelendiginde Levene Varyanslarmin Esitligi kismi incelenerek
varyanslarin homojen dagilma varsayimi kontrol edilmistir. Varyans homojenligi incelendiginde p>0,05
degeri dolayisiyla homojenlik varsayimi gergeklesmistir. Ancak farkliliklarin olup olmadigina iliskin
bakilan Sig Two Tailed anlamlilig1 incelendiginde sig<0,05 den kiigiik olmadig1 i¢in gruplar arasinda
farklilik olusmadig1 sonucuna ulagilmaktadir. Kisaca H1, H2 hipotezleri anlamli bir farklilik olmamasi
sebebiyle reddedilmistir.

Tablo 4. ANOVA analiz sonugclari

Boyutlar F p Kabul/Red
Sayg 443 777 Red
ifade Beceresi 1,828 123 Red
Demokratik Tutum 1,223 ,301 Red
Empati-Rahathk 1,028 ,393 Red

Varyans analizi sonuglar1 incelendiginde homojenlik varsayiminin sig.>0,05 olmasi sebebiyle
anlamliligin p<0,05 olmamasi anlamli bir farklilik olmadigin1 gostermektedir. Bu baglamda H1, H2
hipotezleri desteklenmeyerek reddedilmistir.

5. SONUC VE TARTISMA

Calisma, rehberli turlara katilan yabanci turistlerin turist rehberinin iletisim becerisini degerlendirmede
cinsiyetlerinde ve yaslarinda bir farklilik olup olmadigini belirtmek amaciyla gergeklestirilmistir.
Aragtirma kapsaminda iletisim becerisi dlgegi saygi, ifade becerisi, demokratik tutum, empati-rahatlik
olarak dort boyut seklinde ele alinmistir. Bu ¢alismada turist rehberinin iletisim becerisinin dort boyut
ile incelendigi ve cinsiyet-yas faktorlerinin anlamli bir farklilik olusturmadigi goriilmektedir. Cok
boyutlu bir yaklagimin sergilendigi calismada ortaya ¢ikan sonuglar literatiirde cinsiyet ve yasin farklilik
olusturmadigina yonelik iletisim becerisi konulu caligmalar1 destekler niteliktedir (Bozkurt, 2003;
Korkut, 2005; Eroglu vd., 2009). Arastirma kapsaminda verilerin COVID-19 pandemisi sonrasinda elde
edilmis oldugu diisiiniildiiglinde bireylerin diinyay1 etkisi altina alan salgin dolayisiyla tur esnasinda
farkli unsurlara dikkat etmis olmalar1 (hijyen, mesafe) rehberin iletisim becerisini degerlendirmeyi ikinci
planda tutmus olma ihtimalleri g6z 6niinde bulundurulabilecek unsurlar arasinda yer almaktadir. Yapilan
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caligmalar, COVID-19 pandemisi dolayistyla algilanan risk ile koruyucu saglik tedbirleri arasinda giiglii
bir iligki oldugunu ortaya koymaktadir (Schmiege vd., 2009; Christou vd., 2011). Dolayisiyla ¢alisma
sonuglar1 literatiirde turist rehberinin iletisim becerisinin algilanmasinda cinsiyet ve yasin anlamh
farklilik olusturdugu arastirma sonuglarindan ayrigsmaktadir (Aveikurt & Sahin 2003; Leclerc & Martin,
2004).

Calismanin diger arastirmalardan farklilasan bir diger noktasi ise belirli bir milliyet ve tilkeden gelen
yabanc1 turistler iizerinde gergeklestirilmemis olmasidir. Arastirma kapsaminda veriler Kapadokya
bolgesinin Nevsehir iline gelen yabanci turistlerden milliyet fark etmeksizin toplanmistir. Arastirma
sonuglarinin yalnizca bir iilke veya milliyete gore degerlendirilmemis olmasi1 Leclerc & Martin (2004)
tarafindan yapilan ¢alismadan farklilagmaktadir. Bu arastirma kapsaminda turistlerin yaslarinin anlamli
bir etki olusturmadigi ozellikle 50 yas ve {lizeri turistler i¢in yas faktOriiniin anlamli bir etki
olusturdugunu belirten aragtirma sonuglarindan ¢alismanin farklilastigr goriilmektedir (Aveikurt &
Sahin, 2013). Lee & Chen (2011) yilinda kus gribinin yashlar {izerindeki etkisinde 6liim riskinin az
olmas1 sebebiyle 50 yas ve iizeri turistlerin seyahatlerinde olumsuz etkilenmediklerini ortaya koyan
caligmasinin yani sira COVID-19 siirecinde en ¢ok 6liim oraninin yaslilarda oldugu ve hastaneye yatis
oranlarinin 50 yas iistii bireylerde daha yiiksek oldugu diisiiniildiiglinde, arastirma kapsaminda 50 yas
iistli bireylerin seyahat esnasinda risk altinda olan bireyler olmalar1 sebebiyle Onceliklerinin hijyen,
maske, mesafe gibi unsurlar oldugu disliniilmektedir (Verity vd., 2019). Dolayisiyla yas faktorii
acisindan da bu arastirma sonuglart literatiirdeki ¢alisma sonuglardan farklilagmaktadir. Bu baglamda
arastirma ile turistlerin yaslarinin ve cinsiyetlerinin turist rehberinin iletisim becerisini degerlendirme
noktasinda cinsiyet ve yasin anlamli farklilik olusturmadig1 sonucuna ulasilmistir. Alan yazinda yer alan
ve turist rehberlerinin iletisim becerilerinin algilanmasina iliskin gerceklestirilen ¢alismalarda goz
onilinde bulunduruldugunda arastirma sonuglarinin alanyazin ile ortiistiigli goriilmektedir (Bozkurt,
2003; Korkut, 2005; Eroglu vd., 2009; Arat & Bulut, 2019). Turist rehberlerinin tur grubu ile kurmus
oldugu iletisim turistlerin grup i¢inde rahat tavir ve tutum sergilemeleri ve turist rehberine kars1 olumlu
bir diisiinceye sahip olunmasi acisindan olduk¢a 6nemli bir unsur olarak goériilmektedir (Chang & Chen,
2014). Rehberlerin turistler ile kurmus oldugu iletisim géz Oniine alindiginda bu calisma, turist
rehberinin iletisim becerisinin algilanmasinda turistlerin cinsiyetlerinin ve yaglarinin farklilik olusturup
olusturmadigini aciga c¢ikarmak amaciyla gergeklestirilmistir. Kapadokya Bolgesinde gergeklestirilen
arastirmaya katilan yabanci katilimcilarin ¢ogunlugunu kadinlar olustururken, katilimcilarin egitim
durumlar incelendiginde iiniversite mezunlarinin sayisinin diger egitim diizeylerine gore daha fazla
oldugu goriilmektedir. Ayrica katilimcilarin ¢ogunlugunu olusturan 26-33 yas araligindaki bireylerin
yanisira katilimeilarin 1-5 kez araliginda rehberli turlara katilim sagladiklar1 goriilmektedir. Literatiirde
yer alan yas ve cinsiyet faktorlerinin beraber degerlendirildigi ¢alismalarin boslugu dolayisiyla ve
cinsiyet-yas faktorlerinin ayri1 ayri degerlendirildigi ¢alismalarin sonuglarinin aksine bu arastirma turist
rehberinin iletisim becerisinin algilanmasinda yas ve cinsiyet unsurlarinin farklilasmadigini ortaya
koymaktadir. Cok boyutlu bir yaklasim ile turist rehberlerinin iletisim becerilerinin degerlendirildigi bu
aragtirmada arastirma sonuglarina gore turist rehberlerinin iletisim becerileri turistlerin yaslarina ve
cinsiyetlerine gore anlaml bir farklilik ortaya koymamaktadir. Turistler turist rehberlerinin iletisim
becerilerini yas ve cinsiyet degiskenleri gozetilmeksizin degerlendirmektedirler. Turist rehberlerinin
iletisim becerilerinde turistlerin yas ve cinsiyet degiskenlerinin rehberleri degerlendirme noktasinda bir
farklilik olusturmamasi turun gidisati agisindan da dnemli bir unsurdur. Rehberlerin tiim gruba hitap
edecek nitelikte iletisim becerilerine sahip olmalar turistlerin geng, orta yasli, yash bireyler olmalari
hususunda bir farklilik ortaya koymadan turdan memnun ayrilmalarina imkan vermektedir. Cinsiyet
acisindan ise turistlerin kadin veya erkek olmasi rehberlerin iletisim esnasindaki empati-rahatlik, ifade
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becerisi, saygi, demokratik tutum gibi faktorlere karsi bir farklilik olugsmamasina imkan vermektedir.
Rehberlerin tiim tur grubuna ayni tiirde yaklasim sergileyerek tur boyunca kendini dogru ifade
edebilmesi turistlerin tur tatminlerinin de olugmasini saglayabilmektedir.

Yalnizca yabanci turistler {izerine gergeklestirilmis bir calisma olmasi ve Kapadokya Bolgesi’nin
Nevsehir ilini ziyaret ederek rehberli turlara katilan ziyaret¢ilerden veri toplanmis olmasi aragtirmanin
ilk smirliligimi olusturmaktadir. Baska bir calisma yerli-yabanci turistler {izerinde farkli bir
destinasyonda gerceklestirilebilir. Aynm1 zamanda verilerin COVID-19 pandemisi sonrasinda elde
edilmis oldugu diisiiniildiiglinde bireylerin diinyay1 etkisi altina alan salgin dolayisiyla tur esnasinda
farkli unsurlara dikkat etmis olmalar1 (hijyen, mesafe), rehberin iletisim becerisini degerlendirmeyi
ikinci planda tutmus olma ihtimalleri gz oniinde bulundurulabilir. Dolayisiyla diger arastirmacilara
Pandeminin etkilerinin azaldigi ve bireylerin daha sik seyahat ettikleri donemde tekrar benzeri bir
caligma ile karsilastirma yapmalari onerilmektedir. Bu arastirma kapsaminda 6rneklemi temsil etmesi
noktasinda orneklem biiyiikliigli Tabachnich & Fidell (2007) in 6nerisi dikkate alinarak 300 olarak
belirlenmistir. Orneklem biiyiikliigiiniin 300 olarak belirlendigi calismada érneklemin evreni temsil
yetenegi kisitl olmasi sebebiyle aragtirmanin bir diger sinirliliklart arasinda yer almaktadir.
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Sosyal Medya Araciligiyla Turizm Deneyimi Paylasma Motivasyonunu Etkileyen
Faktorlerin Incelenmesi'

() Aykut Oguz ALGUER 2 2 Beykan CIiZEL?

Ozet

Gilinlimiizde milyonlarca insan, internetin iliskisel bilesenlerine katilmak icin sosyal ag hizmetlerini
kullanmaktadir. Sosyal aligveris olarak bilinen deneyim paylasimi da bu aglarin 6nemli bir bolimiini
olusturmaktadir. Turistler aktif birer sosyal ag katilimcisi olarak, kendi olusturduklari i¢erikleri diger kullanicilara
paylagmakta ve deneyimlerini sekillendirmektedir. Bu c¢aligmanin amaci, sosyal medya araciligiyla turizm
deneyimi paylagsma motivasyonunu etkileyen faktorlerin incelenmesidir. Arastirmada veriler, 2019 Temmuz ve
Agustos aylarinda Antalya ilinde turizm deneyimi yasamigs 501 yerli ziyaret¢ciden Antalya Uluslararasi
Havalimani'ndan ayrilislar sirasinda, kolayda drnekleme yontemiyle toplanmustir. iliski analizleri ile arastirma
hipotezleri test edilmis ve sonuglar iliskisel pazarlama kurami ve sosyal destek kurami bakis agisi ile tartigilmis
ve yorumlanmustir. Iliski kalitesi ve sosyal destegin deneyim paylasim motivasyonunu pozitif yonde etkiledigi ve
goreceli olarak bu iliskide iliski kalitesi etkisinin daha giiglii oldugu saptanmistir. Caligma sonuglarinin alanda yer
alan arastirmaci ve uygulamacilara faydalar saglayacagi iimit edilmektedir.

Anahtar kelimeler: Sosyal medya, turizm deneyimi, paylasim motivasyonu, sosyal destek, iliski kalitesi
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Investigation of Factors Affecting the Motivation to Share Tourism Experience Through Social Media
Abstract

Today, millions of people use social networking services to participate in the relational components of the internet.
Experience sharing, known as social shopping, also constitutes an important part of these networks. As active
social network participants, tourists share their own content with other users and shape their experiences. The aim
of this study is to examine the factors affecting the motivation to share tourism experiences through social media.
In the research, data were collected by convenience sampling method from 501 domestic visitors who had tourism
experience in Antalya in July and August 2019, during their departure from Antalya International Airport.
Relationship analysis and research hypotheses were tested and the results were discussed and interpreted from the
perspective of relationship marketing theory and social support theory. It has been determined that the relationship
quality and social support positively affect the motivation to share experience, and the relationship quality effect
is relatively stronger in this relationship. It is hoped that the results of the study will provide benefits to researchers
and practitioners in the field.
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1. GIRIS

Giliniimiizde sosyal medya, kullanicilara yeni etkilesim imkanlar saglamaktadir (Xiang & Gretzel,
2010). Genis bir kullanici tabanina sahip olmakla birlikte; "begeniler", "yorumlar" ve "igerik olusturma"
gibi tlirlii aktivitelerle insanlart birbirine baglamaktadir. Turistler de sosyal medyada birbirleriyle
etkilesime girmekte ve kendi olusturduklar icerikleri ¢esitli uygulamalar ve internet siteleri araciligiyla
diger insanlara sunmaktadir. Bu igerikler 6zellikle turizmin dogasinda yer alan; deneyim biriktirme,
deneyim yasama ve deneyimleri paylasma noktasinda sosyal ag kullanicisi turistler ve turistik hizmet
saglayicilari agisindan biiylik onem tasimaktadir. Bu 6nemi fark eden arastirmacilar, insanlarin davranis
niteliklerini merkezlerine almakta ve deneyim/bilgi paylasimi konusunda tetikleyici olan iki cesit
motivasyonu ileri siirmektedirler (Hsu & Lin, 2008; Chang & Chuang, 2011). Bunlar; kisisel itibar
kazanma istekleri ve baska insanlara yardimda bulunma ¢abalarindan kaynaklanan faaliyetlerdir. Munar
& Jacobsen tarafindan yapilan calismada, sosyal medyada turizm deneyimi paylasiminin;
bireysel/benmerkezci ve toplumla ilgili motivasyonlardan yola ¢ikarak gergeklestirildigi anlagilmaktadir
(Munar & Jacobsen, 2014). Ancak ilgili literatiir incelendiginde bu motivasyonlara sahip turistlerin
deneyimleri lizerinden olusturduklar igerikleri paylagsmalari1 konusunda, onlar1 paylasimda bulunmaya
yonelten unsurlarin neler oldugu konusunda ¢ok fazla arastirma yoktur. Bu nedenle hangi faktorlerin
sosyal medya araciligiyla deneyim paylasimlari {izerinde, ne derece etkiye sahip oldugunu anlamak
Oonem tasimaktadir.

Turistlerin sosyal medya araciliiyla deneyim paylagimlari, tatilleriyle ilgili bilgileri bir veya daha fazla
sosyal medya platformunda bagkalariyla paylasma faaliyetleridir. Bireysel ve sosyal motivasyonla
eyleme doniistiigii bilinen bu paylasim Onciillerinin sosyal destek ve iligki kalitesi oldugu
diistiniilmektedir. Bunun nedeni sosyal destek ve iliski kalitesinin sosyal medya ile ilgili ¢evrimigi bilgi
ve deneyim paylasimlari lizerine yapilan ¢aligmalarda siklikla kullanilmis olmasidir (Hajli, 2014; Liang
vd., 2011; Goker & Keskin, 2015).

Literatiirde sosyal medya araciligiyla bilgi ve deneyim paylagimina iligkin ¢caligmalar mevcuttur (Munar
& Jacobsen, 2014; Wang vd., 2014; Chiu vd., 2006; Ghaisani vd., 2014). Wang vd. (2011) sosyal
destegin turizm deneyimleri ve psikolojik ¢ikarimlar arasindaki iliskide etkisinin ve Kim ve Tussyadiah
(2013) sosyal destek yoluyla turistlerin 6zel duygu-diisiinceler ile turizm deneyimlerini
paylasabildiklerini incelemislerdir. Iliski kalitesi ile ilgili; iliskisel anlamda giiven, iliskiyi siirdiirme
cabasi anlaminda baglilik ve siirdiiriilen iliskiden duyulan memnuniyete iliskin ¢aligmalar 6nemli
bulgular saglamistir (Liang vd., 2011; Lakey & Cohen, 2000; Pentina vd., 2013; Wang vd., 2002).
Goriildugi iizere turistlerin sosyal aglarda deneyim paylagmalarinin nelerden kaynaklandigi konusu
farkli faktorler ve motivasyonlar baglaminda ele alinmistir. Ancak sosyal medya iizerinden turizm
deneyimini paylasma motivasyonu ile iliski kalitesi ve sosyal destek arasindaki iliskiyi dogrudan
inceleyen calisma yapilmamaistir.

Sosyal medya araciligiyla turizm deneyimi paylagsma motivasyonu iizerinde iliski kalitesi ve sosyal
destegin etkilerinin belirlenmesi ve ilgili yazinda yer alan bosluklarin giderilmesi arastirmanin literatiire
olan temel katkis1 olarak ongdriilmektedir. Dolayisiyla bu ¢alismanin amact; sosyal medya araciligiyla
turizm deneyimi paylagsma motivasyonunu etkileyen faktorleri (iliski kalitesi ve sosyal destek)
incelemektir.

2019 Temmuz ve Agustos aylarinda Antalya ilinde turizm deneyimi yasamis 501 yerli ziyaret¢iden
Antalya Uluslararas1 Havalimani'ndan ayriliglar1 sirasinda, kolayda ornekleme ydntemiyle toplanan
verilere analiz yapilmistir. Aragtirma bulgular iliskisel pazarlama kurami ve sosyal destek kurami bakis
acist ile tartisilmis ve yorumlanmistir. Arastirmanin ilk boliimiinde sosyal medyada turizm deneyim
paylasimu ile ilgili literatiir taramasi yer almaktadir. Ikinci béliimde ise literatiir destegiyle olusturulan
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hipotezlerin test edildigi yontem boliimii yer almaktadir. Arastirmanin son bdliimiinde ise arastirma
bulgularin tartisildig: tartigsma, teorik ve pratik katkilar, arastirmanin sinirliliklart ve gelecek arastirmalar
icin Onerilere yer verilmistir.

2. KAVRAMSAL CERCEVE

2.1. Sosyal Medyada Turizm Deneyimi Paylasimi

Sosyal medya, turizm deneyimleri ve paylasim uygulamalarinda psikolojik anlam iiretimi ve dolagimi
icin yeni kanallar sunmaktadir (Munar & Ooi, 2012). Bu platformlarda turistler, olusturduklari i¢erikleri
farkli zaman birimlerinde ve ¢evrimici olarak olusturabilmekte ve paylasabilmektedirler (Berger &
Schwartz, 2011). Ciinkii sosyal medya araglar1 "gercek zamanli" seyahat deneyimlerinin depolanmasina
ve paylasilmasina imkan saglamaktadir (Munar & Jacobsen, 2013). Boylelikle turistler; mesajlagarak,
fotograf/video/ses kaydi gondererek, seyahat sitelerinde igerik {lireterek ve internet sitelerinde
olusturduklart igerikleri yayinlayarak, deneyimleriyle ilgili gercek zamanli paylasim duygusu
kazanmaktadirlar (Munar & Jacobsen, 2014).

Turistlerin seyahatleri sirasinda davraniglar1 ve etkilesime katkida bulunma istekleri sosyal medyada
paylasimi yapmalarina neden olmaktadir. Bunun en 6nemli sebeplerinden biri insanlarin dogustan gelen
“toplumdaki rollerini tanimlama” arzusudur. Bu durum dogal olarak kendini gerceklestirme arzusuyla
iliskilidir (Maslow, 1943). Insanlar sosyal medyada paylasimlarda bulunarak, baskalarinin kendileri
hakkinda diisiinmelerini saglayabilmekte ve boylece kisisel faydalarini arttirabileceklerini
diistinmektedirler. S6z konusu bu ben merkezlilik duygusundan kaynaklanan kisilik 6zelliginin, turizm
sosyal medyasinda paylasimda bulunma davranisiyla iligkili oldugu bilinmektedir (Munar & Jacobsen,
2014; Sun vd., 2014).

Sosyal medyada kullanicilar tarafindan paylasimda bulunma davranisi, bireyin edindigi bilgileri bir ag
icindeki diger iiyelere yayma olarak tanimlanmaktadir (Hsu vd., 2007). Bu nedenle, bireylerin bilgi
paylasimi1 i¢in davranislarinin  kisisel Ozellikler ve i¢inde bulunduklar1 ortam tarafindan
yonlendirilebilecegi algisi makul bir sekilde varsayilabilmektedir (Bandura, 1978). Bu noktada 6z-
yeterlik ve sonug beklentileri kisisel faktorlerin yordayicilart olarak goriilmektedir, ¢linkii her ikisi de
kullanicilarin davraniglarin1 sekillendiren ana etkenler olarak kabul edilmektedir (Bandura, 1978;
Bandura, 2006). Kankanhalli vd. (2005) ozyeterliligi, bilgi katkist davranigi tizerindeki etkilerini
incelemek icin diger degiskenlerle birlestirmislerdir. Sonuclar; insanlarin sosyal medyada bilgi aligverisi
sagladiklar1 ve Ozellikle karsi karsiya kaldiklari zor durumlarda basa ¢ikmalar i¢in 6z yeterlilik
faktorlinlin bilgi paylagimi iizerinde etkisi oldugunu ortaya koymaktadir. Buna dayanarak sonug
beklentileri de kisinin kendi davranisinin beklenen sonucunu ifade eder (Bandura, 1978). Sonug
beklentisi, davranis sonucu ortaya ¢ikacak olan durumdur ve bireylerin sadece kisisel faydalar almay1
beklediklerinde bilgilerini paylasacaklari, paylasimlarda bulunacaklari anlasilmaktadir (Kankanhalli
vd., 2005). Ayrica turistler de sosyal medyada paylasimlarda bulunarak; bireysel tatmin, kendini
gergeklestirme, insanlarin kendileri hakkinda diisiinmelerini isteme, daha fazla taninmak isteme gibi
sosyal ihtiyaglarini gidermek amaciyla paylasim davraniglart sergilemektedirler (Yoo & Gretzel, 2008).
Dolayistyla turizm sosyal medyasinda paylasimda bulunanlarin, gergcek hayatta var olan
motivasyonlardan etkilenerek ve birden fazla egilimden 6tiirii paylasimda bulunduklar: diistiniilmektedir
(Ma & Chan, 2014; Yoo & Gretzel, 2008).

Diinyanin her yerinden internet kullanicilar1 sosyal medya ve interneti; fikirlerini, diisiincelerini,
deneyimlerini, olusturduklar1 igeriklerle; birbirleriyle etkilesimde bulunmak, iletisim kurmak ve
paylasmak amaciyla kullanmaktadir. Turistler de sosyal medya platformlarin1 seyahat deneyimlerini
paylasmak icin baskin bir ara¢ olarak kullanmaktadir (Kim vd., 2013; Styvén & Foster, 2017).
Deneyimler kisiseldir ve insanlarin belirli turizm destinasyonlarini ve iiriinlerini nasil algilayip bunlara
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nasil tepki verdiklerine gore bigcimlenmektedirler. Deneyimlerin paylasilmasi ise yalnizca tatil
ozellikleriyle ilgili (6rn. bilet fiyatlari, hava kosullar1 ve diger turistik yerler gibi) degil ayn1 zamanda
bir tatilin kiside biraktig1 nitelikler hakkinda, 6rnegin; fotograf paylasimlari, duygular, 6zyeterlilikler,
hayal giicleri ve bireysel faydalar1 da icerebilmektedir (Baym, 2015; Kim & Tussyadiah, 2013).
Cevrimigi turizm deneyimlerini paylasma motivasyonlari ise genellikle; 6zgecilik, kisisel tatmin ve
kendini gergeklestirme ile ilgilidir (Hsu vd., 2007).

Literatiirde turistlerin tatilleri ile ilgili deneyimleri veya bir biitlin olarak edindikleri bilgileri
paylagsmalariin iki tip motivasyondan kaynaklandig1 diisiiniilmektedir. Bunlar; bireysel/benmerkezli
motivasyonlar ile toplulukla ilgili/6zgecil olan sosyal motivasyonlardir (Hsu vd., 2007, Munar &
Jacobsen, 2014). Sosyal motivasyonlar, turistlerin ¢evrimigi deneyimlerinin sanal topluluklar veya diger
sosyal medya kullanicilart tizerindeki olasi etkileriyle ilgilidir (Hsu vd., 2007). Ayrica toplulukla ilgili
olan bu sosyal motivasyonlar fedakarlik barindirirlar ve baskalarinin dogru karar verebilmelerine
yardimct olma arzusunu ifade etmektedirler (Ma & Chan, 2014). Benmerkezli (bencil, ben odakli)
motivasyonlarin bazilari ise; sosyal etkilesim, giiven, kisilik ve karsiliklilik ile sosyal baglarin korunmasi
veya arttirilmasi ile ilgilidir (Baym, 2015; Chang & Chuang, 2011). Benmerkezli yani kisisel tatmin ve
kendini gerceklestirme olarak bireysel motivasyonlar, insanlarin baskalar1 tarafindan kendilerinin
algilanma bigimidir (Munar & Jacobsen, 2014).

Glinliik hayatin igerisinde sosyal medyanin giiclii konumu nedeniyle ¢evrimigi katilimi saglayan insan
davranigi, arastirmacilar tarafindan biyiik ilgi gormektedir. Cevrimi¢i paylasimlarda bu iki tip
motivasyon (bireysel ve sosyal) ise 6zellikle seyahat deneyimleri konusunda bilgi paylasimi i¢in degerli
faktorler olarak algilanmaktadirlar (Munar & Jacobsen, 2014). Bu durum, sanal topluluk kiiltiirlerinin
degerini arttirmaktadir (Jinyang, 2015).

2.2. Sosyal Medyada Turizm Deneyim Paylasimin1 Etkileyen Faktorler
2.2.1. Bireysel Motivasyon

Sosyal Biligsel Teoriler (Social Cognitive Theories), sosyal toplumun bir pargasi olan insanlarin bir
ortamdaki belirli bir davranis1 yapabilmelerinin, kendilerinde s6z konusu davranis1 gerceklestirebilme
yetenegine ve kisisel bilislerine bagli oldugunu ileri stirmektedir (Bandura, 1978). Bu teorinin arastirma
baglaminda bireysel paylasim egilimini tetikleyen iki ana bileseni; 6zyeterlilik ve sonug¢ beklentileridir.
Sonug beklentileri, bireyin belirli bir davranista bulunmasinin belirli sonuglara yol acacag: algisiyla
davranmasi seklinde tanimlanir (Wilcox vd., 2006). Ozyeterlilik ise, toplumsal figiir olan bireyin farkls
sartlar altinda karsilastig1 zorluklar1 agmasi veya listesinden gelmesiyle kendisinde bir takim yetenek ve
{istiinliikler olduguna inanmasidir (Bandura, 1978). Ozyeterlilik ve sonug beklentileri bireylerin sosyal
iligkiler kurma becerileri agisindan ele alindiginda bazi arastirmalar 6zellikle 6zyeterlilik kavramini;
sosyallesme, utangaclik, kisiler arasi iliskilerin baslatilmasi, gelistirilmesi ve siirdiiriilmesi gibi sosyal
ve psikolojik kavramlarla iliskilendirmislerdir (Hsu vd., 2007; Major vd., 1995; Ozbay vd., 2012;
Anderson & Betz, 2001; Caprara & Steca, 2005).

Birey davraniglari turizm baglaminda ele alindiginda bir tatil plan1 gergeklestiren turistin seyahati
hakkindaki kendi goriis ve dnerilerini baska insanlara aktarma duygusuyla iliskilendirilebilir. Ornek
olarak, memnun bir tatil deneyimi yasamig bireyin bagka turistlere deneyimi hakkinda bilgiler sunmasi
veya onlarla seyahati sirasinda karsilastig1 zorluklar tartisabilmesi, onun sosyal iliskiler kurabilmesinin
yansimasi olarak degerlendirebilir (Jacobsen, 2000). Bireysel amaglar dogrultusunda da olsa turistlerin
buna benzer davramislarda bulunmalari, onlarin dayanigsmaci ve bir toplulugun parcasi olarak
tamimlanma duygularin1 arttirmaktadir (Hsu vd., 2007). Genellikle turistlerin toplumsalciliktan ote
bireyselci olarak bilgi paylagsmalari, beklentileri istekleri dogrultusunda gergeklestiginde eyleme
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dontismektedir (Hsu vd., 2007). Bu noktada 6zyeterlilik ile sonug beklentileri arasinda anlamli bir iligki
oldugu one siiriilebilmektedir (Hargittai & Shafer, 2006).

Sosyal medyada deneyim paylasma hususunda bireyle ilgili olan yani; benmerkezci davranig paylasimi
beklentileri ve toplumla ilgili beklentiler seklinde ayrisim bulunmaktadir (Chiu vd., 2006). Baym (2015)
ben merkezli motivasyonlari; saygi ve taninma, sosyal baglar1 arttirma, 6zsaygilar arttirma, ¢evrimigi
faaliyetlerden yararlanma ve karsiliginda is birligini arttirma olanaklar1 olarak acgiklamaktadir.
Literatiirde benmerkezli motivasyonlarin bazilarinin; sosyal etkilesim, giiven, kisilik ve karsiliklilik
bi¢imlerinin korunmasi veya arttirilmasi ile ilgili oldugu yer almaktadir (Jinyang, 2015). Bu noktada
turistlerin bilgi ve deneyim paylasma isteklilikleri, turizm sosyal medyasinda yer alan deneyim
paylasimlarindandir (Munar & Jacobsen, 2014). Buna karsin, bireylerin goriiniirde bir fayda
saglamadiklar1 halde yabancilarla neden bilgi paylastiklari konusu merak uyandirmaktadir. Bu tiir
davranislart etkileyen kritik faktorler nelerdir sorusundan hareketle bu paradoksu anlamaya ¢alismak
icin Chang & Chuang (2011), sosyal motivasyon ve bireysel motivasyonlar: birlestirerek, sanal bir
toplulukta bilgi paylasim davranisini etkileyen faktorleri arastirma calismasi gerceklestirmislerdir.
(Calismada bireysel motivasyonun bilgi paylasim davranisi tizerindeki diizenleyici etkileri analiz edilerek
karsilikliligin ve kisilik yapisinin bilgi paylasimi iizerinde 6nemli ve olumlu bir etkisi oldugu
bulunmustur (Jinyang, 2015; Chang & Chuang, 2011).

Turistler sosyal medyada, kendileri i¢in veya baskalar1 i¢in yararli bulduklar1 konularda veya sosyal
baglantilarini siirdiirmek amactyla paylasimda bulunmaktadirlar (Munar & Jacobsen, 2014). Dolayisiyla
turistlerin, sosyal medyada yer alan igeriklere duyduklar1 giiven sayesinde bu tiir bireysel ve sosyal
motivasyonlar etkisiyle paylasimda bulunduklar diisiiniilmektedir. Bireysel veya sosyal motivasyonla
paylagimda bulunan bir kisi, kendisinde giiven algisina sahip oldugunu géstermektedir (Hsu & Lin,
2008). Boylece iliski kalitesinin giiven unsurunun, paylasim motivasyonunu (bireysel/sosyal) etkilemesi
muhtemel goriilmektedir. Cevrimici platformlarda deneyim aligverisinde bulunan insanlarin iliskilerinde
baglilik etkili bir kavramdir ve iliskisel islemleri siirdiirmenin kilit noktas1 olarak kabul edilmektedir
(Jaiswal vd., 2010). Dolayisiyla turizm deneyimi paylasilmasinda, deneyimi paylasan ve karsida bulunan
kisi arasinda iliski baglilig1 kurulmaktadir.

Ozellikle sosyal motivasyonlar fedakarlik ve 6zgecilik tutumlari icerdiginden baglilik; basarili, dostane
ve uzun vadeli iliski kurmanin da anahtar1 sayilmaktadir (Morgan & Hunt, 1994). Boylece iliski
kalitesinin baglilik unsurunun da paylasim motivasyonunu etkilemesi muhtemeldir. Turistler internet
lizerinden deneyimlerini paylasirken izlenimlerini de paylagmaktadirlar, bu paylasim bireysel
motivasyondan kaynaklanmaktadir (Munar & Jacobsen, 2014). Ayrica turistler deneyimlerini paylasarak
turistik tirlin ve hizmetler hakkinda baska insanlara yardimci olduklarini diistinmektedirler, bu paylasim
eylemi de sosyal motivasyondan kaynaklanmaktadir (Munar & Jacobsen, 2014). Sosyal iliskilerde tiim
bu paylasimlar ancak memnuniyetin varliginda gergeklesebilirler (Gustafsson vd., 2005). Bu nedenle
iliski memnuniyeti algisina sahip turistler bu motivasyonlarla deneyimlerini bagkalariyla
paylagsmaktadirlar, dolayisiyla memnuniyetin turistlerin paylasim motivasyonunu etkilemesi
varsayilabilmektedir. Yukarida verilen bilgiler dogrultusunda asagidaki hipotez gelistirilmistir:

Hipotez 1: iliski kalitesi, sosyal medya araciligiyla turizm deneyimi paylasma  motivasyonu ile
pozitif iligkilidir.
2.2.2. Sosyal Motivasyon

Iktisat biliminde, tek insanin ekonomisinde yalniz bireyin sosyolojisi olamayacag goriisii hakimdir
(Eralp, 1983). Dolayisiyla bir grup insandan minimum iki insana kadar kisiler arasi iligskilerde sosyal ag
kavrami 6nemli bir rol oynamaktadir (Stanley & Faust, 1994). Cevrimigi bir toplulugun tiyeleri de bilgi
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paylasimiyla bagli olduklar1 topluluga katkida bulunarak, bireysel eylemler gergeklestirirler (Bagozzi &
Dholakia, 2002). Is bu insanlarmn elde ettikleri bilgileri baskalarryla paylasmalari, onlarin dzgecil
(yardimsever) bir eylemde bulunmalarinin yansimalaridir (Baym, 2015). Sosyal motivasyonlar
(toplulukla ilgili) da kisilerarasi iligkilerde; sosyal medyaya katilim, giiven, sosyal sermaye ve sayginlik
icermektedirler (Bas, 2018). Giinliik hayattaki topluluklarin sosyal medyadaki yansimasi olan bu sanal
topluluklar; bireylerin sahip olduklar1 degerlerden, toplumsal normlarindan, toplumu ilgilendiren
fikirleri ve anlayislar ile ilgili paylasimlarindan meydana gelmektedir. Sanal topluluklar1 olusturan
kisiler turist iseler bu kimlik ile anildiklarinda, kendilerini rutin hayat ¢izgisinden farkli bir konumda
algilamakta ve topluluk igerisindeki faaliyetleri ile hem bireysel hem de toplumsal bir sekilde
vazifelendirilmis gibi hissetmektedirler (Gretzel & Yoo, 2008). Bu tarz duygulara sahip olan turistlerin,
seyahat sitelerindeki insanlara veya diger inceleme sitelerine, talep ve goriislerini siirekli bildirmekle
yiikiimliiymiis gibi hissettikleri diistiniilmektedir (Gretzel & Yoo, 2008).

Turistler paylasim davranislarinda bulunurken 6zgecil egilimlerde olsalar da itibarlarini arttirma veya
ozyeterlik duygularii arttirma gibi bireysel faydalari da hedefliyor olabilmektedirler. Buna ragmen
kendileri i¢in yararl olan bir siteye katkida bulunmak gibi benmerkezci bir nedenin toplulukla ilgili bir
boyutu da bulunabilir. Ciinkii Sigmund Freud'a (Sigmund, 2017) gore, toplulugu olusturan bireyler bazi
zamanlar kendilerinde rastlanmayan 6zelliklere sahip olmaktadirlar. Dolayisiyla kalabalik bir ortamda
yasanmasindan Otiirii bireyin kitle igerisinde kars1 konulmaz bir giice ve yetiye sahip olma duygusuna
kapilmas1 ve boyle bir duyguyla kendini i¢giidiisel isteklerine teslim etmesi dogal bir sonugtur.
Cevrimigi sosyal aglar baglaminda, insanlarin 6zgecil davraniglarla kendileri i¢in dnemli olan kisi ve
gruplarla iletisim halinde olmalari, onlarla deneyimlerini paylagsmalar1 ve onlara yardim etmek i¢in
sosyal medyay1 kullanmaya daha istekli olmalari bu durumundan kaynaklanmaktadir (Ma & Chan,
2014).

Sosyal bir varlik olan insanin sonug¢ beklentileri, onun sosyal iliskiler kurma becerilerini tanimlarken,
ozyeterlilik kavrami ise; sosyallesme, kisilerarasi iliskilerin baslatilmasi, gelistirilmesi ve stirdiiriilmesi
gibi sosyal ve psikolojik kavramlarla iliskilendirilmistir (Hsu vd., 2007; Ozbay vd., 2012; Anderson &
Betz, 2001; Caprara & Steca, 2005). Bu noktada, turistler deneyim paylagimlariyla ¢evrimici aglarda
daha fazla taninmak isteyebilir ve bagka turistlere yardimci olabilecekleri inanci gelistirebilirler, bunlar
turistin sonu¢ beklentilerine sahip oldugunu gostermektedir. Turistler deneyimlerini sosyal aglarinda
paylastiklarinda, kendi kendilerine yetebildiklerini yani o6zyeterliliklerinin var oldugunu da
sergilemektedirler. Tiim bu paylasim davranislarini bireysel motivasyonla gergeklestirmektedirler
(Munar & Jacobsen, 2014). Bu noktada, turistlerin irettikleri icerikler araciligiyla duygusal destek
sagladiklar diisiiniilmektedir. Boylelikle duygusal destegin, deneyim paylasim motivasyonu iizerinde
etkisi oldugu arglimana ileri siiriilebilmektedir.

Sosyal destek, bir bireye sicaklik ve anlayis getirebildiginden, kisinin psikolojik ihtiyag¢larini karsilama
yanitt olarak da degerlendirilebilir (Obst & Stafurik, 2010). Bu tiir destek, bir tiir hevesli geri bildirim
olarak, destek ihtiyact hisseden kisinin sorununu ¢6zmek i¢in dogrudan yardim saglanamasa bile kisinin
kendisini daha iyi hissetmesine yardimci olabilmektedir (Obst & Stafurik, 2010). Turizm deneyimi
paylasma motivasyonu olan sosyal motivasyonla karsidaki kisilere tam anlamiyla yardim saglanamasa
da digerkdmlik duygusuyla onlara yardimci olmak amaglanmaktadir. Bu nedenle sosyal destegin, sosyal
motivasyonla deneyim paylasimu ile iliskili oldugu diisiiniilmektedir.

Cevrimigi kurulan bir iligkide sosyal destegin toplum duygusu ile olumlu iliskili oldugu ortaya
koyulmustur (Oh vd., 2014). Bu tiir bir algiya sahip olan kullanici, bilgilerini baskalariyla paylasmak
veya yardimlasmak isteyecektir (Liang vd., 2011). Bu noktada yine sosyal destegin, turistlerin
paylasimlarinda yer alan bu toplum duygusundan kaynaklanan fedakarlik (6zgeci) motivasyonlar ile
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iligkili oldugu varsayilabilmektedir. Cevrimi¢i aglar iiyelerine, nesnelerin (fotograf, video vb. gonderiler
gibi) ka¢ kez isaretlendigini sOyleyen "sosyal paylasim imleci ikonlar1" olarak adlandirilan "begen",
"paylas" ve "takip et" butonlar1 gibi kalite ¢ikarim islevlerini igermektedirler (Chen vd., 2011; Hajli,
2014). Bu ikonlar, bilgilendirici ve duygusal destek saglamaktadirlar (Gerlitz & Helmond, 2013). Destek
almanin insanlar1 psikolojik olarak iyi etkiledigi diisiiniildiigiinde bu ¢esit iyi deneyimler, insanlari
destekcileriyle olan etkilesimlerinde tatmin etmekte ve sosyal ihtiyaglarini karsilamalari konusunda
onlara yardimci olabilmektedir. Bu nedenle, sosyal destegi iyi olan bir toplulukta, insanlar genellikle
yardim alisverisi icin baskalariyla etkilesime girmektedirler (Laurenceau vd., 1998). Ornegin bir turistin,
sosyal aginda ne kadar ¢ok arkadasi varsa (yani genis bir topluluk), zorluklarla veya sorunlarla
karsilagtii zaman gilivenebilecegi, yardim isteyebilecegi kisileri bu arkadaglari arasindan kolayca
bulabilmesi sosyal destegin varligina isaret eder (Luo & Zhong, 2015). Ciinkii sosyal medyada
arkadaslarindan destek aldigini hisseden turist, bir {iriin veya hizmet hakkinda karsilasacagi zorlugu
sosyal motivasyon baglaminda karsilikli yardimlar ile asabilecektir. Bu hususta sosyal destek kaynaklari
olan bilgi destegi ve duygusal destek, turistlerin sosyal medya lizerinden deneyim paylasim motivasyonu
olan sosyal motivasyonla iligkilidir denilebilir.

Sosyal destek kavrami, sosyal destek teorisinden tiiretilmistir (Shumaker & Brownell, 2010). Sosyal
destek teorisi ise sosyal iliskilerde bilis, duygu ve davranislarin nasil etkilendigini agiklamak igin
onerilmistir (Lakey & Cohen, 2000). Bu teori, destekleyici davranisin insanlarin karsilastiklart olumsuz
konularda onlarin korunmasi ve onlara katkida bulunulmasini ileri siirmektedir (Lakey & Cohen, 2000;
Maier vd., 2015). Internet iizerindeki etkilesimler sanal oldugundan ve metinsel kaynak igerdiginden,
sosyal medya kullanicilart i¢in ¢evrimici sosyal destek; bilgi destegi ve duygusal destek olmak tizere
ikiye ayrilmaktadir (Coulson, 2005). Bilgi destegi, karsidaki kisinin problemlerini ¢6zmesine yardimci
olabilecek bilgileri ve tavsiyeleri saglamay1 ifade etmekte ve coziimler, planlar veya yorumlar
saglayabilmektedir (Liang vd., 2011). Duygusal destek, baska bir kisiye bakim, sempati ve anlayis gibi
duygusal desteklerin saglanmasindan olugmaktadir (Taylor vd., 2004). Dolayisiyla duygusal destek,
bireylerin endiselerini ifade etmeye odaklanir ve dolayli olarak sorunlarin ¢dziilmesine yardimci
olabilmektedir (Taylor vd., 2004).

Turistler i¢in sosyal destek, diger turistlerden (Huang & Hsu, 2009) veya turistin arkadaslari ile ailesi
gibi yakin baglarindan saglanabilmektedir (Kim & Tussyadiah, 2013). Her giin ¢ok sayida turist, yakin
zamanda ziyaret ettikleri yerlerin fotograflarin1 ve videolarin1 paylagmaktadir (Huang vd., 2019).
Turistler bu paylasimlarini bireysel motivasyonla (benmerkezli) yapabildikleri gibi sosyal motivasyonla
(6zgeci) da yapabilmektedirler (Munar & Jacobsen, 2014). Turistler ¢evrimici aglarinda deneyimlerini
paylasarak baska kullanicilarla destek aligverisinde bulunmayi onaylarlar. Ornegin sosyal medya
uygulamalar1 "begen, paylas, takip et ve abone ol" gibi kalite ¢ikarim islevlerini igerir, bunlar
bilgilendirici ve duygusal destek saglarlar (Gerlitz & Helmond, 2013). Sosyal ag grubundaki akranlarina
veya akrabalarina paylasimda bulunan bir turist de bu kalite ¢ikarim islevlerine maruz kalabilir ve sosyal
destek algisiyla paylasimlarini buna gore sekillendirebilir. Verilen bilgiler dogrultusunda asagidaki
hipotez gelistirilmistir:

Hipotez 2: Sosyal destek, sosyal medya araciligiyla turizm deneyimi paylagma  motivasyonu ile
pozitif iligkilidir.
2.2.3. Tligki Kalitesi ve Sosyal Destek Iligkisi

Morgan ve Hunt'a (1994) gore: "iliskisel pazarlama, basarili iliskiler kurmaya, gelistirmeye ve

siirdiirmeye yonelik tiim pazarlama faaliyetleri"ni ifade etmektedir. Iliskisel pazarlama kuraminin amaci,

yeni tiiketiciler kazanmayi, mevcut tiiketiciyi elde tutmayi ve tiiketici baghligin1 saglamayir amag

edinmektedir (Berry, 1983). Teoriye gore iliski kalitesi, anahtar bir kavramdir (Palmatier vd., 2006).
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Arastirmalar iligki kalitesinin esas olarak {i¢ yonii oldugunu gdstermektedir; giiven, iliski memnuniyeti
ve iligki bagliligi (Wulf vd., 2001; Garbarino & Johnson, 1999). Rotter (1967)'a gore giliven; birinin
giivendigi bir degisim ortagina giivenmek icin istekli olmasidir. Ayrica bir bireyin bir bagkasinin séziine
giivenebilecegi, birey tarafindan gosterilen genel bir beklenti oldugu goriisiine dayanmaktadir. Morgan
ve Hunt'a (1994)gore baglilik; iliskilerinin 6nemine inanan ve bunu siirdiirmek igin ellerinden geleni
yapmaya istekli olan kisilerin ortakliklar1 demektir. Baska bir deyisle, baglilig1 bulunan taraf, iliskiyi
stirdiirmeye deger géormekte ve onu sonsuza dek korumay1 garanti etmektedir. Memnuniyet ise insanlarin
diger insanlarla olan iliskilerini degerlendirmeleri sonucu gelisen, olumlu duygusal durumlarini ifade
etmektedir. Birden fazla ¢caligmada, baglilik ve giiven ile baglilik ve memnuniyet, iligki kalitesinin tutarl
yapilari olarak ele alinmistir (Morgan & Hunt, 1994; Moorman vd., 1993; Garbarino & Johnson, 1999;
Gustaffsson vd., 2005).

Turistler i¢in iligki kalitesi, herhangi bir turistik iiriin/hizmet hakkinda deneyim yasayanlarin,
birbirleriyle etkilesime girerek bu deneyimlerini iliski kalitesi unsurlariyla (giiven, baglilik ve
memnuniyet) sosyal medyada paylasmalaridir. Turistlerin 6zellikle yardimseverlik duygulariyla
iceriklerini paylasirken sosyal ag grubundaki insanlara giiven duymalari gerekir. Ciinkii iliskisel giiven,
sosyal iligkilerde kisilerin birbirlerine itimat etmelerini saglayan bir kavramdir (Morgan & Hunt, 1994).
Turistler deneyimlerini paylasirken etkilesimde olduklari insanlarla dostane ve uzun bir iliski kurmak
isterler, bu nedenle iliskisel baglilik onlarin paylasimlarinda yer almaktadir. Son noktada turistlerin
baskalar1 i¢in deneyimlerini paylasmalari, onlarda sosyal iliskiler i¢in gerekli olan giiven ve baglilik
unsurlarimin yani sira iligkisel memnuniyeti de gerektirmektedir. Dolayisiyla sosyal etkilesim icin
gerekli oldugu gibi sosyal medyada turizm deneyimi paylasirken de iligki kalitesi degerli bir kavramdir
(Gustaffsson vd., 2005; Lai & Chen, 2014; Pan vd., 2007).

Sosyal medyaya iliskin duygusal destek; onemseme, anlama ve empati gibi duygusal kaygilar1 iceren
mesajlar1 saglamak anlamina gelirken, bilgilendirme destegi; sorunlarin ¢éziimiinde yardimci olabilecek
oOneriler, tavsiyeler ve bilgiler biciminde mesajlar verilmesi anlamina gelmektedir (Taylor vd., 2004;
Liang vd., 2011). Cevrimici sosyal aglar, kullanicilara sosyal degerler sunmaktadir, onlarin baskalar ile
yakin iliskiler kurmasini ve refahlarini arttirmalarini saglamak igin gii¢lii bir ara¢g konumundadir (Obst
& Stafurik, 2010). Cevrimigi aglarda iretilen bilgisel ve duygusal desteklerin tiiketicilerdeki giiven,
baglilik ve memnuniyeti arttirmast muhtemel goriilmektedir (Hajli, 2014). Kullanicilarin ¢evrimigi
aglara katilimi, baglilik tizerinde olumlu bir etkiye sahiptir, bu da onlarin ¢evrimigi aglarda iiretilen
iceriklere daha fazla giivenebilmelerini saglamaktadir (Casalé vd., 2008). Ayrica sanal bir mecraya
duyulan giivenin, kullanicilarin bu sanal platformlara katilimi {izerinde de olumlu katkilar1 oldugu
bilinmektedir (Casal6 vd., 2008). Bilgisel destek ve duygusal destek iizerinde, ¢evrimigi sosyal aglara
giivenme diisiincesi; topluluklar, forumlar ve yorum siteleri gibi sosyal medya mekanizmalarinda arama
yapan kullanicilarin giiven ve memnuniyet algilarini artirdigini géstermektedir (Hajli, 2014). Giiven ve
memnuniyetin bulundugu bir iliski, arkasinda bagliligi da meydana getirmektedir (Morgan & Hunt,
1994). Boylelikle sosyal medyada yer alan igeriklerden bilgisel ve duygusal destek alan kullanicilarin,
bu g iliski kalitesi unsuruyla karsilagsmalar1 dogal olacaktir (Liang vd., 2011).

Sosyal degisim kurami, bireylerin baska bireylere yarar sagladiklarinda kendileri de zor bir durumda
kaldiklar1 zaman diger insanlardan ayni karsiligin gelecegi diislincesiyle hareket ettiklerine
dayanmaktadir (Jinyang, 2015). Bu noktada, bir kullanici sosyal ag sitesindeki arkadaslarindan destek
alirsa, benzer bir iyilik iade etmek durumunda kalabilir. Sosyal destek algisindan kaynaklanan bu
davranigsal etken kisiyi karsilikli giiven, memnuniyet ve bagliliga yani iliski kalitesi unsurlarina tesvik
etmektedir (Crocker & Canevello, 2008; Liang vd., 2011). Sonug olarak sosyal etkilesimler ve deneyim
paylagimi baglaminda bu karsilikli iliskiler, sosyal destegin iliski kalitesi iizerinde etkisi oldugunu
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diisiindiirmektedir. Onceki calismalarda onaylandigi gibi sosyal destegin, iliski kalitesi iizerindeki
olumlu etkileri (Hajli vd., 2017; Liang vd., 2011) bu arastirma kapsaminda tekrar varsayimsal olarak
iliskilendirilmektedir. Bunlarin 1s1¢1nda asagidaki hipotez gelistirilmistir:

Hipotez 3: Sosyal destek, iligki kalitesi ile pozitif iligkilidir.

Literatiir destegi ile gelistirilen hipotezler Sekil 1°de goriilen iliski modeli ile test edilmistir. Modelde,
sosyal medya ile turizm deneyimi paylagsma motivasyonunun Onciilleri olarak sosyal destek ve iligki
kalitesi kullanilmistir. Sosyal destek bilgi destegi ve duygusal destek olarak iki boyuttan olusurken, iliski
kalitesi ise giiven, baglilik ve memnuniyet boyutlarindan olusmaktadir. Hipotezler yapisal esitlik modeli

Bilgi Duygusal
Destegi Destek

Sosyal
Destek

H3

ile test edilmistir.

Sosyal Medyada
Turizm Deneyimi
Paylasma
Motivasyonu

Baglilik

Sekil 1. Teorik model
3. YONTEM

3.1. Veri Toplama Araci

Arastirma verileri hazirlanan anket formu ile yiiz yiize goriistilerek toplanmistir. Anket uygulamasi i¢in
Haziran 2019°da ilgili yerlerden gerekli izinler ile Uluslararas1 Antalya Havalimani (AYT) daki
giivenlik dnlemleri nedeniyle ek izinler alinmis ve veri toplama islemi gerceklestirilmistir. Uluslararasi
Antalya I¢ Hatlar Terminali (Domestic Terminal)’nde i¢ hat ucuslarina izin veren tiim kapilarda, doniis
yolcusu olanlardan potansiyel katilimcilar belirlenerek, goniilliiliik esasina dayali anket dagitim ve
toplama islemi gerceklestirilmistir. Anket formu iki bolimden olusmaktadir. Birinci boliimde
arastirmanin degiskenlerini 6lgmek i¢in kullanilan 6l¢im araglart yer almaktadir. Sosyal medya
araciligiyla turizm deneyimi paylasma motivasyonunu 6l¢mek tizere Munar ve Jacobsen'in (2014) 6l¢egi
kullanilmistir. Bu 6lgek 6 ifadeden olusmaktadir. Sosyal destek ve iligki kalitesini 6l¢mek tizere Liang,
Ho, Li ve Turban'in (2011)'nin gelistirdikleri 16 ifadeden olusan dl¢ek kullanilmistir. Olgiim aracinda
7'li Likert tipi (1-kesinlikle katilmiyorum ile 7-kesinlikle katiliyorum seklinde bir ugtan digerine
degisen) oOlgek kullanilmigtir. Anket formunun ikinci bélimiinde ise katilimcilarin 6zelliklerini

161



Alguer & Cizel (2021), Johti, 3(2), 153-175

belirlemeye yonelik (sosyal medya tiirleri, seyahat sitelerini kullanim siklig1, kullanim siiresi, kullanim
sekli ve demografik sorular) yer almaktadir.

Aragtirma verileri, 2019 yili Temmuz ve Agustos aylar igerisinde Antalya'y1 ziyaret eden yerli
turistlerden, Antalya Uluslararasi Havalimani'ndan ayrilislart sirasinda toplanmistir. Arastirmada {i¢
ayri ¢calisma grubu kullanilmistir; birinci (265 katilimci verileri) ve ikinci (301 katilimer verileri) ¢alisma
grubu ile Olgegin Tiirkge'ye uyarlama g¢alismasi yapilmis, son grupta toplanan veriler (501 katilimei
verileri) ile arastirma hipotezleri test edilmistir.

3.2. Olgegin Gecgerlilik Giivenilirlik Testleri

Olgiim arac1 uyarlama siirecinde agimlayic1 ve dogrulayici faktdr analizi kullamlmistir (Joreskog &
Soérbom, 1998). Ik asamada toplanan veriler (n=265) iizerinden 6ngériilen faktdr yapist agimlayici
faktor analiziyle (AFA) analiz edilmistir. Sonraki agamada ise 6lgegin faktor yapisi ikinci ¢alisma grubu
ile (n=311) dogrulayic1 faktor analizi (DFA) ile analiz edilmistir.

Tablo 1. Olgek ifadeleri ve faktor yiik degerleri

e
Sosyal Destek (SD)
Zorluklarla karsilastigimda, en sevdigim sosyal paylasim sitemdeki bazi insanlar yanimdadirlar. 76
Zorluklarla karsilastigimda, favori sosyal paylasim sitemdeki bazi insanlar beni rahatlatirlar. 79
Zorluklarla karsilastigimda, en sevdigim sosyal paylasim sitemdeki bazi insanlar ile 6zel duygularimi
paylasabiliyorum. 68
Zorluklarla karsilagtigimda, en sevdigim sosyal paylasim sitemdeki baz1 insanlar benim iyiligim i¢in
ugrastyorlar. 77
Favori sosyal paylasim sitemde, bazi insanlar yardima ihtiyacim oldugunda 6nerilerde bulunurlar. 81
Bir sorunla karsilastigimda, favori sosyal paylasim sitemdeki bazi insanlar sorunu agmama yardimect
olacak bilgiler verirler. 77
Zorluklarla karsilastigimda, favori sosyal paylasim sitemdeki bazi insanlar zorlugun nedenini
kesfetmemde Onerilerde bulunarak yardimer olurlar. 80
iliski Kalitesi (iIK)
Favori sosyal paylagim siteme iiye olmaktan gurur duyuyorum. 79
Favori sosyal paylasim siteme ait oldugumu hissediyorum. 76
Favori sosyal paylasim sitemin uzun vadeli basarisini 6nemsiyorum. 70
Favori sosyal paylasim sitemi kullanmaktan tatmin oluyorum 80
Favori sosyal paylagim sitemi kullanmaktan memnunum. 80
Tablo 1’in Devam
Favori sosyal paylasim sitemi kullanmaktan mutluyum. 84
Favori sosyal paylasim sitemin performansi her zaman beklentilerimi karsiliyor. 73
En sevdigim sosyal paylasim sitesi, iyi bir sosyal paylasim sitesi olarak sayilabilir. 77
Favori sosyal paylasim sitem, giivenilir bir sosyal ag sitesidir. 64
Paylasma Motivasyonu (PM)
Turizm deneyimlerimi paylasarak, baskalaria yardim etmek istiyorum. .80
Turizm deneyimlerimi paylasarak, insanlarin k&ti tirlinler kullanmasini dnlemek istiyorum. .80
Turizm deneyimlerimi paylasarak, benim i¢in yararli olan web sitelerine katkida bulunmak istiyorum. 86
Turizm deneyimlerimi paylasarak, sosyal baglantilar1 ve dostlugu korumak istiyorum. 76
Turizm deneyimlerimi paylasarak, izlenimlerimi internet lizerinden paylagmay1 seviyorum. 76
Turizm deneyimlerimi paylagarak, deneyimlerim i¢in daha fazla taninmak istiyorum. 63

Olgiim arac1 ile ilgili agimlayici faktdr analizi sonuglar1 Tablo 1'de verilmistir. Degiskenlere ait
ifadelerin faktor yiikleri 0,63 ve 0,86 arasinda degismektedir. Arastirma grubunun faktér analizine
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uygunlugunu ortaya koymak i¢in Kaiser-Mayer-Olkin (KMO) degeri hesaplanmistir. 0,926 olan KMO
degeri yeterli diizeydedir (Biiylikoztirk, 2011). Dagilimin normallik diizeyinin faktér analizinin
kosularm1 karsilama durumu Bartlett testi ile incelenmis (Kline, 1993) ve 4624,787 olarak
hesaplanmigstir. Elde edilen bu degerin 0,000 diizeyinde istatistiki olarak anlamli oldugu goriilmiistiir.
Faktor analizi sonucu elde edilen 3 faktoriin toplam varyansi aciklama orani da %68,16 diizeylerinde
gergeklesmistir (Tablo 1).

Ikinci asamada yap1 gecerliligi testi i¢in dogrulayic faktdr analizi kullanilmistir. Bu asamada 6ncelikle
giivenilirlik (yap1 giivenilirligi, madde giivenilirligi, agiklanan ortalama varyans) analizleri yapilmistir
(Fornell & Larcker, 1981). Degerlerin hepsi Onerilen 0.50' degerinden yiiksektir ve Ol¢lim aracinin
giivenilir oldugunun gostergesidir (Fornell & Larcker, 1981) (Tablo 2). Bunlara ilave olarak, dl¢tim
aracinda yer alan tiim alt 6lgeklerin (sosyal destek: 0.92, iliski kalitesi: 0.94, paylasim motivasyonu: 0.90
ve Olgegin tamaminin 0.95) Cronbach alfa degeri 0.70'in tlizerindedir. Bu degerlere gore 6l¢egin ig
tutarlilik a¢isindan oldukga iyi bir diizeyde oldugu soylenebilir (Nunnally & Bernstein, 1994). Madde
giivenilirligi, yap1 glivenilirligi ve agiklanan ortalama varyans ise Tablo 2'de verilmistir.

Acimlayict faktor analizi sonucunda elde edilen 3 faktér ve 22 ifade Lisrel programi kullanilarak
dogrulayici faktor analizi ile test edilmistir. Dogrulayici faktor analizi ¢iktilar: Tablo 2'de gosterilmistir.

Tablo 2. Ol¢iim modeli icin istatistiksel degerler (n=311)

Korelasyonlar

. val R AVE
D K PM A tvalues a C

Sosyal Destek (SD) 1 059 044 92 92 62
SD1 70 13,57
SD2 A7 15,56
SD3 70 13,77
SD4 ,82 17,07
SD5 ,88 19,23
SD6 ,80 16,54
SD7 ,83 17,62
Mliski Kalitesi (IK) 1 0,54 94 94 63
K1 ,82 17,29
K2 79 16,36
IK3 ,80 16,60
K4 ,86 18,64
IK5 ,81 17,02
K6 ,86 18,70
K7 76 15,48
K8 A7 15,77
IK9 ,67 13,11
Paylasma Motivasyonu (PM) 1 90 ,89 58
PM1 AN 13,68
PM2 73 14,31
PM3 79 15,99
PMA4 ,83 17,28
PM5 81 16,55
PM6 ,68 12,81

Not: (1) standardize parametre degerlerinin hepsi anlamlidir p<0,01; AVE: Agciklanan Ortalama Varyans; CR: Birlesik Giivenilirlik,
a=Cronbach's Alpha Katsay1si
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Aragtirmaya ait uyum indekslerinin oldukga iyi olduklari goriilmektedir (Hair, Black, Babin, &
Anderson, 2014). Tablo 2 incelendiginde, x*df ve RMSEA ve biitin uyum iyiligi Olgiitlerinin
miikkemmel uyum (CFI, NFI, AGFI, SRMR, GFI) gosterdikleri belirlenmistir (Schermelleh-Engel,
Moosbrugger, & Miiller, 2003). Yani her bir degiskenin kendisini olusturan ifadeleri-maddeleri dogru
bir bigimde temsil ettigi (yap1 gecerliligi) dogrulanmistir. Tablo 2'de 6l¢iim modeline ait parametre
tahminleri ve hesaplanan t degerleri derecesinde anlamli bulunmustur (Bagozzi & Dholakia, 2002).

Yakinsama gegerliligi testi aciklanan ortalama varyans (AVE) degeri hesaplanmistir (Fornell & Larcker
1981). Tim degerler ilgili yazinda istenen degeri (AVE> 0,05) karsilamaktadir (Bagozzi & Dholakia,
2002; Fornell & Larcker, 1981; Kline, 1993). Ayrica tablo 2’de yer alan korelasyon degerleri de
yakinsama gecerliliginin kanit1 olarak goriilebilir. Ayrisma gecerliliginin kontrolii i¢in yine Fornell ve
Larcker (1981)'in 6nerdigi yontem kullanilmistir. Bu yonteme gore bir yapiya ait ortalama agiklanan
varyans o yapinin diger yapilarla arasindaki korelasyon katsayisinin karesinden biiyiik olmalidir. Bu
yonteme gore degiskenler arasi ayrigsma gegerliliginden saglandig1 goriilmektedir.

3.3. Ortak Yontem Yanhhg

Ortak yontem yanliligi, varyansin 6lgme araglarmin Olgmeye calistiklar1 yapilardan ¢ok 6lgme
yontemine dayanmasi demektir (Podsakoff vd., 2003). Tiim degiskenlerin tek bir anketle 6l¢iildigii,
farkl degiskenlere 6zgii degerlendirmelerin ayni kisi tarafindan ve benzer zaman dilimleri igerisinde
yapildig1 ¢alismalarda, ortak yontem varyansi hatalari ortaya ¢ikmaktadir (Malhotra vd., 2004). Bu
nedenle ortak yontem yanlilig1 siiphesini yok saymak tizere Podsakoff vd. (2003) model ve veri toplama
siireclerinde yapisal prosediirlerin kullanilmasin1  Onermektedirler. Bu arastirmada arastirmaci
anonimligi korunmus, bagimsiz ve bagimli degiskenler anket formunda ayrilmistir (Podsakoff vd.,
2003). Analiz kisminda ortak yontem yanliliginin etkisi Harman'in tek faktor testi ile istatistiksel olarak
degerlendirilmistir. Yapilan analiz sonucunda degiskenlerin tek faktor altinda bir araya gelislerinde
aciklanan toplam varyans oraninin sinir deger olan %50’nin altinda oldugu tespit edilmistir (34,487%)
(Podsakoff & Organ, 1986). Sonug olarak, varyans yiizdesinden dolay1 degiskenlerin tek faktorlii bir
yapida olmadiklar1 ve ¢alismada ortak yontem varyansi hatasinin bulunmadigi saptanmistir. Dahasi,
yapilar arasindaki iligkiler karsilastirildiginda 0.9'un tizerinde iliskili higbir yap1 olmadigini bulunurken,
ortak yontem yanliliginin sonuglari daha yiiksek korelasyonlar iiretmis olmaliydi (r> 0.90) (Podsakoff
& Organ, 1986). Bu da ortak yontem yanliliginin énemli bir sorun teskil etmedigini gostermektedir.

4. BULGULAR

Son grupta toplanan 501 katilimeinin verisi lizerinden arastirma hipotezleri test edilmistir. Arastirmada
6l¢tim modelinin anlamlilig1 ve teorik iligkilerin test edilebilmesi i¢in yapisal esitlik modellemesinden
(YEM) yararlamlmgtir. Olgiim modeliyle yapilarm giivenilirligi ve gecerliligi test edilirken, yapisal
modelde teorik alt yapiyla olusturulan nedensel iligkiler yol analiziyle test edilmistir.

Arastirmanin demografik bulgularinda katilimcilarin %54,1'1 erkek ve %45,9'u kadindir. 501 6rneklemin
%38,9'u 17-29 yas gruplari arasinda yer almaktadir. Dolayisiyla 6rneklemin biiyiik bir ¢ogunlugunun
geng niifus oldugu goriilmektedir. Katilimeilarin egitim durumlarina bakildiginda 356 kisinin iiniversite
mezunu oldugu goriilmektedir. Katilimcilarin yilda ¢ikilan seyahat sayilart incelendiginde %76,6'sinin
0 ile 5 say1 grubu araliginda olduklari, %72,5'inin 0-5 yillik gevrimici seyahat aracilar1 ve seyahat
sitelerinin kullanim siireleri gibi bir yiizdeye sahip olduklar1 goriillmektedir. Turizm iirlin ve hizmetleri
ile ilgili internet kullanim durumu incelendiginde; interneti sadece bilgi amacl kullanim yiizdesi %38,9
iken, turizm iiriin ve hizmetleri ile ilgili her tiirlii islemi (satin alma dahil) internet {izerinden yapan kisi
ylizdesi %61,1'dir. Sosyal medya tiirleri ve seyahat siteleri kullanimlarinda, en fazla kullanim
ortalamasina sahip sosyal medya tiiriiniin 4,890 ile Instagram oldugu goriilmekle beraber Facebook
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kullanim ortalamasinin 3,292, Twitter kullanim ortalamasinin 2,472 ve ¢evrimici seyahat aracilar1 ve
seyahat siteleri (Online Travel Agency-OTA, Metasearch Engine-META) kullanim ortalamasinin 3,971

oldugu goriilmektedir (Tablo 3).

Tablo 3. Katilimcilarin dagilimi (n=501)

Demografik Aralik Frekans Yiizde (%)
Yas 17-29 195 38.9%

30-39 148 29.5%

40-49 101 20.2%

50-59 41 8.2%

60 ve istii 16 3.2%
Cinsiyet Erkek 271 54.1%

Kadm 230 45.9%
Egitim Durumu Tlkokul 21 4.2%

Lise 124 24.8%

Universite 356 71.1%
Yilda ¢ikilan seyahat 0-5 384 76.6%
sayist 6-10 75 15.0%

11-15 15 3.0%

16-20 13 2.6%

20 ve lstil 14 2.8%
Cevrimi¢i seyahat 0-5 363 72.5%
sitelerini kullanim 6-10 121 24.2%
stiresi (y1l) 11 ve tstl 17 3.4%
Turizm {iriin ve Sadece bilgi alma amacl 195 38.9%
hizmetleri ile ilgili kullanim.
internet kullanim Her tiirlii islem (satin alma 306 61.1%
durumu dahil) internet izerinden

yapilir.

Ortalama Std. Sapma

Sosyal medya tiirleri Instagram 4,916 2,286692
ve seyahat siteleri Facebook 3,423 2,295339
kullanim ortalamasi1 ve  Twitter 2,427 2,001295
std. sapmalari Cevrimici seyahat aracilar1 ve 4,049 2,230584

siteleri (OTA-META)
Toplam katilime1 say1st 501 100.0%

Degiskenler arasindaki iligkiyi anlayabilmek i¢in yapilan korelasyon analizi sonucunda, degiskenlerin
ortalama ve standart sapma degerleri ile verilerin normal dagiliminin kontroliiniin saglanmasi igin
carpiklik ve basiklik degerleri Tablo 4’te verilmistir. Verilerin normal dagildigi goriilmiis olup
korelasyon katsayilarina bakildiginda ise genel olarak arastirma degiskenleri arasinda pozitif yonlii
iliskiler tespit edilmistir.

165



Alguer & Cizel (2021), Johti, 3(2), 153-175

Tablo 4. Betimsel istatistikler ve degiskenler arasindaki korelasyonlar

P.Mot.  dliskiK.  Sosyal Ortalama Std. Carpikhk Basiklik
D. Sapma
Paylasim 1 4,3450 1,52313 -,266 -,558
Motivasyonu
Mliski Kalitesi 412 1 3,7698 1,47474 ,032 -,721
Sosyal Destek 523" ,556™ 1 3,5245 1,61203 ,184 -,846

** Korelasyon 0,01 diizeyinde anlamlidir.

Olgiim modelinin anlamlilig1 saptandiktan sonra kurulan hipotezler dogrultusunda olusturulan model
LISREL 8.0 ile test edilmistir. Modellerin yorumlanmasindaki dnemli bir 6lgiit her bir gozlenen
degisken icin agiklanan varyansi ifade ederek, gozlenen degiskenin gizil degiskendeki degisimin ne
kadarini aciklayabildigini ortaya koyan R? degeridir (Simsek, 2007). Sekil 2'de modele iliskin Ax, t ve
R? degerlere yer verilmistir. Ayrica yapisal esitlik modelinde gizil degiskenleri gozlenen degiskenlere
baglayan standardize edilmis degerler Ax (Lambda-x) olarak adlandirilmakta ve ilgili gozlenen
degiskenin gizil degisken agisindan Onemini ortaya koymaktadirlar (Simsek, 2007). Bu degerler
incelendiginde tiim go6zlenen degiskenlerin gizil degiskenin 6l¢limiine olumlu yonde katki sagladigi
goriilmektedir.

Yapilar arasindaki iligkileri rapor etmek i¢in yol katsayilart Sekil 2'de gosterilmistir. Buna gore
aragtirmanin tiim hipotezleri desteklenmektedir. Bulgulara gore, hem iligki kalitesi (0.50) hem de sosyal
destegin (0.17) deneyim paylasimi motivasyonu iizerinde olumlu etkileri vardir ve iligki kalitesinin daha
giiclii bir etkisi vardir. Sosyal destek (0.60) iliski kalitesini olumlu yonde etkilemektedir. Elde edilen bu
degerler, arastirma hipotezlerinin tiimiiniin desteklendigini gostermektedir.

: Imotl”mot2"motB”mot4”motS”motﬁl
\\ —~— 075080 A

0.66 0.69

Motivasyon

0.77-0.787 _/0.73 0.63~ 0.78—0.82

GO R

T8 | | o e e [ P e e e

%2 df | x2/df | RMSEA | GFI | AGFI | CFl | TLI/NNFI NFI
Model | 631.56 | 197 | 3.20 0.066 0.90 0.87 0.98 0.98 0.97

Sekil 2. Yapisal modele iliskin standardize edilmis degerlerin diyagram gosterimi

Uyum iyiligi degerleri, modelin kabul edilip edilemeyecegine iliskin bir takim kabul edilebilir sinir
degerler kullanilarak yorumlanmaktadir. Yani analizler sonucunda iiretilen uyum istatistiklerinin belli
degerlerin iizerinde veya altinda olmas istenir. Bu noktada Sekil 2'de verilen analiz sonuglarina genel
olarak bakildiginda x2/df degerinin 3,20 diizeyinde oldugu goriilmektedir. Yazinda bu degerin iki ile bes
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arasinda oldugu modeller kabul edilebilir modeller olarak nitelendirilmektedir (Hair vd., 2014). Ote
yandan model uyumunun 6nemli bir gostergesi olan ve kabul edilebilir bir model i¢in 0,90 seviyesinde
deger gostermesi beklenen (Hair vd., 2014). NFI degeri 0,97 olarak bulunmustur. NFI, sinirlanmis model
ile tam model arasindaki deger farkinin taban ¢izgisi sifir modeli kullanarak oranini 6lger ve ki-kareyi 0
ile 1 arasinda bir aralikta yeniden 6lgeklendirir (Hair vd., 2014). Bulunan NFI degeri, modelin kabuliinii
onerir ve bu da verinin modele uyumunun genel derecesini gosterir (Aksu, Eser, & Giizeller, 2017). TLI
degeri 0,98 olarak bulunmustur ve yazinda 0,95 ve lizeri degerler kabul edilebilir olarak
degerlendirilmektedir (Hair vd., 2014). GFI degeri 0,90 olarak bulunmustur. GFI degerlerinin olas1
aralig1 0 ile 1'dir, daha yiiksek degerler daha iyi uydugunu gosterir. Bulunan bu deger ise yazinda kabul
edilir oldugunu gostermektedir gosterir (Hair vd., 2014). Modelin RMSEA degeri 0,06 olarak
bulunmustur ve yazinda RMSEA degerinin 0,08'in altinda olma kosullarin1 saglamaktadir (Hair vd.,
2014). AGFI degeri ise 0,87'dir bu 6l¢iit degerleri, 0,85 ve 0,90 araliginda olmasi beklendigi i¢in bu
degerin de kabul edilebilir bir seviyede oldugu goriillmektedir (Hair vd., 2014; Aksu vd., 2017). Tim
uyum degerlerinin kabul edilebilir diizeyde olduklar1 gozlenmektedir (Hair vd., 2014).

5. TARTISMA

Sosyal medya araciligiyla turizm deneyimi paylasimi, gelecek vaat eden bir arastirma alanidir. Birgok
sektorde aragtirilmis olan deneyim paylagimi ile bilgi yogun bir sektor olan turizm sektoriinde insanlarin
tatil deneyimlerini bagkalariyla hangi motivasyon ile paylasmalari ve bu paylasma motivasyonunun
nelerden etkilendiginin incelenmesi Onem tasimaktadir. Deneyim paylasma motivasyonu ve bu
motivasyon ile iligkisi oldugu diisiiniilen faktorlerin iliskili olup olmadig1 Tiirk turistler izerinde yapilan
bir aragtirma ile gorgiil olarak ilk defa test edilmistir. Dolayisiyla iligkisel pazarlama teorisi ve sosyal
destek teorisine dayanarak bu arastirmada literatiirdeki benzer arastirmalarda oldugu gibi giiven, baglilik
ve memnuniyetten olusan iligki kalitesi ile turizm deneyimlerini sosyal medya araciligiyla paylagsma
motivasyonu arasinda pozitif ve anlamli bir iligki tespit edilmistir (Munar & Jacobsen, 2014; Hsu vd.,
2007).

Iliski kalitesinin temel olarak {i¢ yonii oldugunu bilinmektedir ve bunlar; giiven, memnuniyet ve
bagliliktir (Wulf vd., 2001). Bireysel ve toplumla ilgili motivasyonlar agisindan dnceki ¢aligmalara gore
insanlar, forumlara ve topluluklara katilmaya, deneyimlerini, bilgilerini paylagsmaya ve bu
topluluklardaki giiven, memnuniyet ve baghlik duygularini algiladik¢a, diger insanlara tavsiye ve
bilgilerini paylasmaya isteklidirler (Hajli, 2014). Bu durum sanal ortamlarda giiven, iligki baglilig1 ve
iliski memnuniyeti olan turistlerin daha saglikli deneyim paylasimlar1 saglayacagi sonucuyla tutarl
olarak ifade edilebilmektedir.

Sosyal destek bilgi destegi ve duygusal destek gibi bircok 6zelligi olan (6rnegin; maddi destek, saygi
destegi vb.) bir kavramdir ve bu arastirmada sadece iki yonii ele alinmistir. Sosyal medya agisindan
bakildiginda bazi sosyal medya tiirleri, biinyesinde bulunan iiyelerine nesnelerin (yorum, fotograf,
miizik, video vb. gonderiler gibi) kac kez isaretlendigini sOyleyen "sosyal paylasim ikonlar1" olarak
adlandirilan "begen", "paylas", "takip et" ve "abone ol" butonlar1 gibi kalite ¢ikarim islevlerini
icermektedirler. Bunlar bilgilendirici ve duygusal destek saglamaktadirlar (Gerlitz & Helmond, 2013).
Arastirmada sosyal destegin turizm deneyimlerini paylasma motivasyonlar1 iizerindeki etkisi onceki
aragtirmalarin bulgulariyla tutarlidir (Wang, Park, & Fesenmaier, 2011; Tussyadiah & Fesenmaier,
2009; Kim & Tussyadiah, 2013).

Sosyal destek ayn1 zamanda iligki kalitesini de etkiler. Bu bulgu ¢evrimigi aglarda, kullanicilarin
birbirleriyle destek alisverisinde bulunabilecekleri onaylar. Onceki arastirmalarda da ¢evrimici aglarda
bireylerin iligkisinin ve sosyal destegin mevcudiyeti, aga giiven (Zaglia, 2013) sagladigi ve kullanicilara
memnuniyet sagladigi (Obst & Stafurik, 2010) tespit edilmistir.
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Birgok insan arkadaslariyla rahat bir sekilde etkilesimde bulunma beklentisiyle bir sosyal ag topluluguna
katilir. Boyle bir destekleyici iliski olmasaydi, iliski kalitesi (iligskisel anlamda giiven, iliskiyi siirdiirme
cabasi anlaminda baglilik ve siirdiiriilen iliskiden duyulan memnuniyet) i¢in motivasyon azalacaktir.
Sosyal psikolojiden kaynaklanan "aktarim" olgusu (Andersen & Baum, 1994) kisinin, gegmis
iliskilerinin (deneyimlerin) etkilerini gelecekteki iliskilerine aktarma eylemini ifade etmektedir (Chen &
Andersen, 1999). Turistler de yasadiklari tatilin etkilerini, kolayliklarini, zorluklarini ve sosyal medyaya
aktarabilecekleri tiim konularn karsidaki alicilar ile iliskilerinde bilgisel destek ve duygusal destek
sunmak amaciyla paylasmaktadirlar. Sosyal medyada bu destekleyici paylasimlar ancak iliskisel
baglilik, giiven ve bu iligkiden duyulan memnuniyet oldugu zaman gerceklesmektedir. Arastirmada yer
alan son hipotez, turistlerin {i¢ iligki kalitesi boyutunun (gliven, baglilik ve memnuniyet) etkisiyle
destekleyici paylasimlarda bulunduklarimi betimler niteliktedir. Dolayistyla son bulgu olan sosyal
destegin iligki kalitesini etkilemesi Hajli, Sims, Zadeh & Richard (2017) ile Liang vd.’nin (2011)
aragtirmalarinda varilan sonuglarla tutarlilik géstermektedir.

5.1. Teorik Katkilar

Ilk olarak turistlerin sosyal medyada deneyimlerini paylasma motivasyonunun iki ana grupta toplandig
ve bunlarin: bireysel motivasyonlar ve sosyal motivasyonlar olduklart dogrulanmistir. Bireysel
motivasyonlar; bireylerin sonu¢ beklentileri temelinde, sosyal iliskiler kurma becerileri, 6zyeterlilik
temelinde; bireylerin kendi kendilerine yetebilmeleri (Bandura, 1978), empati kurabilmeleri (Bandura,
1978) ve benmerkezli olma temelinde; kisisel tatmin, kendini gergeklestirme, baskalarmin kendisi
hakkinda diistinmelerini saglamay1 ifade etmektedir (Jinyang, 2015; Wilcox vd., 2006; Yoo & Gretzel,
2008). Sosyal motivasyonlar ise; bireylerin bagkalarina dogru kararlar vermelerinde yardime1 olmayi,
koti iiriin/hizmet tercih etmelerini engellemeyi, faydali ve degerli oldugu diisiiniilen konularda katkida
bulunmalarini ifade etmektedir (Munar & Jacobsen, 2014; Ma & Chan, 2014). Ayrica turistlerin sanal
platformlara aktardiklari icerikler, ister benmerkezli motivasyonla isterse baskalarina yardimer olmak
amaciyla sosyal motivasyonla paylasilsin her ikisi de insanlarin sosyal aglara farkli motivasyonlarla
katildiklariin gostergesidir (Munar & Jacobsen, 2014).

Cevrimigi aglar veya sosyal medya i¢in temel amag iliski kurmaktir (Yoo & Gretzel, 2008). Dolayisiyla
turizmde, turistik {iriin/hizmet deneyimi yasayan turistler, birbirleriyle etkilesime girerek edindikleri
duygu ve diisiinceleri diger turistlerle bu iki (bireysel, sosyal) motivasyonun etkisiyle sosyal medyada
paylasmaktadirlar (Munar & Jacobsen, 2014). Turistler deneyim paylasimlarinda bulunurken bensever
(egoizm) ve elsever (alturizm) davransalar da bu paylasimlariyla, etkilesimde olduklar1 aglar {izerinden
destek alarak ve olusturduklar iligkileri koruyarak devam ettirme niyetindedirler (Lai & Chen, 2014,
Pan, Maclaurin, & Crotts, 2007). Dolayistyla sosyal medyada turizm deneyimini paylasma
motivasyonunu etkileyen faktorlerin yordanmaya c¢alisildigi bu arastirmada, turistlerin deneyim
paylasma motivasyonlar1 ve onlarin sosyal aglarindaki insanlarla kurduklar iligki kalitesi ve sosyal
destek ile anlaml1 bir iligkisinin oldugu ortaya koyulmaktadir.

5.2. Yonetimsel Katkilar

Turistlerin sosyal medya platformlarini nasil kullandiklar1 ve davraniglarinin turizm deneyimlerinin tiim
asamalarinda (planlama, tatil asamasi ve tiikketim sonrasi) {iretilen igeriklerin ve deneyim
paylasimlarinin, turizm saglayicilarinin yonetim ve pazarlama fonksiyonlar1 {izerinde Onem arz
etmektedir. Bilgi teknolojisinin ve sosyal medya teknolojilerinin hizla gelismesinin, turizm endiistrisi
iizerinde derin etkileri vardir. Bu arastirma, turizm literatiirii destekleyerek ve genisleterek uygulayicilar
baglaminda fayda saglamaktadir. Ciinkii turizm sektoriindeki paydaslar1 yakindan ilgilendiren bir konu
olan sosyal medyada deneyim paylasiminin ve paylasimda bulunmay etkileyen unsurlarin 6nemi ortaya
koyulmaya calisilmistir. Bulgular Tiirk turistler ile ¢alisan turizm sektoriindeki isletmelerini yakindan
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ilgilendirmektedir. Tiirk turistlerin turizm deneyimlerini sosyal medyada paylasma motivasyonunu
etkileyen faktorlerin bilinmesi onemli faydalar saglayabilir. Turizm saglayicilari, g¢esitli yonetim,
pazarlama ve islev siireglerinde turistlerin sosyal medya incelemelerini ve deneyim paylagimlarini
kullanabilirler. Sosyal medyanin tiim avantajlarindan yararlanmak i¢in turizm saglayicilariin sosyal
medya kullanimin1 ydnetsel ve dijital pazarlama faaliyetlerine dahil etmesi gerekmektedir. Ote yandan,
sektor uygulamacilar1 sosyal medyanin, turistlere deneyim paylagsmalarina ilham vermek i¢in katki
siirecini  gelistirerek minimum maliyetle daha fazla katki icerigi elde etmesi beklenmektedir.
Uygulamada; deneyim paylasimini motive etmenin etkili yollar1 oldugu diisiiniilen bonus puan, hediye
eglence paketleri, indirim/promosyon, iicretsiz deneyim turu veya diger maddi ddiillere sahip deneyim
paylasimeisi turistler ile karsilikli iliski olusturulabilir. Deneyim paylasmayi seven turizm tiiketicilerine,
turizm uygulamacilari sosyal medya ilizerinden daha fazla odaklanmali, onlarin sagladigi bilgilerin
kalitesini artirarak tiiketici memnuniyetini, sosyal medya kalitesini ve web sitesi glivenilirlik algilarini
gelistirmelidirler. Bu sayede etkilesime girmeyi seven tiiketiciyle isletmeler taninirliklarini ve sektordeki
etkilerini artirabilirler.

Turizm sektoriinde tiiketiciler reklam verenlerin pazarlama mesajlarindan ¢ok sosyal aglarindaki
topluluklara daha fazla giivenmektedirler (Kim & Tussyadiah, 2013). Bu durum arastirmada ulasilan
bulgular 15181nda degerlendirildiginde gergekten de turistlerin bir turizm {iriin ve hizmetini satin almak
icin baskalarmin g¢evrimigi Onerilerini ve degerlendirmelerini kullandiklarin1 gdstermektedir. Bilgi
aramalarmin satin alma karar siirecinin 6nemli bir pargasi olmasi sosyal medyadan elde edilen seyahat
bilgisi sadece ilgili belirsizligi ve algilanan riskleri azaltmakla kalmaz, ayn1 zamanda seyahatlerin
kalitesini de artirir. Ayrica glinlimiizde sosyal aglar, turizm tiiketicilerini ¢evrimigi olarak bilgi yayan,
gazeteci, muhabir, sosyal danigsman gibi hareket etmelerini miimkiin kilmaktadir.

Kullanici tarafindan iiretilen icerigin hizli bir sekilde biiyiimesi isletmecilerden tiiketicilere olan gii¢
dengesini degistirmektedir. Nitekim bu aragtirmada da yer alan bulgularda oldugu gibi elektronik
agizdan agiza iletisimi (e-wom) sosyal medya ile deneyim paylasiminda kullanan bir turist, turizm
irtinleri lizerinde hem olumlu hem de olumsuz etki gdsterebilme potansiyele sahip olmaktadir. Bu
acidan bir turistin kendi sosyal medya hesabindan anlik olarak olumlu veya olumsuz bilgi saglayabilmesi
dikkate alinmalidir. Yoneticilerin bu durum karsisinda hazirlikli olmalar1 ve sosyal medya ile ilgilenen
departmanlarina gerekli egitim ve yonlendirmeler ile kendi isletmeleri haklarinda olusabilecek bir
deneyim paylasimini (yorum, fotograf, video vb.) fark ederek bu igerigin saglayicist olan turist ile
iletisim kurabilmelidirler. Ayrica sosyal medya siteleri yoneten uygulayicilarin sadece web sitesinde
nasil iyi hizmetler sunacaklarin1 degil, ayn1 zamanda ilgili topluluklarda destekleyici bir ortam1 nasil
diizenleyeceklerini de dikkate almalar1 6nem arz etmektedir. Bu durum, turizm tiiketicilerinin edindikleri
deneyimleri kendi cevreleriyle ¢cevrimici olarak paylasimda bulunma davraniglarini arttirmasi seklinde
yorumlanabilir.

5.3. Arastirmanin Simirhiliklar: ve Gelecek Calismalar icin Oneriler

Turistlerin sosyal medya ile deneyim paylasim davranislart iilke ve kiltlirlere gore farklilik
gosterebilmektedir. Bu baglamda farkli lilke ve kiiltiirlerden turistlerin sosyal medya ile turizm deneyimi
paylasimini etkileyen faktorler karsilastirmali olarak incelenebilir.

Birgok arastirmada oldugu gibi bu arastirmada da bazi smirliliklar bulunmaktadir. Arastirma
kapsaminda Antalya'y1 ziyaret eden Tiirk turistlerden kolayda 6rnekleme yontemi ile bir ¢alisma grubu
olusturulmustur. Farkli demografik yapiya sahip yerli ve yabanci turistlerle de sosyal medya ile deneyim
paylasimi lizerine c¢alismalar yapilmasi ilgili literatiire katki saglayabilir. Ayrica gelecekteki
arastirmalar, turizm baglaminda sosyal medya ile deneyim paylasiminin yordayicisi olan farkli bireysel
ve sosyal faktorleri inceleyebilirler.
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Baska bir smirlama ol¢iim aracina ait siirlamadir. Anket toplama isleminde dikkat edilse dahi
katilimcilarin sdyledikleri ile davraniglart ayni1 olmayabilir ve sonug¢ gercek katilimeir davranisindan
farkli olabilir. Bu durum, anket ¢alismalarinin ve daha dogrusu 6l¢iim araglarinin dogasinda var olan
sinirlamadir. Son olarak bu ¢alismadaki ortiik degiskenler arasi iligkiler nicel arastirma yontemleri
kullanilarak sunulmustur. Konunun daha derinlemesine incelenebilmesi ve degiskenler arasindaki
iliskilerin nasil ve neden ortaya ¢iktiginin agiklanabilmesi agisindan benzer ¢alismalar nitel aragtirma
yontemleri veya karma arastirma yontemleri araciligiyla da yapilabilir.

6. SONUC

Cevrimigi bilgi/deneyim paylasimi literatiirinden ve sosyal destek, iliski kalitesi teorilerinden
yararlanarak, turistlerin deneyim paylasma motivasyonlarinin hangi unsurlardan etkilendikleri
arastirilmistir. Bu makale, turistlerin deneyim paylasma motivasyonlari ve ¢evrimigi aglardaki insanlarla
kurulan iligkilerde hangi faktorlerin paylasim yapma noktasinda etkili olmasi acisindan iyi bir anlayis
saglar. Bulgular, turizm saglayicilart agisindan aragsal i¢cgoriiler saglar. Uygulamacilar ¢esitli yonetim,
pazarlama ve islev siireglerinde turistlerin sosyal medya incelemelerini ve deneyim paylasimlarini
kullanabilirler. Sosyal medyanin avantajlarindan yararlanmak i¢in turizm saglayicilarinin sosyal medya
kullanimin1 yonetsel ve dijital pazarlama faaliyetlerine dahil etmesi gerekmektedir. Bulgular, sosyal
medya kullanimi ile turizm deneyimi paylasimi konusunda tiiketici davranisi tizerindeki etkileri
aragtirmakla ilgilenen aragtirmacilara yardimei olabilir. Ayrica aragtirmacilar, ¢evrimigi turizm deneyimi
paylasma motivasyonlarint literatiirde yer alan degiskenlerle iliskilendirebilir ve farkli etkileri
kesfedebilirler.
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Abstract

The aim of the research is to determine the relationship between the tourism impacts and the quality of life in the
city. In the study, in which the quantitative research method was preferred, a questionnaire was used. The data
were collected between July 2019 and February 2020 via facebook and whatsapp social media. 207 questionnaires
were used. As a result of the analysis, it has been determined that there are positive linear low and medium level
relationships between the dimensions of variables. As a result of the comparison analysis, according to the
working status, the dimension of satisfaction with infrastructure and facilities of the city; according to the age
variable and the length of living in Alanya variable, the participants’ perceptions regarding the satisfaction with
people's personal situation dimension about the quality of life in city differed significantly; according to gender,
only the participants’ perceptions regarding the economy, image and infrastructure status of destination dimension
show a significant difference.
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1. INTRODUCTION

The quality of life is examined from two perspectives in tourism literature. The first is to examine the
relationship between tourism activities and the tourists’ quality of life. Because traveling and
participating in tourism activities improve people's quality of life mentally and physically. The second
dimension is to examine the changes in the quality of life that occur as a result of the people’s interaction
living in tourism regions with tourism. Tourism contributes to the people’s social life by enabling social
interaction, personal development and the formation of individual identities. In addition, it is observed
that participating in touristic activities has indirect and direct positive impacts on people's life
satisfaction by providing more happiness, healthier life, lenght of longer life, high self-confidence and
thus more life satisfaction (Tiirker et al., 2016: 3).

At the point where a tourism destination is born, the people’ quality of life, who are living in the
destination, is going through radical changes. It can be said that the positive tourism impacts can lead to
a higher quality of life for the residents of the region. On the contrary, the negative tourism impacts will
lead to a lower quality of life (Zeinali et al., 2015: 293).

! Assist. Prof. Dr., School of Tourism and Hospitality Management, Sirnak University, aysen_ercanistin@sirnak.edu.tr, Orcid
ID: 0000-0002-7622-361X

*Since the data were collected before the ULAKBIM decision (Ethics Committee Approval) dated February 25, 2020,
retrospective ethics committee approval is not required.
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The main purpose of the research is to reveal the relationship between the tourism impacts and the quality
of life in city. It is strategically important to gain insight into the perceptions of the community living in
a destination on the relationship between the tourism impacts and the quality of life in city. Determining
the people’ perspectives on the tourism impacts and revealing the relationship between the tourism
impacts and the quality of life in city can encourage many decision-makers to invest in the tourism
industry, which contributes to the development of society and the improvement of living standards. In
this case, it is important for the future of the destination. In addition, it can be taken measures within the
scope of the recommendations made in the research in order to eliminate the negative tourism impacts
such as the inadequacy of infrastructure and superstructure, noise, traffic, crowd, pollution, unsafe
environmental conditions, increase in crime rate, high cost of living, social conflict to increase the quality
of life in city, and can be increased gaining an advantage over competition among tourism destinations.
It will be beneficial to reveal the resident foreigners’ social, cultural or events perspective, who are living
in Alanya, and to benefit from this in order to increase the quality of life in city and to provide the
integration of these people with the city. By the way, knowing the opinions of foreigners residing in the
Alanya district of Antalya, which is an important tourism destination for Turkey, on the effects of
tourism and the quality of life in city in Alanya, determining what their effects might be on local tourism
and the quality of city life, is an important study in terms of contributing to local tourism. In this context,
it is thought that the research will contribute to the literature.

2. LITERATURE REVIEW

2.1. The Quality of Life in City

Research on the quality of life in city started in the 1960s. The concept of the quality of life in city was
first discussed by Perloff (1969) in "The Quality of the Urban Environment"(Inal Ceki¢c & Kahraman,
2015). In the 1980s, when research was concentrated, the research of the quality of life in city
significantly enriched the development of urban geography. Studies on the quality of life in city have
focused on large city or metropolitan areas and analysis of small or medium-sized city with a population
of up to one million (Murgas & Klobucnik, 2018: 184-185).

The quality of life is seen as part of the competitive city profile, that is, it is successful in attracting
capital and is also a determining factor in urban growth models (Royuela et al., 2007: 5). The quality of
life is expressed as meeting the individual’s the values, goals and needs through the realization of an
individual's abilities or lifestyle (Emerson, 1985: 282). This definition is consistent with the idea that the
degree of satisfaction and well-being between the individual's perception of his / her objective situation
and his / her needs or desires results from the degree of harmony (Felce & Perry, 1995: 54). According
to a more comprehensive definition, the quality of life in city is defined that presenting level of
infrastructure of city, communication, transportation, housing and similar facilities is above the
predetermined measurements in places that are included in the definition of the city in terms of social,
economic and spatial elements (Geray, 1998: 326-327).

Borthwick Duffy (1992) explained the quality of life with three basic models. The first of these is the
approach that focuses on the objective living conditions of the individual, can be measured with
quantitative data and is the crucial point of the environment. According to this approach, the rising of
the quality of life depends on the improvement of economic, social and natural environmental conditions
(Borthwick Duffy, 1992: 56). In other words, objective indicators include the households where people
live and the environment of these households, job opportunities, business environment and social areas
(Emiir & Onsekiz, 2007: 367). In the second approach, which takes subjective judgments into account,
there is a dominant thought that the quality of life can be explained by the level of satisfaction that the
individual feels depending on the living conditions (Borthwick Duffy, 1992: 56). In subjective
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indicators, there are indicators that are shaped in line with the individuals’ experiences and desires, rather
in line with the individuals’ experiences. In this criterion, there are expectations, happiness, passions and
personal experiences. (Schneider, 1975: 496). The third approach defends that both objective and
subjective approaches should be evaluated together (Borthwick Duffy, 1992: 56). In addition to these
three approaches, the fourth approach put forward by Felce and Perry (1995) defends that personal
desires, expectations and values should also be taken into account (Felce & Perry, 1995: 54). Within the
scope of the research, the resident foreigners’ perceptions on the quality of life in city were evaluated in
terms of objective living conditions.

The quality of life is a result of meeting human needs through the resources, opportunities and facilities
provided by the environment, as well as the individual® satisfaction to be met his / her perception,
evaluation and needs. Human needs include physical, biological, psychological, economic and social
needs. These needs are met with the resources, opportunities and facilities available in the environment.
Therefore, according to Das (2008), the quality of life can be interpreted as the ability of environment
to provide the necessary resources to be met the daily needs of human life (Rezvani et al., 2013: 207).
Shafer et al. (2000) argue that the quality of life is created by an ongoing interaction between
environmental and economic characteristics. The physical environment of the society should exist in a
way that provides an environment that creates a healthy living space. In addition, all kinds of facilities
should be planned and designed to provide a balance between the economic, environmental and social
characteristics of a region, so that the residents of the region can live a healthy, productive and enjoyable
life (Shafer et al., 2000: 165).

2.2. The Tourism Impacts

Tourism, which is an important driving force in the use of natural and human resources, has always been
and will continue to be a path to progress for all countries of the world (Bandoi et al., 2020: 1). Tourism
can have many different impacts on the social and cultural aspects of life in a particular region or area,
depending on the cultural and religious strengths of a region (Zaei & Zaei, 2013: 15). Researches on the
phenomenon of tourism, which introduce thousands of people with different economic, social and
cultural backgrounds to each other every year, are increasing day by day. Recreational travel and tourism
create many changes in social life, and these changes constitute the tourism impacts. Tourism has
positive and negative impacts on the country or region where it begins to develop, as well as on the
economic and social structure due to the changes it creates (Ozdemir & Kervankiran, 2011: 3-4).

The positive tourism impacts on a destination are foreign currency earnings and employment
opportunities, more job opportunities, creating more income for people working in the tourism industry,
improving the quality of life and protecting cultural heritage (monuments, world heritage, important
tourism attractions) (Gondos, 2014: 881). In addition, tourism contributes to the protection of more
environmental values and biodiversity and the protection of ecosystems (Nkemngu, 2015: 5-6). Tourism
can generate significant local tax revenues. These taxes can also be used in the development of public
investment, various services and infrastructure related to schools, medical clinics, library, parks and
recreation facilities. Personnel working in the tourism sector gain new skills and learn new technologies.
This feature increases the development and quality of human resources in the region. In addition, this
skill and use of technology can also be transferred to other economic sectors and activities (Giinal, 2011).

Possibly the negative tourism impacts include overcrowding, traffic, economic stress caused by inflation

of goods and services prices, increasing property values, change in culture and practices, pollution, loss

of biodiversity, crime and undesirable behaviors such as alcohol and drug use (Zeinali et al., 2015: 293).

It is seen as negative impacts that tourism causes changes in the lifestyle of the society, weakening of

family ties, changes in the structure of values and beliefs (Ozaltin Tiirker, 2020a). In addition, although
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the increase in property and land prices due to tourism seems to be a positive impact for property owners,
it can be considered as a negative impact for buyers. Tourism causing a regional inflation is also seen as
another negative impact. Price increases in the tourism region can reach a level that makes it difficult
for the people of the region to live there. On the other hand, although tourism has a positive impact on
employment, this impact is seasonal in many destinations. Therefore, it is possible to state that a seasonal
unemployment arises due to tourism. If the people of region give up their other economic activities,
especially agriculture and animal husbandry, due to tourism activities, tourism has a negative impact on
other economic activities (Ozaltin Tiirker, 2020b).

Tourism has many impacts on both tourist sending and receiving societies. For this reason, it is a
phenomenon that needs to be examined with its socio-cultural dimensions. Similarly, the phenomenon
of immigration impacts societies and leads to social changes. Along with the migration movement, social
and cultural relations are established between local people, resident foreigners and tourists in tourism
destinations, and these relations create socio-cultural impacts. Behaviors of resident foreigners
individually, family relations, lifestyles, moral attitudes, the ball of values they carry and their
contribution to the society they live emerge as social and cultural impacts (Ozgiirel & Avcikurt, 2018).

2.3. Research Hypotheses

In order to be able to talk about the quality of life in a destination, the destination must have some
economic, environmental, social and cultural standards. Today, touristic activities organized in some
city cause changes in the quality of life in city (Atik et al., 2014). When the researches conducted in this
context are examined, in the results of the research conducted by Andereck & Nyaupane (2011) in
Arizona to measure the tourism impacts on the quality of life, it has been determined that there is a
positive relationship between the quality of life and personal financial benefits such as income and
employment from tourism, and between the quality of life and participation in events such as festivals
and fairs, and tourism increases the quality of life. Similarly, Kim et al. (2013) found in their research
that tourism development impacts the people’s general life satisfaction. The hypothesize of the research
developed in this context (Hy);

Hai: There is a significant positive relationship between the tourism impacts and the quality of life in
city.

Bogan & Sarugik (2016) aimed to determine the people’s perceptions and views in Alanya regarding
tourism activities in terms of their economic, social and environmental impacts. In the research, t-test
(gender, marital status, being born in Alanya, whether there is a relative working in the tourism sector)
and ANOVA (age group, income status, residence time and education status) were carried out to
determine whether the attitudes regarding the tourism impacts differ according to the demographic
characteristics of the local population. According to the findings of the t-test, it has been determined that
individuals who are male, single and have relatives working in tourism have participated intensely in the
statement "It is an excellent experience to be together with tourists from all over the world". According
to the findings of ANOVA, it was observed that the participants’ perceptions aged 41 and over was
higher that tourism provides more job opportunities for foreigners. Therefore, the hypotheses of the
research developed in line with these findings (H.);

H2: According to the gender variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.

Hs: According to the marital status variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.
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Ha: According to the pension status variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.

Hs: According to the working status variable, there is a statistically significant difference between
the participants' perceptions regarding the tourism impacts.

He: According to the age variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.

H7: According to the nationality variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.

Hs: According to lenght of living in Alanya variable, there is a statistically significant difference
between the participants' perceptions regarding the tourism impacts.

Ho: According to the education variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.

Hio: According to the gender variable, there is a statistically significant difference between the
participants' perceptions regarding the quality of life in city.

Salihoglu & Tiirkoglu (2019) found that there was no significant difference in terms of satisfaction with
the quality of life in city according to gender, marital status, and employment status in their research,
which aimed to examine the relationship between the perception and satisfaction levels of households
regarding various features of residential areas in Istanbul and quality of life in city. On the other hand,
he found that there was a significant difference according to education level. Cam (2014) found in his
research that aimed to measure the quality of city life, that the participants’ perceptions did not make a
significant difference according to the age and gender variable. Therefore, the hypotheses of the research
developed in line with these findings;

Hai1: According to the marital status variable, there is a statistically significant difference between the
participants' perceptions regarding the quality of life in city.

Hai2: According to the pension status variable, there is a statistically significant difference between
the participants’ perceptions regarding the quality of life in city.

Hais: According to the working status variable, there is a statistically significant difference between
the participants’ perceptions regarding the quality of life in city.

Hisa: According to the age variable, there is a statistically significant difference between the
participants' perceptions regarding the quality of life in city.

His: According to the nationality variable, there is a statistically significant difference between the
participants' perceptions regarding the quality of life in city.

His: According to lenght of living in Alanya variable, there is a statistically significant difference
between the participants' perceptions regarding the quality of life in city.

Hai7: According to the education variable, there is a statistically significant difference between the
participants' perceptions regarding the quality of life in city.

3. METHOD

The aim of the research is to determine the relationship between the tourism impacts and the quality of
life in city. The universe of the research consists of resident foreigners living in Alanya. The sample of
the research consists of resident foreigners who can be reached in numbers to represent the universe. In
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this context, data were colected between July 2019 — Fabruary 2020 with a survey via facebook and
whatsapp. The data obtained were analyzed using the statistical package program.

Tabachnick & Fidell (2018: 675) and Child (2006) stated that 5 times the number of items in the scale
is sufficient for the sample size. The scale used in this research includes 29 items in total (13 items in
the scale related to the tourism impacts and 16 items in the scale related to the quality of life in city).
The scale of the tourism impacts has been developed by Kostalova (2017). It was used the quality of life
in city scale applied to European city (Flash Eurobarometer 366). A sample of 207 resident foreigners
were found suitable to provide data. Thus, it was reached sufficient sample size (29x5 = 145).

The distribution of the participants according to their demographic characteristics is given in Table 1.
The participants’ demographic characteristics consist of gender, marital status, working status,
educational status, pension status, nationality, age and lenght of living in Alanya.

Table 1. Findings regarding the participants’ demographic characteristics

Variables f Pe(z;)e)nt Variables f Pe(g;:oe)nt
Geneder Marital Status
Female 151 72,9 Married 105 50,7
Male 56 27,1 Unmarried 102 49,3
Total 207 100 Total 207 100
Pension Status Working Status
Yes 58 28,0 Working 69 33,3
No 149 72,0 Not working 138 66,7
Total 207 100 Total 207 100
Age Nationality
15-30 age 32 155 Republics of Turkey 42 20,3
31-46 age 86 41,5 Russian 59 28,5
47-62 age 54 26,1 Germany, Ukraine and Lithuania 68 32,9
63+ age 35 16,9 Others 38 18,4
Total 207 100 Total 207 100
Lenght of Living in Alanya Education Status
Less than 12 months 34 16,4 Education before undergraduate 70 33,8
13-24 months 36 17,4 Education of undergraduate and 137 66,2

graduate

25-36 months 35 16,9 - - -
37-48 months 43 20,8 - - -
49 months and over 59 28,5 - - -
Total 207 100 Total 207 100
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4.1. Reliability and Factor Analysis

The reliability of the scales used in the research was calculated by using Cronbach's Alpha coefficient
and item-all correlations method in order to determine the foreigners’ perceptions residing in Alanya
regarding the tourism impacts and the quality of life in city. For the items that were decided to be
excluded from the scales, the Cronbach's Alpha coefficient to be obtained was checked when the item
was deleted. Item-total correlations are expected to not be negative and greater than 0,250 (Kalayci,
2014: 412).

Kaiser-Meyer-Olkin (KMO) test was conducted to check whether the sample size was suitable for
factoring before conducting explanatory factor analysis (Cokluk, et al., 2012: 207). Bartlett's Test of
Sphericity was applied in order to determine whether the data related to the scales show multivariate
normal distribution or not (Cokluk, Sekercioglu & Biiyiikoztiirk, 2010: 208).

In the factor analysis of the scales, if there is an item giving cross load, the difference should be at least
,100 (Bayram, 2009: 205). In addition, it was paid attention that the factor load for the items should not
be below ,40 (Biiyiikoztiirk, 2018: 134). In addition, variables with large weights under one factor were
taken into account in order to name the factors (Kalayci, 2014: 330).

Cronbach's Alpha value of the quality of life in city scale was calculated as ,835. Afterwards, it was
deemed appropriate to exclude the expression "From schools and other reductional facilities in Alanya"
in the scale, since the total correlation value of the item is less than ,199<0,250 and the expression "From
my personal job situation in Alanya™ in the scale was deemed appropriate to be removed, since the whole
correlation value of the item is equal to ,250<0,250. In addition, Cronbach Alpha coefficient increased
from 0,835 to 0,845 after the item was removed. As a result of the Kaiser-Meyer-Olkin (KMO) test, the
KMO sampling adequacy value was found to be ,845. This finding shows that the sample size is highly
sufficient for factor analysis application (Cokluk et al., 2012: 207). Bartlett sphericity test value of the
quality of life in city scale is 888,285; This value is significant at the 0,0001 level. The significance of
the chi-square values for the Bartlett test at the level of 0,0001 is an indication that the data came from
the multivariate normal distribution (Cokluk, Sekercioglu & Biiyiikoztiirk, 2010: 208). Therefore, this
result reveals that the research data show multiple normal distribution and shows that multivariate
statistical techniques can be applied to the data (Cokluk et al., 2010: 208).

In the factor analysis regarding the quality of life in city, a cross-load item (“From cultural facilities
such as concert halls, theaters, museums and libraries in Alanya” - factor loads, respectively: ,407 -
,432) was found. No item with a factor load of ,40 below the acceptance level was found in the scale
items. The factor analysis results regarding the quality of life in city are shown in Table 2.

When Table 2 is examined, it is seen that the results of the factor analysis regarding the quality of life in
city are in accordance with the stated pre-acceptances. 13 items out of a total of 16 items that explain
the quality of life in city come together under 3 factors and contribute 58,110% to the total variance.

In order to name the factors, it has been considered the dimensions in the quality of life in city scale
applied to European city. The first factor was named "Satisfaction with infrastructure and environment
of the city", the second factor was named "Satisfaction with people's personal situation”, the third factor
was named "Satisfaction with facilities of the city".

The eigenvalue of the first factor is 4,701, its average is 4,4420. Cronbach's Alpha coefficient is ,849.
This factor contributes 36,159% to the explained variance and is expressed with 8 items. The eigenvalue
of the second factor is 1,730 and the average is 4,3657. Cronbach's Alpha coefficient is ,714. This factor
contributes 13,310% to the explained variance and is expressed with 3 items. The eigenvalue of the third
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factor is 1,123 and the average is 4,1283. Cronbach's Alpha coefficient is ,560. This factor contributes
8,640% to the explained variance and is expressed with 2 items.

Table 2. Factor analysis results related to the quality of life in city scale

3
= I
T ge S
Items = s e 33

1S o ; 8 S c ©
IS 2 = I 5
/5] 5] 2 c & ) =2
O $ >3 = <

1. FACTOR: Satisfaction with infrastructure and 4,70 36,15 4,44 ,84

environment of the city (8 expressions)

From the state of the streets and buildings in my ,687 ,765

neighborhood in Alanya

From cleanliness in Alanya ,612 742

From the quality of the air in Alanya ,532 716

From public spaces such as markets, squares, 498 ,700

pedestrian areas in Alanya

From green spaces such as parks and gardens in 485 ,685

Alanya

From sports facilities such as sport fields and indoor ,586 ,667

sport halls in Alanya

Form the noise level in Alanya ,433 ,580

From availability of retail shops in Alanya ,405 ,436

2. FACTOR: Satisfaction with people’s personal 1,730 13,310 4,3657 71

situation (3 expressions)

From the life | lead ,7156 ,858

From the financial situation of my household in ,689 ,812

Alanya

From the place where | live ,573 ,689

3. FACTOR: Satisfaction with facilities of the city 1,123 8,640 4,1283 ,56

(2 expressions)

From health care services, doctors and hospitals in ,678 ,816

Alanya

From public transport, for example the bus, tram or ,651 ,750

metro in Alanya

Principal Component Analysis with Varimax Rotation - Explained total variance: 58,110%; KMO Sampling Adequacy:
,845 - Bartlett's Test of Sphericity: 888,285 s.d .: 78 p <0,001 Overall Average: 4,3761 - Cronbach's Alpha: ,838

Response categories: 1) Strongly dissatisfaction, (2) Dissatisfaction, (3) No idea, (4) Satisfaction, (5) Strongly satisfaction

Cronbach's Alpha value was calculated as ,802 for the whole scale regarding the tourism impacts in the
study. It was deemed appropriate to exclude the "Traffic congestion™ and "Public sevices™" expressions
in the scale since all item correlation values were less than ,230<0,250 and ,220<0,250 respectively
(Kalayci, 2014: 412). In addition, after the item was removed, the Cronbach Alpha coefficient increased
from ,802 to ,830. As a result of the Kaiser-Meyer-Olkin (KMO) test, the KMO sampling adequacy
value was found to be ,840. This finding shows that the sample size is highly sufficient for the application
of factor analysis. Bartlett's sphericity test value of the scale of the tourism impacts is 673,748. The
significance of this value at the level of 0,0001 reveals that the data show multiple normal distribution
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and shows that multivariate statistical techniques can be applied to the data (Cokluk, Sekercioglu &
Biiyiikoztiirk 2010: 208).

In the factor analysis of the scale of the tourism impacts, no item with a cross load or an item with a
factor load of ,40 (lowest: 0,403 - highest: 0,859) below the acceptance level was found (Biiyiikoztiirk,
2018: 134). However, since the value of communalities (,277) is very low, it was deemed appropriate to
remove the item "Prices". Thus, the Cronbach's Alpha value of the scale increased from ,830 to ,833.
The factor analysis results regarding the scale of the tourism impacts are shown in Table 3.

Table 3. Factor analysis results regarding the tourism impacts scale

2
= 3
Items § ‘3 Tju § o

= pu 2 82 <
£ S S =S S £
S o =y > 2 o =
O LCE Ll D = <

_1.FACTOR: Soc_lo—cultural and environmental 413 41,36 3.9 81

impacts (7 expressions)

Environment ,659 770

Community spirit ,606 ,765

Crowding ,448 ,643

The overall city (destination) ,559 ,627

Culture (traditions and habits) 475 ,604

Public spaces (recreational, opportunities such as park, 475 ,596

etc.)

Standard of living ,402 ,546

2.FACTOR: Economic impacts (3 expressions) 1,30 13,05 3,9 73

Economy of the destination ,637 ,795

Infrastructure ,631 776

Destination image ,579 714

Varimax Rotation Principal Component Analysis - Explained total variance: 54,420%. KMO Sampling Adequacy: ,840
- Bartlett's Test of Sphericity: 673,748 s.d .: 45 p <0,001; Overall Average: 3,9778 - Cronbach's Alpha: ,833

Response categories: 1) Strongly negative, (2) Negative, (3) No idea, (4) Positive, (5) Strongly positive

When Table 3 is examined, it is seen that the results of the factor analysis regarding the tourism impacts
are in accordance with the stated pre-acceptances. 10 items out of a total of 13 items that explain the
tourism impacts come together under 2 factors and contribute 54,420% to the total variance.

Considering variables with large weights under a factor (Kalayci, 2014: 330), the first factor was named
as "Socio-cultural and environmental impacts™ and the second factor was named as "Economic impacts”.

The eigenvalue of the first factor is 4,137. Its average is 3,9848. Cronbach's Alpha coefficient is ,811.
This factor contributes 41,367% to the explained variance and is expressed with 7 items. The eigenvalue
of the second factor is 1,305. Its average is 3,9614, Cronbach's Alpha coefficient is ,731. This factor
contributes 13,053% to the explained variance and is expressed with 3 items.
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4.2. Correlation and Regression Analysis

Correlation analysis was performed to determine the association and direction between two variables
(Nakip, 2005: 244-245). In addition, simple linear regression analysis was performed to express
mathematically how the independent variables affect the dependent variable (Kalayci, 2014: 199).

Table 4. Means, standard deviations and correlations

Factiors Mean De\?itz;jtlion 1 2 3 4 5

1. Satl_sfactlon with mfr.astructure and 4,44 60436 1

environment of the city

- - - . =

2. S_atlsfflctlon with people’s personal 4,36 70668 ,289 1

situation
3. Satisfaction with facilities of the city 4,12 77027 ,460™ ,218™ 1
4. _Somo—cultural and environmental 3,98 49664 ,348 ,152 ,085 1

impacts
5. Economic impacts 3,96 53427 ,356™ ,189" ,095 476 1
**_ Correlation is significant at the 0,01 level (2-tailed).

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

The tourism impacts 3,97 44677 1
The quality of life in city 4,37 ,51280 3717 1

**_ Correlation is significant at the 0,01 level (2-tailed).

According to the result of the correlation analysis made on the dimensions of the tourism impacts and
the quality of life in city in Table 4, when the relationship between the dimensions of the quality of life
in city is examined, it is seen that there is a positive linear low correlation between the dimensions of
satisfaction with infrastructure and environment of the city and satisfaction with people's personal
situation (r = ,289 **, p = ,000<0,01). It is seen that there is a positive linear mid-level correlation
between the dimensions of satisfaction with infrastructure and environment of the city and satisfaction
with facilities of the city (r =,460 **, p = ,000<0,01). Finally, it is seen that there is a positive linear low
correlation between the dimensions of satisfaction with people's personal situation and satisfaction with
facilities of the city (r =,218 **, p = ,002<0,01). When the relationship between the dimensions of the
tourism impacts is examined, it is seen that there is a positive linear mid-level correlation between the
dimensions of socio-cultural and environmental impacts and economic impacts (r = ,476 **, p =
,000<0,01) (Koklii et all., 2006).

When the relationship between the dimensions of the tourism impacts and the quality of life in city is
examined, it is seen that there is a positive linear mid-level correlation between the dimensions of
satisfaction with infrastructure and environment of the city and socio-cultural and environmental impacts
(r =,348 **, p =,000<0,01). It is seen that there is a positive linear mid-level correlation between the
dimensions of satisfaction with infrastructure and environment of the city and economic impacts (r =
,356 ** p = ,000<0,01). It is seen that there is a very low positive linear correlation between the
dimensions of satisfaction with people's personal situation and socio-cultural and environmental impacts
(r =,152 *, p =,029<0,05). It is seen that there is a very low positive linear correlation between the
dimensions of satisfaction with people's personal situation and economic impacts (r = ,189 *, p =
,006<0,05). However, a significant relationship was not found between the dimensions of satisfaction
with facilities of the city and socio-cultural and environmental impacts (r =, 085, p = ,222>0,01),
satisfaction with facilities of the city and economic impacts (r =,095, p =,175>0,01)
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According to the correlation analysis of the scales for the total, it was determined that there is a positive
linear mid-level correlation between the tourism impacts and the quality of life in city (r =, 371**, p =,
000<0,01). In this case, it is accepted hypothesize that is "Hz: There is a significant positive relationship
between the tourism impacts and the quality of life in city."”

According to the analysis results in Table 5, it was found to be statistically significant the effect of the
dimension of socio-cultural and environmental impacts on the dimension of satisfaction with
infrastructure and environment of the city (F = 28,186, p = ,000). R? was been acounted as 0,121. In this
case, it can be stated that 12,1% of the variability in participants' perceptions of satisfaction with
infrastructure and environment of the city is explained by the independent variable socio-cultural and
environmental impacts. Being close to 2 Durbin-Watson coefficient (1,213) indicates that there is no
autocorrelation between these variables.

Table 5. Regression analysis

Unstandardized Standardized
) ) Coefficients Coefficients
Dependent Variable Independent Variable )
Beta Std. Beta t Sig.
Error
Satisfaction with (Constant) 2,756 ,320 8,613  ,000
Infrastructure and Socio-cultural and 423 080 348 5309 000

environment of the . -
environmental impacts

city

R:,348; R%:,121; Adjusted R?: ,117; F for model: 28,186; P=,000; D-W: 1,213
Satisfaction with (Constant) 3,505 ,394 8,886  ,000
people’s personal Socio-cultural and 216 098 152 2,198 029
situation k °

environmental impacts

R:,152; R?:,023; Adjusted R?: ,018; F F for model: 4,832; P=,029; D-W: 1,736

Satisfaction with (Constant) 3,602 ,433 8,310  ,000

facilities of the ci -
acilities of the city Socio-cultural and 132 108 085 1225 222

environmental impacts
R:,085; R?:,007; Adjusted R? : ,002; F F for model: 1,500; P=,222; D-W: 1,612

Satisfaction with (Constant) 2,848 ,295 9,650 ,000
infrastructure and

environment of the Economic impacts ,402 ,074 ,356 5,450 ,000
city
R: ,356; R?:,127; Adjusted R? : ,122; F for model: 29,698; P=,000; D-W: 1,300
Satisfaction with (Constant) 3,374 ,363 9,305 ,000
Eﬁﬁgtlfof] personal Economic impacts 250 091 189 2,760 006
R:,189; R?:,036; Adjusted R? : ,031; F for model: 7,619; P=,006; D-W: 1,766
Satisfaction with (Constant) 3,588 ,401 8,954  ,000

facilities of the city Economic impacts 137 100 1095 1,362 175

R:,095; R?:,009; Adjusted R? : ,004; F for model: 1,854; P=,175; D-W: 1,612

It was found to be statistically significant the effect of the dimension of socio-cultural and environmental
impacts on the dimension of satisfaction with people's personal situation (F = 4,832, p =,029). R? has
been acounted as 0,023. In this case, it can be stated that 2,3% of the variability in participants'
perceptions of people's personal situation is explained by the independent variable socio-cultural and
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environmental impacts. Being close to 2 Durbin-Watson coefficient (1,736) indicates that there is no
autocorrelation between these variables.

It was not found to be statistically significant the effect of the dimension of socio-cultural and
environmental impacts on the dimension of satisfaction with facilities of the city (F = 1,500, p =,222).
Therefore, it is seen that there is no significant impact of participants' perceptions of socio-cultural and
environmental on satisfaction with facilities of the city. Since the model was found to be unsignificant,
a simple linear regression model for the result could not be created.

It was found to be statistically significant the effect of the dimension of economic impacts on the
dimension of satisfaction with infrastructure and environment of the city (F=29,698, p=,000). R? has
been acounted as ,127. In this case, it can be stated that 12,7% of the variability in participants'
perceptions of satisfaction with infrastructure and facilities of the city is explained by the independent
variable economic impacts. Being close to 2 Durbin-Watson coefficient (1,300) indicates that there is
no autocorrelation between these variables.

It was found to be statistically significant the effect of the dimension of economic impacts on the
dimension of people’s personal situation (F=7,619, p=,006). R? was been acounted as ,036. In this case,
it can be stated that 3,6% of the variability in participants' perceptions of satisfaction with people’s
personal situation is explained by the independent variable economic impacts. Being close to 2 Durbin-
Watson coefficient (1,766) indicates that there is no autocorrelation between these variables.

It was not found to be statistically significant the effect of the dimension of economic impacts on the
dimension of satisfaction with facilities of the (F=1,854, p=,175). Therefore, it is seen that there is no
significant relationship between participants' perceptions of economic impacts and satisfaction with
facilities of the city. Since the model was found to be unsignificant, a simple linear regression model for
the result could not be created.

4.3. Differentiation situation of participants’ perceptions according to demographic features

T-test was used to determine whether the participants’ perceptions of the quality of life in city differ
significantly according to gender, marital status, working status, pension status and education status.
Table 6 shows the results of the t-test.

As a result of the t-test performed in Table 6, it was found that the participants’ perceptions of the quality
of life in city differ significantly only for the dimension of satisfaction with infrastructure and
environment of the city according to working status (p = ,035 <0,05). On the other hand, according to
working status, it was found that there was no significant difference in terms of satisfaction with people's
personal situation dimension (p =,152>0,05) and satisfaction with facilities of the city dimension (p =
,354>0,05). At the same time, it was found that the participants’ perception of the quality of life in city
dimensions did not show a significant difference according to gender, marital status and education status.

According to pension status, it was found that the participants’ perceptions of the quality of life in city
only regarding the dimension of satisfaction with infrastructure and environment of the city differ
significantly (p =,022 <0,05). On the other hand, it was found that the participants' perceptions of the
quality of life in city did not differ significantly in terms of satisfaction with people's personal situation
dimension (p =,697>0,05) and satisfaction with facilities of the city dimension (p =,187>0,05). At the
same time, it was found that the perceptions of the participants of quality of life in city dimensions did
not show a significant difference according to gender, marital status and education status.
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Table 6. Differentiation situation of participants' perceptions regarding the quality of life in city (t-testi)

Dimensions of The quality Demaographic Variables N Mean Std. t Sig.
of life in city
Factor 1:Satisfaction with Female 151 4,45 0,61 ,292 771

infrastructure and

environment of the city Male 56 4,42 0,58
Factor 2: Satisfaction with g Female 151 4,32 0,71 -1,773 ,079
, S =i
people’s personal situation 8 Male 56 4.49 059
Factor 3: Satisfaction with Female 151 4,09 0,81 -1,080 ,281
facilities of the city Male 56 422 0.65
Factor 1: Satisfaction with Married 105 4,39 0,60 -1,305 ,193
infrastructure and -
environment of the city 2 Unmarried 102 4,50 0,60
Factor 2: Satisfaction with % Married 105 4,39 0,69 ,517 ,606
people’s personal situation g Unmarried 102 4.34 0.73
[+
Factor 3: Satisfaction with = Married 105 4,14 0,68 ,195 ,845
facilities of the city Unmarried 102 4,12 0,86
Factor 1: Satisfaction with Working 69 4,32 0,63 -2,122 ,035
infrastructure and -
environment of the city 3 Not Working 138 4,50 0,58
[
Factor 2: Satisfaction with fg Working 69 4,27 0,75 -1,437 152
people’s personal situation § Not Working 138 4,42 0.68
(@]
Factor 3: Satisfaction with = Working 69 4,06 0,76 -,929 ,354
facilities of the city Not Working 138 4,16 0,78
Factor 1: Satisfaction with Yes 58 4,55 0,68 2,314 ,022
infrastructure and
environment of the city ) No 149 4,30 0,71
Factor 2: Satisfaction with g Yes 58 4,09 0,69 -,389 ,697
) . . c
people’s personal situation S No 129 414 0.80
c
Factor 3. Satisfaction with & Yes 58 4,35 0,66 -1,331 ,187
facilities of the city No 129 448 0.58
Factor 1: Satisfaction with Education before 70 4,54 0,53 1,755 ,081
infrastructure and 5 . undergraduate
environment of the city R Educationof 137 4,39 0,63
S undergraduate and
graduate
Factor 2: Satisfaction with Education before 70 4,27 0,64 -1,445 ,150
people’s personal situation g ., undergraduate
§ § Education of 137 4,42 0,73
2 n undergraduate and
graduate
Factor 3: Satisfaction with Education before 70 4,20 0,75 ,957 ,340
facilities of the city g undergraduate
S 3 Education of 137 4,09 0,78
B undergraduate and
graduate

1) Strongly dissatisfaction, (2) Dissatisfaction, (3) No idea, (4) Satisfaction, (5) Strongly satisfaction

188



Ercan Istin (2021), Johti, 3(2), 176-196

ANOVA was used to determine whether the participants’ perceptions of the quality of life in city differ
significantly according to age, nationality and lenght of living in Alanya. Table 7 shows the results of
ANOVA.

Table 7. Differentiation situation of participants’ perceptions regarding the quality of life in city (ANOVA)

Dimensions of The quality Demographic features N Mean Std. F Sig.
of life in city Deviation
Factor 1: Satisfaction with 15-30 age 32 4,58 0,44 933 42
infrastructure and ® 31-46 age 86 443 0,67
environment of the city < 47-62 age 54 445 051
63+ age 35 434 0,70
Factor 2: Satisfaction with 15-30 age 32 4,17 0,73 4934 00
people’s personal situation 31-46 age 86 4,24 0,82
(@]
< 47-62 age 54 4,47 0,50
63+ age 35 4,70 0,53
Factor 3: Satisfaction with 15-30 age 32 4,35 0,77 1,029 .38
facilities of the city ® 31-46 age 86 4,08 0,84
(@]
< 47-62 age 54 4,11 0,65
63+ age 35 4,07 0,75
Factor 1: Satisfaction with >, Tiirkiye 42 4,52 0,48 2,110 10
Infrastructure and = Russian 59 456 042
- - C H 1
environment of the city % Germany, Ukraine and Lithuania 68 4,31 0,71
z Others 38 4,40 0,73
Factor 2: Satisfaction with >, Tiirkiye 42 4,14 0,88 1,096 10
people’s personal situation  F Russian 59 4,48 0,54
c
% Germany, Ukraine and Lithuania 68 4,40 0,69
pa Others 38 438 0,74
Factor 3: Satisfaction with > Tiirkiye 42 4,08 0,80 ,924 43
facilities of the city = Russian 59 408 0.70
C 1 1
% Germany, Ukraine and Lithuania 68 4,10 0,77
z Others 38 4,32 0,84
Factor 1: Satisfaction with Less than 12 months 34 4,47 0,45 1,473 21
infrastructure and £ T1324months 36 4,50 0,53
environment of the city = S
$ &  25-36 months 35 448 0,62
= <
'§) <= 37-48 months 43 4,56 0,62
[<5]
- 49 months and over 59 4,29 0,68
Factor 2: Satisfaction with Less than 12 months 34 4,07 0,88 2911 02
people’s personal situation ? 13-24 months 36 4.22 0.69
2 g
= £  25-36 months 35 453 0,61
o =
£ < 737-48 months 43 447 0,65
c
| 49 months and over 59 445 0,65
Factor 3: Satisfaction with - Less than 12 months 34 3,87 0,78 1,749 |14
facilities of the city 2 1324 months 36 409 0.78
=29
= &  25-36months 3B 427 0,57
£ < 737-48 months 43 428 0,68
c
i 49 months and over 59 411 0,89

1) Strongly dissatisfaction, (2) Dissatisfaction, (3) No idea, (4) Satisfaction, (5) Strongly satisfaction

189



Ercan Istin (2021), Johti, 3(2), 176-196

As a result of the analysis made in Table 7, it was found that there was no significant difference between
the participants' perceptions of the quality of life in city regarding satisfaction with infrastructure and
environment of the city (p = ,425>0,05) and satisfaction with facilities of the city (p = ,381>0,05)
according to the age variable. On the other hand, it has been found that there is a significant difference
between the participants’ perceptions regarding the dimension of satisfaction with people's personal
situation (p =,002<0,05) according to the age variable. According to the post hoc test, it was determined
that this significant difference in dimensions was between the ages of 15 and 30 and 63 ages and over
groups, and between the ages of 31 and 46 to 63 ages and over groups.

According to the variable of nationality, it was found that the participants' perceptions of the quality of
life in city did not differ significantly regarding the dimensions of satisfaction with infrastructure and
environment of the city (p =,100>0,05), satisfaction with people's personal situation (p =,102>0,05)
and satisfaction with facilities of the city (p =,430>0,05).

According to lenght of living in Alanya, it has been determined that there is no significant difference
between the participants’ perceptions regarding the satisfaction with infrastructure and environment of
the city (p =,212>0,05) and satisfaction with facilities of the city dimensions of the quality of life in city
(p =,141>0,05).

Table 8. Differentiation situation of participants’ perceptions regarding the tourism impacts (t-testi)

D'me”s'of‘s of The tourism Demographic features N Mean S.td‘. t Sig.
impacts Deviation
Factor 1: Socio-cultural and Female 151 3,99 0,51 ,092 ,92
environmental impacts g Male 56 3,08 0,45
c
Factor 2: Economic impacts 3 Female 151 4,01 0,49 2,117 ,03
Male 56 3,83 0,63
Factor 1: Socio-cultural and Married 105 3,98 0,51 -,273 78
environmental impacts S 2 Unmarried 102 3,99 0,49
Factor 2: Economic impacts g g Married 105 3,95 0,51 -,245 ,80
Unmarried 102 3,97 0,57
Factor 1: Socio-cultural and Working 69 4,04 0,59 ,940 ,34
environmental impacts £ 2 Not Working 138 39 044
X = ! !
Factor 2: Economic impacts g & Working 69 404 057 1,476 14
Not Working 138 3,92 0,51
Factor 1: Socio-cultural and Yes 58 3,91 0,59 -1,271 ,20

environmental impacts No 149 4,02 0,45

Pension
Status

Factor 2: Economic impacts Yes 58 3,86 0,68 -4,512 ,13
No 149 4,00 0,46
Factor 1: Socio-cultural and Education before 70 3,89 0,44 -1,895 ,06
environmental impacts Education of 137 403 0,52
@ undergraduate and
T graduate
(92
Factor 2: Economic impacts &  Education before 70 3,95 0,42 -172 86
©  undergraduate
>
& Education of 137 3,97 0,58
undergraduate and
graduate

1) Strongly negative, (2) Negative, (3) No idea, (4) Positive, (5) Strongly positive
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T-test was used to determine whether the participants’ perceptions of the tourism impacts differ
significantly according to their gender, marital status, working status, pension status and education
status. Table 8 shows the results of the t-test.

As aresult of the t-test conducted in Table 8, it was found that there was a significant difference between
the participants’ perceptions of the tourism impacts regarding the dimension of economic impacts
(p=,035<0,05) according to gender. It was found that there was no significant difference between the
participants' perceptions of the tourism impacts regarding soscio-cultural and environmental impacts
dimension (p = ,927>0,05). At the same time, it was found that the participants' perceptions on the
dimensions of the tourism impacts did not show a significant difference according to marital status,
working status, pension status and education status.

ANOVA was used to determine whether the participants’ perceptions of the tourism impacts differ
significantly according to their age, nationality and lenght of living in Alanya. Table 9 shows the results
of ANOVA.

Table 9. Differentiation situation of participants’ perceptions regarding tourism (ANOVA)

D'meF‘S'O'_‘S of The Demographic features N Mean S.td'. F Sig.
tourism impacts Deviation
Factor 1: Socio- 15-30 age 32 4,02 0,42 ,215 ,88
cultural and 31-46 age 86 399 049
?”V'rot”me”ta' 47-62 age 54 399 0,50
impacts o 63+age 35 393 057
Factor 2: Economic <  15-30 age 32 4,03 0,38 526 ,66
impacts 31-46 age 86 3,99 0,49
47-62 age 54 3,91 0,73
63+ age 35 3,91 0,40
Faktor 1: Socio- Tiirkiye 42 3,93 0,45 2,309 ,07
cultural and Russian 59 404 042
environmental > Germany, Ukraine and Lithuania 68 406 0,52
t +— y’ 1 )
impacts T Others 38 38 058
Factor 2: Economic % Tiirkiye 42 3,97 0,42 1,914 12
impacts Z  Russian 59 409 043
Germany, Ukraine and Lithuania 68 3,90 0,58
Others 38 3,86 0,67
Factor 1: Socio- Less than 12 months 34 4,11 0,56 2,043 ,09
cultural and
environmental 13-24 months 36 392 042
Impacts S 25-36 months 35 389 045
©
<  37-48 months 43 4,11 0,34
c
é, 49 months and over 59 3,91 0,60
Factor 2: Economic 2 Less than 12 months 34 4,00 0,65 ,326 ,86
Impacts = 13-24 months 36 389 0,36
(@]
& 25-36 months 35 401 062
37-48 months 43 3,98 0,45
49 months and over 59 3,94 0,56

1) Strongly negative, (2) Negative, (3) No idea, (4) Positive, (5) Strongly positive
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The analysis result in Table 9, according to age, nationality and lenght of living in Alanya, it was found
that the participants' perceptions of the tourism impacts on socio-cultural and environmental impacts and
economic impacts dimensions did not differ significantly.

Briefly, as a result of ANOVA and t-test analysis, it was determined that there is a significant difference
among the participants’ perceptions of the quality of life in city regarding the satisfaction with
infrastructure and environment of the city according to working status and pension status, and regarding
the satisfaction with people's personal situation according to age variable and length of living in Alanya.
Also, it was determined that there is a significant difference among the participants’ perceptions of the
tourism impacts regarding the economic impacts according to gender.

According to the ANOVA and t-test results on the tourism impacts, it is acceptable hypothesize that is
“H>: According to the gender variable, there is a statistically significant difference between the
participants' perceptions regarding the tourism impacts.”. it is rejected hypotheses that are Hs, Hs, Hs,
He, H7, Hg, Ho'

According to the ANOVA and t-test results on the quality of life in city, it is acceptable hypotheses that
are “Hi2: According to the pension status variable, there is a statistically significant difference between
the participants' perceptions regarding the quality of life in city.”, “His: According to the working
status variable, there is a statistically significant difference between the participants’ perceptions
regarding the quality of life in city.”, “His: According to the age variable, there is a statistically
significant difference between the participants' perceptions regarding the quality of life in city. ” ve “He:
According to lenght of living in Alanya variable, there is a statistically significant difference between
the participants' perceptions regarding the quality of life in city. ”. It is rejected hypotheses that are Hio
,H11 His Haz.

5. CONCLUSIONS AND RECOMMODATIONS

In the research, it was aimed to determine the relationship between the tourism impacts and the quality
of life in city. For this purpose, it was found that there are positive linear low and medium level
relationships between dimensions. In the context of the findings, it can be said that the their levels of
satisfaction with people's personal situation and satisfaction with facilities of the city increase, as their
levels of the satisfaction with infrastructure and environment of the city increase regarding the
participants’ perceptions on the quality of life in city. In addition, their levels of satisfaction with
facilities of the city increase, as their levels of the satisfaction with people's personal situation increase.
Regarding the tourism impacts, it can be said that the participants’perceptions of economic impacts
increase, as the their perceptions of socio-cultural and environmental impacts increase. Their perceptions
of socio-cultural and environmental impacts increase, as their levels of satisfaction with infrastructure
and environment of the city increase. Similarly, it can be said that the participants' perceptions of
economic impacts increase, as their levels of satisfaction with infrastructure and environment of the city
increase. Their perceptions of socio-cultural and environmental impacts and economic impacts increase,
as their levels of satisfaction with people's personal situation increases. In summary, according to the
correlation analysis of the scales for the total, their satisfaction levels with regarding the quality of life
in city increases, as the participants’ perceptions regarding the tourism impacts increase.

When researches showing similarities with research results are examined, the results obtained in the
researches that belong Eser et al. (2018), Nkemngu (2015) and Kim (2002) are similar to the results of
this research. In addition, Yumuk and Alintas’ finding (2019) that the participants’ perception of quality
of life in city differs from demographic variables only by age is in line with the results of this research.
By the way, according to report on the quality of life in 83 European city (2020), it has been found that
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people living in northern EU city are highly satisfied with their city, and satisfaction in eastern EU city
is rapidly increasing. European city host 39% of the EU population. In addition, EU city provide access
to many different employment opportunities, better access to public transport, and proximity to many
points that can facilitate walking and cycling. When the results of the 2020 European City report are
examined and compared within the scope of this research, It has been found that the perception of
positive satisfaction by foreigners residing in Alanya with the quality of life in city is similar to that of
those living in Northern EU city with a high level of satisfaction with the quality of life in city.

In the research conducted by Campbell et al. (1976), the multidimensional experience issues of life were
focused instead of past living conditions. Thus, it was determined that besides measuring satisfaction,
the living environment and individual characteristics are also important in understanding the quality of
life. They also found that life size was affected by objective features. In this research, the finding
regarding the resident foreigners’ positive perceptions of the quality of life in city regarding objective
objects parallels the finding in the research conducted by Campbell et al. (1976) that life dimension is
affected by objective characteristics.

Facilities and opportunities in the people's basic living areas, who are living in tourism destinations, can
create significant changes in their quality of life and satisfaction levels. Especially in destinations with
intensive tourism activities; increasing competition, increase in income and welfare level, technological
developments can increase the people's expectations, who are living there regarding the quality of life.
The quality of life in city is effected significantly on the factors such as noise level, crowd, air pollution,
environmental pollution, the presence of green areas such as parks and gardens, public spaces and sports
facilities, the status of streets and buildings, infrastructure, health services, public transportation,
employment opportunities in tourism destinations. Therefore, it is important to develop applicable
policies regarding urban livability and identifying and improving the problems related to the factors
affecting the quality of life in city in order to meet the people’ expectations, who is living in tourism
destinations, regarding the quality of life in city and to increase their quality of life. Thus, first of all,
the living standards and satisfaction levels of the living people will be increased by improving the
negative tourism impacts. In addition, destinations will be able to stand out with their unique characters
and have a sustainable tourism market by creating a positive image.

The research has several limitations. The first of these is that only resident foreigners living in Alanya
participated in the research, but resident foreigners living in other tourism destinations were not included
in the research. The second limitation is that the local people living in Alanya as well as the local people
living in other tourism destinations were not included in the research. However, in determining the
relationship between the tourism impacts in a region and the quality of life in city, it will be important
to include not only resident foreigners living in Alanya, but also local residents and foreigners living in
other tourism destinations within the scope of the research. Conducting the research with larger samples
and different samples in different destinations may provide the opportunity to have a more
comprehensive perspective on the relationship between the tourism impacts and the quality of life in
city, and to compare the differences and similarities.
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Diizeltme: Hotel Managers’ Consciousness toward Competition and Its Strategies

{2 Eda Rukiye DONBAK
Abstract

The purpose of this study is to evaluate the competition perception of hotel managers within the framework of
resource-based business capabilities. A qualitative research method that allows in-depth examination of the
competition understanding of hotel managers was applied between 01.10.2019 and 24.10.2019. According to the
results of the content analysis of the hotel managers' opinions about competition, the themes of “competitor's

EEINA3 99

business structure and facilities”, “monitoring the external environment”, “industry experience of the manager”,
“using statistical data”, “price reduction” and “service quality” were obtained. When the managers' perspectives
on the relationship between distinctive abilities and competition were evaluated, it was seen that themes as
“information technologies capability”, “customer relationship capability”, “hotel’s employment policy” and
“employee turnover” rate were formed. When the content analysis conducted according to the innovative product
and service understanding of the managers was evaluated, the use of online channels and different service concept
themes were obtained. The national and international market themes were obtained according to the managers'
evaluations on differentiation strategies. Differentiation strategy for international markets and cost-oriented
differentiation strategy weren’t evaluated by most hotel managers. The findings from the study are expected to
contribute to RBV-based competition studies for the hospitality industry.

This article is a revised version of the article referenced "Donbak, E. R. (2020). Hotel Managers' Consciousness
toward Competition and Its Strategies. Journal of Hospitality and Tourism Issues, 2(2), 143-160".
https://dergipark.org.tr/tr/pub/johti/issue/58847/780548
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Otel Miidiirlerinin Rekabet ve Stratejilerine Yonelik Anlayislar:

Ozet

Bu ¢aligmanin amaci, otel yoneticilerinin sahip oldugu rekabet algisinin kaynak temelli isletme yetenekleri goriisii
ger¢evesinde degerlendirilmesidir. Bu c¢alismada otel yoneticilerinin rekabet anlayiginin derinlemesine
incelenmesine olanak taniyan nitel arastirma yontemi otel yoneticilerine 01.10.2019 ve 24.10.2019 tarihleri
arasinda uygulanmistir. Otel yoneticilerinin rekabete iliskin goriislerinin tematik icerik analizi sonuglarina gore,
“rakibin is yapis1 ve tesis imkanlarn”, “dis ¢cevreyi izleme”, “yOneticinin sektér deneyimi”, “istatistiksel verileri
kullanma”, “fiyat indirimi”,” hizmet kalitesi” temalar1 elde edilmistir. Yoneticilerin ayirt edici yetenekler ile
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rekabet arasindaki iligkiye bakis agilar1 degerlendirildiginde, “bilgi teknolojileri yetenegi”, “miisteri iliskileri
yetenegi”, “otelin istihdam politikas1” ve “calisan devir hiz1” temalarinin olustugu goriilmiistiir. Miidiirlerin
yenilik¢i {irlin ve hizmet anlayislarina gore yapilan igerik analizi degerlendirildiginde ise “online kanallarin
kullanilmas1” ve “farkli hizmet konsepti” temalar1 elde edilmistir. Yoneticilerin farklilastirma stratejileri
konusundaki degerlendirmelerine gore “ulusal pazar” ve “uluslararasi pazar” temalar1 elde edilmistir. Uluslararasi
pazarlara yonelik farklilastirma ve maliyet odakli farklilastirma stratejileri, ¢ogu otel midirii tarafindan
degerlendirilmemistir. Arastirmadan elde edilen bulgularin konaklama endiistrisine yonelik ve RBV temelli
rekabet caligmalarina katkida bulunmasi beklenmektedir.
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1. INTRODUCTION

Organizational capabilities imply the ability to neutralize threats in the external environment of a
business through the use of internal resources in the business, and as a result, the opportunity to create
competitive advantage or superiority in the business (Barney & Hesterly, 2006). Competition strategies
may develop in accordance with the resources and capabilities of the business, and they are carried out
by business managers based on the basic skills of the business and in accordance with the competition
balance in the sector.

The main question of this study is how much attention is paid by hotel managers to the effects of tangible
and intangible business resources on the competition strategies defined by the resource-based view. The
competition perceptions of human resources, including managers at hotels, will be implemented in
practice with the decision of managers, in line with the capabilities of the human resources. From this
point of view, this study was carried out to evaluate the scope of the competition perceptions of hotel
managers from Adiyaman, and determine how important hotel employees’ abilities for managers are and
how they are taken into account while determining the competitive strategies they will implement.

2. CONCEPTUAL FRAMEWORK

The Resource Based Business Capabilities Theory basically expresses the total of a firm's capabilities
and resources (Wernerfelt, 1984), while according to Amit and Schoemaker (1993), it expresses the sum
of all factors that can be controlled by the firm and that it can be used efficiently in “desired scales”.
Snow and Hrebiniak (1980) concluded that companies with distinctive abilities have a more sustainable
competitive advantage than others, provided that they examined a heterogeneous firm's abilities in terms
of defensive, collaborative, aggressive and reactive competitive behavior. In their study, Barney (1991)
discussed the main differences between environmental models and the resource-based view (RBV)
vision to gain competitive advantage, and they concluded that obtaining sustainable competitive
advantage is possible when the business can turn any resource it has into a separate capability. Sweeney
et al. (2011) stated that the potential benefits that can be obtained from internal organization resources
may be transformed into firm skills such as information or innovation to provide the company with a
competitive advantage. Prithwiraj et al. (2010), in their research where they investigated how a firm's
marketing and operational capabilities come together with the differentiation strategy in a resource-
based perspective, determined that the firm's marketing communication, customer relationship
management ability increased the company performance by creating a differentiation strategy.
According to RBV, all of the firm's tangible and intangible resources will be decisive for the firm's
competitive strategy (Gonzalez-Rodriguez et al., 2018).

Similar studies on how an organization's capabilities, which have been evaluated within the RBV
framework, have affected their competitive strategies and firm performance, have also been conducted
within the hospitality industry. In Ruzic’s (2015) study, they observed that human resource management
activities at hotels contribute to the hotel's human resources both individually and organizationally, and
this effect also increases the financial performance and competitive strategies of the hotel. Ruzic (2015)
stated in their study that the individual abilities of employees express their competence at work, but
without HRM activities, these are insufficient for the organizational performance and competitive
strategies of the hotel. In their work, Bazic and Cvelber (2016) aimed to define the sustainable
competitive advantage created by business resources and abilities in the hotel industry and develop an
overview of this issue. They examined the 40 most cited studies between 1996 and 2015 and reported
that most of them were conducted to examine the impact of a company's intangible resources and abilities
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on the performance of hotels, and tangible business resources were little taken into account. However,
in most of the studies they examined, knowledge was accepted as the main variable affecting hotels’
performance. According to lvanova and Ivanov (2016), the resource-based view presents a model for
creating and maintaining a competitive advantage in the hotel industry, and it also provides a basis for
sharing and managing organizational capabilities such as hotels' learning and knowledge management.
Gonzalez-Rodriguez et al. (2018) accepted the organizational structure and culture of a hotel,
management style, staff training, the brand and brand image which is the intangible resources of a hotel
that the hotel has have an indirect effect on the innovative differentiation strategy of the hotel and
increase the hotel's market performance. Kdseoglu et al. (2019) investigated how hotel managers from
middle and high level and various departments reflected their competitive intelligence on their
organizational, operational and strategic levels. The main findings of their work were that daily
operations are used for organizational-level strategies, middle and lower-level departmental managers
collect data formally and informally about competition intelligence during daily operations and are used
to implement competitive strategies determined by hotel managers. Based on these examples in the
literature, one may state that the competition strategies applied in the hotel sector are based on the view
of competition based on resources. However, it is seen that competitive strategies are formed by
monitoring the environment in the hotel sector. For instance, Kdseoglu et al. (2016) explained that they
investigated competition intelligence in the hotel industry, and related studies, which had both
conceptual and experimental methods, established a direct relationship between environmental scanning
(ES) especially for the food and accommodation units of hotels and hotel performance and competition
strategy. In their other findings regarding inclusion of competitive intelligence in the process, it was
stated that the managers of hotels in competition have information about each other via the internet
(social media, Expedia etc.) and from reporting sites such as Star Reports and Hotelligence, while the
same managers' way to obtain another information is to travel around by car in order to obtain
information about the occupancy rate of their competitors, call by phone to other hotels like a mystery
customer and receive information, some of them tried to make decisions on operational matters such as
extending the stay of customers by negotiating with the oil companies in the region.

3. METHOD

In this study, a qualitative research method that allows in-depth examination of the competition
understanding of the managers of hotels established in Adiyaman was applied. Qualitative research is a
type of approach to investigate and understand the meaning that individuals or groups attribute to social
issues (Creswell, 2014). Since the perceptions of hotel managers about the concept of competition are
suitable for in-depth and thematic evaluation, the phenomenology pattern was used. While descriptive
phenomenology describes people's perceptions and experiences, interpretive phenomenology focuses on
the meanings embedded within the life experiences of individuals (Akyol et. al., 2020). Descriptive
phenomenology was used in this study because it was aimed to examine how hotel managers understand
and experience the concept of competition.

3.1. Sample

In this study, hotels in the central district of Adiyaman were evaluated. The province of Adiyaman is
located within the specific zone that is given priority for development in Turkey. Turkey is divided into
26 regions with a lower level of statistical classification, and Adiyaman is in the TRCI Region.
Economic analysis for these regions, and accordingly policy, are important. The TRC1 Region, in both
social and economic sense, has serious development differences within. In this respect, Adiyaman has
lagged behind other cities in the region in tourism, health and agriculture.
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According to the data of the Provincial Directorate of Culture and Tourism, there are five four-star hotels
and five three-star hotels with a Business Certificate from the Ministry of Culture and Tourism in the
central district of Adiyaman. There are six two-star hotels with a municipal certificate. Apart from these,
the training hotel, which was established on a university campus and has a business certificate of the
Ministry of Culture and Tourism, was selected to represent the public guesthouses in the city. Two 3-
star hotels and two 4-star hotels, whose address and contact details were declared on the site of the
Tourism and Provincial Culture Directorate, were not included in the study because they did not operate
during the study period. Considering the official data of the hotel classes in the city and when we
evaluated the data we obtained from the first four interviews, we decided not to expand the sample
because the coding results were very close to each other. Five hotels that were considered to represent
each class were identified. Semi-structured meetings were held with these five hotels’ managers between
the dates of 01.10 and 24.10.2019. By making an appointment with each of the hotel managers, a visit
was made to their offices, they were interviewed at their most convenient time, and the interviews were
recorded by taking their permission.

Table 1. Information about participants

Managers Age  Sex Educational  Educational Sectoral  Managerial  Position Scale of
Level Area Experience Experience Hotels
M1 32 Male Bachelor’s Tourism and 17 years 6 years General 4 Stars
Degree Hotel Manager
Management
M2 39 Male Bachelor’s English 24 years 8 years General 2 Stars
Degree Language Manager
and Literate
M3 44  Male Primary - 28 years 9 years F&B 4 Stars
School Manager
M4 40 Male Bachelor’s Food 1 year 1 year General Training
Degree Engineering Manager Hotel
M5 46  Male Primary - 25 years 6 years General 2 Stars
School Manager

3.2. Data analysis

The data were analyzed with the content analysis method. While the interviews were recorded by an
audio recorder, the points deemed necessary were noted. After the sound recordings were transcribed on
the computer, the first step in induction-type content analysis was made, and the process of creating
themes started. For the purpose of comparing, describing and defining different data (Creswell, 2013;
Flick, 2013), the hotel managers' evaluations regarding the questions were combined and evaluated
under sub-themes. The qualitative data were considered to be intense (Patton, 2014), the essence of the
data was taken, the logical evidence framework for the investigated cases was drawn, and merging was
achieved under the main themes. The data were arranged on the basis of questions, and the coding of the
answers given by the participants to each question was performed manually with the notes on the edges
of the papers. Codes were created by repeating and interpreting the responses repeatedly at certain
intervals instead of a pre-generated code list and concepts. In order to form a meaningful whole with the
resulting themes and the data under them and to control the themes' ability to explain the data obtained
from the study in a meaningful way, a comparison of the code and themes was made with an expert, and
a 80% consensus was obtained. The findings part of the study is arranged in tables to correspond to the
codes and themes by using tags such as M1, M2, for each manager, and their expressions are quoted
under the tables.
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4. FINDINGS

In this section, the findings that emerged as a result of the content analysis of the opinions of the
managers at the hotels where the research was carried out regarding competition and organizational skills
are presented. The findings obtained from this study consisted of the main themes of "Competitive
Insights of Managers”, "Distinctive Skills and Competition”, "Innovative Product and Service
Understanding of Managers", “Differentiation Strategies of Managers”, "Cost Sensitivity" and
"Understanding of Price and Cost Balance in Managers".

Table 2. Consciousness of managers about competition

Question What do you understand from competitive awareness in this sector?
1
Managers SUB-THEMES
Economic and Industry experience  Pre-opening and
political opening stages
situation
Tourism National/international Accommaodation
M1 infrastructure of Brand experience data of the city
the city
Competition
environment
experience
Socio-economic Flexing Equivalent
situation in prices service
M2 Price
doesn't
matter
Affecting and
developing
services
M3 Tourist types Discount
Consumer
preferences
Public sector
M4 Limited service
concept
Table 2 continued
Business Discount
operating
time
Firm
location
M5 Bu§ipgss
facilities
Competitor's  Follow — Up of  Industry Experience  Using Statistical Lowering  Service Quality
Business the External of Manager Data of Prices
Structure Environment of
and Hotel
Facilities
MAIN THEME

COMPETITIVE INSIGHTS OF MANAGERS

The themes that formed the insight of the managers towards competition were as “competitor’s

e 1Y % ¢¢

business structure and facilities”, “monitoring the external environment”, “industry experience of the
% <6 99 e

manager”, “using statistical data”, “price reductions” and “service quality”. The sub-themes, themes
and main themes shown in Table 2 were formed based on the answers given by the managers to the
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first question, "What do you understand from the competition awareness in this sector,” and these
statements are presented in Table 2.

4.1. Competitor's business structure and facilities

M1;” Since the hotels I work with are national and international brands, they are corporate
hotels that are always in competition. Regions were also generally competitive regions. The
hotels | work with were starred with techniques based on the same national and international
criteria.”

MS; “Of course, I am following, of course, how other hotels are gaining customers by providing
better service or by getting a price discount. According to these, | try to implement strategies.
...and I say that, if I do the following, I will gain customers as follows. Additionally, since the
location of each hotel is different in this city, they all have a different market. Their possibilities
are also different. For example, it has a sauna, a spa, and | think it doesn't need to go out and
search for customers. Now, there are newly opened hotels, 5, 6 years after us, a hotel is more
valuable than ever since everything will be new. It uses an advantage of innovation.”

4.2. External environment

M1; “What is the economic, political, especially demographic structure of the city suitable for,
how suitable is the infrastructure of the city for tourism? You have to do all this work naturally
due to some situations that require being an international brand. Of course, it works incredibly
well for us as managers. How will accelerations continue, up or down, and how will the
situation in the country be reflected in the region? We did all this while we were in the
construction phase. As a result, we have not experienced a negative situation other than the
economic crisis and the rise of the dollar. In other words, we did not experience a negative
situation in the region, especially cultural tours, | can say that there is no change in any negative
direction.”

M3; “I started to work in the 90s, and those years were more colorful. Our international tourists
were in higher numbers. People living here were more social. For example, the food culture and
drink culture of international tourists were different. Now, every day, we are getting worse in
terms of the tourist profile. When you look at tourism in the world, we see the tourism sector
that renews, grows, develops and brands. Unfortunately, this is not possible in our region and
city. A Nemrut Festival was held in our city, ministers and politicians would definitely come.
It would continue for one month, but these have somehow ended now not practiced.”

M2; “Now, first of all, determining the concept in my understanding of management is very
important to me. Two important things for us are to carry a mission before the competition, to
create a concept, and the second is to follow socio-economic factors and then to compete.”

4.3. Industry experience

M1; “The companies I have been working with since 2003 are national and international brands,
and they are always in competition. This is why | think the corporate companies we work with
give us this awareness enough.”
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4.4. Using statistical data

M1; “According to data announced by the provincial culture and the provincial tourism
directorate, regarding the date our hotel was opened in 2018, there was a 100% increase in the
number of tourists staying in our region and 50% in 2019 in comparison to 2017. This was
above our expectations. According to our study, this momentum will continue to rise for at least
two years. We expect the competition to increase in the following process. Of course, this will
also indicate that a competitive environment has started with the opening of national or
international chain hotels in our region. We have completed the pre-opening and opening stages
of our hotel. We have already started this work with feasibility studies. We have already done
timely studies on the future of the sector in this region, the competitive situation with other
hotels, that is, which brands other than us can be opened to this region.”

4.5. Lowering of prices

M2; “Currently, the situation in Turkey is critical. In order for our work to return at a minimum,
we have to stretch for the price.”

M3; “...competition may create positive things. The negative side comes when prices are pulled
down.”

MS5; “What my friends do, how they gain customers, but as far as I observe in the decisive
competition, we are experiencing a price-based competition. Now, if | have three stars, | think
I lost the competition when 4 stars sold rooms for a much lower price than me. There is this
kind of competition mainly.”

4.6. Service quality

M3; “Now competition is our main requirement. Competition always brings success. It also
applies to hotels, so, competition may create positive things”. When he evaluates his
competitors, we can see the positive side of the competition when the other side is able to act
and arrange him or even change his master chef.”

M4; “T admit that we are in competition even if we are a public institution. We have certain
limits such as the room structure of public hotels, number of rooms, limited activity areas... In
order to broaden the boundaries of these areas, new activities need to create new arguments.”

Table 3. Distinctive abilities of hotel employees and competitive advantages

Question Does the fact that the staff working in your company have distinctive abilities affect your
2 competitiveness advantage?
Managers SUB-THEMES
M1 Newly graduated Training Front office Communication ability
Being different from The requirement to be a Sales Persuasion skill
competitors brand
Trained staff Recruitment criteria
Department managers Being an IT user
M2 Previous experience
Teamwork
Wages
M3 Tourism education
Previous experience
M3 Managers with a
different business
M4 Public assignment
M5 Wages

Temporary employees

Previous experience
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THEMES
Employment Policy of Personnel Turnover Rate Information Customer Relationship
Hotel Technologies Capability
Capability
MAIN THEME

DISTINCTIVE SKILLS AND COMPETITION

The themes that formed the insight of the managers towards the relationship between competition and
the distinctive skills of employees were as “employment policy of hotel”, “personnel turnover rate”,
“information technologies capability” and “customer relationship”. The sub-themes, themes and main
themes shown in Table 3 were formed based on the answers given by the managers to the second
question, "Does the fact that the staff working at your company have distinctive abilities affect your
competitiveness advantage,” and these statements are presented in Table 3.

4.7. Employment policy of hotel

M1; “In particular, we brought new graduates to the company and benefited from them, which
made us different to other hotels here.”

M2; “I absolutely care about it, staff structure is very important for us to exist in the service
sector. In other words, if your staff is selfless and able to understand you, if you can work in
harmony, this means that you have accomplished most of your work. Of course, this requires
you to feed your staff financially, which is a bit difficult under Adiyaman conditions.”

M3; “Of course, [ would like to say that we actually want to work with people who have received
the education of this business in essence and who carry tourism in the spirit. ...but these two
do not come together. What we usually care about in job applications is which hotels they
previously worked at, what their level of education is. We care about these. When operators are
not very professional, there is a hitch there. So, actually, when | say that this is not my job, the
man is constantly going towards a blunt.” M4; “The status of the staff to be recruited is
determined by public appointments.”

MS; “So, of course, it is very important for them to be experienced, but they work for a short
term. They look at this job as a temporary one. We cannot pay too much. A university graduate
teenager does not settle for low wages. In other departments, we look at the experience and the
hotels that they worked at before.”

4.8. Personnel turnover rate

M1; “All of our department manager friends came from other places. Because we couldn't find
local people working in this capacity and put them into work. We started with them, and we
tried to gain distinguishing skills. We already provide the trainings required by our brand to
them. These trainings are very important for both mental and sectoral development. We are still
experiencing a shortage of qualified staff. Someone who has not received any training from
scratch makes a serious effort to us, and then, because he is not aware of the sector, he can show
a behavior of leaving work.”

4.9. Information technologies capability

M1; “We are not expecting this condition to be fulfilled as we will provide certain trainings to
the staff that we will start on the lowest level in the housekeeping department. However,
personnel with a lack of training in departments such as the front desk and sales may be a
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serious source of inefficiency for us. The ability to use information technologies is important
to us. ...because we have used the latest technologies as a newly built hotel, we have used
advanced technology in both rooms and other units, and so, they must have knowledge and
experience. Of course, we also have an IT department, but especially the front office staff
should use information technologies very well, and this is reflected in the job interviews.”

4.10. Customer relationship

M1; “Basically, the ability to communicate and persuade is very important to us.

In other words, until the behaviors of the staff, from the behavior of the staff to each other, to
the behaviors towards the guests, and even to the way of using materials, friends give each other
their training. Our friends who have learned the simplest correct sales techniques support the
reduction of our costs.”

Table 4. Consciousness of managers innovative product or services

Question 3 Could you say you have innovative products or services?
Managers SUB - THEMES
M1 Trained staff Service marketing
Different managers Corporate planning

Different services
A la Carte Restaurant Service

Local foods
Breakfasts
Local entertainments
M2
M3 Hygienic dishes
M4
M5 Close guest relationship
THEMES
Different service concept Using Online Channels
MAIN THEME

INNOVATIVE PRODUCT and SERVICES

The themes that formed the consciousness of the managers towards innovative product or services
were as “different service concept” and “using online channels”. The sub-themes, themes and main
themes shown in Table 4 were formed based on the answers given by the managers to the third
question "Could you say you have innovative products or services,"” and these statements are
presented in Table 4.

4.11. Different service concept

M1; “We definitely created this awareness even in people here. We work as a fully corporate
brand, after the trainings we give to our staff and its reflection to the guests, other hotels in
the city have also accepted that the services we use here and the way we market these services
are different. They absolutely didn't know that before. ...because the employees of these
hotels only worked in Adiyaman and learned the sector here. ...but the managers of our seven
different departments all came here, gaining experience from different cities.”

M3; “Yes, we did this especially in the restaurant section. Here, we try to pay more attention
to preparation of food ingredients and add something every day. We are different in cleaning
and hygiene.”
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M35; “In other words, it may be the interest that we do and offer closely, which our competitors
cannot. Because we definitely remember their special days and make our gestures to them. |
think we are different to our competitors in this matter.”

4.12. Using online channels

M1; “The services we use here and the way we market these services, especially on line
channels, are active as much as we can in every area, as | have already said, other hotels in
the city have also accepted this situation. Not only that, this situation gives us different values
due to its different mindset and perceptions. | can say that | was able to realize my different
corporate plans this way.”

Table 5. Differentiation strategies of managers

Question Do you have a plan or activity to enter different markets where your competitors are not
4 involved?
Managers SUB-THEMES
M1 Congress, fair

South Korea, Russia, Serbia, Ukraine, Malaysia
Regional promotional tours
Promotion budget

M2 University
Place
M3
M4
M5
THEMES
International Markets National Local Market
MAIN THEME

DIFFERENTIATION STRATEGIES

The themes that formed the consciousness of the managers towards differentiation strategy were as
“international market” and “national local market”. The sub-themes, themes and main themes shown in
Table 5 were formed based on the answers given by the managers to the fourth question "do you have a
plan or activity to enter different markets where your competitors are not involved," and these statements
are presented in Table 5.

4.13. International markets

M1; “Let me say that we are already the hotel that participates in congresses and fairs more than
other hotels in the city. We are working on this in every fair. We try to enter the markets there,
especially by participating in fairs focusing on cultural tourism tours such as the Izmir fair, which
we have entered as a result. Last year, we brought agents from many different countries here. We
hosted most of them at our hotel for free and supported the information tours. We have agencies
from S. Korea, Serbia, Russia and Ukraine. Thanks to this support, we even received a certificate
of acknowledgement from TUROB (Turkey Hoteliers Association). After that, the tours started to
come, and we offer hospitality services to these incoming tours here as Hilton. We used many
different channels to realize our plan to acquire these new markets. We started to bring tours here,
sometimes with our own resources, using private and public channels, both on a city and country
scale. Now, we are waiting for tours from Serbia, Malaysia and Ukraine. ...because we especially
made information tours for them, and there were not any hotels in the city that could enter these
markets outside of us. While doing these, we are actually trying to contribute to the tourism of the
region by allocating a budget to them as a social responsibility, which is not directly and only
profitable.”
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4.14. National local market
M2; ““Where should I start?” was the first question I asked myself when I started managing this
hotel. | answered as that this hotel is very close to both the university and the industry. | did a lot

of market research on these two. We managed to attract this segment to ourselves because of our
close location.”

Table 6. Cost sensitivity of managers

Question 5 Do you have cost-cutting systems or practices?
Managers SUB-THEMES
M1 Saving measures Cost
Brand training Standard product cost
Brand auditing Variable product cost
Material use studies Computer program
Motion studies
M2
M3 Stock system
Cost, average cost
Computer program
M4
M5 Income and expense comparison
Controlling daily sales
THEMES
Tight financial measures Cost-based sales prices Simple accounting
applications
MAIN THEME

COST SENSITIVITY

The themes that formed the consciousness of the managers towards cost sensitivity were as “tight
financial measures”, “cost-based sales prices” and “simple accounting applications”. The sub-themes,
themes and main themes shown in Table 6 were formed based on the answers given by the managers to
the fifth question "Do you have cost-cutting systems or practices,” and these statements are presented in

Table 6.
4.15. Tight financial measures

MI; “Of course, as I said before, one of our brand education issues is savings points. Since these
are costs for us, from the lights to the materials used by the staff for cleaning, and even to the
staff's own uniforms, we also train them on their use. These are all referred to as our savings
measures. Therefore, our relevant department supervisor definitely applies the trainings planned
by HR. Our brand controllers come and check whether our standards are appropriate from the
trainings here to the points we serve. This is the process, and the brand forces us to go through
these processes. In other words, you are not authorized to make an independent decision, such as
saying that we should not do this in this month. In other words, regarding the behaviors of the
staff, their behavior with each other, their behavior towards the guests, and even the way they use
materials, we provide their training. Our friends who have learned the simplest correct sales
techniques support the reduction of our costs.”

4.16. Cost-based sales prices

MI1; “Our capacity is approximately twice as large as the largest among the other hotels in the city.
Therefore, our total costs are higher than them, but we obtain more advantageous and more
appropriate figures in unit costs. ...because the global agreements we have made are very
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important for us, especially at this point. Already, one of the most important issues in the
accommodation industry in our age is cost. We consider cost in all our work. We sell every menu
we sell, whether it be related to banquets or the events we do, according to the costs of the products.
If there are changing points in daily sales, the new price is determined instantly by removing the
cost. Nobody has the authority for sales that are not approved by accounting.”

M3; “These affect our success, of course, we apply the stock system. For example, today we buy
and stock 5 items and store them. From this point on, our cost process starts on inventories. If you
have spent many years in the industry, you can also immediately notice situations that are more or
less than normal. ...but we also support them with computers. We can see this immediately when
portion standards are broken. We teach our servings to the newly recruited chef. Related chefs are
responsible for their control and execution.”

4.17. Simple accounting applications

MS5; “So, we are already making daily turnover determinations. We compare expenses and income.
If the hotel has not undergone a major renovation, we are continuing our standard work. We do
not have a strict cost monitoring program.”

Table 7. Cost and price balance understanding of managers

Question 6 Can you supply less cost than your competitors?
Managers SUB THEMES
M1 Large capacity Brand standard
Competitors Quality product
Distributor companies Competitors
Total cost At least seven different prices
The unit cost
Global agreements
M1 Economics of scale

Table 7 continued

M2 Reaching multiple distributors
Receive quotes
M3 Purchasing agent
Price research
Quality research
M4 Public tender
M5
THEMES
Brand Discount High Price Value Perception Price research at suppliers
MAIN THEME

COST AND PRICE BALANCE

The themes that formed the consciousness of the managers towards cost and price balance were as “brand
discount”, “high price value perception” and “price research at suppliers”. The sub-themes, themes and
main themes shown in Table 7 formed based on the answers given by the managers to the sixth question
"can you supply less cost than your competitors,” and these statements are presented in Table 7.
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4.18. Brand discount

M1; “Our capacity is approximately twice as large as the largest of the other hotels in the City.
Therefore, our total costs are higher than them, but we obtain more advantageous and more
appropriate figures in unit costs. ...because the global agreements we have made are very
important for us, especially at this point. With these agreements, we buy more suitable products
from the distributor companies here. In other words, the distributors who supply us with products
buy more expensive products from us. This expresses the advantage that the brand has given us.
Long-term agreements also give us bargaining power. The fact that this brand makes an agreement
not only for this country but also for all hotels in the world constitutes a very large scale. This
means that sellers will minimize their prices in order to make a deal with this brand.”

4.19. High price value perception

M1, “It is true that we increase customer satisfaction due to the quality of the products we use, but
we cannot say that we offer lower prices than local hotels here. We already have the obligation to
use product quality at Garden Inn standards. On the contrary, others might use lower-quality
products. For example, we have a cleaning brand named evilyn, we use it. There's only one
distributor in Turkey that we do this with. We do not deviate from our personnel and product
quality, and our costs are higher than our competitors. We have very strict instructions on materials
that need to be used and renewed for fire precautions. These are all valid costs because we carry a
brand. | can say that we definitely use the ones that are more suitable for us as a price benefit
balance. Yes, it is more expensive, but we think it is a situation that increases customer satisfaction
more than that price.”

4.20. Price research at suppliers

M2; “We go to wholesalers or the marketplace to buy vegetables from local markets. From there,
we bring the necessary products at half the price. They are both fresher and more suitable
products.”

M3; “Of course, only in our trading group, we have an employee who takes care of these jobs.
They conduct research, search for all the markets and negotiate according to our price policy and
other criteria”.

M4; “Of course, we are working on textile products and mattresses in accordance with the public
procurement procedure in the near future”.

5. RESULT AND DISCUSSION

Competition and awareness of competition were asked in the first question to learn which concepts
appeared in the minds of the hotel managers. The hotel managers tried to explain their opinions about
competition and awareness of competition through the themes of monitoring the external factors of the
hotel, facilities and operating structure in competing hotels, using statistical data, managers' sector
experience, service quality and decreasing prices. In the study of Kdseoglu et al. (2016), when the
awareness levels of hotel managers about competition intelligence were investigated, the majority of the
managers stated that they had not received any formal training on this issue before, while the rest
emphasized their past experiences in this regard. In the study of Kdseoglu et al. (2016), similar to the
themes of service quality and price reduction obtained for the first question of this study, it was seen that
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hotel managers use competitive practices to create competitive prices and business development. M5
stated that he was following other hotels, we see that the managers in Kdseoglu's (2016) study followed
the same method and even tried to catch the strategies of international chain hotels due to their high
research potential, but unlike Koseoglu's (2016) study, none of the participants in this study stated that
they followed international chain hotels especially and copied them exactly. M1, on the other hand,
assessed that organizational structure and facilities are important in competition, but he stated that they
had obtained their competitive experience from the environment created by star hotels with the same
criteria. In this sense, he explained that he did not need to watch other hotels and only determined a
strategy in accordance with official statistics. According to the theme of using official statistics from
M1, we see that M1 supported the proposals of Hull and Covin (2010) regarding organizational learning.
We may understand that the importance given to organizational learning and knowledge is effective in
creating the competition strategy of M1’s hotel. Unlike other studies, this study showed that hotel
managers focus on the theme of lowering prices while expressing competition. While evaluating
competition, we see that some managers think that competition is effective on the quality of service.

In the second question, the relationship between the distinguished talents of hotel staff and competitive
advantage was asked to learn the concepts that were recalled in the minds of the hotel managers. The
hotel managers tried to explain their opinions about distinctive skills and competitive advantage through
their hotels' employment policy, staff turnover, information technology capability and customer
relations. Most of the managers in this study stated that employing personnel with distinctive skills is
limited due to the employment policy of their hotel. Only M1 among the hotel managers in this study
defined technology capability as a distinctive organizational capability and recognized that their
employment of personnel with this capability was effective in providing a competitive advantage. Only
M1 also stated that recruiting talented staff contributed to their superiority in customer relations. In their
study, Kumar et al. (2008) investigated the variables that affect technology ability in hotel businesses,
and they determined that the independent variables that had the most important effect on this ability were
the organizational structure and the systems and procedures applied in the organization.

Innovative products and services were asked in the third question to learn the concepts in the minds of
the hotel managers. The hotel managers tried to explain their opinions about innovative products and
services through different service concepts and using online channels. Backman et al. (2017) researched
the variables that affect innovation at hotel establishments and different companies, and they found that
the knowledge and abilities of employees had a positive effect on the innovative activities of companies,
this effect was more significant than those of other variables in hotel businesses, and the knowledge and
skills of the employees of hotel businesses were especially effective in the fields of service and
marketing. This result supported the themes obtained from the third question of the study.

In the fourth question, we asked the participants what it meant to be in different markets than competitors
to learn the concepts in the minds of the hotel managers. The hotel managers tried to explain their
opinions about taking place in different markets than competitors through international markets and
national local markets. Another study with a finding that supported the theme of providing services to
differentiated markets was the study by Jonsson and Davonish (2008). In their research, among the eight
different competition strategies practiced by the hotels they examined, providing services to different
markets was in the second place.

In the fifth question, cost cutting systems and practices were asked to learn the concepts in the minds of
the hotel managers. The hotel managers tried to explain their opinions about their cost cutting systems
and practices through tight financial measures, cost-based sales prices and simple accounting
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applications. Implementing strict cost-cutting measures, as reported in a previous study (Akan et al.,
2006), is a prerequisite for implementation of strategies. In this study, the hotel managers who stated
that they had such practices were the managers of 4-star hotels. In the last question, when they were
asked to compare their supplier relationship to their competitors, the hotel managers tried to explain their
opinions by using the themes of brand discount, high price value perception and price research at
suppliers.

The findings from this study are expected to contribute to RBV-based competition studies for the
hospitality industry. This study is also expected to contribute to planning of special regions such as
TRC1 regions, whose characteristics are mentioned above, where the tourism industry is aimed to be
developed by public administrators.
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