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Giris

Turist Memnuniyetsizligine Sebep Olan Faktorler: Antalya
Uzerine Bir Arastirma

Factors that Cause Tourist Dissatisfaction: Research on Antalya

Sezer KARASAKALT Oguz DOGAN?

Oz

Destinasyonlar arasi rekabet, dinamizmini korumaktadir. Bir destinasyonun
basarist igin en etkin yollardan bir tanesi memnuniyetsizlige yol acan unsurlarin
tespit edilip ortadan kaldirilmasidir. Bu ¢alismanin amaci, Antalya’y: ziyaret eden
yabanci turistlerin hayal kirikliklarina neden olan unsurlar1 incelemektir. Bu
amacla ¢alismanin verileri, Ingiliz, Alman ve Rus turistlerden olusan 154 kisilik
turist grubundan kolayda o¢rneklem yontemi ile elde edilmistir. Calismanin
sonuglari, turistlerin ¢ogunlukla; konaklama, yiyecek-igecek, alisveris, cevre ve
hava ve fiyat konularinda hayal kiriklig1 yasadiklarim gostermistir.

Anahtar Kelimeler: Memnuniyetsizlik, Sikayet, Hayal Kiriklig1, Antalya
JEL Kodlar:: 1.83, Z32

Abstract

Competition between destinations maintains its dynamism. One of the most
effective ways for the success of a destination is to identify and eliminate the
elements that cause dissatisfaction. The main purpose of this study is to investigate
the factors that cause the disappoinmet of foreign tourists visiting Antalya. For this
purpose, the data of the study were obtained by convenience sampling method
from 154 British, German, and Russian tourists. The findings showed that tourists
were mostly disappointed in accommodation, food & beverage, shopping,
environment and weather, and price.

Keywords: Dissatisfaction, Complaint, Disappoinment, Antalya
Jel Codes: 1.83, Z32

Destinasyonlarin rekabetin yogun oldugu pazarlarda daha basarili olabilmesi igin miisteri
memnuniyetini saglamalar1 gerekmektedir. Turist memnuniyeti, destinasyonlarin basarilar1 icin 6nem
arz etmektedir ¢linkii memnuniyet diizeyi, turist baglihiginin ve olumlu agizdan agiza iletisimin
artmasmi saglamaktadir (Bianchi, 2016). Bu sebeple, turist memnuniyeti, turizm arastirmacilari
tarafindan kapsamli bir sekilde incelenen 6nemli bir olgu haline gelmistir (Prakash, Perera, Newsome,
Kusuminda, & Walker, 2019).

Turist memnuniyetinin, turistin beklentilerinin asgari diizeyde karsilanmasiyla saglandigim ifade
etmek miimkiindiir. Bu baglamda ilgili literatiirde turist memnuniyeti genellikle, beklentilerin
karsilanmamas: teorisi (expectation-disconfirmation theory) ile ele alinmaktadir. Beklentilerin
karsilanmamasi teorisi, memnuniyetin, miisteri beklentileri ile algilanan performans arasindaki farktan
meydana geldigini ifade etmektedir. Destinasyonlarda, turistik tirtin ve hizmetlere yonelik beklenti
gesitli medya kanallari, kisisel deneyim ve kulaktan kulaga iletisim yontemleri ile olusmaktadir
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(Michalké, Irimids, & Timothy, 2015). Uriin veya hizmet kullanim1 sonrasinda ortaya gikan performans
kimi zaman bu beklentinin altinda kalabilmektedir. Bu durum, turistin memnuniyetsizligi veya hayal
kirikligr ile sonuglanabilir. Bu baglamda, bir destinasyonun veya hizmetin algilanan performansi,
miisteri beklentilerinden yiiksek ise, miisteri memnuniyeti saglanmis olacaktir (Bianchi, 2016). Bir
destinasyonu olusturan bir¢ok unsur bulunmaktadir (konaklama isletmeleri, ulasim, yerel halk,
yiyecek-igecek isletmeleri vs.). Bu unsurlar, destinasyon yonetimi perspektifinden bakildiginda isbirligi
icinde goziikse de tek tek ele alindiginda bagimsizdirlar. Ornegin, bslgede yasayan yiizbinlerce insanin
turizm ve turist olgusuna benzer diistinceler beslemesini veya benzer davranis bigimleri sergilemesini
beklemek miimkiin degildir. Yiyecek-icecek isletmelerinin ayni lezzet ve fiyattan tirtinler sunmasin
beklemek mumkiin degildir. Diger yandan, konaklama isletmelerinin ayni seviyede hizmet kalitesi
sunmalar1 oldukca zordur. Esnaflarin (taksici ve dolmus esnafi dahil) tamammmin turistlere adil bir
fiyattan tirtin ve hizmet sunmalarini ya da iyi bir iletisim atmosferi olusturmalarim beklemek rasyonel
degildir. Dolayisiyla, destinasyonda bulunan her bir unsurun ziyaretgilerin memnuniyet veya
memnuniyetsizligi tizerinde c¢esitli diizeylerde etkisi bulunmaktadir (Kozak, 2007). Turist
beklentilerinin olusmasini saglayan unsurlar ve olusan beklentinin miisteri memnuniyetine olan etkileri
kapsamli bir sekilde ele alinmasmna ragmen, turist memnuniyetsizligi konusu goz ardi edilmis
(Michalké vd., 2015) ve konu ile ilgili yapilmis arastirma sayist oldukca smurli kalmistir. Ancak
destinasyonu ziyaret eden turistlerin memnuniyetlerine sebep olan unsurlarin tespit edilmesi kadar,
hangi unsurlarin memnuniyetsizlige yol actigini ortaya koymak da ¢nemli bir arastirma konusudur.
Cuinkii, memnuniyetsizlige yol agan unsurlarin belirlenmesi karar vericilerin iiriin ve hizmet iyilestirme
ve gelistirme ¢abalarina 1sik tutacaktir. Bununla birlikte, destinasyon rekabetciligini koruyup pazardaki
konumunu giiclendirmesine yol agabilir.

Kavramsal Cerceve

flgili yazinda turistlerin memnuniyet diizeylerine etki eden faktorleri inceleyen calismalarin yani sira
turist memnuniyetsizligi yaratabilecek unsurlari ele alan calismalar da bulunmaktadir. Ornegin, alian
bir hizmet veya maruz kalinan bir duruma yonelik olusan turist memnuniyetsizligi ile duygular (6ftke
hali, pismanlik, hayal kiriklig1 vs.) arasindaki iliskiyi ve turist memnuniyetsizligine neden olan
sonuglar1 inceleyen galismalar yer almaktadir (Bougie vd. 2003; Jang vd. 2013; Kim vd. 2019; Sanchez-
Garcia ve Currés-Pérez 2011; Zeelenberg ve Pieters 2004). Ofke hali ve turist memnuniyetsizligi
arasindaki iliskiyi inceleyen bir calismada, turistlerin memnuniyetsizliklerine yol acan faktorlere
yonelik ¢ok fazla 6fkeli olmadiklar1 ancak s6z konusu faktorlere yonelik cok 6fkeli olan turistlerin,
yiiksek derecede memnuniyetsiz olduklar: sonucuna ulasilmistir (Bougie vd., 2003). Baska ¢alismalarda
da memnuniyetsizlik durumunun 6fke hali ve pismanliga, 6fke hali ve pismanhigmn ise davranis
degistirme niyetine, sikdyet etme davranisina ve olumsuz agizdan agiza iletisime neden oldugunu
belirtilmistir (Sanchez-Garcia ve Curras-Pérez 2011; Bougie vd. 2003; Kim vd. 2019). Alman hizmete
yonelik pismanlik, sinirlilik ve hayal kiriklig1 gibi duygularin, sikayet etme, olumsuz agizdan agiza
iletisim, davrarus degistirme gibi davranislara ve turist memnuniyetsizligine yol agmaktadir (Jang vd.,
2013; Zeelenberg & Pieters, 2004).

Turist memnuniyetsizligi sikdyet etmeye ve olumsuz agizdan agiza iletisime neden olmaktadir.
Dolayisiyla, turistlerden elde edilen geri dontislerin, isletmeler i¢in oldukca 6nemli oldugunu soylemek
miimkiindiir. ilgili yazinda, TripAdvisor.com’da aldiklar1 hizmetlere ya da maruz kaldiklar1 durumlara
iliskin olumsuz goriislerini veya sikayetlerini belirten turistlerin, memnuniyetsizliklerine sebep olan
faktorleri degerlendiren ¢ok sayida galisma bulunmaktadir (Alrawadieh 2021; Giilli ve Akgay 2021;
Jiang vd. 2010; Keskin vd. 2021; Kuhzady ve Ghasemi 2019; Padma ve Ahn 2020; Prakash vd. 2019; Sen
2021; Xu ve Li 2016; Yazici, Ayyildiz ve Cimenci 2021). Restoranlar hakkinda yapilan sikayetleri ele alan
bir ¢alismanin sonuglari, misafirlerin genellikle lezzet problemi, adil fiyat problemi ve 6zenli/ dikkatli
¢alisan problemi konusunda olumsuz goriis bildirdikleri belirlenmistir (Sen, 2021). Topkap: Saray1
Miizesini ziyaret eden bireylerin deneyimleri hakkinda belirtmis olduklar1 olumsuz goriisleri inceleyen
bir calismada, bireylerin genellikle yonetim, ziyaretciler ve miize deneyimi, miize nitelikleri, ticret,
ambiyans vb. konular hakkinda sikdyetci olduklarmi tespit edilmistir (Alrawadieh, 2021). Otel
isletmelerinden alman hizmetlere yonelik belirtilen olumsuz goriisleri ele alan bazi calismalarin
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sonuglari, turistlerin genellikle oda nitelikleri ve c¢alisan nitelikleri (Padma & Ahn, 2020); hizmet,
yiyecek-igecek, otel mimarisi ve personel (Yazici Ayyildiz & Cimenci, 2021); odalar ve yiyecek-igcecek
(Keskin vd., 2021); genel, restoran ve yiyecek-icecek, odalar, 6n biiro, hizmet kalitesi ve yonetim (Giillu
& Akgay, 2021); restoran, internet ve oda (Kuhzady & Ghasemi, 2019) ve internet, tesisler, park alarn,
banyo, giirtiltii, ytizme havuzu ve oda temizligi (X. Xu & Li, 2016) konularinda sikédyetci olduklarim
gostermistir. Yaban hayat1 turizmi kapsaminda dogal parklar1 ziyaret eden turistlerin ziyaretleri
hakkinda belirtmis olduklar1 olumsuz goriisleri degerlendiren bir calismamin sonuglari, turistlerin
sikayetci olduklar1 konularin yaklasik %75'inin park yonetimiyle ilgili, geri kalan unsurlarin da tur
operatoriiyle ilgili sorunlar oldugu; baslca sikayet unsurlarinin ise yogun trafik sikisikligi ve yaban
hayat1 gozleme firsatlarimin yetersizligi oldugunu gostermistir (Prakash vd., 2019). Ancak, belirtilen
olumsuz goriislerin veya sikdyetlerin, turistlerin genel memnuniyet durumlar1 ya da memnuniyetsizlik
durumlar: {izerinde kesin bir etkisinin oldugunu soylemek miimkiin degildir. Bu kapsamda, s6z
konusu platformda Dbelirtilen olumlu veya olumsuz gorisler/sikdyetler ile genel
memnuniyet/ memnuniyetsizlik arasinda bir iliski olup olmadigimni belirlemek i¢in yapilan bir
arastirmanin  sonuglart da yapilan olumlu veya olumsuz yorumlar ile memnuniyet veya
memnuniyetsizlik arasinda zayif bir iliski oldugunu gostermistir (Jiang vd., 2010).

Yiyecek-icecek isletmeleri ve konaklama isletmelerinde memnuniyetsizlige neden unsurlar1 belirleyen
calismalarin yani sira destinasyonlara yonelik turist memnuniyetsizligi yaratan unsurlari inceleyen
calismalar da bulunmaktadir (Bianchi 2016; George, Henthorne ve Williams 2010; Korzay ve Alvarez
2005; Kozak 2007; Lam-Gonzalez vd. 2021; Marin ve Taberner 2008; Ryu, Um ve Lee 2012). Avrupal
turistlerin, tatillerini gecirdikleri destinasyonlarda memnuniyetsizliklerine etki eden destinasyon
ozelliklerini belirlemeye yonelik yapilan bir calismamin sonuglari, fazla gelismis ve fazla kalabalik
turizm faaliyetleri ve destinasyonun gevresel olarak bozulmasi faktodrlerinin misafir memnuniyetsizligi
yaratan faktorler oldugu sonucunu ortaya cikarmistir (Marin & Taberner, 2008). Japon turistlerin
Turkiye'ye yonelik memnuniyetsizlik duymalarina neden olan faktorleri ele alan bir calismada, hijyen
ve sanitasyon, Tiirk insani ile iletisim ve etkilesim, fiyat belirsizlikleri ve 6deme giicliikleri, pahali
fiyatlar, trafik ve ulasim, havayolu ve havaalani hizmetleri, konaklama hizmetleri ve otel altyapis: ve
cevre ve sehir kosullar1 gibi faktorlere yonelik, Japon turistlerin memnun olmadiklar: belirlenmistir
(Korzay & Alvarez, 2005). Tirkiye'yi ziyaret eden yabanci misafirlerin sikayet ettikleri durumlar1 ve
tatil deneyimleri arasindaki iliskiyi ele alan bir baska ¢alismanin sonuglar ise, misafirlerin genellikle
fiziksel ve ticari taciz, temizlik ve hijyen eksikligi, engelli tesislerinin yetersizligi, havaalaninin
yetersizligi, altyapr hizmetlerinin yetersizligi gibi konularda sikayetlerinin oldugu, s6z konusu
durumlardan sikayetci olan misafirlerin destinasyonu tavsiye etme olasiliklarimin sikayetci
olmayanlara gore diisiik oldugu sonucuna ulasilmistir (Kozak, 2007). Havana-Kiiba'y1 ziyaret eden ve
kiilttir turlarina katilan turistlerin memnuniyetsizliklerine etki eden unsurlar: belirlemek i¢in yapilan
bir calismada, hijyen, temizlik ve kabalik faktorlerinin turistlerin aldiklar1 hizmete yonelik
memnuniyetsizlik duymalarina sebep oldugu belirlenmistir (Lam-Gonzalez vd., 2021). Hindistan,
Kerala ve Goa'y1 ziyaret eden medikal turistlerin, destinasyonlara yonelik memnun olmadiklar:
faktorleri belirlemek icin yapilan bir ¢alismanin sonuglari, tistiin saglik hizmetlerinden memnun iken
turizm hizmetlerinin sunumu konusunda memnun olmadiklarimi gostermistir (George vd., 2010).
Kore'de festival katilimcilarinin memnuniyetsizlik durumlarina etki eden unsurlarin belirlenmesi
amactyla gerceklestirilen bir calismada, turizm destinasyonun 6zelliklerinin hem memnuniyet hem de
memnuniyetsizlik durumunu etkilerken, turistlerin psikolojik diistince yapilarinin sadece memnuniyet
diizeylerini etkiledigi belirlenmistir. Bu kapsamda, calismada elde edilen bulgular dogrultusunda
turistlerin psikolojik ihtiyaglar1 giderildiginde memnuniyet diizeylerinin artacag1 ¢ikarimi yapilmistir
(Ryu vd., 2012). Yalmz seyahat eden turistlerin memnuniyetsizliklerine sebep olan unsurlarin
incelendigi bir calismada memnuniyetsizlik unsurlari, destinasyon faktorleri ve insan etkilesimi
faktorleri olarak ele almmistir. Bu kapsamda, giivenlik (destinasyon faktorii) ve arkadasca
davranmayan servis personeli (insan etkilesimi faktorii) memnuniyetsizlige sebep olan ana unsurlar
olarak belirlenmistir (Bianchi, 2016).
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Yontem

Bu arastirma, Antalya’y1 ziyaret eden yabanci turistlerin, hayal kirikliklarma neden olan unsurlar:
incelemek amaciyla gerceklestirilmistir. Bu dogrultuda, ¢alisma kesfedici bir arastrma yaklasimin
benimsemistir. Calismanin verileri, Antalya Havalimam dis hatlar terminalinde 2-5 Temmuz 2019
tarihleri arasinda 154 Ingiliz, Alman ve Rus ziyaretcilerden kolayda 6rneklem yontemi ile elde
edilmistir. Katilimcilara demografik (6rn. yas, medeni durum) ve tatil tercihlerine iliskin 6zelliklerin
(o6rn. gelis sayis1, geceleme sayist) yamn sira sinirlandirma koymayan agik uglu tek soru sorulmustur
(Tatiliniz esnasinda sizi hayal kirikli§ina ugratan bir sey oldu mu? (Liitfen belirtiniz)). Elde edilen cevaplardan
Rus ve Almanca dillerinin ¢evirisi i¢in alaninda uzman kisilerden destek alinmustir. ingﬂizce cevirisi ise
yazarlar tarafindan yapilmstir.

Calismada, nitel arastirma desenlerinden durum ¢alismasi kullanilmistir. Durum calismasi, bir veya
birden fazla durum ya da olay1 derinlemesine incelemek amaciyla cesitli kaynaklardan (goriismeler,
dokiimanlar vs.) veri elde edilerek, duruma iliskin temalarin belirlendigi bir yontemdir (Creswell &
Poth, 2019). Straus ve Corbin (1990), nitel arastirmalarda verilerin analizinde siklikla betimsel ve icerik
analizinin kullanildigim ifade etmistir. Bu dogrultuda, turistler tarafindan doldurulan soru formlar:
icerik analizi kullanilarak incelenmistir. icerik analizinde, elde edilen veriler isleme tabi tutularak ayni
veya benzer anlama gelenler ortak temalar altina bir araya getirilmektedir (Ozcan, Oran, & Arik, 2018).
Icerik analizinde elde edilen verilere ilk olarak kodlama yapilmistir. Daha sonra kodlardan yola ¢ikarak
temalar olusturulmustur. Temalarin isimlendirilmesinde, destinasyon cekicilikleri/6zellikleri tizerine
gerceklestirilmis calismalarda (Alegre & Cladera, 2006; Y. Xu, Jin, & Lin, 2018) ortaya konan
boyutlardan faydalanilmistir. Son olarak ise elde edilen temalar yorumlanmistir (Uziimctii, 2015).
Yapilan kodlama islemi sonrasi belirlenen temalar ve alt temalar Sekil 1’de paylasiimistir.
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Arastrmanin giivenirligini test etmek amaciyla Kappa analizinden faydalamlmustir. Cohen's Kappa
katsayzsy, iki kodlayicr tarafindan verilen degerlerin karsilastirmali uyusmasimin giivenirliginin analizi
i¢in kullanilmaktadir (Landis & Koch, 1977). Bu dogrultuda, turistler tarafindan acik uglu soruya verilen
cevaplarin kodlanmasi i¢in pazarlama alaninda ¢alisan iki turizm akademisyeninden destek alinmistir.
Akademisyenler tarafindan yapilan kodlamalar karsilastirilmis ve benzerlikleri kontrol edilmistir.
Analiz sonucunda Cohen's Kappa katsayisi 0,77 olarak saptanmistir. Landis ve Koch’a (1977) gore 0,61-
0,80 arasindaki degerlerin, iki kodlayici arasinda énemli diizeyde uyumlu oldugunu gostermektedir.
Dolayisiyla yapilan kodlamanin giivenilir oldugu sdylenebilir.

Bulgular

Katilimcilara iliskin demografik bulgular ve tatil tercihlerine iligskin 6zellikler Tablo 1’de gosterilmistir.
Katilimcilarin %57,9'u kadm, %601 evli ve %42,2'si 18-30 yas grubu araligindadir. Katilimcilarin
milliyetleri incelendiginde, dengeli bir dagilimdan s6z edilebilir (%39,6 1ngi1iz, %31,8 Alman ve %28,6
Rus). Katilimcilarin %68,9'u ailesiyle tatil yapmis ve %50'si Antalya’y1 ilk kez ziyaret etmistir. Son
olarak, katilimcilarin %48,7'si 8-14 gece aras1 konaklamustur.

Tablo 1. Demografik Bulgular ve Tatil Tercihleri

Demografik Bulgular f % Tatil Tercihleri f %
o Kadmn 88 57,9 Aile 102 68,9
Cinsiyet
Erkek 64 42,1 Kiminle sgyghgt Arkadas 36 24,3
) Bekar 58 40,0 | ettigi Akraba 6 41
Medeni durum .
Evli 87 60,0 Yalniz 4 2,7
Ihgiliz 61 39,6 ilk kez 75 50,0
Milliyet Alman 49 31,8 | Gelis sayist Ikinci kez 31 20,7
Rus 44 28,6 Uc kez ve tizeri 44 29,3
18-30 65 42,2 1-7 gece 73 47 4
31-45 58 37,7 8-14 gece 75 48,7
Yas Geceleme sayist
46-59 27 17,5 15 gece ve tizeri 2 1,3
60 yas ve tlizeri 4 2,6

Antalya’y ziyaret eden turistlerin destinasyonda kendilerini hayal kirikligina ugratan unsurlara iliskin
sonuglar Tablo 2'de gosterilmistir. Tablo 2 incelendiginde, turistleri en fazla hayal kirikligina ugratan
unsurun konaklamaya (%42,44) iliskin unsurlar oldugu sonucuna ulasilmistir. Konaklamay1 sirasiyla
yiyecek-igecek (%13,95), ahisveris (%11,63), cevre ve hava (%8,72) ve fiyat (%6,40) temalar1 izlemektedir.

Tablo 2. Turistleri Hayal Kirikligina Ugratan Faktorler

Tema f %
Konaklama 73 %42,44
Yiyecek—igecek 24 %13,95
Aligveris 20 %11,63
Cevre ve Hava 15 %8,72
Fiyat 11 %6,40
Tutum 5 %2,91
Dolandirilma 4 %2,33
Taciz 4 %2,33
Transfer 4 %2,33
Tur 3 %1,74
Sokak Hayvanlar1 3 %1,74
Havaalan: Hizmetleri 3 %1,74
Diger 3 %1,74
Toplam 172 %100

Turistlerde hayal kirikligina ugratan tema ve alt temalara iliskin bulgular Tablo 3'te sunulmustur. En
stk hayal kiriklig1 yaratan temalar1 ve alt temalar: inceledigimizde konaklama temasimn otel (6rn.
“Calisanlar kabaydi, yemekler kotiiydii, otel kitii kokuyordu, pire vardi”..), yabanci dil (6rn. “Cocuk
animasyonunda Almanca bilen kadin ¢alisan yoktu.”, “Rusca bilen var, ama Almanca yok...”, “Oteldeki servis
personelinin misafirlere karsi tavr1...”) ve otel personeli (“Oteldeki servis personelinin misafirlere kars: tavr1...”),
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misafirler (“Sezlonglarin kisiler tarafindan giin boyu tutulmas: ve kullanmamast.”, “Diger tatil yapanlarin kaba
olmasi.”) ve hizmet (“Detaylara odaklanmada eksiklik.”) alt temalarindan olustugu goriilmektedir.

Tablo 3. Hayal Kirikli1 Yaratan Alt Temalar

Tema Alt Tema f %
Otel 17 %23,29
Yabanci dil 12 %16,44
Konaklama Otel personeli 12 %16,44
Misafirler 11 %15,07
Hizmet 10 %13,70
Toplam 62 %84,93
vi i K Yemek 19 %79,17
tyecei-icece fcecek 5 %20,83
Toplam 24 %100,00
Saticilar 16 %80,00
Aligveris olanaklar1 2 %10,00
Aligveris Pazarlik 2 %10,00
Toplam 16 %100,00
Sahil 8 %53,33
Kirlilik 3 %20,00
Cevre ve Hava Sicak hava 2 %13,33
Yollarin durumu 1 %6,66
Plastik kullanimi 1 %6,66
Toplam 11 %73,33
. Pahalilik 11 %100
Fiyat
Toplam 11 %100
Yerel halkin tutumu 5 %100
Tutum
Toplam 5 %100
Dolandirilma 4 %100
Dolandirilma
Toplam 4 %100
Taci Taciz 4 %100
acz Toplam 4 %100
Mesafe 4 %100
Transfer
Toplam 4 %100
Tur 3 %100
Tur
Toplam 3 %100
Sokak hayvanlari 3 %100
Sokak hayvanlar:
Toplam 3 %100
. . Havaalan1 hizmetleri 3 %100
Havaalani hizmetleri
Toplam 3 %100
Bahsis 1 %33,33
N Dilenciler 1 %33,33
Diger —
Fotografci 1 %33,33
Toplam 3 %100

Yiyecek-igecek temasi yemek (“Kahvalti sumrliydi.”, “..yemekler kétiiydii...”, ...daha fazla cesit olsaydi daha
iyi olurdu...”, “...genellikle aym seyler”), icecek (“All inclusive paketi o kadar iyi degildi. lyi icecekler yok.”)
olmak tizere iki alt temadan olusmaktadir. Aligveris temasi saticilar (“Gezi turlar: satanlar cok biktirdilar.”,
“Sahildeki misir saticisina misirin bozuk oldugunu soyledik ve paramizi iade etmesini istedik. Polisle tehdit edene
kadar paramizi vermek istemedi”, “Magazalarda 1srarla satis yapilmast.”, “Calisanlarin, insanlarin iceri girmesi
icin bagirmalan”), alisveris olanaklar1 (“Miisliimanlar igin uygun alisveris olanaklan yok.”) ve pazarhk

(“Pazarda insanlar pazarlik etmek istemiyor, cok kaba.”) alt temalarindan olusmaktadir.

77

Cevre ve hava temasi sahil (“Kumlu plajlarin olmamas:”, “ Kirli sahiller”, “ Denize giris tehlikeliydi, taslikt1.”)
ve kirlilik (“Denize akan nehir kirli”, ... sahil ve gevresindeki ¢op”), sicak hava (“Cok sicak olmas1.”), plastik
kullamim (“¢ok fazla plastik tabak kullammnn...”) alt temalarindan olusmaktadir. Fiyat temas1 pahalilik
(“Her seyin fiyat1 ¢ok yiiksek.”, “Jet ski cok pahali.”) alt temasindan olusmaktadir. Tutum temast ise yerel

halkin tutumu (“Kabalik.”) alt temasindan olusmustur.
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Tablo 4. Milliyetlerine Gore En Fazla Hayal Kirikligina Ugranan Unsurlar

Ingiliz Alman Rus
Konaklama 29 %40 22 %30 22 %30
Yiyecek-Icecek 14 %58 8 %33 2 %8
Aligveris 7 %35 11 %55 2 %10
Cevre ve Hava 4 %27 5 %33 6 %40
Fiyat 1 %9 4 %36 6 %55

Turistlerin milliyetlerine gore en fazla hayal kirikligia ugradiklar: unsurlar Tablo 4'te sunulmustur.
Buna gore, Ingiliz turistlerin konaklama ve yiyecek-icecek temalarinda Alman ve Rus turistlere gore
daha fazla hayal kirikhigma ugradiklary; Alman turistlerin alisveris temasinda Ingiliz ve Rus turistlere
gore daha fazla hayal kirikligina ugradig ve Rus turistlerin cevre ve hava ve fiyat temalarinda Ingiliz
ve Alman turistlere gore daha fazla hayal kirikligina ugradig sylenebilir.

Sonugc, Tartisma ve Oneriler

Rekabetci bir cevrede faaliyet gosteren turizm isletmelerinin, hizmet kalitelerini artirabilmeleri ve
rekabet avantaji kazanabilmeleri i¢in, misafirlerden elde edilen geri dontisler hayati nem tasimaktadir.
Ogzellikle, misafirlerin memnuniyet diizeylerini olumsuz etkileyen veya sikayetci olduklar1 konularin
belirlenip, ¢oztime kavusturulmas: oldukca dnemlidir. Bilgi iletisim teknolojilerinin bu denli gelistigi
ginimiizde, isletme veya destinasyonun {irtin/hizmetleri hakkinda hizli bir sekilde yayilabilecek
olumsuz goriis ve diisiinceler, isletme ve destinasyonun basarisini olumsuz yonde etkileyebilmektedir.
Bu baglamda, bu galismada Antalya’y1 ziyaret eden yabanci turistlerin, hayal kiriklig1 yasadiklar:
durumlar: tespit etmek amaglanmistir. Calisma kapsaminda elde edilen bulgular Antalya’y1 ziyaret
eden yabanci turistlerin ¢cogunlukla; konaklama, yiyecek-igecek, alisveris, g¢evre ve hava ve fiyat
konularinda hayal kirikligina ugradiklar: belirlenmistir. S6z konusu bulgu, benzer konuda 6nceki
yillarda gerceklestirilen calismalarin bulgulariyla benzerlik gostermektedir (Alrawadieh, 2021; Bianchi,
2016; Giillti & Akgay, 2021; Keskin vd., 2021; Korzay & Alvarez, 2005; Kuhzady & Ghasemi, 2019; Marin
& Taberner, 2008; Padma & Ahn, 2020; Yazic1 Ayyildiz & Cimenci, 2021).

Elde edilen bulgular turistlerin yogun olarak konaklama ile iligkili konularda hayal kiriklig:
yasadiklarini ortaya ¢ikarmistir. Calisma kapsaminda ulasilan bu sonug, 6nceki ¢calismalarin sonuglarini
desteklemektedir (Alrawadieh, 2021; Bianchi, 2016; Giillii & Akgay, 2021; Keskin vd., 2021; Korzay &
Alvarez, 2005, Kuhzady & Ghasemi, 2019; Padma & Ahn, 2020). Korzay ve Alvarez (2005), Japon
turistlerin Tiirkiye’de gecirmis olduklar tatillerine iliskin memnuniyetsizlik duyduklar: faktorlerin
arasinda konaklama hizmetlerinin yer aldigini tespit etmistir. Dolayisiyla mevcut ¢alismanin soz
konusu bulgusu, Korzay ve Alvarez (2005) tarafindan gergeklestirilen galismayr desteklemektedir.
Buradan hareketle, turistlerin milliyetleri, yasadiklar1 bolge, tatillerini gecirdikleri destinasyon vs. farkl
olsa da benzer konularda memnuniyet seviyelerinin diisiik oldugunu soylemek miimkiindiir.
Konaklama temas: altinda turistlerin en fazla, otel, yabanci dil ve otel personeli konusunda hayal
kiriklig yasadiklari tespit edilmistir. Arastirma katilimeilarmin %50'sinin destinasyonu ilk defa ziyaret
ettikleri goz ontinde bulunduruldugunda ve turizm {rtin/hizmetlerinin soyut oldugu
dustniildiugiinde, konakladiklar1 otel isletmesine yonelik beklentilerinin yiiksek oldugu ve bu
beklentilerin karsilanamadig1 soylenebilir. Ayrica, otel personelinin, gorev yaptiklart departmanin
gerektirdigi asgari niteliklerinden yoksun olabilecekleri, yabanci dil bilgilerinin yeterli seviyede
olmayabilecegi; bu sebeple, turistlerin s6z konusu alt temalara yonelik beklentilerinin yeterli sekilde
karsilanamamasi nedeniyle hayal kiriklig1 yasadiklar: ifade edilebilir.

Turistlerin hayal kirikligia ugradiklarn bir diger unsurun yiyecek-icecek oldugu belirlenmistir. Bu
bulgu, onceki yillarda yapilmis calismalardan elde edilen bulgular: desteklemektedir (Giilli & Akcay,
2021; Keskin vd., 2021; Kuhzady & Ghasemi, 2019; Yazic1 Ayyildiz & Cimenci, 2021). Yiyecek-igecek
temasi altinda turistlerin memnuniyetsizlik seviyelerinin yiikselmesinin en 6nemli sebebinin yemekler
oldugu sonucuna ulasilmistir. Antalya destinasyonunda ¢ogunlukla her sey dahil konsepti ve kitle
turizmi kapsaminda hizmet sunumu gerceklestirilmektedir. Bu baglamda, cok sayida misafire
sunulmak tizere farkli ve yiiksek miktarda gidanin islenmesi ve sunulmasi gerekmektedir. Bu ytizden,
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turistlere sunulan yemeklerin goriintisii, tadi ve kalitesi konusunda aksakliklarin yasanabilecegi
soylenebilir. S6z konusu bu aksakliklarin da turistlerin memnuniyet seviyelerini olumsuz etkiledigini
ifade etmek miimkiindiir. Bu baglamda, yiyecek-icecek boliimiinde ¢alisan personel sayisinin nitelik ve
nicelik bakimindan artirilmasi bu sorunun giderilmesinde rol oynayabilir.

Calisma kapsaminda elde edilen bir diger bulgu, turistlerin destinasyonun cevre ve havasi konusunda
memnuniyet diizeylerinin diisiik oldugudur. S6z konusu bu bulgu, ilgili literattirle ortiismektedir
(Korzay & Alvarez, 2005; Marin & Taberner, 2008). Cevre ve hava temasinda en fazla sahil ve kirlilik
unsurlari, turistlerde hayal kiriklig1 yaratmistir. Turizm olgusu 6nemli olctide dogal giizelliklere
dayanmaktadir. Dolayisiyla, destinasyonlara ait dogal gtizelliklerin korunmasi ve stirdiirtilebilirliginin
saglanmasi, turizm hareketliliginin stirekliligi icin 6nem arz etmektedir. Ancak turistlerin Antalyanin
dogal giizelliklerinin korunmasi konusunda beklentilerinin karsilanmadigi, bu sebeple s6z konusu
durumla ilgili memnuniyet diizeylerinin disttigti soylenebilir.

Turistlerin almis olduklar1 hizmetlere iliskin fiyatlar konusunda hayal kiriklig1 yasadiklari
belirlenmistir. Bu bulgu, 6nceki yillarda yapilmis ¢calismalarin bulgulariyla paralellik gostermektedir
(Korzay & Alvarez, 2005; Sen, 2021). Turistler, satin almis olduklar: hizmetlere 6dedikleri ticretlerin
pahali oldugunu diistinmektedirler. Konaklama hizmetleri ve yiyecek-icecek hizmetlerine yonelik
yasamis olduklar1 hayal kirikliklar1 goz oniinde bulunduruldugunda, turistlerin ddemis olduklar:
ticrete karsilik aldiklar1 hizmetlerin yetersiz oldugunu diistindiikleri soylenebilir.

Calismada turistlerin hayal kiriklig1 yasadiklari diger bir alan alisveris unsurudur. Alisveris
kapsaminda turistlerin memnuniyet diizeylerinin dustik oldugu en 6nemli unsurun, saticilar oldugu
sonucuna ulasilmistir. Benzer bir bulgu Alanya’da yapilan galismada da ortaya ¢ikmistir. Barutqu vd.
(2011) calismaya katilan turistlerin ¢cogunun saticilarin tutumlarindan memnun olmadiklarin tespit
etmislerdir. Saticilarin iletisim kurduklar1 turistlere iirtin/hizmet satma niyeti ve israri, turistleri
rahatsiz etmis ve memnuniyet diizeylerinin diismesine sebep olmus olabilir. Yerel yonetimlerin yerel
isletmelere yonelik denetim gerceklestirmesi bu sorunu minimize edebilir. Ozellikle gizli miisteri
yaklagimi kullanilarak, turistleri rahatsiz edecek diizeyde davrarnista bulunan isletmelere ve kisilere
caydirici tedbirler uygulanabilir.

Turkiye’'de tatil yapan yabanci turistlerin memnuniyet diizeylerini diistiren veya sikayetci olduklari
konular1 belirlemek amaciyla Korzay ve Alvarez (2005) ve Kozak (2007) tarafindan gerceklestirilen
calismalarin sonuglari, turistlerin havaalani ve havaalami hizmetlerinin yetersizligi ve taciz
konularindan sikayetci olduklar1 belirlenmistir. Ancak mevcut calismada havaalani, havaalanm
hizmetleri ve taciz konularinda turistlerde bir hayal kirikligi tespit edilmemistir. S6z konusu
calismalarin, yapilis yillar1 goéz ontine alindiginda, ulasim altyapis1 ve hizmet kalitesi konularinda
yasanan gelismelerin, ilgili konu hakkinda sikayetlerin/hayal kirikliklarinin azalmasina veya ortadan
kalkmasina katk: sagladigim ifade etmek miimkiindiir. Antalya’min turizm sektoriinde uzun yillardir
hizmet vermesi ve yerel halkin turistlere yonelik algilarmda meydana gelmis olabilecek olumlu yondeki
degisimlerin, turistlerin taciz konusunda bir sikayetlerinin olmamasina katk: sagladig: ifade edilebilir.

Gelecek yillarda, Tiirkiye'nin onde gelen diger destinasyonlarinda benzer calismalar yapilabilir ve
sonuglar karsilastirilabilir. Ayni1 zamanda, Antalya’y1 ziyaret eden diger milliyetlere tabi turistlerle
benzer bir ¢alisma gerceklestirilerek, hayal kirikligi yaratan unsurlar arasindaki farkliliklar ele
alinabilir.
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Turizm Egitimi Alan Ogrencilerin Sanal Miize Turlarina Yénelik
Goriisleri

Opinions of Students with Tourism Education on Virtual Museum Tours
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Oz

Bu calismada turizm egitimi alan 6grencilerin Kiiltiir ve Turizm Bakanlig1 web sitesinde mevcut olan
sanal miize gezintilerine iliskin goriislerinin ortaya koyulmasi, sanal miize gezintilerinin 6grencilere
faydasi, ogrencilerin tura iliskin memnuniyet diizeyleri, web sitenin tasarmmi, kullanum kolaylig1 ve
sanal tur gezintisinin 6grencilerin tekrar ziyaret etme niyetlerine olan etkilerinin belirlenmesi
amaclanmustir. Etik kurul izni almarak 6grencilerle yiiz yiize goriisme sonucu yapilan arastirmada
fenomenolojik desen kullanilmis olup verilerin analizinde ise nitel analiz yontemi olan icerik analizi
yontemi kullanilmistir. Analizlerde MAXQDA 2022 programi kullanilmustir. Analiz sonucunda
ogrencilerin sanal miize kavramina yonelik goriislerinin olumlu oldugu, turun katilimcilara fayda
sagladigi, memnuniyet diizeylerinin olumlu yénde oldugu, web sitenin tasariminin kullanisl ve kolay
oldugu ve turun 6grencilerin yeniden ziyaret etme {iizerinde olumlu etkilerinin oldugu sonucuna
ulasilmustir. Bununla birlikte web sitede bilgilendirme, netlik ve gorsellik konularinda eksiklikler
oldugu belirlenmis ve bu hususlarda bir takim 6nerilerde bulunulmustur.
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available on the website of the Ministry of Culture and Tourism, the benefits of virtual museum tours
for students, students' satisfaction levels with the tour, the design of the website, ease of use and the
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Giris

Gegmisi MO 5000'li yillara dayanan teknoloji kavrami, 1980°li yillarda hizli bir sekilde gelisme
gostermis ve 2000'li yillarda dijitallesme siirecine giris yapmustir (Igoz, 2021). Guintimiizde insan
yasaminmin her alaninda etkili olan teknoloji, turizm sektdriinde de 6nemli bir paya sahiptir. Akill
enerji sistemleri, WIFI, mobil uygulamalar, robotlar, QR kodlar, RFID (Radio Frequency Identification-
Radyo Frekans: ile Tamimlama) teknoloji, giyilebilir teknoloji, nesnelerin interneti, bulut bilisim,
biiyiik veri, akilli bileklik, artirilmus gergeklik, sanal gerceklik ve sanal tur gibi uygulamalar turizm
isletmelerinde kullanilan teknolojilerin geldigi son noktadir (Canadi vd., 2010; Morgan, 2014; Hunter
vd, 2015; Vidal, 2019). Turizm merkezlerinin genis kitlelerce goriilmesi ve tammnmasim kolaylastiran
internet, ziyaret oncesi bilgi edinme ve karar verme konusunda nemli bir aragtir (Ates ve Boz, 2015).
Turistik tirtin ve hizmet satin almak isteyen tiiketiciler, web siteleri, sosyal medya hesaplar1 veya
mobil uygulamalar sayesinde ziyaret 6ncesi destinasyonlara ait ulasim hizmetleri, konaklama tesisleri
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ve restoranlar hakkinda fikir edinirken, yorenin dogal, tarihi ve kiiltiirel cekicilikleri hakkinda da bilgi
sahibi olabilmektedirler.

Turizm piyasasinda macera turizmi, yayla turizmi, kis turizmi, kirsal turizm, saglik turizmi, spor
turizmi, inang¢ turizmi ve kiltlir turizmi gibi pek ok alternatif turizm {riin ve hizmet cesidi
bulunmaktadir (Hacioglu ve Avcikurt, 2008). Farkli tercihleri olan turistlerin taleplerini karsilamalk,
turizmi dort mevsime yaymak ve stirdiirtilebilirligine katki saglamak amach gelistirilen bu alternatif
turizm cesitlerine son yillarda sanal seyahatler de eklenmistir. Her tiirlii bilgi ve iletisim teknolojisinin
mevcut oldugu sanal ortamlarda turizm hareketine katilmak isteyen ancak zaman bulamayan veya
yeterli biitceye sahip olamayan tiiketiciler i¢in sanal turlar diizenlenmektedir. Sanal miize gezintileri
de bu hizmet ¢esidini olusturmaktadir. Toplumlarin tarihi, inanci, kiiltiirti, sosyal yasantisi, gelenek ve
gorenekleri hakkinda bilgi veren gorsel ve isitsel 6gelerin sergilendigi miizeler, teknoloji sayesinde
daha gortintir hale gelmekte, tanimirlig1 artmakta ve genis kitlelere ulasabilmektedir (Erbay, 2001).
Teather’e (1998) gore sanal ortamdan izlenen eserler izleyicide merak duygusu uyandirmakta ve
gercegini gormek yoniinde onu tesvik etmektedir. Bu acidan bakildiginda sanal miize uygulamalari,
ziyaretcileri sanal miizede izlemis oldugu eserleri yakindan gormek igin destinasyonlara
cekebilmektedir.

Bu calismada sanal miize turlarina 6grenci goziinden bakmak, turizm egitimi alan dgrencilerin Kiilttir
ve Turizm Bakanligimin web sitesinde bulunan sanal miize turlarma iliskin goriislerini ortaya
koymak, web sitenin tasarim, kullanim kolaylig1 ve bilgi acisindan 6grencilere faydasini tespit etmek
amaclanmaktadir. Amac cercevesinde Artvin Coruh Universitesi Arhavi Meslek Yiiksekokulu Turizm
ve Otel Isletmeciligi Boliimiine kayith olan &grenciler drneklem olarak segilmistir. Alanyazinda
konuya iliskin yapilan calismalar incelenmistir. Turizm egitimi alan 6grencilerin goriislerini ele alan
kapsamli bir c¢alismaya rastlamilamamis olmasi calismay:r 6zgin kilmakla birlikte Snemini ve
gerekliligini ortaya koymaktadir. Calisma ti¢ boliimden olusmaktadir. Birinci boliimde sanal miizelere
iliskin literattir taramasi yapilmis, ikinci boliimde arastrmanin yontemine deginilmis, {ictincii
boliimde analizler sonucunda elde edilen bulgulara yer verilmis, son boliimde ise sonug ve tnerilere
yer verilmistir.

Kavramsal Cerceve

Yunanca “mouseion” kelimesinden dilimize ge¢mis olan miize kavrami, Turk Dil Kurumu'na gore,
sanat ve bilim eserlerinin halkin gormesi igin sergilendigi yer olarak tanimlanmaktadir
(https:/ /sozluk.gov.tr/). Kiltir ve Turizm Bakanligi, miizeleri; tarihi eserleri, bilimsel yollarla
aragtiran, ortaya cikaran, tanitan, sergileyen, toplumun kiiltiir seviyesini artirmay1 ilke edinen egitim,
bilim ve sanat kurumlar1 olarak ifade etmektedir (Kultiir ve Turizm Bakanligi, 2022). Uluslararasi
Miizeler Konseyi (ICOM) ise miizeleri, “insanligin ve cevresinin somut ve somut olmayan mirasin
egitim, calisma ve eglence gibi amaglarla koruyan, arastiran, ileten, sergileyen, topluma ve gelisimine
hizmet eden, kar amaci giitmeyen, kalict bir kurum olarak tanimlamaktadir (ICOM, 2007). Bu
tanimlamalar cercevesinde miizelerin, toplumlarin tarihini sosyal yasamini ve kiiltiirtinii yansittig
soylenebilir. Kiilttir turizmi kapsamina giren miizeler, turistlerin ziyaret ettikleri destinasyonlarin
sosyal yasamu ve kiltirtine ait bilgiler vermektedir (Kervankiran, 2014). Alternatif turizm
cesitlerinden biri olan kiiltiir turizmi, aym zamanda turizmde stirdiirtilebilirligin sosyo-kiiltiirel
boyutuna katki saglamaktadir. Toplumlarin sahip oldugu degerlere ait eserleri ytizyillar boyunca
saklayabilen miizeler bu eserleri gelecek nesillerin de gérmesini saglayabilir.

Teknolojinin turizm sektoriine hizl bir giris yapmasiyla birlikte miizecilik anlayisinda da bir takim
gelismeler yasanmuistir. Insanlarin miize ziyaretleri i¢in zaman bulamamasi, maliyet agisindan imkéan
bulamamasi, saatlerin uyusmamasi veya saglik sorunlarindan dolayi fiziksel ortamda bulunamama,
gibi unsurlar sanal miizecilik kavraminin ortaya ¢ikmasini ve yayilmasin saglamistir. Ayrica, 2019
yilinda ortaya ¢ikan Covid-19 salgmminin da sanal miizelerin yayilmasinda etkisi oldugu sdylenebilir.
Elektronik miize, dijital miize, cevrimici miize gibi isimlerle de amilan sanal miize kavrami, elektronik
medya araciligiyla erisilen, dijital olarak kaydedilmis gortintiiler, ses dosyalari, metin belgeleri ve
diger tarihi, bilimsel veya kiiltiirel agidan ilgi cekici veriler toplulugu olarak tamimlanmaktadir
(Britannica, 2021). Schweibenz (1998)’e gore sanal miizeler, farkli medya araglarindan istifade ederek,
say1sal objeleri ve bunlara iliskin verileri biinyesinde barindiran, ziyaretcilerle kesintisiz bir iletisim ve
diinya capmnda erisimi kolaylastirmak icin alisilmisin disina ¢ikan ve fiziksel ortama ihtiyag
duymayan miizelerdir.

Sanal miizeleri miizelerden farkli kilan bazi ayrimlar vardir. Sanal miize web siteleri, kullaniciya
dakikalar icerisinde birden fazla miizeyi ziyaret etme kolaylig1 saglamaktadir. Ayrica, miizelerde
eserlere camekan arkasindan bakilirken sanal miizelerde yakinlastirma segenekleri sayesinde
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kullanicilar eserleri yakindan detayli gorebilmekte ve eserler hakkinda bilgi alabilmektedir. Miize
salonlarinda acilis-kapanis saatleri mevcutken sanal miizelerde 7/24 ziyaret yapilabilmektedir.
Miizelerde ziyaretci kapasitesi varken sanal miizelerde kapasite sinirsizdir (Kaya ve Okumus, 2018).

1950°li yillar sonrasi sanal miize kavramina yonelik iki farkli bakis acis1 gelistirilmistir. Walter
Benjamin, sanal miizelerin gercegi yansitmadigini iddia ederken, André Malraux ise, sanal miizelerin
var olanin tizerine yeni 6zellikler ekledigini savunmustur (Blanchard, 1981). Giintimiizde miizelerin
oldugu sekilde djjital ortama yansitildig1 pek ¢ok sanal miize uygulamas: bulunmaktadir. 1991 yilinda
olusturulan Guggenheim Sanal Miizesi gercegi birebir yansitan ilk sanal miize olma ozelligi
tasimaktadir (Bianchini, 2019). Diinyaca tunlti Louvre Miizesi, British Miizesi, Orsay Miizesi, Dali
Miizesi, Van Gogh Miizesi ve Vatikan Miizesi uluslararasi sanal miizelere 6rnek verilebilir
(Kasapoglu, 2020). Tirkiye'de ise, 1990’larin basinda Topkap1 Sarayr miizesi ilk sanal miize olarak
hizmet vermeye baslamistir. Daha sonra 1453 Istanbul Panaroma Miizesi, Istanbul Resim ve Heykel
Miizesi, Etnografya Miizesi, Anadolu Medeniyetleri Miizesi gibi bircok miize sanal miize haline
getirilmistir (Dtizgtin, 2008). Ttirkiye’de sanal miize uygulamalarinin oldugu bir diger web site de
T.C. Kilttir ve Turizm Bakanligi, Kiltiir Varliklari ve Miizeler Genel Midirliigu tarafindan
olusturulan https://sanalmuze.gov.tr/ adresinde mevcut olan 50 farkli sanal ortamdir. Bu miizeler
asagidaki tabloda gosterilmektedir.

Tablo 1: Kiiltiir ve Turizm Bakanlig1 Web Sitesinde Bulunan Sanal Miizeler

Adana Arkeoloji | Bayburt Kenan Yavuz | Corum Miizesi Gokyay Vakfi Satrang | Konya Catalhoyiik
Miizesi Etnografya Miizesi Miizesi Orenyeri
Adiyaman  Nemrut | Bitlis Ahlat Selcuklu | Corum Bogazkoy | Hatay Arkeoloji | Malatya  Arslantepe
Oren Yeri Mezarlig Miizesi Miizesi Orenyeri

Aksaray Thlara Vadisi

Canakkale Assos

Corum Bogazkoy

Hazine Miizesi

Mersin Miizesi

Orenyeri Oren Yeri Hattusa Orenyeri
Ankara Anadolu | Canakkale 1915 Hilal I | Denizli Hierapolis Istanbul Arkeoloji | Nevsehir Goreme
Medeniyetleri Miizesi | Ahmer Hastanesi | Oren Yeri Miizeleri Orenyeri

Canlandirma Alani

Laodikeia | Istanbul Tiirk Ve | Samsun Gazi Miizesi
Islam Eserleri Miizesi

Ankara Cumhuriyet | Canakkale Anadolu | Denizli
Miizesi Hamidiye Tabyas1 | Oren Yeri
Canakkale Savaslari

Ankara Tarih Miizesi
Cumhurbagkanlig:
Milli Miicadele Sergisi
Ankara  Etnografya | Canakkale  Destan | Diyarbakir Gre Filla | Istanbul Havalimam | Sanlurfa Gobeklitepe
Miizesi Tanitim Merkezi Orenyeri Miizesi Orenyeri
Ankara Kurtulus | Canakkale Kilitbahir | Eskisehir Odunpazari Istanbul Islam Bilim | Sanlurfa Karahantepe
Savasi Miizesi Kale Mtizesi Modern Miize Ve Teknoloji Tarihi
Miizesi

Ankara Polis Miizesi Canakkale Mehmetcik | Efes Miizesi - Izmir Izmir Atatiirk Miizesi | Sanlurfa Miizesi

Feneri
Ankara Universitesi | Canakkale Troya | Gaziantep  Zeugma | Izmir Efes Oren Yeri Usak Miizesi
Oyuncak Miizesi Miizesi Mozaik Miizesi

Antalya Miizesi Bayburt Kenan Yavuz | Gaziantep Arkeoloji | Konya Boncuklu | Van Miizesi

Etnografya Miizesi Miizesi Hoytik

Literatiirde sanal mtizelerle ilgili yapilan ¢alismalar incelenmistir. Schweibens (1998), miizelerin ve
sanal ziyaretcilerin interneti icerdigi bilgiler sayesinde bir iletisim araci olarak kullandigim
anketlerden elde edilen verilerle agiklamistir. El-Said ve Aziz (2020), sanal turlarin bireyler tizerindeki
etkisini ortaya koymay1 amagladig1 calismasinda sanal turlarin tekrar ziyaret etme niyeti tizerinde
olumlu etkisinin oldugu sonucuna ulasmistir. Al-Makhadmah (2020), sanal miizeleri inang agisindan
ele almis ve sanal miize fikrinin, dini turistik yerlerin tanitimi i¢in ideal bir ¢6ztim oldugunu ve sanal
miizelerin, bu yerleri gérme firsat1 saglayan dini mahremiyetle ilgili engellerin asilmasina katkida
bulundugunu ifade etmistir. Siirme ve Atilgan (2020), arastirmasinda Kiiltiir ve Turizm Bakanligi'nin
web sitesinde bulunan sanal turlara iliskin ziyaret¢i deneyimini ortaya koymus ve sanal tur
memnuniyet diizeyinin sanal tur kullanim diizeyine baglh olarak pozitif yonde oldugunu
vurgulamistir. Bramantyo ve Ismail (2021), arastirmasinda sanal miize turlarmin, halkin ilgisini
artrdigimi ve halkin miizeleri ziyaret edebilmeleri icin alternatif bir yol oldugunu belirtmistir.
Kizilhan (2017), ¢alismasinda Kiiltiir ve Turizm Bakanhg1 web sitesinde bulunan sanal miizeleri igerik
analizi yontemiyle incelemis ve inceleme sonucunda web sitelerin yetersiz oldugunu ifade etmistir.
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Akgtil (2021), sanal miize ziyaretlerinin gercek miize ziyaretine olan etkisini ortaya koymay1
amagladig1 calismasinda turizm 6grencilerinin goriislerine basvurmus ve arastirma sonucunda, sanal
miize ziyaretlerinin gercegini gorme konusunda merak uyandirdigini ve tesvik ettigini ifade etmistir.
Literatiirdeki calismalardan yola cikarak turizm ogrencilerinin Kiilttir ve Turizm Bakanligi web
sitesinde bulunan sanal miizelere iliskin goruislerini iceren kapsamh bir ¢alismaya rastlanilamamis
olmas: sebebiyle bu arastirmanin yapilmasma ihtiya¢ duyulmustur. Dolayisiyla, turizm egitimi alan
ogrencilerin “https:/ /sanalmuze.gov.tr/ “ sayfasinda bulunan sanal miize turlarina iliskin tur 6ncesi,
tur esnasinda ve tur sonrasindaki gortislerinin neler oldugu merak edilmistir. Bu kapsamda
ogrencilerin sanal miize turlari hakkindaki (sanal tur dncesi ve sonrast) goriisleri, memnuniyet diizeylerinin ne
yonde oldugu, web sitenin tasarum ve kullamimmin kolay olup olmadii, daha sonra tekrar ziyaret etme niyetleri
ve sanal miize turlavmmn faydali olup olmadig: sorular1 arastirmanin sorularmmi olusturmaktadir.
Alanyazinda bu kapsamda bir calismaya rastlanilamamais olmasi sebebiyle calismann bundan sonraki
calismalara yol gostermesi, turizm egitimi alan 6grencileri sanal miize ziyaretlerine tesvik ederek
gelisimlerine katki saglamasi, miizeleri yerinde ziyarete tesvik etmesi ve sanal miize websitelerinin
gelisimine katki saglamas1 beklenmektedir.

Yontem

Bu galismanin amaci, turizm egitimi alan 6grencilerin sanal miize gezintilerine iliskin goriislerini
ortaya koymaktir. Sanal miize gezintilerinin 6grencilere faydasi, memnuniyet diizeyleri, web sitenin
tasarimi, kullamim kolaylig1 ve tekrar ziyaret etme niyetlerine olan etkilerinin belirlenmesi de
aragtirmanin  diger amaclarindandir. Bu c¢alismada, nitel arastrma yontemlerinden yar
yapilandirilmig goriisme teknigi (miilakat) kullamlmistir. Oncelikle alanyazindaki calismalardan
(Kizilhan (2017); El-Said ve Aziz (2020); Stirme ve Atilgan (2020); Akgul (2021)) yararlanilarak,
arastirmanin amacina yonelik 15 adet agik uclu soru hazirlanmistir. Ardindan etik kurul izni alinarak
ogrencilerle yiiz ylize goriisme gerceklestirilmistir. Arastirmanin giivenilirligi, inanirlig1 ve gegerliligi
agisindan iki uzman goristi alinmis, katiimcilarin onay: alinmis ve dogrudan alintilar yapilmistir.
Ayrica goriisme Oncesi 6 Ogrenciyle pilot calisma yapilmistir. Uzman goriistt ve pilot calisma
neticesinde son seklini alan sorular, 20.05.2022 tarihinde amagli 6rnekleme yontemiyle segilen Artvin
Coruh Universitesi Arhavi Meslek Yiiksekokulu Turizm ve Otel Isletmeciligi boliimiine kaytli, aktif
devam eden, ulasilabilen ve goniillii olan 35 dgrenci ile tek tek goriistilerek yoneltilmistir. Ogrenciler
sanal tura katilmadan once tur oncesi goriislerine iliskin ilk 5 soru kendilerine yoneltilmistir.
Ardindan sanal tur gezintisine katilmalar1 istenmis ve diledikleri kadar vakit verilmistir. Ardindan,
gezinti esnasi ve sonrasina iliskin 10 soru kendilerine yoneltilmistir. Gortismeler 6grencilerin sanal
miizelerde gegirdikleri zamana ve aktarimma gore 20 dakika ve 1 saat arasinda degisiklik
gostermistir. Ogrencilerin verdikleri cevaplar ses kayit cihaziyla kaydedilmis ve daha sonra yazil
olarak aktarilmistir. Cevaplar 1s181nda elde edilen veriler, nitel arastirma yontemi olan icerik analizi
yontemiyle MAXQDA 2022 programi kullanilarak analiz edilmis ve belirlenen temalar, kategoriler ve
kodlar tablo ve sekillerle birlikte yorumlanmistir. Arastirma deseni olarak fenomenolojik desen
(olgubilim) kullamilmistir.

Bulgular

Arastirmamn bu boliimiinde verilerin analizi, bulgular ve yorumlara yer verilmektedir. Elde edilen
bulgular, tablo ve sekillerle belirtilerek yorumlanmaktadir.

Tablo 2: Katilimcilarin ifadelerine iliskin icerik Analizi

Ana temalar Kategoriler Sorular Kodlar N
Ogrencilerin sanal | Sanal miize kavramma | Sizce sanal miize | Fiziksel olarak gidilemeyen yerleri | 11
turlar hakkindaki | yonelik algt nedir? ziyaret
gortsleri Sanal ortam 5
Internet 6
Teknoloji 6
Sanal miize kavramma | Sanal miizeler | Imkan yaratma acisindan yararlt 12
yonelik tutum hakkinda ne | Giizel uygulama 6
diistintiyorsunuz? Kolay ulasim 6
Sanal miize gezintisinden | Sanal miize | Gergek¢i olmasi 13
beklentiler turundan Tarihi yagamak 5
beklentileriniz Kalite 3
nelerdir?
Sanal miizelerin yeterlilik | Sanal miize turunun | EVET 30
diizeyi faydali olacagimi | Ekonomik 4
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yonlendirme Ve yonlendirme kolay
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onlendirme isaretleri kiigii
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esnasinda
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diistinceniz nedir?
Bilgilendirme Sanal mitize web | Evet 21
sitenin gezinti
yaptiginiz yerler
konusunda ayrintil
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verdigini diistintiyor
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web sitenin
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hususunda herhangi
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mi1?
Sanal turlarm fayda | Tatmin duzeyi Sanal miize turunun | EVET 28
boyutu faydali  oldugunu | Kolay ulagim 8
dustintiyor Yeni yerler gérme 6
musunuz? Neden? Bilgi edinme 5
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niyetleri sitesini tekrar | Hayr 4
ziyaret etmeyi
diistiniir miisiiniiz?

ONERILER Uygulamanimn Sizce iyi bir sanal | Ayrintili bilgi vermeli
gelistirilmesi miize  uygulamasi
nasil olmali?

Daha net ve hizli olmali

Sesli anlatim olmal1

Gergekgi olmali
Rehberlik hizmeti olmali

w|o| g g o

Ogrencilerin sanal turlar hakkindaki goriiglerinin ana tema olarak belirlendigi soru kategorisinde
oncelikle katihimcilarin sanal tur oncesi goriislerini ortaya ¢ikarmak icin kendilerine 5 soru
sorulmustur.

Sanal mize kavramina yénelik tutum
imkan yaratma agisindan yararli @ ((ZI Sanal mize gezintisinden beklentiler
Kolay ulasim
Guzel uygulama
Sanal muze kavramina yonelik algi @
@ Gercekei olmasi
@ Kalite @
@ Ogrencilerin Sanal Tur Hakkindaki Gérigleri Tarihi yagamak
- Internet
Teknolgji (C:I
Sanal ortam G ilik dii ¢ i i
Fiziksel olarak gidilemeyen yerieri ziyaret Sanal miizelerin yeterlilik diizeyi Onceki deneyimler
Evet Hayir Evet Hayir
Ekonomik Zaman tasarrufu Yeni bilgi edinme Gitmeden gérebilme Ger¢egin yerini tutmaz

Sekil 1. Ogrencilerin Sanal Turlar Hakkindaki Gértisleri

Verilen cevaplara gore, Ogrencilerin sanal miize kavramina yonelik algilarinin, fiziksel olarak
gidilemeyen yerleri online olarak ziyaret edebilme imkani sunmasi, sanal ortam, internet, teknoloji
kelimeleriyle iliskili oldugu goriilmektedir. Ayrica, katilimcilar sanal miize kavramin egitsel, pratiklik,
ti¢c boyutlu gezinti, medya araglariyla gorsellestirme kelimeleriyle de 6zdeslestirmislerdir. Sanal miize
kavramina yonelik tutumlarinin ise, ¢ogunlukla olumlu oldugu, uygulamay: gidebilecek imkimn
olmayanlara sanal ortamda miize gezintisi imkdm saglamasi ve kolay ulagsilabilmesi agisindan yararl
bulduklar1 soylenebilir. Ayrica, kavrama yonelik tutumlarimi zamandan ve ekonomik agidan tasarruf
saglamasi, yerinde gidip gérmeye tesvik etmesi, gercegin aynisi olmast ve bilgi vermesi sozciikleriyle de ifade
etmislerdir. Bunun yarm sira sanal miize gezintilerine olumsuz bakanlar da sanal miize gezintisinin
gercegiyle aymi hissi vermedigi, turun canli olmas: ve fiziksel ortamda olmasi gerektigi yoniinde goriis
bildirmislerdir. Ogrencilerin sanal miize turundan beklentilerinin neler oldugu sorusuna verilen
cevaplara bakildiginda gercek¢i olmasi, tarihi hissetmek ve kalite kelimelerinin sik tekrar edildigi
goriilmektedir. Buna ek olarak katilimcilar, yeterli bilgi vermesi, daha fazla yere ulasim, her kitleye hitap
edebilmesi, gitme istegi uyandirma, tatmin edici olmast ve kolay erisim saglayabilmek yamtlarim vermistir.

Ogrencilerin Sanal Tur Memnuniyet Dazeyi
(G| 1
Sanal mize turunun olumilu ve olumsuz yénleri Sanal maze turunun cekicilik boyutu
= | &1 (S ]
cann Slumiu =1 Olumsuz |
imkan Keyifli =1
=] | Sikicy
Acik '
=1 — =1 =1
' Kaliteli ) i
Akic Fiziksel olmamasi Sesli anlatum olmamasi
Net

Sekil 2. Ogrencilerin Sanal Tur Memnuniyet Diizeyleri

jtis (2022), 5(3): 219-229

224



Burcu Kivilam & Ahmet Semih Caligkan

Katilimcilara, “Sanal miize turunun faydali olacagmi diistintiyor musunuz? Neden ?” sorusu
sorulmustur. Bu soruya katiimcilarin cogu evet yamitim1 vermis sebebini ise, ekonomik olmasi, zaman
tasarrufu, yeni bilgi edinme ve gitmeden gorebilme sozctikleriyle iliskilendirmistir. Soruya hay:r cevabinu
veren katilimcilar ise sebebini, gercegin yerini tutmamas: ve bilgi eksikligi sozciikleriyle ifade etmistir.
Katilimcilarin daha 6nceki deneyimlerini ortaya ¢ikarmak amaciyla kendilerine yoneltilen soruya 30'u
daha once sanal miize ziyareti gerceklestirmedigi, 5’1 ise gerceklestirdigi yanitini vermistir.

Ogrencilerin sanal gezinti siiresince yasadigi deneyimden elde ettigi memnuniyet diizeyinin
saptanmasi ana tema olarak belirlenen soru kategorisinde ise kendilerine sanal miize turunu nasil
degerlendirdikleri, turun olumlu ve olumsuz yonleri sorulmustur. Bu soruya verilen ifadelere
bakildiginda oncelikle cogunlugun olumlu oldugu ve sik tekrar edilen sozctiklerin, gercekei, canly, acik,
net, akici, kaliteli ve imkin oldugu goriilmektedir. Gezintiyi olumsuz degerlendirenler ise sebebini,
fiziksel olmamast ve sesli anlatim olmamasina baglamistir. Sanal miize turunun gekicilik boyutunun
ortaya koyulmas: amaciyla katilimcilara turun sikict mi yoksa keyifli mi oldugu sorulmustur.
Katilimcilarin ifadelerine bakildiginda ¢ogunlugunun turu keyifli buldugu goriilmektedir.

]
@ Bilgilendirme @
Erisilebilirlik ] © ] Hayr

Web Sitenin Tasarimi ve Kullaniminin Kolayhig Evet

Kol hizly
RN Tasanm

]
] (CHl C] Giivenlik A

: ; ; Gorsellik o
Yavas Yénlendirme isaretleri kiigiik Iyi ve kullanisls
Hareket yavas erisim ve yonlendirme kolay Netlik az Hayir
Kaliteli ve net

Sekil 3. Web Sitenin Tasarimi ve Kullanim Kolaylig1

Web sitenin tasarimi ve kullanimin kolayligimin saptanmas: ana tema olarak belirlenen soru
kategorisinde Ogrencilere erisilebilirlikle ilgili “Sanal miize gezintisi siiresince web sitenin erisim,
yonlendirme ve kullanim kolaylig1 / hizi nasildi1?” sorusu sorulmustur. Bu sorunun sik tekrar edilen
sozcugi ise, kolay ve lizli olmustur. Ayrica, katihmcilarin bir kismu gezintiyi yavas bulurken hareketi
yavas, erisim ve yonlendirmeyi kolay ve yonlendirme isaretlerini kiiciik bulanlar da olmustur. Web siteyi
gorsellik acgisindan degerlendirmek icin 6grencilere, “Sanal miize gezintisi esnasinda gorsellerin
goriintii kalitesi, boyutu ve netligi hakkindaki diistinceniz nedir?” sorusu sorulmustur. Ogrencilerin
yanitlarma gore sik tekrar edilen sozciik, kaliteli ve net olmustur. Bunun yan1 sira netligi az bulan ve
boyutu kiiciik bulan katilimci da olmustur. Web sitenin ayrintili veya yeterli bilgi verip vermedigi
sorusuna katilimcilarin ¢ogunlugu bilgi verdigi yanitimi vermistir. Hayir, yanitini verenler ise,
bilgilendirmenin kismen oldugunu, bazi mekdnlar icin oldugunu fakat eserlerle ilgili bilgilendirmenin
olmadigim, gorsel bilgilerin yeterli oldugunu fakat yazili bilgilendirmenin az oldugunu ifade etmistir.
Katilimcilar web sitenin tasarimini iyi ve kullamslh bulmuslar ve web sitede giivenlik agisindan herhangi
bir sorun yasamadiklarini ifade etmislerdir.

G

Sanal Turlarn Fayda Boyutu

Gl G ]
] G Tatmin diizeyi Hayir 1

Kolay ulasim Evet

1
@ @ Gergekgi degil
@ Gergekcgi
@ Zaman ve ekonomik tasarruf
Bilgi edinme

Sanal oldudgu igin

Yeni yerler gérme«

Sekil 4. Sanal Turlarin Fayda Boyutu
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Sanal turlarm fayda boyutunun ana tema olarak belirlendigi soru kategorisinde katilimcilarin tur
sonrasi tatmin diizeyini belirlemek amaciyla, sanal turun faydali olup olmadig sorusu sorulmustur.
Katilimcilarin ¢ogunlugu sanal miize turunu faydali bulurken sebebini ise, kolay ulasim, yeni yerler
gorme, bilgi edinme, zaman ve ekonomik tasarruf ve gercek¢i olmast sozctikleriyle ifade etmistir. Turu
faydali bulmayan katilimcilar ise sanal olmas: ve gercek¢i olmamast sebebiyle olumsuz yanit vermistir.

<= 1

Tekrar Ziyvaret Etrme Niyetleri

<= 1

Yeniden ziyvarete tesvik

< 1 < 1

Evet Hayir

Sekil 5. Tekrar Ziyaret Etme Niyetleri

Katilimcilarin tekrar ziyaret etme niyetlerinin belirlenmesinin ana temay: olusturdugu soru
kategorisinde sanal miize gezintisinin yeniden ziyarete tesvik edip etmedigini belirlemek igin
ogrencilere “Sanal miize web sitesini tekrar ziyaret etmeyi dustintir miistiniiz?” sorusu sorulmustur.
Bu soruya katilimcilarin ¢ogunlugunun evet cevabini verdigi goriilmektedir. Evet, cevabimi veren
katilimcilar, “daha cok gérmek istedigim yerler var”, “bos zamanlannmda oturdugum yerden miize gezmek
eglenceli” ve “bilgi verici bir platform” seklinde eklemelerde bulunmustur. Hayir, cevabimi veren
katilimcilar ise, gercegini tercih ettiklerini ve aymi hissi vermedigini dile getirmislerdir.

]

ONERILER

Uygulamanin gelistirilmesi

Ayrintih bilgi vermeli Rehberlik hizmeti olmali

Daha net ve hizli olmali
Sesli anlatim olmali Ger(;ek(;i olmali

Sekil 6. Uygulamanin Gelistirilmesi

Uygulamanin gelistirilmesi agisindan katilimcilarin sanal miize web sitesi ve sanal miize turuna
iliskin tur sonrasi Onerileri ana tema olarak belirlenmis ve katilimcilara iyi bir sanal miize uygulamasi
nasil olmalidir sorusu sorulmustur. Katihmcilarin bu kategori sorusuna verdigi cevaplar ise, ayrintili
bilgi vermeli, daha net ve hizli olmali, sesli anlatum olmali, gercek¢i olmali ve rehberlik hizmeti olmali
sozciikleriyle kodlanmistir. Buna ek olarak bazi katiimcilar ise, web siteyi yeterli bularak aym: bu
sekilde olmali yanitini vermistir.
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Sekil 7. Turizm Egitimi Alan Ogrencilerin Sanal Miize Turlaria Yonelik Goriislerine iliskin Kelime Bulutu Analizi

Genel olarak bakildiginda turizm egitimi alan 6grencilerin Kiiltiir ve Turizm Bakanligi'min web
sitesinde bulunan sanal miize turu 6ncesi ve sonrasina iliskin verdikleri ifadelerde kolay (45), net (43)
kelimelerine siklikla vurgu yapildig1 goriilmektedir. Bununla birlikte, kaliteli (36), gercek¢i (35), hizh
(31) ve keyifli (28) kelimelerinin de sik tekrar edildigi sdylenebilir.

Sonug, Tartisma ve Oneriler

Bu calismada turizm egitimi alan 6grencilerin sanal miize gezintilerine iliskin goriislerini ortaya
koymak, sanal miize gezintilerinin 6grencilere faydasi, memnuniyet diizeyleri, web sitenin tasarimu,
kullanim kolaylig1 ve tekrar ziyaret etme niyetlerine olan etkilerinin belirlenmesi amaglanmustir.
Arastirma sonucunda 6grencilerin sanal miize kavramina yonelik goriislerinin Stirme ve Atilgan’in
(2020) calismasindaki gibi genel itibariyle olumlu oldugu, 6grencilerin sanal miizeleri gidemedikleri,
gezemedikleri, goremedikleri yani kisaca fiziksel olarak bulunamadiklar: ortamlarda eserleri gormek
icin bir firsat olarak gordiikleri soylenebilir. Bramantyo ve Ismail’in (2021) de arastirmasinda aymni
sonuca ulastig1 goriilmektedir. Sanal miize turunun gergekci ve canli olmas: diisiincesi ve turun
keyifli gegmesi katiimcilarin memnuniyet diizeyini olumlu yonde etkilemistir. Bu duruma olumsuz
bakan katiimcilar da olmustur. Sanal tur kavrammin gercegin yerini tutmamasi, fiziksel ortam
olmamasi ve sesli anlatimin olmamas: yoniinde ifadelerde bulunan katilimcilarin memnuniyet
diizeylerinin dustik oldugu gorulmiistiir. Kiltiir ve Turizm Bakanhigina baghh sanal miize web
sitesinin tasariminin katilimeilarca kullanisli, kolay ulasilabilir ve kaliteli bulundugu, bilgilendirme
hususunda ise bazi katilimcilarca yetersiz goritilmesine ragmen cogunlukla yeterli bulundugu
goriilmektedir. Buna ek olarak katilimcilarin web sitenin giivenligiyle ilgili herhangi bir sorun
yasamadigl goz ontinde bulunduruldugunda basarili bir uygulama olarak goriildiigu soylenebilir.
Calisma bu yoniiyle Kizilhan'in (2017) calismasiyla benzerlik gostermemektedir. Sanal miize
gezintisinin katilimcilara sagladigi fayda boyutuna bakildiginda ise, ulasilabilirligin énemli oldugu
goriilmektedir. Katihmcilar miizelere kolay ulasabildikleri, yeni yerler gorebildikleri ve bilgi
alabildikleri i¢in turun faydali oldugunu ifade etmislerdir. Calismanin bu haliyle Al-Makhadmah’imn
(2020) cahsmasiyla paralellik gostermektedir. Arastirmaya katilan 6grencilerin ifadelerine
bakildiginda, turun sonunda tekrar ziyaret etme egiliminde olduklar1 goriilmektedir. Bu sonug da El-
Said ve Aziz (2020) ve Akgiil'iin (2021) calismalarindaki sonucu desteklemektedir. Ulasilan sonuglara
ilaveten kelime bulutu analizine gore sik tekrar edilen sozciikler goz oniinde bulunduruldugunda,
Kiltir ve Turizm Bakanlig1 web sitesindeki sanal miize gezintisinin kolay, net, kaliteli, gercekg¢i, hizli
ve keyifli oldugu soylenebilir.

Arastirmaya katilan dgrencilerin gortisleri neticesinde mekanlarin bilgisinin verildigi ancak eserler
konusunda ayrmtili bilgi verilmedigi, yazili rehberlik destegi olmadigi ve sesli anlatima yer
verilmedigi, dolayisiyla web sitenin bilgilendirme hususunda eksikleri oldugu gorilmistiir.
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Websitede goriintiilenen eselere iliskin bilgilendirme uyarilari, sesli veya yazili anlatim, yonlendirme
isaretleri, parantez icerisinde aktarim seklinde bilgiler verilmesi 6nerilmektedir.Ayrica, gortintiilerin
yeterince net olmadig1 ve web sitenin kullanim esnasmda yavas oldugu ifadeleri web sitenin tasarimi
konusunda da bazi sorunlar oldugunu gostermektedir. Katilimcilar icin bir diger énemli husus da
gerceklik hissi olmustur. Baz1 katilimcilar sanal miizelerin gercegi yansitmadigini ifade etmistir. Bu
sonuglardan hareketle Kiilttir ve Turizm Bakanligi'na, web sitenin ilgili eksiklerini gidermesi ve HD
gosterim, 7 boyutlu veya 9 boyutlu gosterimler gibi teknolojiler kullanarak web siteyi gelistirmesi
onerilmektedir. Alanyazina ise orneklemin daha genis tutularak farkli acilardan incelemesi
onerilmektedir. Bu calisma esnasinda aktif kayith 6grenci sayisimin az olmasi, zaman ve ekonomik
agidan daha genis 6rneklem grubuna ulasilamamis olmasi arastirmanin kisithligini olusturmaktadir.
Aym zamanda alanyazinda konuya iliskin kapsamli bir ¢alismaya rastlanilamamis olmas: sebebiyle
bu calismanmin bundan sonraki arastrmalara katki saglayacagi ve sektore yol gosterecegi
diistintilmektedir.
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Evaluation of Gastronomical and Architectural Formations of
Restaurants in Touristic Regions: The Case of Alanya

Erdi EREN"" Melike Nur SAHIN?

Abstract

Sensory features are important in the preference of gastronomic venues by customers. Gastronomic
experiences constitute one of the important motivations of tourism activities. In order to provide
customer satisfaction and maintain sustainability of tourism activities, it is important to determine
why the popular venues are preferred in touristic regions. In this study, the ten most preferred
gastronomy places of Alanya according to TripAdvisor data, were evaluated in the intersection of
gastronomy and architecture. Thus, it is aimed to obtain data that can be suggested to restaurateurs
and entrepreneurs. As a result of the study, it was seen that frequently preferred high-scoring
restaurants have similar characteristics. It was determined that there are examples from both Turkish
and World cuisines in nine of the ten restaurants examined. As environmental values, it can be said
that the view of the restaurants and the availability of parking lots are not decisive. Proximity to the
city center is a common feature of the most preferred restaurants. In addition, it was observed that
frequently preferred restaurants have similarities in their spatial preferences such as music, seating
arrangement, color, number of customers, ventilation, lighting and furniture. Looking at the rankings
and scores, it was concluded that the most preferred restaurant businesses stand out in gastronomic
parameters rather than environmental and spatial parameters. According to the findings, it is
suggested that restaurants that are planned to be opened in touristic areas should include local and
traditional options in addition to international foods in their menus. In addition, it is recommended to
consider proximity to the city centers when choosing a location, to choose brown-beige colors, pendant
lighting and wooden furniture in interior design.

Keywords: Alanya, Online Restaurant Selection, Restaurant Design

Jel Codes: M10, Z30

Oz

Gastronomi mekanlarinin misteriler tarafindan tercihinde, duyusal 6zellikler 6nem tasimaktadir.
Gastronomik tecriibeler, turizm hareketliliklerinin 6nemli motivasyon sebeplerinden birini
olusturmaktadir. Turistik bolgelerde, miisterilerin sikca tercih ettigi restoranlarin tercih sebeplerinin
belirlenmesi, miisteri memnuniyetinin saglanmasi ve turizm hareketliliklerinin stirdiirtilebilirligi
acgisindan onemlidir. Bu calismada Tirkiye'nin en turistik bolgelerinden biri olan Alanya ilgesinin,
Tripadvisor verilerine gore turistler tarafindan en ¢ok tercih edilen on gastronomi mekani, gastronomi

ve mimarlik kesisiminde degerlendirilmistir. Bdylelikle restoran isletmecileri ve girisimcilere 6neri
olabilecek veriler elde edilmesi amaclanmistir. Calisma sonucunda, sikca tercih edilen yiiksek puanl
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isletmelerin benzer 6zellikler tasidig1 belirlenmistir. Incelenen on restoranm dokuzunda hem Tiirk ve
Diinya mutfaklarindan o6rnekler oldugu tespit edilmistir. Restoranlarin cevresel degerlerinden
manzara ve otopark ozelliklerinin belirleyici olmadigl saptanmistir. Kent merkezine yakinlik ise
incelenen restoranlarin ortak bir 6zelligi olarak 6ne ¢ikmaktadir. Ek olarak sikca tercih edilen
Case of Alanya, Journal of Tourism restoranlarm miizik, oturma diizeni, renk kullanimi, miisteri sayisi, havalandirma, aydmlatma ve
Intelligence and Smartness, 5(3), 230- mobilya tercihlerinde benzerlikler tasidiklari tespit edilmistir. Siralama ve puanlara bakildiginda, en
242. cok tercih edilen restoran isletmelerinin cevresel ve mekansal parametrelerden ¢ok gastronomik
parametrelerde 6ne ¢iktiklar: saptanmustir. Elde edilen bulgulara gore turistik bolgelerde yeni agilmast
planlanan restoranlarin mentiilerinde uluslararas: iirtinlerin yaninda yerel ve geleneksel seceneklere
yer vermeleri onerilmektedir. Ayrica lokasyon seciminde kent merkezlerine yakinlik gozetmeleri, i¢
mekan tasariminda kahverengi-bej renklerin tercihi, sarkit aydinlatmalar ve ahsap mobilyalarmn
kullanilmasi tavsiye edilmektedir.
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Introduction

The factors that constitute a gastronomic venue strongly affect the customer experience. Among these
factors, sensory parameters are primal. The suitability of the place’s concept to the food that customer
wants to consume and architectural features of the place are some of the factors that affect the
restaurant selection. In general, in a restaurant environment, customers are exposed to many factors
and respond to these factors in emotional and cognitive ways. It has been determined that there is a
significant relationship between marketing, consumer psychology, environmental psychology and
consumer behavioral intentions (Nusairat et al., 2020). Social and cultural values are decisive in the
establishment of these relations. The prominent local values of each geography can affect the culinary
cultures and indirectly the spatial designs. For instance, the prevalence of food kiosk culture in
regions where street delicacies are popular has led to a similar change in the design languages of
gastronomic venues (Demir et al., 2018). However, in multinational regions with characteristic
features such as tourism, the creation of visitor-oriented design and food culture, with the effect of
commercial concerns, can have an impact on formations of restaurants from the gastronomical and
architectural aspects.

Food is a society's way of expressing itself and its lifestyle. Culture is an important part of
gastronomic tourism that cannot be ignored. Food of a region is among the important attractive
features as well as climate, accommodation and scenery (Birdir & Akgol, 2015). Food cultures connect
people to other people, both near and far. Holland (2014), begins to the book of Food Atlas by saying,
“when we eat, we travel”. This sentence summarizes the impact of cultural interactions between
tourism activities with culinary cultures. One of the biggest motivations of tourism activities is
gastronomy experiences. Good food in local restaurants is one of the most important travel activities
for tourists. Studies have shown that tourists who leave their destinations with positive experiences
are more likely to revisit the region or recommend it to their surroundings (Huang & Hsu, 2009). All
these reasons show the importance of operating the restaurants in touristic areas with the right design
and practices for the tourism sector.

This study was conducted in Alanya, a town of Turkey’s Antalya province, that stands out with its
touristic features. According to the data of 2020, Alanya’s population is 333.000 people. About one-
tenth of this population is made up of resident foreigners. According to the tourism data of 2019, a
total of 5.8 million foreign tourists visited Alanya (Akman et al., 2020). When tourism statistics are
examined, it is seen that Alanya can host 20 times the population of domestic and foreign tourists. In
order to use this tourism potential correctly, social and cultural appeals should be utilized optimally.
Many studies have been conducted about Alanya, one of the main tourism destinations of Turkey
(Akis, 2007; Kavacik et al., 2012; Sar1, 2010). When the studies are examined, it is seen that the number
of studies based on gastronomy and architecture is quite low in the literature. In this study, the
different features of the 10 restaurants located in Alanya with the highest score according to
TripAdvisor data, were evaluated at the intersection of gastronomy and architecture. The aim of this
study is to determine the concept and spatial characteristics of the restaurants preferred and liked by
the tourists, to make suggestions for new restaurants, to improve the customer experience and to
contribute to the touristic potential of the region.

Conceptual Framework

Various factors such as what they want to eat, restaurant prices and spatial conditions play a role in
customers' preference for a restaurant as an eating and drinking place. Additionally, these factors like
customers behaviors, physical environment, food and price contribute to foodservice quality (Ryu et
al., 2012). Restaurants usually attract the attention of customers with their prices, advertisements and
services. However, the physical conditions of the business are also a factor that serves marketing
purposes. Many attributes such as food quality, service quality, price, atmosphere, etc. have an impact
on customers’ satisfaction and decision (Liu & Tse, 2018). Some customers can choose according to the
service offered by the restaurant, some according to the culinary culture, and some according to the
atmosphere of the place. All these external factors affecting customer preferences can be considered as
physical conditions planned by the entrepreneur. The importance of physical conditions may vary
depending on the business scope and consumption experience (Bitner, 1992).

Both the gastronomic experience of restaurant and spatial elements that affect the atmosphere of the
space can be decisive in consumption. The culinary culture that a restaurant offers as a service
determines the type of restaurant and customer preferences. Auty (1992), conducted interviews with
16 restaurateurs in Lancaster and categorized the restaurants under five groups depending on the
type of food: pizza-plus, steak-house, fast-food, arty-cafes, and out-of-town. The surveys conducted
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with the people living in the region showed that the type of food was the most determining parameter
affecting restaurant preferences. Similarly, the richness of the menu or the menu option for a specific
target audience can stand out in the gastronomic experience. As one of the factors that show the
tangible quality value of a restaurant's product/service, the variety of food, contributes to the quality
image of the restaurant and it is expected to affect customer preferences as well (Raajpoot, 2002). The
variety of food and the menu, which form the gastronomic concept of the restaurant, are physical
factors shaped by the decisions of the businesses. For this reason, its effect on food and beverage
preferences will give entrepreneurs an idea about customer expectations and wishes.

The physical conditions of the place are as determinant as the culinary culture and the menu in
customer preferences. Objective factors of the environment can cause cognitive and psychological
reactions in customers (Soriano, 2002). The customer's staying in a place for a long time, exploring the
place, spending money or exhibiting the opposite attitude are actions that enable to understand the
environment and user relationship. In this regard, the physical environment mediates to predict and
explain customer behavior (Bitner, 1992). Environmental psychology, which examines the relationship
between human and the built environment, also assumes that the environment surrounding people
affects behaviors (Darley & Gilbert, 1985).

The interaction between the physical environment and the human takes place through experience and
perception. Experience gives the space an identity that is described as atmosphere, in other words,
ambiance or aura (Heide et al., 2007). The atmosphere, which is characteristic of the space, is formed
by the participation of the body in the space. The body makes spatial formation dynamic through
experience. Only spaces designed with an eye-centered approach cause disconnection by making the
user independent from the space. Since such spaces are far from exploration and invitation, it makes it
difficult for the user to connect with the space. Impressive architecture, on the other hand, is the
experience of a holistic mixture of all senses (Pallasma, 2005). It is the atmosphere itself, which
accompanies physical conditions and aesthetic feelings, like contentment in an architectural structure.
The atmosphere, which establishes the interaction between the physical conditions of the environment
and human emotions, is subjective in the sensory perception formed by the experience of the body in
the space. However, when evaluated in terms of production-aesthetical, it is objective. For example, in
the design of a stage, arrangements such as sound, light and lighting are made within the framework
of a common perception. The atmosphere that is intended to be perceived by the audience is produced
objectively (Bohme & Thibaud, 2017). Kotler (1973) refers to the organization of sensory attributes to
create an artificial environment as the intended atmosphere. Similarly, an atmosphere production can
be mentioned in a restaurant space. Because restaurants are a service sector focused on consumption
and satisfaction, targeting the customer. For this reason, the atmosphere of restaurant spaces has an
important position in terms of customers and entrepreneurs. There are various studies in the literature
on the relationship between restaurant atmosphere and customer satisfaction. In these studies, the
evaluation of the physical environment of the business spaces within the frame of ambiance, design
and social factors (Baker, 1986), the reflection of the business spaces” physical conditions which are
considered with the dimensions of ambiance, space and symbol (Bitner, 1992), feelings of satisfaction,
arousal and dominance to customer perception created by physical conditions (Robson, 1999), factors
affecting restaurant customer preferences (Auty, 1992), the effect of restaurant atmosphere created
with different colors on customer perception (Jacquier & Giboreau, 2012), the place of restaurant
atmosphere in the factors that customers pay attention to when choosing a restaurant (Liu & Tse,
2018) are discussed in general with the effects of the physical environment on perception. In the
studies, it is seen that the concept of the environment as a feature of the restaurant is diversified. The
environment defines the restaurant atmosphere with parameters that stimulate all senses such as
color, light, decor, interior organization, sound, smell, temperature. Unlike other studies, Auty (1992)
defines the atmosphere through the identity of the space. The atmosphere, which is expressed with
adjectives such as stylish, romantic and classic, gains these identities as a result of the combination of
parameters. Restaurant atmosphere factors in literature are shown in Table 1.

Table 1. Restaurant Atmosphere Factors in Literature

Baker, Bitner, Auty, Liu & Tse,
1986 1992 1992 2018
Concept of Environmental Elements of Aura: Restaurant
Environment: Dimensions: Attributes:
-Service
-Ambient factor: -Ambient -Food-related
Air quality Conditions: -Decor

jtis (2022), 5(3): 230-242

232



Erdi Eren & Melike Nur Sahin

Noise temperature -Service-related
Scent air quality -Price
Cleanliness noise -Price and value
music -Atmosphere:
-Design factor: odor etc. traditional plastic -Atmosphere: interior
Architecture romantic formal/informal cliquey posh/pretentious design and décor,
Color -Space/Function: Leisurely lighting, music,
Scale layout Pubby appropriate room
Materials equipment Rough temperature,
Texture, pattern furnishings etc. Classy cleanliness of the
Shape dining room,
Style -Sign, Symbols, Main variables of choice: cleanliness of the
Accessories Artifacts: Food type restrooms, server’s
Layout signage Food quality appearance, aroma
Comfort personal artifacts Value for money and environmental
Signage style of decor etc. Image and atmosphere Location authenticity
Speed of service Recommended
-Social factor: New experience Opening hours Facilities for -Convenience
Audience children
Service Personnel

The urban environment in which a restaurant is located has the potential to positively or negatively
affect the atmosphere created by the interior design. According to Lynch (1964), the components of the
urban environment's paths, borderlines, districts, focal points, signs form the city image of the city-
dweller. The image of the city is related to the impression of the environment and the atmosphere it
spreads. Atmosphere is about the aesthetic quality of a landscape (Bohme & Thibaud, 2017). The
natural and built environment offers a view to the restaurant spaces in contexts such as building,
nature, sea, traffic. The landscape can be effective in the customer's experience of the place due to its
contribution to the atmosphere of the place. The element that affects the restaurant view is the location
of the restaurant. According to Auty (1992), the effect of location on customer preference is as effective
as the atmosphere. Apart from aesthetic concerns, the availability of parking spaces in terms of
functionality and accessibility is a prominent feature in the environment where the restaurants are
located. Public transportation or car parking is important in terms of accessibility in the environment
where restaurants are located (Park & Khan, 2006).

When the studies on restaurant customer preference factors in the literature are examined, it is seen
that there are similarities as well as variations in the classification of factors. Restaurant preference
factors are discussed as gastronomic in terms of food, economical in terms of price, architectural in
terms of space, and social dimensions in terms of customer profile (Bojanic, 2007; Choi et al., 2009;
Filimonau et al,, 2018; Horng, et al, 2013). This research, on the other hand, aims to deal with
restaurant spaces with their gastronomic, environmental and spatial dimensions. This study analyzes
gastronomically concept and menu; environmentally location, view and car parking; spatially music,
seating arrangement, color dominance, capacity, ventilation (heating-cooling), lighting, furniture. All
three evaluation parameters contribute to the establishment of the restaurant identity in line with the
decisions of the restaurateur.

Gastronomic Parameters

One of the factors that customers consider the most when choosing a restaurant is the response of
places to gastronomic needs. It has been reported in studies that customers are highly likely to prefer
and revisit places where they expect good gastronomic experiences (Ariker, 2012; Chua et al., 2020). In
this study, the food concept and menu contents from gastronomic parameters were analyzed.

e Concept: According to the Cambridge dictionary, the word concept has equivalents such as
principle, idea and understanding (Cambridge University Press, n.d.). Concept represents the
culinary culture and service understanding that places offer to customers. For example, a
restaurant serving different dishes from all over the world may have a world cuisine concept,
while restaurants serving only Asian cuisine have an Asian cuisine concept.

¢ Menu: Menu contents indicate the variety of food that restaurants offer to customers. It is one
of the factors affecting customer preferences and revisit intentions. For example, the service of
alcoholic/non-alcoholic beverages, the presence of local cuisine items, and the offering of
vegan or vegetarian options affect customer preferences (Saraiva et al., 2011).
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Environmental Parameters

A restaurateur is expected to evaluate the quality of the urban environment in which the restaurant is
located among the feasibility studies before setting up a business. The urban context, on the other
hand, is included in the scope of this research in terms of architecture. The evaluation parameters are
the view of the restaurant, its location and the availability of parking.

View: The city is a large interior space with its architecture and vistas. Encountering with the
silhouettes provide an environment for the user to construct meanings and perceive
themselves and the world (Erzen, 2015). The city with the viewpoints and landscapes as a
whole, which has a sensory and cognitive effect on the citizen, constitutes the external
environment in which the user would like to be a part of it. In particular, the landscape as an
outdoor environment where the restaurant spaces are located is a parameter that can be
observed in user preferences.

Location: The location of restaurant is one of the factors that can be decisive in customer
preferences. The survey conducted with tourist restaurant customers in Amsterdam shows
that well-qualified restaurants are mostly located in the city periphery and in a position
separated from standard restaurants. Standard restaurants, on the other hand, are located on
the roads where the tourist population is high (Terhorst & Erkus-Oztiirk, 2015). As the
research shows, the location of the restaurant has a qualitative effect on the preferences of the
restaurator and the customer.

Parking: Another factor that can be evaluated among the environmental possibilities of a
restaurant is the availability of parking. Parking is a parameter that will affect transportation
depending on the restaurant location. Although standard restaurants can be reached by foot
(Terhorst & Erkus-Oztiirk, 2015), some high-quality restaurants preferred by customers
require vehicle transportation. For this reason, in determining the location of a restaurant,
traffic, ease of entry and exit and parking are considered as site-specific competencies (Park &
Khan, 2006).

Spatial Parameters

The interior arrangement and features that make up the atmosphere are considered as the spatial
parameters of a restaurant. Because the spatial organization that appeals to the senses is possible
through the atmosphere. What affects the atmosphere is the holistic space organization that appeals to
all senses.

Music: Music is one of the parameters that determine the restaurant customer's preferences.
The rhythm, tempo and volume of the music affect the time the user spends in the place. Loud
music disrupts the conversation environment as it makes conversations incomprehensible.
Fast-paced music also accelerates the service and the time spent in the restaurant (Robson,
1999). The atmosphere created by the music or its compatibility with the atmosphere in the
existing environment creates a positive effect on the customer's dining experience (Areni,
2003).

Capacity: Restaurant size is a parameter that affects the number of customers and seating
arrangement. It is not desirable for customers who come to the restaurant to leave without
finding a place. For this reason, restaurants are generally organized by taking into account the
highest level of customer capacity, as much as their physical conditions allow. While the
physical conditions of the space determine the density, the feeling in the customer that the
density arouses as a crowd is a perceptual process (Stokols, 1972). Density and crowding have
a positive or negative effect on customer behavior. (Hui & Bateson, 1991). Capacity, as a
physical state of the space, can be decisive in the atmosphere of the environment with its
effect on perception.

Sitting Arrangement: Since the sitting arrangement in the restaurant creates perceptions such
as congestion or spaciousness, its effect on the atmosphere is undeniable. Fixing tables and
chairs in a restaurant reduces the customer's individual control over the space. The
reconfigurable sitting plan allows the customer to move as they wish (Robson, 1999). The
layout of the floor plan can increase the social interaction between the customer and the
employee, as well as have a great effect on the fulfillment of the service purposes and duty of
the service person (Bitner, 1992). The sitting arrangement is decisive in the restaurant

jtis (2022), 5(3): 230-242

234



Erdi Eren & Melike Nur Sahin

atmosphere in terms of circulation, interaction and comfort.

e Color Dominance: Color is one of the important factors that create the visual atmosphere in
the space. For example, a business can create a sense of sincere and friendly environment with
appropriate color and light preferences in places (Kotler, 1973). The surveys conducted by
Jacquier & Giboreau (2012) with customers in restaurants with 3 different color themes show
that the color in the space mediates the formation of emotions such as stress, intimacy and
comfort in customers.

e Ventilation: Another parameter that is decisive in the restaurant atmosphere with its effect on
the senses is the air quality. Baker (1986) evaluates air quality as a factor affecting the
ambiance in the physical environment. Heating, cooling and ventilation methods determine
the quality of the air. This parameter, which forms the background of the customer's
environment, has an effect on satisfaction.

e Lighting: Details such as texture and material of a design are perceived by light. The colors of
the space can be distinguished by light and shadows. In some designs, the way to create an
aura of space can also be provided by light (Coles & House, 2012). Lighting is a parameter that
supports the creation of a place's day or night atmosphere (Heide et al., 2007). For this reason,
lighting is one of the factors that determine the character of the spaces, enable them to be
enjoyable and functional.

e Furniture: The effect of furniture on the atmosphere in a restaurant is related to its
contribution to the restaurant style. Through furniture, the restaurant interior can gain a
tasteful, spacious and rich image. Since it can also enable customer to spend more comfortable
time, it is decisive in customer preferences (Hansen, et al., 2005).

Methodology

In this study, document review and field research methods were used with purposive sampling
model. According to Creswell (2014), field studies include visiting and examining places such as
businesses and events in the researched region about the targeted phenomenon or phenomena. The
research was carried out in the Alanya district of Turkey’s Antalya in 2022 July. Alanya was preferred
due to its high tourist attraction and gastronomic tourism potential. First of all, as a result of the
literature review, twelve non-subjective features that clearly affect the customer experience have been
identified (Table 2).

Table 2. Restaurant Evaluation Parameters

Parameters Reference
Concept Auty (1992)

Gastronomic parameters
Menu Auty (1992)
View Erzen (2015)

Environmental parameters Location Terhorst & Erkus-Oztiirk (2015)
Car parking Park & Khan (2006)
Music Robson (1999), Areni (2003)
Seating layout Robson (1999), Bitner (1992)

Spatial parameters

Color dominance

Kotler (1973), Jacquier & Giboreau (2012)

Customer capacity

Stokols, (1972), Hui & Bateson (1991)

Ventilation Baker (1986)
Lighting Coles & House (2012), Heide et al., (2007)
Furniture Hansen et al., (2005)
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Afterwards, according to the travel website TripAdvisor, ten different restaurants with the highest
ratings in Alanya were visited by the authors within the scope of the research. Trip Advisor is a word-
wide used travel website by tourists for destination decisions and by tourism establishments for
commercial purposes (Yoo et al., 2016). Top ten restaurants use TripAdvisor ranking for advertising.
There are 743 restaurants in Alanya, according to the TripAdvisor ranking data. In this study, the top
10 restaurants are coded linearly according to the rankings on the website, with the highest rated
restaurant getting the number 1. The places were examined according to the checklist created with the
data obtained from the literature. The findings were discussed and compared with previous studies in
the literature. Finally, in the light of the data obtained, the characteristics of the restaurants preferred
and liked by the tourists were evaluated and accordingly, suggestions were made for future
businesses.

Results and Discussion

Within the scope of this research, 10 restaurants, all of which serve a la carte, were examined in detail.
The results are shown in Table 3.

Table 3. Evaluation Results of Restaurants

Parameters 1 2 3 4 5 6 7 8 9 10
World cuisine N N N N N N v v N
Concept Local food Vv v v v v v v v
Alcohol N N v v v v v v v
Menu Seafood N N v v v v v v v v
Vegetarian v v v v v v
Main road N N v v
View Residential v V4 v V Y
Commercial N4 N
<1 km v v v v
Location 1-5 km v N v N v
>5 km v
Car Parking
Live N N N
Music Record N N v N4 N4 N4 v v
None v v
Grid N v v N N v v
Sitting Layout Linear 7 7 7 7 7
Brown N N v v v N N N v
Beige v v v
. Green v v
Color Dominance Blue 7 7
Grey v
Orange v
Capacity 50-100 person 4 4 v v v v
>100 person v v N v
s Fan v N N v v v v v v v
Ventilation - v
Air conditioner N
Pendant v v N v v v v v v v
Lighting Led v v v v v v
Spot v v
Wooden Ng Ng Ng N v v N v
Furniture Plastic N4 N4 v
Wooden-like plastic v v

According to the concept findings, examined under the heading of gastronomic parameters, it was
determined that the concept of World cuisine is dominant in nine of the ten restaurants serving in the
region and ranked high according to TripAdvisor. It was observed that local cuisine elements (foods
from Turkish cuisine) are present in all restaurants. These dishes that restaurants offer on their menus
indicate that tourists visiting different destinations demand to consume local food. These results are in
agreement with the results reported by Sever and Girgin (2019). It was determined that only Turkish
cuisine options are available in the restaurant ranking number eight. According to the analysis of the
menu contents, it was determined that alcoholic beverage service is available in all restaurants except
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the restaurant which is in the eighth place and serves only with the concept of Turkish cuisine. In
addition, it was seen that all the restaurants in the top ten offer seafood. Six of the ten restaurants
surveyed had menus with vegetarian options. This result is similar to the results of the study
conducted by Efendi and Atalay (2020) investigating the gastronomic preferences of tourists. The data
is significant in that it shows that tourists prefer restaurants that offer vegetarian options.

As aresult of the environmental parameter analyzes of the restaurants, according to the view findings,
it was determined that four of the ten restaurants were on the side of the main road and with a street
view, five had a residential view, and two had a commercial view. The sights of the restaurants
included in the list are diversified as residential or commercial city silhouettes on the streets or alleys.
The most preferred restaurants in the region, located on the seaside, do not have a sea view. In this
case, it is seen that there is no characteristic view angle. Although Bohme & Thibaud (2017) say that
the view contributes to the atmosphere of the place in terms of aesthetics, it can be said that the
restaurants in the region do not consider the view as a data.

When the locations of the businesses are examined the Mustafa Kemal Atattirk monument was taken
as the central point while evaluating the distance of the restaurant to the city center. It was determined
that the distance of four restaurants to the city center is less than 1 km, the distance of five restaurants
to the city center is between 1-5 km, and the distance of one restaurant to the center is more than 5 km
(Figure 1). In the study of Terhorst & Erkus-Oztiirk (2015) on restaurants in Antalya city center, it is
seen that tourists prefer easily accessible restaurants on the road (passers-by-streets). It was concluded
that the location strategies for local customers are completely different from the location strategies for
tourists. It is seen that nine of the ten restaurants examined in Alanya are located very close to the city
center and on the roads. As location, it can be said that passers-by-streets is a prominent feature of
touristic restaurant businesses.

©centre @ restaurant location & ranking
Figure 1. Locations of Evaluated Restaurants

According to the findings obtained in the determination of the presence of car-parking, which is given
importance in the studies in the literature, it was observed that none of the restaurants in the list have
a parking area. In fact, the reality that restaurants close to the city center are preferred and the
presence of parking is not sought confirms that tourists prefer restaurants that are accessible on foot.
Yen et al. (2020), revealed in their study that the spending tendencies of customers who come to
restaurants by walking, cycling or public transportation are much higher than what business owners
and managers think. Based on this situation, they suggested that restaurant operators choose places
close to the city center as a location or advocate more public transportation instead of more parking
spaces. This situation leads to similar suggestions especially for tourists traveling to other countries
away from their personal vehicles and is in line with the findings of this study. Tzeng et al. (2002),
reported that, unlike these results, parking lot availability and size can vary according to the
restaurateur profile. In the study, it has been determined that while trained operators and catering
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specialists consider the rental cost, the size of the commercial area where the restaurant is located, and
the number of competitors in the region as important; restaurateurs without business education attach
importance to the availability and size of parking spaces.

As a result of the evaluation of spatial parameters, it was seen that music broadcasting was available
in eight of the ten restaurants in the list. Three of these eight establishments broadcast live and
recorded music according to the hours, while only recorded music is broadcast in five. Music is used
by restaurants in the region as an effective element in customer spending time (Robson, 1999) and
dining experience satisfaction (Areni, 2003). The obtained findings are compatible with the studies in
the literature. Liu (2020), reported that background music in restaurants has a significant positive
correlation with customer satisfaction and customer behavioral intentions. Faat et al. (2019), revealed
that the presence of background music causes customers to lengthen their stay and increase their
consumption. They also recommended that restaurateurs choose appropriate music to create a
pleasant atmosphere, as it affects customer feelings.

As a result of the seating arrangement determinations, it was seen that both grid and linear seating
arrangements were preferred in two of the ten restaurants, only the grid arrangement was chosen in
five, and only linear seating arrangement was preferred in three of them. Illustrations of grid and
linear seating arrangements are shown in Figure 2. Mostly, the use of grid layout allows crowded
groups to combine tables and sit together. The mobility of tables and chairs makes it possible to
arrange seating arrangements according to the customer's needs (Robson, 1999).

1. Grid Layout Sitting Arrangement 2. Linear Layout Sitting Arrangement

Figure 2. Diagram of Sitting Arrangements

In terms of color dominance, brown-beige in three of the ten restaurants, brown-green in two, brown-
blue in one, brown-gray in one, brown-orange in one and only blue in one restaurant was determined.
As a result of the capacity reviews of the enterprises, was seen that six of the ten restaurants have a
customer capacity of 50-100 people, and four of them have a customer capacity of more than 100
people. It was determined that all the restaurants examined as ventilation preferred fans, and only one
restaurant used air conditioning in addition to the fan. Considering the positioning and application of
the fans in the spaces, only functionality was considered for ventilation. All restaurants use pendant
lighting elements for lighting. In addition to pendant lighting, it was observed that five restaurants
preferred led lighting and one restaurant preferred spot lighting, while one restaurant used all of the
pendant, led and spot lighting elements. The choice of lighting elements was for functionality, not to
affect the atmosphere of the place. Wood and wood-like furniture come to the fore in the furniture
preference of businesses. Only wooden furniture was preferred in five of the ten restaurants, plastic
and wooden furniture in three, and wooden-like plastic furniture in two. Lin et al. (2015), reported
that interior color preferences cause perceptual differences in relation to the light sources used, and
that color dominance-lighting preferences should be made harmoniously by professionals. Kumar et
al. (2019), recommended the use of modern air conditioning systems in restaurants, which are the
most useful methods of today, thus reducing the energy consumption of businesses and avoiding
unnecessary losses. Lu et al. (2020), suggested that restaurant seating arrangements should be
rearranged by increasing the distances and the ventilation systems should be improved and
modernized, especially considering that it is a preventive measure against pandemics. Fiedoruk and
Klek (2017), reported that it is difficult to make a choice in the selection of ventilation systems due to
the fact that fans are low-priced despite their inadequacy in providing fresh air circulation, and air-
conditioning systems are more successful in fresh air circulation, although expensive in terms of cost
and maintenance. Mannapova (2020), stated that furniture has important effects on the ambiance of
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the space and stated that wooden furniture and decoration materials are durable, flexible, waterproof,
resistant to chemical factors and have aesthetic appearances.

Conclusion

The determination of the factors that are effective in the restaurant preference of the customers is of
great importance for the tourism and business sectors. The most prominent feature in the restaurant
selections of the customers is the gastronomic service they offer. In addition, the physical environment
and spatial characteristics play a strategic role in service marketing and management. The
gastronomic characteristics, environmental and spatial choices of successful businesses can be seen as
a guide in this direction.

The food menus of the examined restaurants consist of dishes from world cuisines and examples of
Turkish cuisine. The menus, which contain elements from the traditional cuisines of the countries, are
perceived as exotic and conventional by the tourists and arouse curiosity in the customers. On the
other hand, it is a well-known argument that customers prefer familiar options in their food
preferences during their travels. For this reason, as seen in this study, it is recommended to create
menus including traditional foods with generally-known world cuisine options especially for
customers who may hesitate to try new dishes. In beverage service, content such as cocktails and other
alcoholic beverages appealing to tourists is preferred. This situation can create a suggestion about
determining the menu content for the entrepreneurs who want to establish a business for foreign
tourists.

In addition, it was observed that touristic restaurants usually come to the fore with their proximity to
the city center. Considering that tourists generally stay in nearby hotels and avoid using public
transport, it can be suggested that the businesses planned to be established in the future should
consider the walking distance to the city center as a location. Landscape and parking features of the
restaurants remain in the background. Hence, it can be suggested that businesses should attach
importance to culinary features and gastronomic studies rather than environmental concerns.

It was observed that wooden furniture was used and brown color was dominant in the restaurants
examined. It was seen that pendant lighting and ventilation with fans are preferred by businesses. The
use of wooden furniture, dark colors and pendant lighting are frequently used tools in today's
industrial restaurant designs. In the modern design language, gaudiness and splendor have given
way to avant-garde, simple and elegant designs. In the light of the data obtained in this study,
although it is suggested to create a different and unique ambiance in touristic restaurant designs, it is
recommended to take this modern design language as a basis. In addition, it has been determined that
the recording music playing in the background and the grid seating arrangement dominate in high
rated-frequently preferred places. Gridal seating arrangement provides convenience for the restaurant
to maintain its daily operations. The application of this seating arrangement by frequently preferred
high-rated restaurants provides data that can guide new businesses, like all other data in this study.

In order to develop this study, more detailed results on the reasons for preference can be obtained
through surveys to be applied to tourists who prefer restaurants. Also, it will be appropriate to
determine the characteristic features of the places that are frequently preferred in different touristic
regions, and to shed light on the new businesses to be established by these features.
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Cikar catismasi:

Yazar(lar)in bildirecek bir ¢ikar ¢atismasi yoktur.

Hibe / Finansal Destek:

Yazar(lar) bu ¢calismanin herhangi bir finansal destek almadigini beyan etmistir.
Etik Kurul Onayr:

Bu calisma etik kurul onayma gerek olmadan yapilmustir.
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Uzay Turizmi, Seyahat ve Yenilik

Space Tourism, Travel and Innovation

Ozlem KUCUK!

Oz

Uzay turizmi, 21.yiizyilda inovasyon ve dijitallesme sayesinde hizla gelisen ve daha 6nce tatmadiklar:
cilgin bir maceraya hazir yiiksek gelirli seyyahlara nefes kesen bir seyahat icin yarisan turizm seklidir.
Bu yarista, gelismis tilkelerin 6zel uzay turizmi sirketleri arasinda kiyasiya bir rekabet vardir.
21.ytizyilin baslarmda ingiliz milyarder Richard Branson ve ekibi Virgin Galactic uzay ucag ile 2021 yila
Temmuz aymda ilk sivil 6zel uzay seyahatini gerceklesmistir. Ardindan Jeff Bezos (Amazon kurucusu)
Blue Origin isimli 6zel uzay ucusu sirketi tarafindan tasarlanan New Shepard isimli roketle yanmndaki
ti¢ kisiyle yoriinge alt1 seyahatini Branson’dan yaklasik bir hafta sonra gerceklestirmistir. Ancak ilk uzay
turisti unvanimi alan kisi 2001 yilinda yériingedeki Uluslararast Uzay Istasyonuna giden Amerikalt
Denis Tito isimli milyarderdir. Bununla beraber, Denis Tito, ingiliz Richard Branson ve ABD'li Jeff Bezos
gibi kendi uzay sirketi tarafindan gelistirilen bir uzay arac ile degil Rus Soyuz roketi ile yoriingedeki
Uluslararasi Uzay Istasyonu'na gitmistir. Apollo 11'in 1969’da aya inmesiyle baslayan uzay yarisi,
hizlanarak stirmektedir. Nasa'nin 2021'de acikladig1 Artemis isimli aya inis programu icin SpaceX
firmasimni gorevlendirmesi ile gelen hamle, uzay yarisinda 6zel girisimi, kamunun éntine gecirmistir.
Bu makale, geleneksel turizmden ayr1 bir 6zel ilgi turizmi olarak degerlendirilebilecek uzay turizminin
tarihini ve gelisim stirecini kisa bir sekilde gézden gecirirken, teknolojik yeniliklerin uzay seyahatlerine
etkilerini, uzay yarisinda 6zel girisimi, uzay turizmi ekonomisi ve gelecekteki beklentileri
incelemektedir. Arastirma,uzay turizmi ile ilgili akademik arastirmalar, tezler, haberler, yayinlar
taranarak ve Diinya Bankasi, OECD, UNCTAD yayinlari ile birlestirilerek iliskilendirilmistir. Boylelikle
yoriingesel uzay seyahatlerinden yoriinge alt1 uzay seyahatlerine dogru yonelisin genisleyen tekno
endtstriyel diinya i¢in 6nemi ve uzay turizminin gercege dontismesindeki giicliikler ortaya konmustur.

Anahtar Kelimeler: Uzay Turizmi, Rekabet, Seyahat, Kalkinma, Yenilik, Cevre
JEL Kodlar:: F21, F43, J24, M31,04, Q55

Abstract

Space tourism is a rapidly developing form of tourism in the 21st century thanks to innovation and
digitalization, and high-income travelers ready for a crazy adventure compete for a breathtaking
journey they have never tasted in their lives. In this race, there is fierce competition between private
space tourism companies from developed countries. At the beginning of the 21st century, British
billionaire Richard Branson and his team made the first civilian private space travel in July 2021 with
the Virgin Galactic space plane. Then, Jeff Bezos (Amazon founder) made a suborbital trip with three
people next to him with the rocket named New Shepard, designed by the private spaceflight company
Blue Origin, about a week after Branson. However, the first person to receive the title of space tourist is
Denis Tito, an American billionaire who went to the orbiting International Space Station in 2001.
However, Denis Tito went to the International Space Station with a Russian Soyuz rocket, not with a
spacecraft developed by his own space company, such as British Richard Branson and US Jeff Bezos.
This article, while briefly reviewing the history and development process of space tourism, which can
be considered as special interest tourism separate from traditional tourism, examines the effects of
technological innovations on space travel, a private initiative in the space race, space tourism economy,
and future expectations. The research has been linked by scanning academic research, theses, news, and
publications related to space tourism and combining them with World Bank, OECD, and UNCTAD
publications. Thus, the importance of the shift from orbital space travel to suborbital space travel for the
expanding techno-industrial world and the difficulties in making space tourism a reality are revealed.
Keywords: Space Tourism, Fierce Competition, Travel, Development, Innovation Environment
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Ozlem Kiiciik
Giris

Cok eskilere dayanan seyahat olayi, saglik, egitim, merak, eglence, inang ve ticaret gibi pek ¢cok nedene
dayanmaktadir. Paleolitik doneme kadar giden siirecte insanlar avcilik ve toplayicilikla hayatta
kalmiglar daha gtivenli ve sicak yerlere go¢ ederlerken hayvancilik ve tarima dogru yeni bir donemi
baslatmiglardir. M.O.4000°li yillara dayanan ilk seyahatler arasnda Yunanlilarin M.O. 776'da
gerceklestirdigi Olimpiyat Oyunlar1 énemlidir. 17. yilizyildan itibaren popiilerligi giderek artan ve
Buytik Tur kurumuna dontisen Avrupa turlari, tarihgilerin bile ilgisini ¢cekmistir. Tarihgiler ve tarihi
cografyacilar, belirli bolgelerdeki turizmin gelisimine, 6zellikle Ingiltere'deki kaplicalarin ve sahil
beldelerinin gelisimine dikkat ¢ekmislerdir. On dokuzuncu ytizyil Britanya'sinda, tatil koylerinin

gelisimi, aristokrat toprak sahiplerinin, orta sinuf is adamlarmin ve gelisen yerel yonetimin degisen
etkilerini yansitmustir (Onhan, Yildiz ve Giines, 2018: Wall ve Towner, 1991).

Nitekim turizm yeni bir fenomen degildir. Turizmin kdkeni ve evrimini anlamak igin tiim sahalar1
gozden gecirmek gerekir. Cok uzun zaman 6nce sadece bilim kurgu oldugu diistiniilen ancak 2021’de
ilk yortinge alt1 seyahatleri gercege dontisen, gelismekte olan uzay ve ay turizminden pay almak tizere
bir avug sirket kiyasiya rekabet etmektedir. Bilhassa alt yoriinge turizmi alaninda rekabet eden iki sirket
bulunmaktadir. "SPCE" koduyla islem goren Virgin Galactic ile neredeyse tamamen Amazon'un
kurucusu Jeff Bezos tarafindan finanse edilen 6zel uzay sirketi Blue Origin. Her iki sirket de 2021 yilinda
ilk sivil uzay seyahatlerini gerceklestirmistir. Jeff Bezos beraberinde ti¢ kisiden olusan bir ekiple, roket
icinde uzay gemisi ile yoriinge altina ilk kez u¢gmus ve geri donmiistiir. Virgin Galactic'in yolcularin
yamni sira iki pilotu bulunan uzay araci Space Ship Two, White Knight Two olarak bilinen jet motorlu bir
tasiyici ucagin altina demirlenmistir. Uzay araci esasen uzayimn kenarinda yavas bir geri donitis
yaparken, yolcular tekrar iceri girmeden 6nce birkag dakika mikro yergekimi i¢cinde ytizer ve ardindan
New Mexico'daki pistine inmek suretiyle seyahati tamamlarlar. Virgin Galactic, 2020 yilina kadar iki
test ugusunda bes kisiyi uzaya gottirmuistiir. En nihayetinde milyarder Sir Richard Branson, 17 y1l stiren
test stirtisleri sonras1 2021’de Virgin Galactic ile ilk uzay turizmi yolculugu yapan kisi unvanini elde
etmistir. Ugusun ardindan Sir Branson diizenledigi basin toplantisinda, "Cocuklugumdan beri bu anin
hayalini kurardim, ama diiriist olmak gerekirse, hicbir sey sizi Diinya'min uzaydan gortuntimiine
hazirlayamaz," zira "Her sey sadece buyiiliiydii" demistir. Gezi, Branson't Blue Origin sahibi Jeff
Bezos'u ve SpaceX sahibi Elon Musk'1 gecerek kendi araglarini deneyen yeni uzay turizmi dnciilerinden
ilki yapmustir. Ancak ¢ok kisa bir siire ardindan Jeff Bezos da, sahibi oldugu Blue Origin sirketinin
tasarladigi New Shepard roketiyle ilk sivil uzay yolculugunu gerceklestirmistir (Sheetz, 2020; BBC,
2021).

Diinyay: yukaridan izlemek ve yer cekimsiz ortamda ug¢mak bircok film ve gorselle insan zihnine
kazinmis neredeyse herkesin deneyimlemek istedigi bir macera haline dontismiistiir. Nitekim uzayda
konaklamak, seyahat etmek, ugmak, yemek-icmek ve eglenmek fikri bilim kurgu filmleri araciligiyla
bilingaltina yerlestirilmistir. Uzay turizmi alaninda yaris eden birkag¢ milyarder bulunmaktadir. Bunlar
arasinda Jeff Bezos un Blue Origin’i, Sir Richard Branson’in Virgin Galactic’i ve Elon Musk’in SpaceX'i
basi ceken sirketler arasindadir. 2023 yilinda Elon Musk'in sirketi SpaceX tarafindan ay yolculugu
projesi planlanmstir. Elon Musk'in SpaceX'i disinda Japon girisimci Yusaku Maezawa, 2023'te Ay
cevresinde 8 sivilin bir haftalik bir Starship gorevine" katilmasin saglayacak dearMoon isimli yeni bir
proje aciklamistir. Sivillerin uzay yolculugu bugiintin olgusu degildir. 2001 yilinda Denis Tito isimli
Amerikali milyoner Space Adventures isimli sirketle uzay yolculugu gerceklestirmis ve 7 gece uzay
istasyonunda kalmistir (NTV, 2019).

Uzay turizmi, ¢ok yakinda yoriinge alt1 oteli, renkli geceleri ve eglenceleri ile gercege doniisecek bir
ayricaliktir. Uzay turizmi, yoriingesel, yoriinge altt ve yoriinge tistii olmak iizere tim uguslar:
kapsamaktadir. Uzay turizmi sadece Uluslararasi Uzay Istasyonu’na yada yoriinge alt1 ucusa iligkin bir
olgu olmayip ayni zamanda uzay seyyahlarimin konaklama, yeme-igcme, yercekimsiz ortamda belli bir
siire uzay kiyafetleri ile stiztilme gibi tiim aktivitileri de anlatmaktadir. Ay'a ayak bastiktan elli y1l sonra
uzay, zengin ve tnliilerin yeni oyun alani haline dontismiistiir. Gelismekte olan uzay oteli endiistrisi
ise gezegenin 200 mil {izerinde bir tiir Nasa ile Radisson Blu deneyimi sunmaya calismaktadir. Ister
stiper zenginler ister devlet uzay ajanslari olsun, birka¢ on milyonu harcamaya niyeti olan herkesten
rezervasyon almaya isteklidirler; diger herkes, Galiktik konukseverligin bu yeni kavramlarina
yerytiziinde karadan bakmakla yetinmek zorunda kalacaktir (Barrie, 2020: Kiper ve Batman, 2021).

Uzay Cagi'min baglangicindan bu yana, 6zel sektor liderleri, kamu tarafindan yonlendirilen merkezi bir
modelin bilhassa uzaydaki ticari oncelikler konusundaki ilerlemeyi baltalayacagina dair uyarilar
yayinlamaktadirlar. Ornegin, General Electric'in bir donem baskani ve CEO'su olan Ralph Cordiner,
1961 sonrasi belli bir donem hiikiimetler tarafindan yonlendirilen uzay sektoriiniin gelisiminin, eninde
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sonunda geleneksel rekabet¢i girisim sistemimiz disinda kalamayacagr ve o6zel girisime dogru
evirilecegi diistincesini savunmustur (Weinzierl, 2018: 175).

1969'da Apollo 11'in Ay'a inisiyle zirveye ulasan uzay yolculugundaki bir dizi bagarmin ardindan, uzay
yolculugundaki hiikiimet ¢abalari kisa bir siire sonra durmustur. Yirmi birinci ytizyilin baslarinda, 6zel
girisimciler uzay yolculugu ve turizmine yeni bir soluk getirerek ilham verdiler. Glintimtizde ABD’nin
uzun vadeli ekonomik c¢ikarlari igin hicbir sey uzaydan daha fazla énem tasimamaktadir (Spector ve
Cohen, 2020). Bu yarisa kendi uzay istasyonunu kuran Cin de dahil olmustur. Gelismis tilkelerin
zenginlerinin kiyasiya rekabet icinde olduklar1 uzay ve galaksi, ekonomik ve toplumsal agidan pek ¢ok
faydalar icermektedir. Bunlarin icinde dogal kaynaklarmin % 80’inden fazlasi kullanilmis olan
diinyamiza gore kullanilmamis yeralti zenginliklerine ev sahipligi yapan uzay goze carpmaktadir.
Nitekim Sanayi Devrimi, yalmizca, komiiriin yakilmasindan suyun isitilmasi ile buhar giictintin
kullanilmasi sonucu gerceklesmistir. Bu, Diinya'nin dogal kaynaklarinin kullaniminda biiytiik bir artisin
baslangic1 olmustur (Kiger,2021).

Turizm sisteminin karmasiklig1 etkilesim ve karsilikli bagimliliga dayandigindan, turizm rekabetciligi
tek bir isletme diizeyinde ¢ok nadir incelenmektedir. Rekabetcilik, isletmelerin sahip olduklar: stratejik
ve operasyonel avantajlara dayanmaktadir. Destinasyonlar arasindaki rekabet, kiiresel turizm
endiistrisinin sekillenmesinde kritik bir rol oynamaktadir. Tarim, madencilik ve imalat sektorlerinin
yerini alan yeni ekonomi tireticisi olarak giderek daha fazla turizme yonelim, kiiresel turizmi daha
rekabetci hale getirmektedir. Giintimtiiz turizmi, ortaya ¢ikan yeni destinasyonlar ve giderek artan
siddetli rekabet ile karakterizedir (Vodeb, 2012: 274).

Diinyamizin kirlenen destinasyonlari karsisinda hentiz bakir olan uzay, tam ulasilabilir degildir. Uzay
turizmi, inovasyon ¢ag1 tirtintidiir. Nitekim internet sunuculari, sosyal medya, e-bilet, GPS, gevrim ici
haritalar, artirilmis gerceklik bu yeniliklerden bazilaridir. Nisan 2001'de ABD'li milyoner Dennis Tito,
bir Rus Soyuz roketi ile Uluslararas1 Uzay Istasyonu'na (ISS) ulasarak diinyanin ilk uzay turisti
olmustur. O zamanlar 60 yasinda olan Tito igin bu, gengliginden beri kurdugu bir riiyanin doruk
noktasiydi, bu rityay1 gercege dontistiirmek icin 20 milyon dolar harcamistir. Virgin CEO'su milyarder
Richard Branson ve Amazon CEO'su Jeff Bezos onun izinden gittiler. 11 Temmuz 2021'de Branson
sirketi Virgin Galactic araciligiyla yoriinge alt1 uzaya ugarken, Bezos'un Blue Origin roketi ile 20
Temmuz 2021’de yoriinge alt1 uzayda 11 dakika gecirmistir (CNN, 2021).

Uzay turizmi endistrisi, teknolojik bir nis proto-pazar olarak tanimlanabilir. Bugiiniin zengin
tilkelerdeki ytiksek issizlik orani, bu tilkelerin bunu telafi edecek kadar hizli yeni endiistriler
gelistirmedeki basarisizliklarindan kaynaklanmaktadir. Nitekim bazi yazarlara gore, uzay turizmi, 20.
yizyilin havacilik devrimiyle paralellik gostererek 21. ytizyilin turizm devrimi olacaktir. Uzay
turizminin getirecegi ekonomik faydalar, tiim uzay turistlerine saglayacag: yeni bakis agisi, pahali uzay
araglar1 ve havayolu seyahatleri ile yilda milyarlarca dolar gelir elde etme potansiyeline sahiptir
(Webber, 2013).

Kavramsal Cerceve
Dijital Cagda Uzay Turizminin Gelisimi ve Onemi

Ticari uzay pazar1 1970'lerden beri var olmasina ragmen, Dennis Tito'nun 2001 yilinda Soyuz uzay
aracinda Uluslararast Uzay Istasyonu'na (ISS) yaptig1 gezi, “yoriingesel uzay turizminin” baglangict
olurken, toplumun dikkatini ¢ekmeyi basarmustir. ABD’li sirket Space Adventures araciligiyla 20
milyon ABD dolarina mal olan gezi, diger birka¢c milyarder tarafindan tekrarlanirken uzay
operasyonlarmi stirdiirmek i¢in Rus uzay ajansina nakit para akmasma yardimeci olmustur
(Tejokusumo, 2014: 1).

[k ticari Yoriingesel Uzay Turizmi astronotu 2001 yili Nisan sonu uzaya gitmistir. Bundan once,
yalmzca devlet astronotlarinin uzaya gitmesine izin verilmistir. 2014 yilina kadar Uluslararas1 Uzay
[stasyonu’na algak yoriingeye firlatilan Rusya'nin Soyuz roketi ve uzay araci ile yedi turist sekiz
seyahatin parasim Odeyerek, seyahatini gerceklestirmistir. 2001 yilinda diinyamn ilk uzay turisti
Amerikali Dennis Tito, bir Rus Soyuz roketiyle Uluslararas1 Uzay Istasyonuna gitmisti. Ikinci uzay
turisti, 2005'te Gliney Afrikali Mark Shuttleworth ve tictinctisit Greg Olsen olmustur. 2007 ve 2009'da
Charles Simonyi uzay yolculugunu gercgeklestirmistir. Aym zamanda, her yil, Washington DC'deki
Smithsonian Hava ve Uzay Miizesi'ni ve diger tilkelerdeki benzer miizeleri on milyonlarca insan ziyaret
etmektedir. Diger cesitli uzay kamplar1 ve kongreleri de Diinya yiizeyinde gerceklesen biiyiik ve devam
eden uzay turizmi pazarmi temsil etmektedir. 1980'lerin baslarinda, ABD'de gercek uzay yolculugu
tizerine yapilan bagimsiz bir pazar arastirmasi, 40 milyondan fazla insanin bir uzay mekigi ile yolculuk
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yapmak istedigini ve yaklasik 55 milyon insanin da yolcu gemisi benzeri bir uzay araci ile uzaya ¢ikmak
istedigini ortaya koymustur (Chang, 2015: 82-83 Cole, 2015: 132).

Diinya'nuin 125 mil (200 kilometre) tizerinde bir uzay aric1 yoriingede dolasmak i¢in 17.400 mil (28.000
km / s) hizla seyahat etmelidir ki bu insana ¢iglik attirir. Orbspace temsilcilerine gore, yoriingesel uzay
ucgusunu teknik olarak ¢ok karmasik ve dolayisiyla pahali yapan bu inanilmaz yiiksek hizdwr. Ugaklarin
uzayda ucamamasinin ana nedenlerinden biri, yeterince hizl gitmemeleridir. Buna karsilik, daha diisiik
hizla yoriinge altt ugus yapilabilmektedir. Bir yoriinge alti roketin yoriingeye ulasma glici
bulunmamaktadir. Diinya'nin 125 mil yukarisina ulasmak icin, bir yoriinge alt1 aracin nispeten sakin
bir 3.700 mil (6.000 km / s) hizla u¢gmasi gerekir, ancak bu héla yaklasik 575 mil (925 km / s) hizla ucan
bir ticari ugaktan ¢ok daha hizlidir. Alt y6riinge turizminin biiytimesi, cok biiytik bir potansiyel talebin
oldugu bilinen yoriinge turizmi hizmetlerine yol acabilir (Mann, 2020).

Nitekim ticari alt yoriinge uguslar1 satisa agilmistir. Ancak su anki ucus tekrarlari, yolcular: bir
konumdan digerine degil, yalmzca yukar1 ve asag1 - termosfere ve ayni firlatma alanina geri gonderecek
diizeydedir. Bu alanda, Tek kisilik ucuslar i¢cin 95.000 dolar ticret alan X-Cor ve alt1 kisilik bir ugakta
kisi basma 250.000 dolar {icret alan Virgin Galactic, dikkat ¢ekmektedir (Daily News, 2017). Richard
Branson yolculugunu baslangicta Jeff Bezos'tan birkag ay sonrasma planlanmistir. Ancak Bezos, roket
firlatma tarihini ertelemistir. Boylelikle ilk ucus Branson tarafindan gerceklestirilmistir. Hging bir
sekilde, Bezos'un sirketi Blue Origin, Ingiliz milyarderin yolculugunu bir uzay ugusu olarak
nitelendirmek igin yeterli irtifaya ulasmadigini belirterek, Branson'mn ugusunun basaris: ile dalga
gecmistir. Elon Musk’in sirketi SpaceX, diger uzay seferlerinin yamni sira, 2020’de Uluslararas1 Uzay
Istasyonuna iki NASA astronotu gondermistir (Perumal, 2021).

Nitekim uzay turistlerin ve uzay yolculugunun yayginlasmasi noktasinda yasanan yavas ilerlemenin
baska nedenleri bulunmaktadir. Astronatlarin uzayda alt1 ay ve daha fazla bulunmalar1 viicutlarinda
kas kayiplarina neden olmaktadir. Uzayda alt1 ay kalan bir Rus kozmonot ve dokuz Amerikali astronot
tizerinde yapilan arastirma ortalama ytizde oniic kas kiitle kayb: yasadiklarini gostermistir (Milliyet,
2009).

Astronotlar tehdit eden diger bir konu ise kemik erimesidir. ABD’den bir tiniversitenin uluslararasi
uzay istasyonunda 4-6 ay arasinda gorev yapan kadin ve erkek astronotlar arasinda yaptig1 calismada
ortalama ytizde 15 kemik kaybina rastlanmistir. En fazla kalca kemikleri eriyen astronotlarin kemik
kayiplar1 geri dondiirtilememektedir. Insan viicudu %60'tan fazlasi sudan olusur; insanlarin agirhksiz
oldugu mikro yercekiminde, bu sivilar kendilerini viicutta yeniden dagitirlar. Kanin damarlardan akis:
degisirken onlar1 Diinya'va dogru geken yercekimi kuvvetleri olmadigindan organlarin konumu ve
seklide degismektedir. Ornegin, uzayda uzun siire kalan astronotlarin hem kalp hem de goz kiireleri
mikro yercekiminde sekil degistirir; yercekimi olmadan, goz kiiresinin arkasi diizlesir ve gorme
sorunlarina neden olur. Kalp, yercekimine kars1 calismak zorunda olmadig; i¢in, Diinya'dakinden daha
yuvarlaktir ve uzunlugu daha kisadir. Bunun gibi degisiklikler, saglikli bireylerde dahi kardiyovaskiiler
komplikasyonlara neden olabilir (CNN Tiirk, 2015: King, 2020).

NASA'ya gore, tarihsel olarak, uzayda ucan insanlarin %4't ani sekilde hayatim kaybetmistir. Bununla
birlikte, uzay turizmini gerceklestirmek icin tistesinden gelinmesi gereken tiim zorluklara ve risklere
ragmen, teknolojik mucizelerle uzay ucusunun koklerinin insan dogasina ve 6zlemlerine dayandig:
kamitlanirsa, bu iddiali girisim yersiz olmayabilir. William Burroughs bir keresinde insan uzay
yolculugu icin tasarlanmis bir eserdir, demistir (Bensoussan, 2010).

Insan viicuduna olumsuz etkileri olan uzay seyahatleri ve kalislarmin ilerleyen teknolojilerle ¢oziiliip
¢oziilemeyecegi bilinmese de 2030 yilina kadar yaklasik olarak 360 uzay seferi ongoriilmektedir.
Bilindigi tizere kiiresel turizmin gevreye kirliligine verdigi en biiyiik zarar kitlesel hava yolu
tasimaciligidir. Ancak uzay turizmiyle yayilan karbon gazi ¢ok daha fazla olup, atmosferin tist
tabakalarini olumsuz etkileme kapasitesine sahiptir (Biber, 2021).

Dijital Doniisiimiin Uzay Turizmine Olumlu Etkileri

Dérdiincii Sanayi Devrimi'nin baslangicinda toplumlar: beklenmedik sekillerde etkileyen ve yeniden
insa eden dijitallesme, yeni bir ¢agin baslangici olarak aliskanliklarimizi, ge¢misle baglarimmizi tim
hayatimizi etkileyen teknolojilerdir. Turizm, kiiresel clgekte is siireglerini dijitallestiren ilk sektorlerden
biridir ve dijital bir 6ncii olarak ugus ve otel rezervasyonlarin ¢evrimigi hale getirmistir. Bilgi ve iletisim
teknolojisi (BIT) kiiresel bir fenomen haline geldiginden, turizm, yeni teknolojileri ve platformlart
nispeten erken bir siirecte benimsemistir. Nesnelerin Interneti, yapay zeka, konum tabanli hizmetler,
artirilmis sanal gerceklik ve blok zinciri teknolojisini dahil biitiin bu teknolojilerin kullanimi
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ginimiizde daha cekici, kapsayici, ekonomik, verimli, sosyal ve cevresel olarak stirdiiriilebilir bir
turizm sekliyle sonuglanmistir (UNWTO, 2021).

Diinya turizmini gecici olarak durma noktasina getiren KOVID-19 salgimi, daha giiclii ve daha iyi
biiytimek icin dijital doniistimii benimsemenin nemini gozler dntine sermistir. UNWTO'nun Turizm
Start-Up yarismalari, 6zellikle gelismekte olan tilkelerdeki girisimciler ve yenilikciler arasinda sektorii
bozmaya ve onu daha adil, daha gticlii daha stirdtiriilebilir hale getirmeye yonelik giiclii bir ilgi
oldugunu gostermistir. Birlesmis Milletler Uye Devletleri, 2030 Giindemi ve Siirdiiriilebilir Kalkinma
Hedeflerini benimseyerek daha iyi bir diinya insa etme yolculugunda kimseyi geride birakmama
vaadinde bulunmustur. Ayrica Giindem, 6nce en geride kalana ulasmanin nemini de vurgulamaktadir
(UNCTAD, 2020).

Dijitallesme, sayisallastirilmis veri ve bilgiler yardimyla is operasyonlarin iyilestirerek, calisma
verimliligini artirir. Ancak turizm alaminda dijitallesme, dijital mekanizma araciligiyla daha
kisisellestirilmis teklifler sunarak, klasik rezervasyon yontemlerinden uzaklasmay: saglamistir.
Boylelikle turistlerin sosyal medya platformlarinda deneyimlerini gézden gecirmeyi, kullanimi
artirmay1 ve turistlerle iliskilerini stirdiirmeyi sevdigi icin diger paydaslarin dijital katiliminm
artiracaktir. Dijitallesmeyi basarili kilmanin temelinde, insan giiciintin ve dijitallesmenin optimum
diizeyde kullanilmasidir. Bu nedenle teknolojinin ne olgiide kullamilacagr dikkatli bir sekilde
belirlenmelidir (Kumar ve Asthana, 2020: 106).

Diinya'da insan uygarlig1 ve mimarisi, neredeyse 10.000 yildir birbirini agtklamaktadir. Nitekim uzaym
kentsel tasarim ekiplerinin bir¢ok yeni disiplini (6rn. sistem miihendisligi, uzay tasimaciligi, giines
sistemi bilimi, yasam destegi ve insan sistemleri, uzay kaynaklar:1 kullanimi ve gevre yonetimi) zaten
Ronesans’taki uzmanlik alanlarina dahil olarak, sehirciligi diinya disina genisletmenin sagladig:
firsatlara eski, kanitlanmis ¢oztimleri uyarlamalarini saglayacaktir (Sherwood, 2005: 354).

Nasa icin calisan Dr Josef Schmid, kendisini Uluslararas: Uzay 1stasyonu‘nun (ISS) ortasina 1sinlanmis
halde buldu ve burada astronotlarla sohbet etmenin keyfini ¢ikardi. Hatta Fransiz astronot Thomas
Pesquet ile el sikisti. Microsoft tarafindan gelistirilen yiiksek kaliteli 3D modelleri olan holo 1sinlama
her yerde goriintii ve sesin canli olarak iletilmesine olanak taniyan yeni bir teknolojidir (BBC, 2022).

Cin ve Japonya, hem geleneksel hem de yeni uzay yeteneklerinde 6nemli teknik yeterlilige sahip
diinyanin en biiyiik uzay gticleri arasindadir. 1990'larin basindan beri, her tilke ayn1 donemlerde dis
uzay faaliyetlerinin yonetisiminin sekillendirilmesiyle yakindan ilgilendi. Japonya, bir dizi ilke
tarafindan yonlendirilen hem devlet hem de devlet dis1 katilimcilar: iceren Asya-Pasifik Bolgesel Uzay
Ajans1 Forumu'na onctiliik etti. Cin, yiiksek profilli resmi bir hitkiimetler aras1 6rgiit olan Asya-Pasifik
Uzay Isbirligi Teskilatin1 bir S6zlesme ile resmi olarak segmeyi yeglemistir (Pekkanen, 2021: 37).

4 Ekim 1957'de Sputnik I'in firlatilmasinin ardindan, Soguk Savas'in iki ana giicii arasinda, en azindan
1969'da Apollo 11'in aya inisine kadar stirecek bir uzay yarist baglamistir. Dis uzayin kesfi, bir dizi
potansiyel fayda sagladi. Bunlar; Atmosferin fizigine iliskin arastirma olanagiin yamn sira, bir dizi
meteorolojik, jeofizik ve kartografik verinin toplanmasini kolaylastiracak, radyo iletisimi ve televizyon
yayincilifi icin gelismis kapasiteyi miimkiin kilacak, gtivenli navigasyonu kolaylastiracak ve nihayet,
aya ve otesine deneysel ugus imkani saglayacak teknolojilerin gelisimidir (Craven,2019).

Yontem

"Uzay" terimi genellikle Diinya'nin ugus irtifalarimin disindaki galaktik bosluk anlamina gelir. Uzaydaki
radyasyon alani, hem ilgili radyasyon tiirleri hem de yogunluklari agisindan Diinya'daki cevresel
radyasyon alamindan ¢ok farkhidir. Nitekim astronotlar, diinyadakinden bir hayli farkli cevresel
kosullarda yasarlar. Manyetosfer disindaki gorevler icin iyonlastirici radyasyon, miirettebatin saglig
ve performansi tizerindeki etkisi nedeniyle kilit faktor olarak kabul edilmektedir ( Dietze, Bartlett, Cool,
vd, 2013). Mikro yer¢ekimine maruz kalma, astronotlarda ve kozmonotlarda osteoporoz benzeri kemik
kiitlesi kayb1 dahil olmak tizere gesitli fizyolojik degisikliklerle iliskilendirilmistir. Astronotlara nerilen
gunliik yogun egzersizler kemik kaybini azaltmaya ¢ok az yardimci olmaktadir. Nitekim bilim hentiz
uzay istasyonunda calisan astronot ve kozmonotlarin kemik ve kas kaybina ¢6ztim bulamamuistir
(Loomer, 2001). Diger yandan uygulanabilir sayisal simiilasyon teknikleri, yeni tirtin gelistirmeyi
kolaylastiran teknolojik tiim ilerlemeler, gelismis {ilkelerin girisimcilerini daha fazla uzaya
yoneltmektedir. Uzaya binlerce uydu gonderen Amerikali milyarder Elon Musk, diinyanin en ticra
koselerine bile ytiiksek hizli internet saglamay1 hedefledigini iddia etmektedir. Diger yandan Cin Uzay
[stasyonu’nu cevreleyen Starlink uydulari nedeniyle Cin hiikiimeti ABD'ni Birlesmis Milletlere uzaya
iliskin hukuku diizenlemeler uymadig; icin sikayet etmistir. Ttim diinyaya bedava internet saglamak
gibi bir amag i¢in uzaya uydu gonderdigini iddia eden Elon Musk, Cinliler i¢cin ABD'nin uzay silahi
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olan Starlink uydularmin {ireticisidir. Diger yandan, Kovid-19 salgm ile hizla ilerleyen dijitallesme,
gezginlere seyahat oncesi, sirasinda ve sonrasinda dijital destek saglamaktadir. Ttim rezervasyonlarin
yaklagik dortte birinin akilli telefonlar aracihig ile yapildig: cagimizda mesafeler nemini yitirmektedir.
Bu ¢alisma, Kovid-19 salgini ile hizlanan dijitallesme ve inovasyon siirecinde bir 6zel ilgi turizmi olarak
uzay turizminin kisa tarihgesi, gelisme trendleri, ekonomik biiytime ve istihdam tizerindeki etkileri ile
cevresel sonuclar1 tizerine bir degerlendirme sunmaktadir. Bu makale sadece uzay turizmindeki
ilerlemeyi degil aym zamanda gelismis tilkeler arasindaki uzay yarisimt ve amacmi kavramaya
calismaktadir. Makale, ulusal ve uluslararasi literatiirde yer alan uzay teknolojisi, uzay ve uzay turizmi
ile ilgili calismalarin, yazilarin, tezlerin, arastirmalarin ve haberlerin 6nemli bir kisminin taranmasi ile
elde edilen genis bir kaynakga etrafinda bilgilerin incelenmesi, diizenlenmesi, anlamlandirilmasi ve tim
medya kanallar1 aracilifiyla gelisen trendlerin karsilastirilmasi seklinde bir kapsaml arastirmayi
icermektedir. Bu makalenin amaci dijitallesme ve uzay turizmi arasindaki iliskiyi inceleyerek ytikselen
uzay turizmi talebinin tiim kisitlar1 ele alinarak gelecegine iliskin bir 6ngortide bulunmaktr.

Dijitallesmenin Yiiksek Vasifli Isgiicii ve Uzay Turizmi iizerindeki Etkileri

Insan isgiictiniin yerini makinelerin almasi, Birinci Sanayi Devrimi'nden bu yana gerceklesmektedir.
Bununla birlikte, uzun bir siire boyunca makineler, yalnizca basit, rutin islerde insanlarin yerini
alabilmistir. Yapay zeka ve yapay zeka destekli teknolojilerin biiytimesiyle birlikte, neredeyse her olas1
gorevde insanlarla rekabet edebilecek ve insanlarin yerini alabilecek yeni nesil makineler (hizmet
robotlar1 gibi) ortaya cikmustir. Uzay turizmi, seyahat ve turizm endiistrisinde heyecan verici bir
gelismedir. Seyahatin gelecegi teknoloji temellidir, bu nedenle turizm isleri akilli girisimleri etkin bir
sekilde uygulamak ve yonetmek i¢in kullanilan hem teknik hem de ileri diizey sosyal beceriler
gerektirecektir. Turizmde dijital dontistimiin en biiytik toplumsal etkisi, diinya ¢apinda her 10 isten
1'ini dogrudan ve dolayli olarak temsil eden sektoriin isgticti tizerindeki etkisi olabilir. Diger ekonomik
sektorlerde oldugu gibi, akilli otomasyonla bazi seyahat tiirlerinin yapisi ve islevi degisecek ve
digerlerini tamamen ortadan kaldiracaktir. Bununla birlikte, 6zellikle sektor icin giiclii bir biiyiime
ongoruldugiinden, dijital olarak etkinlestirilmis biiytime, otomasyonun mevcut rollerini geride
birakabilecek yeni istihdam firsatlar1 da tiretebilecektir (Bulchand-Gidumal, 2020: 15, UNWTO, 2021).

Artan dijitallesme, turizm isletmelerinin is modellerini dontistiirmesine, hizmetleri clgeklendirmesine
ve yeni pazarlara girmesine yardimci olmaktadir. Teknolojiye yapilan yatirimlar, artan pazar payi,
azalan maliyetler, artan verimlilik ve azalan atik ile sonuglanmaktadir. Teknoloji, e-pazarlama veya
otomatik ve temassiz hizmetler gibi miisteri katilimi i¢in gelistirilmis ve alternatif yollar1 kolaylastirmak
tizere kullanilmaktadir. Isletmeler, yeni ve gelismekte olan ziyaretci pazarlarini belirlemek icin stirekli
karmasik pazar verilerini analiz etmek icin teknolojiye giivenmektedirler. Hollanda'min uzay sektorii
yaklasik 600 milyon Euro'luk bir ciro tiretirken, dogrudan 4.000'den fazla yiiksek vasifh is¢i istihdam
etmektedir. Kamu ve 0zel sektorler uzayr kesfetmek ve faydalanmak tizere yarisirken, bunu
yapmalarinin Hollanda icin hem uzun hem de kisa vadeli 6nemi bulunmaktadir (Dredge, Phi,
Mahadevan, Meehan ve Popescu, 2018; van Manen ve Bekkers, 2020: 8).

Uzay turizmi ile ilgili olarak diger bir istihdam alan1 ise uzay giysisi tiretimidir. Son 50 yildir, uzay
giysileri bir¢ok tarihi anda rol oynadi. Soguk Savas'in uzayda hakimiyet kurma yarisindan aya inislere,
Uluslararasi Uzay Istasyonunda Alcak Yériingede siirekli insan varliginin kurulmasina kadar, uzay
giysileri inamilmaz basarilara imza atmistir. Uzay turizmi biiytidiikce ve daha fazla insan uzaya seyahat
ettikce, bu tiir seyahatlerin ihtiyaclarim karsilamak igin yeni uzay giysilerine ihtiya¢ duyulacaktir
(Cadogan, 2015: 338).

Turistler, turizm end{istrisinin hizmet nesneleridir ve turistlerin tiiketim kararlari ve egilimleri turizmin
gelisimini etkilemektedir. Turizm tiiketiminin karar verme egilimi, turistlerin kaynak tercihi, titketim
talebi ve risk algisi gibi 6znel duygularim yansitir. Bilgi ve iletisim teknolojilerinin izl gelisimi
insanlarin seyahat tiiketim sekillerini degistirmistir. Her yerde bulunan ag, bir iletisim ag1, internet ve
sensor aglarindan olusur ve genis olgtide birbirine entegre edilmistir. Kullamici tarafindan olusturulan
icerigin yayimlanmasi ve paylasilmasy, bilgi yayilimimin 6nemli kanallarindan biri haline gelmistir (Sun,
Huang ve Liu, 2022: 1),

Bilgisayarl1 rezervasyon sistemlerinin uygulanmasindan ¢nce, tur operatorleri aracilifiyla turistler
adina rezervasyon yapmak karmasik bir siirecti. Bu sistemler, mevcut tiim hizmet saglayicilar hakkinda
bilgi saklama yetenegine ve bu verileri aktarmak igin gerekli altyapiya sahiptir. Aslinda bu sistemler,
tur operatorlerinin {irtin ve hizmetlerini daha iyi kontrol etmelerine ve tanitmalarina, mevsimsellik
sorununu azaltmalarma ve ayni zamanda ozellikle iletisim sektoriinde diger dagitim araglarma gore
daha diistik maliyetlere sahip olmalarina ve fiyatta esneklik uygulamasina olanak saglamistir. Boylece
daha yiiksek miisteri memnuniyeti seviyelerine ulasilmustir (Panagiota, 2017: 12).
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Fiitiiristtik bir turizm tiirti olan uzayda bos zaman gecirme olasilig1 bir¢oklar: icin korkutucu bir
kavramdir. Ancak bazilarimiz yalmizca sanal gergeklik yazilimim kullanarak uzay turizmini
deneyimlemeyi beklemis olsa da, bir¢ok sirket uzayda tatili gercege dontistiirmektedir. Uzay turizmi,
uzaya ilgiyi icinde barmndiran bir turizm tiirtidiir. Cogu insan uzay turizmini yalnizca uzay gezileriyle
iliskilendirirken, uzay turizmi kavrami aslinda bundan daha genistir. Uzay turizmi, uzayla ilgili diger
aktivitelerin yani sira uzay odakli miizeleri ziyaret etmeyi, roket firlatmalarmi gozlemlemeyi veya
yildizlar1 izlemek tizere popiiler olan yerlere seyahat etmeyi icerebilir. Son zamanlarda, bir turist olarak
uzaya seyahat etme kavramina odaklanan ¢ok sayida ticari ilgi olmustur; bu, Virgin Galactic, Blue
Origin, SpaceX dahil olmak tizere bircok sirketin rekabet ettigi alandir (Stainton, 2022).

Turizm, dogrudan etkisinin Stesinde, deger zinciri boyunca carpan etkisi olan insaat, imalat ve BT
hizmetleri gibi diger bircok sektorle yakin temasta olan bir hizmet sektoridiir. Cekirdek turizm
sektortindeki her isin turizmle ilgili enduistrilerde yaklasik 1.5 ek veya dolayl is tirettigi tahmin
edilmektedir. Turizm, tiim bolgelerdeki insanlara daha iyi bir gelecek i¢in umut saglayamamanin en
buytik kiiresel zorluklarimizdan biri oldugu bir zamanda milyonlarca kisiye istihdam tiretmektedir.
Gelecege yonelik becerilere sahip isgiici kitlig1 ise yeni ekonomileri reddetmeye ve is yaratma
beklentilerine zarar vermeye devam etmektedir (Rifai, 2017).

nsan uygarligmin devami, artan kaynaklara erisim ile biiytiyen bir diinya ekonomisini gerektirir.
Bunun nedeni, toplumdaki rekabet eden gruplarin hepsinin durumlarir iyilestirebilmenin ve makul
adaleti saglanabilmenin, ancak genel "ekonomik pasta"min biiylimesi beraberinde sosyal etigin
saglanmasiyla miimkiin olmasidir. Ne yazik ki, rekabet halindeki gruplar diger gruplar pahasina kendi
durumlarini iyilestirmeye calistikga, etik biiytime neredeyse imkansiz hale geldiginden pasta
kiicuiliirken toplumlar ¢cok daha az saglam olmaktadir (Collins ve Autino, 2009: 1556).

Glintimtizde yapay zeka (Al) ile seyahat tirtinii hayatin her alaninda neredeyse mevcut, kisisellestirme
ve tavsiye sistemleri gibi farkli uygulama tiirlerinde ortaya ¢ikmaktadir. Robotlar, konusma sistemleri,
akilli seyahat acenteleri, 6ngorii ve tahmin sistemleri, ses tanima, dil ¢eviri uygulamalar1 ve dogal dil
isleme sistemleri, turizm sektoriinde uygulanan teknolojik sistemlerdir. Biiyiik veri, algoritmalar ve
bilgi islem giictindeki son gelismeler, yapay zekdda cnemli gelismeler saglamistir. Boylece, Turistlerin,
bir varis noktasi, ulasim, konaklama ve aktiviteler gibi secenekleri belirleme ve gelecekteki gezileri
hakkinda bir dizi karar verme stireglerini kisaltir. Bu kararlar, turistlerin seyahatlerinden
memnuniyetleri {izerinde nemli bir etkiye sahip olacaktir. Bununla birlikte, su anda mevcut olan
destinasyonlar, ulasim, konaklama ve aktiviteler, neredeyse sonsuz sayida segenek sunmaktadir.
Turizm organizasyonlar1 ve acenteleri, miisteriler ve ihtiyaglarina gore uyarlanmis seyahat paketleri
arasinda en iyi eslesmeyi bulmaya calisirken benzer bir zorlukla kars1 karsiyadir. Bu nedenle, talebi bir
urtinle eslestirmek, yapay zekanin yeteneklerine ¢ok uygun goriinen ancak son derece karmasik bir
surectir (Bulchand-Gidumal, 2020).

Turizmde Dijitallesme ve Dijital Platformlar

Yolcular1 uzaya tasiyan 6zel ticari uzay turizmi giintimtizde ne uzak bir hayal ne de imkénsiz bir seydir.
Zira uzay teknolojisindeki katlanarak gelisen yenilikler ulasilabilir ve karsilanabilir bir gerceklik haline
gelmenin esigindedir. Yeniden Kullarulabilir Firlatma Araciin (RLV) gelistirilmesi déhil, Virgin
Galactic, SpaceX, Blue Origin vb. 6zel sirketlerin uzay turizmi kesifleri ve uygulamalarinin arttig1 ve
finansal olarak biiyudiigini gormekteyiz. Nitekim uzay turizmine halktan da biyik ilgi
gozlenmektedir. Bu gelismeler, yakin gelecekte uzay turizminin sonsuz olanaklarim ve kaginilmazhigim
yansitmaktadir (Padhy ve Padhy, 2021: 269).

Mevcut Dérdiincti Sanayi Devrimi (Endiistri 4.0), robotizasyon, sayisallastirma ve otomasyon ile
karakterizedir. Bu, sadece tiretim stireglerini degil, aym zamanda hizmetleri veya finansal piyasalar1 da
donitistirmektedir. Degisiklikler, asir1 ekonomik istikrarsizlik ve sosyal degisim riskini temsil eder ki,
bu durum kendini Kovid-19 krizinde iyiden iyiye hissettirmistir (Botlikova ve Botlik, 2020:1). Bilgi
ekonomisinin hizla yiikselisi ve internet teknolojisinin yaygmnlasmasiyla birlikte internet ¢ag:
kagmilmaz bir trend haline gelmistir. Bu nedenle, internet teknolojisinin uygulanmasi kosuluyla, turizm
ogretim kaynaklarimn ve dijital paylasim platformlarmin arastirilmasi son derece 6nemlidir (Liang,
2015).

Dijital turizm platformlari, turizm sektoriintin bastanbasa ¢alisma yontemini degistirmektedir. Dijital
teknolojiler, ilk kez gelismekte olan destinasyonlardaki kiigiik turizm isletmelerine kiiresel seyahat
pazarina dogrudan erisim olanag1 sunmaktadir (World Bank, 2018). Turizm ve misafirperverligin
geleneksel dogasi geregi, dijitallesme beraberinde KOBI'ler igin bir dizi firsatlar ve zorluklar soz
konusudur. Turizm sektorii oldukca pargalidir ve ulasim, konaklama, restoran ve yemek hizmetleri ile
kisisel hizmetler gibi alt sektorlerin ttimiinde, dijitallesme s6z konusu oldugunda ¢ok farkli zorluklara
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ve firsatlara tabidir. Turizm KOBI'leri icin en belirgin zorluk, yeni dijital teknolojilerin devreye
girmesini takiben egitim ihtiyacidir. Yeni teknoloji uygulama maliyetleri, turizm KOBI'leri iin ikinci en
onemli endise olarak gosterilmektedir. Dijitallesmenin en biiyiik zorluklarindan biri zamandir. Online
olmak, bir miisteri talebine hizli bir sekilde cevap verebilmek tam zamanh bir istir. Zaman yonetimi ve
kullanilabilirlik 6nemli zorluklardir (Dredge, Phi, Mahadevan, Meehan ve Popescu, 2018: 6).

Ekonomik Esitsizlik Artarken Elit Turizmi Olarak Uzay Turizmi

Bir halk saghgi krizi olmasimin yamu sira, KOVID-19 salgmimin yoksulluk seviyeleri ve esitsizlik
tizerinde yikici bir etkisi olmustur. Yoksul, yasli, engelli ve go¢men niifusun yar sira kadinlar, salgimin
yikici serpintisinin yiikiini istlenmistir. Oncelikle, daha yiiksek ticretli isciler evden galisirken, diisiik
tcretli mavi yakali isciler genellikle bu secenege sahip olamadilar. Diger yandan, diistik tcretli
calisanlarin ytiiksek bir orani, hasta kisilerle temas etme olasiliklarinin daha yiiksek olan hemsirelik,
polislik, 6gretmenlik, temizlik, ¢op toplama ve magaza isleri gibi temel hizmetlerde galismalar:
nedeniyle yiiksek risk altinda olmalaridir. Ayni zamanda duisiik ticretli isciler, oteller, restoranlar ve
turizm hizmetleri gibi faaliyetlerinin bir siireligine askiya alindig1 sektorlerde daha fazla temsil
edilmektedir. Salgin, ultra zenginler icin borsadaki sasirtici yiikselisle bir nimete dontstirken, disiik
ticretliler icin felakete neden olmustur. ABD'de 44 milyondan fazla insan isini kaybederken, issizlik
Nisan ve Haziran 2020 arasinda %15'e yiikselmistir. Yine de en biiyiik bes milyarderin serveti 102 milyar
dolar yani % 26 oranunda artmistir (World Economic Forum, 2020).

Ekonomik beklentisi yiiksek olan uzay turizmi, 1967'de Hilton Hotels'in baskani olan Barron Hilton'un
ay lizerinde bir otel kurma misyonunu anlattif1 giinden bugtine ¢ok yol kat etmistir. Uzay turizmi,
ziyaretgilerin yildizlara akarken Galaxy Lounge’da bir martininin tadim ¢ikarabilecekleri zengin
seckinler igin bir liiks olarak tasavvur edilmistir. Uzay turizmi, stiper zenginler i¢in biiytik Slgtide bir
statii sembolii olarak baslamistir. Giilse Birsel'in yazip, yonetip, oynadig1 Jet Sosyete dizisinin 8.
Boltimiinde Gizem karakteri uzaya gitmeyi ne kadar arzu ettigini soyle ifade etmektedir: -
“Streratosferden geciyorsun, ondan sonra yedi dakika yer ¢ekimsiz ortamda ugan balon gibi kaltyorsun.
En biiyiik hayalim stretosferden gegmek” demektedir (Tasci, 2016; Jet Sosyete, 2018).

Ancak ticari uzay yolculugu isi hizlamirken, hayatimizi zihninizi ve bedeninizi Diinya'nin 6tesine
seyahat etmeye hazirlamakla harcamak zorunda degilsiniz. Artan sayida milyarder, tinlii ve yarisma
kazanarn bir¢ok birey, atmosferden firlarken, analistler, yoriinge alt1 uzay turizmi pazarinin 2030 yilina
kadar 8 milyar dolar degerine ulasacagina inanmaktadir. 2019'da, ticari astronot olmalari icin kisileri
egitmek tizere 6zel bir sirket i¢in pazarda bir bosluk fark ettikten sonra, Orbite kurucu ortaklar: Jason
Andrews ve Nicolas Gaume, uzay turistleri igin bir egitim kampi olusturmaya karar vermislerdir.
Orbite sirketinin misyonu gelecegin astronotlarin yetistirmek olsa da, uzay turisti olmak isteyip de bu
gorevi karsilamaya giicti yetmeyen insanlara da hitap etmektedirler. Andrews; "Miisterilerimizin cogu
uzaya gitmek icin finansal araclara sahip olmayabilir, ancak uzaya gitmek icin egitim almanin nasil bir
sey oldugunu deneyimlemek istiyorlar" demistir (Compton, 2021).

Kiiresel ekonomi, gelismis tilkelerin zenginligi ile az gelismis tilkelerin zenginligi arasinda biiytiik bir
dengesizlik olusturmustur. Piramidin en altinda, asir1 derecede yoksul olan 4 milyardan fazla insan
bulunmaktadir. 3 milyar insan ne sabunla el yikama imkanina ne de saglikli yemek yapabilecek arag
gerece sahip olmadigindan sihhi olmayan kosullarda yasamaktadir. Bu insanlara yeterli gida, su,
barinak, arag-gereg, is ve saglikli yasami ancak refah tireterek saglayabiliriz. Tim bolgelerde ekonomik
biiytimeyi tesvik etme ihtiyaci, ahlaki bir konu olmamn yam sira ABD ve diger gelismis iilkeler i¢in
stratejik bir savunma sorunu olarak da kabul edilmektedir (World Bank, 2020; Fawkes, 2007).

Nitekim uzay turizmi, miisterilere uzay yolculugu ile dogrudan veya dolayli deneyim sunan herhangi
bir ticari faaliyeti ifade etmektedir. Bir ugak ve/veya uzay aracinin kullanimi déhil olmak {izere uzay
turizmi faaliyetleri icin cesitli modeller mevcuttur. Bu faaliyetler, yoriinge tesislerinde uzun stireli
konaklamalardan kisa stireli yoriinge ve yoriinge alt1 ucuslara ve hatta bir ucakta yolcular: kisa stireli
agirliksizla maruz birakan parabolik ucuslara kadar gesitlilik gostermektedir. Uzay turizmi, ¢ok eskilere
dayanan bir merakin gelisen uzay teknolojileri ve seyahat araglar1 vasitasiyla gercege dontismesidir.
Diinyanin disinda baska gezegenlerden diinyayi seyretmek isteyen ve bu seyahati yada sanal
gercekligini satin alabilecek giicti olan bireylere hitap eden uzay turizmi, ihtiya¢ duyulan alt yapi,
teknik donamim, egitim, saglik gibi tiim yatirim ve hizmetlerin ekonomik olarak ticarilesmesi ve
sunulmasi faaliyetlerinin tiimiidiir (Hobe, 2009: 1594; Civelek ve Tiirkay, 2019: 961).

Son yillarda, Ay'a ucuslar ve kalict bir uzay istasyonunun insast da dahil olmak {izere uzay
yolculugunun basarisi, arastirmacilar: kitlesel uzay yolculugu beklentileri hakkinda spekiilasyon
yapmaya yoneltmistir. Uzay mekiginin havalanmasini, tam giines tutulmasini izlemek veya kozmonot
egitimini deneyimlemek icin seyahat eden insan sayisi, diinya tizerinde uzay turizmine olan ilgiyi

jtis (2022), 5(3): 243-255

250


https://www.washingtonpost.com/people/natalie-b-compton/

Ozlem Kiiciik

gosterir. Mevcut yiiksek maliyete ve buna bagh olarak ug¢may: karsilayabilecek simirli sayida insan
olmasma ragmen, uzay mekigi ile uzay yolculugu giintimiizde umut verici bir pazar olarak kabul
edilmektedir (Prideaux ve Singer, 2005: 29).

Diger yandan uzayda turizmin gticlii bir sekilde biiytimesi, ytiksek issizlik seviyelerinin neden oldugu
surtiismeyi azaltmak tizere bir dizi siyasi sorunun hafifletilmesine de yardimci olabilecektir. Uzay
turizminin, zengin tilkelerin liderlerinin soguk savas kusagini motive ediyor gibi goriinen 21. ytizyilin
yaklasan kaynak savaslar1 tehdidin ortadan kaldirilmasina da yardimci olacagi, AB Komisyonu Baskani
Jacques Delors tarafindan 1992'de agiklanmustir. Uzay bilimciler uzaymn sirsiz kaynaklarin ¢ok iyi
anliyorlar, ancak insan irki i¢in bu kadar temel 6neme sahip bir konu hakkinda 6nde gelen politikacilar:
daha iyi egitmemis olmak, bir biittin olarak uzay toplulugunun bir basarisizlig1 olarak goriilmelidir
(Collins, 2006: 119).

Sonuc, Tartisma ve Oneriler

Yasamin bulundugu tek gezegen diinya mudir? Zira giines sisteminde bilhassa Mars'da yasam olup
olmadigina dair pek g¢ok arastirma yapilmaktadir. Ancak, diinyamizda en fazla canh tiirtiniin
bulundugu yerler, denizlerde mercan resifleri, karalarda yagmur ormanlaridir. Ancak, gerek
okyanuslar, gerekse yagmur ormanlar1 hizla tiiketilmekte ve kirletilmektedir. Yerytiziindeki bitki
ttirleri de kiiresel 1sinma ve kirlilik nedeniyle yok olmaktadir. Tam da kiiresel kirlilik konusuna ttim
dikkatlerin ¢ekildigi bir noktada Kovid-19 salgini tiim diinyay1 sarmis ve kiiresel 1sinma giindemden
dusmustiir. Nitekim salgin doneminde uzaya olan ilgi artarken, yoriinge alt1 uzay yolculugu hiz
kazanmustir. 'Uzay turizmi' terimi, katilimciya uzayda seyahat etme deneyimi saglayan bir program ve
ticari nitelikteki herhangi bir faaliyeti ifade etmektedir. Uzay teknolojisi, son yillarda kayda deger bir
ilerleme gostermis ve ©zel uzay sirketleri ile pazar talebi son yirmi yilda onemli olctide gelisme
saglamistir. Uzay araglar1 ve seyahatleri konusunda biiytiik bir rekabet yasanirken, ayni1 zamanda uzay
teknolojilerinde onemli farkliliklar s6z konusudur. Virgin Galactic'in Space Ship 2, hem ugak hem de
uzay aracindan olusan hibrit model kullanirken, Virgin Galactic’i SpaceX, Blue Origin gibi 6zel
sirketlerin uzay turizmi arastirmalar1 ve uygulamalar1 takip etmektedir. Sasirtict olmayan bir sekilde,
turizm de bu yaratic1 girdaba kapilmis ve yeni destinasyonlar ile yeni gezegenler pesine diistilmiistiir.
Bu sistemin temel gerekliliklerinden biri, insanlarin yeni kiiltiirel formlarla bulusup iyi vakit
gecirebilecekleri, fiziksel alanlar veya 'kafeler, meydanlar ve miize fuayeleri gibi yaraticilik oyun
alanlar’’dir. 2025 yilinda yapimi baslayacak ve 2027’de acilacak olan uzay oteli projesi roket
teknolojileri denildiginde ilk akla gelen Alman fizik¢i Wernher von Braun, tarafindan ¢nerilmistir.
Bunlar ayrica turistler icin genellikle gok gekici olan yeni alanlardir. Ay’a ilk 6zel ticari turistik gezi
seyahati olarak 2023 yili isaret edilmektedir. Uzay turizmi kiigiik gruplar halinde “gercekten” baslamis
ve ilk buytik olcekli ay turizmi igin 2023 yili hedef gosterilmistir. Alt yoriinge ve yoriinge araglari
arasinda biiytiik bir teknik ilerleme olmustur. 2021 Temmuz ayinda Virgin Galactic ile Sir Branson, Blue
Orgin ile Jeff Bezos uzaya turistik gezi yapan milyarderler arasinda yerlerini alirken, hem meraki hem
de korkuyu gidermeyi basarmis goriinmektedirler. Bezos, 2021 sonu itibariyla tiglincii uzay turunu
yapmustir. flaveten biiyiik bir gelir ve istihdam imkani olarak goriilen uzay turizmi, yeni bir 6zel ilgi
turizmi olarak parlamaktadir. Tiirkiye’de ilk uzay kampi Izmir Gaziemir’de hizmete acilmustir. Oldukca
yiiksek oranda ilgi goren kampta uzayla ilgili tecriibeli bir ekipten egitim almanin yanisira konaklama
ve eglence gibi aktivitelerde vardir. Cole’a gore, gezegen disi uzay destinasyonlari, kendi yerel
elektronik para birimi ve idaresiyle sirket kasabalarinda yasayan gegici ve yar1 kalic sakinleriyle yeni
topluluklar haline dontisecektir (Cole, 2015: 139). Uzayda konaklamak icin 400 kisilik bir otelin
yapiminin giindeme geldigi su giinlerde, otelin ¢ember seklinde olacag, alt yoriingede yer alacag:
icinde, sinema, spor, konferans salonlarimin, restoranlarin, barlarin, spa merkezlerinin bulunacagi,
yapay yercekimi ile yon bulma hissinin yakalanacagi hususunda yeni haberler gelmektedir. ABD’li
Gateway vakfina ait Orbital Assembly Corporation tarafindan insa edilecek otel, ilk etapta yiiksek
ddeme giictine sahip zenginlere hizmet verecektir. Otelde konaklamak ve bu essiz manzaray: 2027
yilinda seyretmek isteyen kisiler bekleme listesine girebilmek icin 80 bin dolar vermektedir (CNN,
2019). Boylece evrensel bir uzay turizmi endiistrisinin biiytimesi, hem talep yetersizligi nedeniyle
kiictilen uzay endiistrisi i¢in hem de yeni endiistrilerin eksikligi nedeniyle issizligin tarihsel olarak
yiiksek seviyelerde oldugu bir donemde diinya ekonomisinin tamami igin yeni istihdam alanlar:
tiretirken, diger yandan hava kirliligi ve yercekimi yoklugundan kaynaklanan kemik ve kas erimesi
basta olmak tizere uzayda saglik problemleri gibi sorunlar ¢oziilebilirse hizla yayginlasacaktir.
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Factors Affecting the Ticket Purchase Decision of Passengers
Traveling Between Germany and Turkey

Mira BASARAN!" Ebru GOZEN?

Abstract

Turkey is among the countries that German tourists travel to the most for years. The ease of entering the country
without a visa or even with an identity card has increased the interest in the country and increased the frequency
of travel. This situation has been noticed by airline companies and has increased the intense interest in the German
market. In today's fiercely competitive market, airlines have to explore all possible ways and tactics that can attract
customers and differentiate them from other competitors in the market. For this reason, being able to make a
difference in matters such as service quality, price and various marketing activities constitutes an important issue.
The online travel market has increased in recent years, online shopping has become widespread, and the influence
of airline companies on their online channels has increased considerably. For this reason, the aim of the research
is to reveal the effects of airline companies' digital marketing, price and service quality factors on the ticket
purchase decision of the passengers. A survey was conducted on 382 passengers traveling between Germany and
Turkey at Antalya International Terminal between May 2021 and March 2022. According to the logistic regression
analysis results, it was determined that the variables of price and service quality had an effect on the ticket purchase
decision of the passengers. However, it has been observed that digital marketing does not have a significant effect
on the purchase decision. In addition, it was concluded that there is a strong relationship between "price and service
quality" and "purchase decision” variables, and an increase in price and service quality variables increases the
probability of making a decision. At the conclusion of the investigation, suggestions were made in light of the
findings.

Keywords: Airline, Service Quality, Price, Digital Marketing, Purchase Decision
Jel Codes: M31, G10

Introduction

As a tourism destination, Turkey is preferred by most foreign tourists. Turkey is
among the countries that German tourists travel to the most for years. The holiday
resorts in the Antalya region are particularly popular (Turhan, 2020). The
hospitality of Turkish people, the quality of tourism products and services, and the
attractiveness of prices play an important role in the return of tourists to the country
(Turizmgtincel, 2019). Traveling by plane, which provides comfort, speed and ease
of transportation between countries, has been the most preferred means of
transportation with a rate of 58% (UNWTO, 2018). In 2019, 46.8 million flights were
made worldwide and more than 4.5 billion passengers flew safely (IATA, 2020).
After the global crisis experienced in 2020, it is estimated that the airline industry
will recover considerably. While the number of international passengers in 2021
represents 27 % of 2019 levels, it is expected to increase to 69% in 2022, 82% in 2023,
92% in 2024 and 101% in 2025 (IATA, 2022). Germany ranks first among the most
travelled European countries (UNWTO, 2018). According to 2019 data of World
Tourism Organization, approximately 70.1 million Germans travelled. The ease of
entry of German tourists to Turkey without a visa or even only with an identity
card (mfa.gov.tr) has increased the interest in the country and increased the
frequency of travel. While 7.4 million passengers were transported by air from
Germany to Turkey in 2018, this number reached 8.2 million with an increase of
10.4% in 2019 (DESTATIS, 2021). Despite the pandemic conditions, 2.4 million
tourists in 2020 and 4.8 million tourists in 2021 travelled from Germany to Turkey
by plane (statista, 2022). This situation has been noticed by airline companies and
has increased the intense interest in the German market.

With the rapid growth of the aviation industry, new domestic and foreign
companies have emerged in the sector. With the increase in supply in the market,
air ticket prices decreased and the war to grab passengers has begun.
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Low-cost airline companies, which see the air ticket price as an impressive factor, try to stay ahead of
their competitors with their radical price policy (Knoblich et al., 2017). This has made it difficult for
companies to survive. It is extremely important to review and develop sales promotion strategies, as
well as to understand airline consumer behaviour, in order to retain permanent customers and gain
new customers. In addition to ticket pricing, service quality is one of the most important triggers in
airline selection (Balcombe, Fraser, & Harris, 2009). “In the airline industry, due to the intense
competition that airline companies are in, it becomes necessary to differentiate their companies through
service quality or price” (Kim & Lee, 2011: 235). Competing with a low-price strategy can lead to
deterioration in service quality and affect flight safety (Chou et al., 2011). Previous studies have shown
that airline companies are looking for ways to stand out with good service quality in order to survive,
to be superior to their competitors in the market and to make a difference (Firdausy & Idawati, 2017;
Yilmaz, 2019; Savas, & Duran, 2020; Akdeniz, 2021). Many airlines focus on factors such as flight
schedule, on-time departure-arrival and price in order to provide good service (Tiernan et al., 2008;
Gnanlet & Yayla-Kullu 2013). There are important factors such as perceived price and corporate image,
which influence passengers' assessment of service quality, while providing a good service quality is
considered a fundamental element in assessing passenger satisfaction and behaviour. Therefore, it is
important to consider these variables when measuring airline service quality (Park et al., 2006).

Another factor that airline companies focus on is digital marketing. The Internet plays a huge role in
reaching customers, improving communication with them, and expanding sales channels. Digital
marketing includes the most important promotional activities in increasing brand loyalty and
awareness (Kotler & Bliemel, 2001). Digital marketing allows businesses to get to know their customers
better and to learn and meet their desires and needs (Akar & Kayahan, 2007). There are many
opportunities to use social media efficiently in the airline industry, such as increasing sales, informing
passengers about flight ticket campaigns, rewarding the passengers who use a particular airline the
most. Social media provides a platform where companies develop their relationships with customers
(Muruganandam, 2016). Various promotions are carried out through the Internet, which is the easiest
and cheapest way to reach customers in the IT world. These activities include website marketing, social
media marketing, mobile marketing, search engine optimization, blogs, affiliate marketing and online
advertising (Parkin, 2009).

Consumer behaviour includes a complex, timing, and dynamic process that varies according to
individuals (Odabas1 & Baris, 2002). It is of great importance for this study to show how airline
consumers are influenced by the company's services, the company's pricing policy and the different
advertising strategies on the Internet when buying airline tickets and how this effect is reflected in their
airline preference. The aim of the study is therefore to show to what extent the elements of digital
marketing, price and service quality of airlines influence the purchasing decision of passengers. In this
way it wants to contribute to both literature and the aviation sector. German tourists, digital marketing,
price and service quality were examined in the conceptual framework of passengers' ticket purchasing
decisions when traveling between Germany and Turkey.

Conceptual Framework

German Tourists

2019 has been the most productive year for all tourism professionals. Turkey hosted 51.8 million tourists
from abroad, of which 44.7 million are foreign tourists and 7.1 million are citizens (TUROFED, 2019).
According to the Tourism Data Bank (2019) data, most of the tourists come to Turkey for vacation.
German and Russian tourists take the first place among the tourists who choose Turkey as a holiday
destination.

The average length of stay of German tourists is 12.3 days, their total travel costs amount to 73.1 billion
euros and the average travel costs per person are around 1,030 euros. Relaxation, finding peace and
leaving everyday life behind are among the holiday destinations of Germans who love to travel. City
trips, mountain hikes, bike trips, boat trips and beach holidays are the most popular forms of vacation
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for German tourists. In addition, visiting cultural and historical sites and being in nature are among
their favourite holiday activities (Graefe, 2020).

Due to the great interest of German tourists in tourism services and products, it is considered an
important market for all stakeholders in the tourism industry. Antalya is the most popular holiday
destination in Turkey (Turhan, 2020). According to a study by the Ministry of Culture and Tourism,
hospitality, hotel and service quality and price factors are among the reasons why German tourists
prefer Turkey. Destinations for German tourists include Antalya, Istanbul, Mugla and Cappadocia
(Turizmgtincel, 2019).

According to a study from 2014, 34 million (63%) of people living in Germany do their travel shopping
online. Out of 34 million, 18 million bought their plane tickets online, while 13 million took a package
tour (Krosmann, 2014). According to 2019 statistics, 29% of those who traveled from Germany to
Antalya in 2018 bought their package tour (flight plus hotel) via the internet, and this rate increased to
31.3% in 2019 (Graefe, 2021). Although the online travel market is growing very fast, it is gaining
importance in the tourism industry day by day. The online tourism market has reached 590 billion US-
dollar worldwide. In 2020, the market size is expected to exceed 800 billion US-dollar. The influence of
airlines, accommodation providers, tour operators and other similar companies is gradually increasing
in online channels (Turizm & Yatirim, 2017).

Digital marketing

Digital marketing plays an active role in meeting the needs of airline customers and building strong
communication (Karaagaoglu, 2020). Digitization is a collective term for the “digital transformation” of
society and economy (Caliskan, 2020: 1). Digitization has changed the relationships and behaviour of
people in social and professional life. In addition, it has turned institutions' marketing channels into an
important power (Alan et al., 2018).

Digital marketing is about influencing customers' opinions about the brand as well as their purchasing
behaviour. With digital marketing methods, it is aimed to develop positive attitudes towards the brand
and to create brand loyalty (Bat1, 2019). Companies take part in their interactive platforms and carry out
their commercial activities in order to support and promote their brand and corporate image (Altindal,
2013). Marketing communication includes many different communication activities such as advertising,
public relations, sales development, and direct marketing and is seen as an effective tool in reaching the
target audience of companies (Erdogan, 2019). Thanks to advertisements, companies achieve certain
goals such as creating reputation, creating brand awareness, and getting enough space in the minds of
consumers. In this sense, marketing communication has a wide range of marketing mix that includes
all communication processes (Tosyal1 & Stitgii, 2018). In order to stand out, many marketers aim to make
ads entertaining and people watch in order to break the clutter and reach consumers with more
engaging messages (Kotler & Armstrong, 2012).

Digital marketing channels such as email marketing, social media marketing, online advertising and
mobile marketing can improve the consumer spending experience at the purchase level by making it
easier for customers to order, purchase and pay for products to save time (Qazzafi, 2019). Products or
services are brought together with customers through digital channels (Chaffey & Ellis-Chadwick,
2016). The main channels used in digital marketing are Website Marketing, Social Media Marketing,
Email Marketing, Online Marketing, Search Engine Marketing, Affiliate Marketing and Pay Per Click
Advertising (Samarasinghe et al., 2021).

Websites are one of the most important platforms for digital marketing communication. These digital
platforms can be used to make a product or service more attractive, to make the buying process more
effortless, to reach different products and services with one click, etc. They represent an important
marketing tool with their functions (Nielsen, 2000). Websites include functions such as searching and
gathering information, navigating websites (ease of accessing and locating desired information), content
(functionality of text and images), and accessibility (ease of access, processing time, and speed of the
website) (Kaplanidou and Vogt, 2006).
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Social media marketing is the totality of real-time communication activities with a company's customers
and target audience using social media platforms (Sengtil, 2020). Social media is fundamentally
changing the way customers communicate, collaborate, consume and create (Aral et al, 2013).
Companies communicate interactively, i.e. bidirectionally, with their target group. Social media users
are becoming more active and becoming people who both consume and produce content (Oztiirk, 2013).
In this context, the word prosumer appeared. The definition of prosumer is derived from the
combination of the words producer and consumer (Akkus, 2019). Marketing communication has a big
place in the virtual world where potential customers are accepted as users.

In e-mail marketing, one-to-one communication with the customer can be established, which enables a
proactive customer approach. Messages on interesting topics are sent to customers. Information about
new products, new services and new content is constantly transmitted (Uydaci, 2004). The “right” email
communication strategy means that it must first deliver timely and relevant messages to each customer
(Chaffey & Ellis-Chadwick, 2016).

Mobile marketing is communication between companies and their customers, promoting products or
services, providing information about campaigns and using mobile devices and mobile applications for
this (Armagan & Gider, 2014). As shopper marketing quickly became a core application for marketers,
mobile apps began to play an important role in shopper marketing, leading to the emergence of mobile
shopper marketing (Shankar et al., 2016). Customers can very quickly research the product/service they
are interested in, compare content and price with alternative products and evaluate the purchase. This
is an indicator of rational, i.e. conscious, buying behaviour (Leblebicioglu & Bilgen, 2019).

In affiliate marketing, a publisher (affiliate) signs up for an affiliate program offered by a retailer
(advertiser) to promote and sell their products through a commission-based payment model (Edelman
& Brandi, 2015). The publisher promotes products or services using a unique link that sends traffic to
the company's website. If the prospect buys the product, the publisher gets a percentage of the sale
(Gedik, 2020). From a business perspective, it can be seen as a way to expand the marketing team by
recruiting people through third-party companies that only get paid on successful sales (Sharp, 2019).

SEO is made up of the first letters of the English words "Search Engine Optimization". It includes studies
that make websites or pages more noticeable by ranking higher when crawled on the search engine. The
main purpose of SEO is to rank high in search engines like Google. The purpose here is to enable
different services, information or sales on websites to reach a more specific audience (Bati, 2019). In
search engine advertising, or in other words pay-per-click advertising, the ad offers an opportunity to
be at the top of the search results, and here it prices the advertising through a special auction mechanism
(Aksoy, 2017).

Many researchers say that digital marketing activities influence purchasing decisions (Al-Azzam & Al-
Mizeed, 2021; Karaagaoglu & Ulger, 2020; Alola et al., 2020; Oumayma, 2020; Abdelhady et al., 2019;
Rasty, Chou & Feiz, 2013; Huang et al., 2010). Furthermore, researchers (C)Zdemir, 2020; Hwang et al.,
2018) have found that digital marketing methods increase customer satisfaction and brand loyalty,
which plays a big role in purchase intent. The purchasing decision and purchasing intention of
consumers is influenced by various factors. One of the factors that significantly affects the purchasing
decision is the ticket price.

Price

Price, which is one of the elements of the marketing mix, is defined as the amount of money paid for
the benefit or value derived from owning or using a product and other costs incurred (Kotler &
Armstrong, 2012). Price plays an important role for product or service producers and consumers (Zhang
& Round, 2011). Bulut (2012) argues that product prices should be at a level where manufacturers can
cover their costs and make a profit, and the price consumers pay for a product/service should be at a
reasonable level. The price may vary depending on supply and demand. Peter and Olson (2002) and
Lovelock and Wright (2002) define price as the amount of money, time, and effort that customers expend
in purchasing and using services.
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Pricing is the only tool in the marketing mix that generates direct revenue (McAfee, 2002). A pricing
strategy takes into account market conditions, segments, solvency, competitor movements, margins and
input costs. A target group-oriented price structure that is advantageous compared to the competition
is carried out (Lamb, 2009). One of the most common pricing strategies in the airline industry is demand-
based pricing (Knorr & Zigova, 2004). Airfare prices are often highest during holiday periods or other
periods of high demand, and the same tickets sell for much lower prices in the off-season. Airlines want
to get to know their customers better with loyalty programs, registered users, and cookie tracking to
offer them personalized prices (businesswire, 2019).

With a complex pricing structure, full-service airlines offer a variety of pre- and inflight services in
different classes of service (Loureiro & Fialho, 2016). Full-service airlines in particular have fare classes
such as economy, business and first class. Each fare class is assigned a specific number of seats. When a
class is exhausted, the fare is resold in the next higher class, the more expensive class. Full-service
customers of traditional airlines are less price-sensitive (Shen & Yahya, 2021). On the other hand, low-
cost airlines aim to save on operating costs and bring more passengers to the company at lower prices
(Schlumberger & Weisskopf, 2014).

Low-cost airlines have a significantly different pricing strategy. Passengers who buy their plane ticket
months in advance are charged lower prices, while passengers who buy their ticket a few days before
the flight are charged much higher prices. Compared to classic full-service carriers, the distribution of
fees is lower. In addition, low-cost airlines benefit from lower airfare advantages for early morning,
midnight and weekday flights (Knorr & Zigova, 2004). Low-cost airlines offer many services for sale for
an additional fee like seat reservations, in-flight catering, entertainment, additional baggage etc. in order
to reduce their costs to the maximum (Acar & Karabulak, 2015). The fact that the flight tickets of low-
cost airlines are cheaper compared to full-service airlines is due to customer demand. Therefore, air
ticket price is an important factor that passengers consider when choosing an airline (Vlachos & Lin,
2014). The right price decision gives airlines a competitive advantage and enables them to secure market
share. When determining the price of a product/service, cost information should be reliable, accurate
and truthful (Tutkavul & Elmaci, 2016).

Many researchers (Ryan & Birks, 2005; Dolnicar, Grabler, Griin, & Kulnig, 2011; Koklic, Kukar-Kinney,
& Vegelj, 2017; Haddad, 2019) agree that price is an important deciding factor when choosing a low-
cost or full-service airline. However, this does not provide complete customer satisfaction (Forgas et al.,
2010; cited by Koklic, Kukar-Kinney, & Vegelj, 2017). Customer satisfaction is an element that cannot be
achieved only with a fee. Customer satisfaction is also directly related to the company's service quality
(Giirses, 2006).

Service Quality

Quality is viewed as a multi-faceted concept that is a combination of various variables that contribute
significantly to improving passenger perceptions during their service experience, as well as their
satisfaction and loyalty (An & Noh, 2009; Baker, 2013; Fageda et al., 2014; cited in Kalemba et al. Campa-
Planas, 2016). Service quality is a very important factor in distinguishing the service offered and gaining
a competitive advantage in the service sector (Laws, 2005; cited in Haddad, 2019). Service quality is the
overall subjective judgment and evaluation of a service provider's quality based on consumer
experiences that can evoke different types of emotions (Roy, 2015).

There are two key points in developing service marketing and service management models. First, to
find out what customers are really looking for in the market, and second, to understand what the service
companies value in their customer relationships. To this end, various studies have been conducted to
understand customer-centric service quality and various models such as GRONROOS, SERVQUAL,
SERVPERF and AIRQUAL have been developed to measure customer expectations and performance
perception of the service provided (Gronroos, 1982; Parasuraman, Zeithaml & Berry, 1988; Cronin and
Taylor, 1992; Bari et al., 2001).

jtis (2022), 5(3): 256-273

259



Mira Basaran & Ebru Gozen

Expectations of the service quality model perceived by Gronroos; It is a function of traditional marketing
activities and external influences (traditions and customs, ideology, word of mouth). Experience here is
a product of technical and functional quality filtered through the image (Gronroos, 1982). According to
Lien and Kao (2008), technical quality refers to what service is provided, while functional quality refers
to how the service is provided. Technical quality is about the outcome of buyer-seller interaction
(Akoglan-Kozak & Aydin, 2018). Functional quality corresponds to the impressive performance of a
service. Gronroos sees functional quality as a crucial dimension of perceived service. It underscores the
need to improve functional quality to maintain successful service management. It is necessary to
manage the buyer-seller interaction and thus create a good functional quality in order to offer a
powerful marketing function (interactive marketing) that is more important than traditional marketing
activities (Gronroos, 1982).

The SERVQUAL model is a multifactorial scale that helps assess consumers' perceptions of service
quality (Parasuraman et al., 1988). The basic idea of SERVQUAL is the difference between a customer's
expectations of a service to be used and his perception of the service received (Parasuraman et al., 1988).
This difference is called a "gap". The purpose of the model is to first identify gaps and inconsistencies
and then close the identified gaps so that customer service can be improved (Bhattacharjee & Chetty,
2019). These spaces are customer gap, communication gap, information gap, policy gap and delivery
gap. These five gaps are considered very important for businesses to attract more sales in online
shopping. When gaps are reduced, companies can have a profitable and healthy market share (Wang et
al., 2015).

Parasuraman et al. (1985) analysed the SERVQUAL model in ten dimensions based on the 'Gap Model'
and these dimensions are competence, access, courtesy, communication, credibility, reliability,
assurance/safety, responsiveness, physical appearance/tangibles, understanding the customer/
counted as recognition. Later, they reduced service quality to five dimensions, and these dimensions
are:

e Physical appearance/ tangible features (e.g., appearance of employees, equipment used, service
environment/ service facility),

e Reliability (e.g., companies' ability to provide accurate and reliable services),
e Responsiveness (e.g., employee enthusiasm and willingness to assist customers, prompt action),

e Reassurance (e.g., safe behaviour by employees, making customers feel safe and comfortable
around the company); and

e Empathy (e.g., the readiness of companies to provide personalized service to each customer)
(Haddad, 2019).

If the perceived service performance exceeds customer expectations, it leads to satisfaction and vice
versa, if it does not, it leads to disappointment (Crotts & Magnini, 2011). Bitner and Hubbert (1994)
stated that a better service quality will increase customer satisfaction and this relationship is intuitive.
Satisfied customers are loyal to their service providers, generate positive word-of-mouth, and are
willing to pay higher prices for quality service received (Kim & Lee, 2011).

Research on service quality helps airline companies determine their domestic and foreign competitive
advantages over their competitors. It serves as a guide for airlines to provide appropriate levels of
service in response to customers' needs. Providing superior service quality is a strategic tool for
customer satisfaction. As service quality increases, satisfaction level increases, customers use and
recommend the service again. Many studies in the literature (Chang & Yeh, 2002; Kim & Lee, 2011;
Aydin & Yildirim, 2012; Celikkol, Tekin & Uckun, 2012; Korkmaz, Giritlioglu & Avcikurt, 2015; Sandada
& Matibiri, 2016; Firdausy & Idawati, 2017); Yaylali and Dilek, 2017; Yilmaz, 2019; Savas & Duran, 2020;
Karaagaoglu, 2020; Yeter, 2020; Akdeniz, 2021) have shown that service quality significantly affects the
airline consumer's choice and purchasing decision. The right purchase decision leads to satisfaction.
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As can be seen, no studies on the travel behaviour of German tourists were found in the literature in
which all three variables of digital marketing, price, and service quality were considered together. For
this purpose, this study was started.

Methodology

In this study, the survey method, a type of quantitative research, was used to collect data. In order to
measure the service quality perceptions of passengers, Parasuraman et al. (1988), five dimensions of the
SERVQUAL scale: tangible/physical characteristics, reliability, responsiveness/enthusiasm, trust, and
empathy were used. The Airline Consumer Purchasing Decision Factors Scale developed by Yalgin
(2020) was used to measure the price sensitivity of passengers and their purchase decision. The Digital
Marketing Scale developed by Bodugoz (2019) was used to measure the impact of digital marketing
activities on the airline company preference of the passengers. Permission to use the relevant scales was
obtained from the authors. The scale consists of 32 statements in total. Statements were rated using a 5-
point Likert-type scale (1-Strongly Disagree, 2-Disagree, 3-Neither agree nor disagree, 4-Agree, 5-
Strongly Agree).

Data collection was conducted by researchers at Antalya International Terminal between May 2021 and
March 2022. Passengers, selected by a simple random sampling method, were asked to answer the
prepared questionnaire. The research universe consists of tourists traveling by plane between Germany
and Turkey. Due to the large population, tourists flying with Turkish Airlines, Corendon, Sunexpress,
Pegasus between May 2021 and March 2022 from Antalya to Dusseldorf, Cologne, Munich, Hamburg,
Frankfurt and Berlin were selected. A total of 382 usable questionnaires were received.

Digital Marketing
Ha

Price

&’
Service Quality /

Hs

Purchase Decision

Figure 1: Conceptual Model with Independent and Dependent Variables

The following hypotheses have been developed in the study in order to determine the effect of digital
marketing activities, price, service quality on the ticket purchase decision of the passengers.

H1: Digital marketing activities have a significant impact on the passenger's ticket purchase decision.
H2: The price has a significant impact on the passenger's ticket purchase decision.

H3: The service provided by the airline companies has a significant effect on the ticket purchase decision
of the passengers.
Analysis

Factor analysis was applied on the scale consisting of 32 items. Table 1 presents the results of Reliability
and Factor Analysis of the scale.
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Table 1: Reliability and Factor Analysis Results of the Scale

Factor name Item Factor loading Eigenvalue Ex.plamed Cronlc.)a.c ha
name variance (%) coefficient
SQ1 531 3.488 10.774 .85
SQ2 .705
5Q3 .688
SQ 4 .586
SQ5 .685
S5Q6 .617
smvice 59 68
QUALITY .
SQ9 .616
SQ10 .620
SQ11 574
SQ12 511
SQ13 .567
SQ14 512
SQ15 .538
Pricel .655 1.667 5.242 717
Price2 493
PRICE Price3 .562
Price4 .590
Priceb5 514
DM1 .540 7.441 23.454 771
DM2 511
DM3 777
DIGITAL DM4 .670
MARKETING DM5 746
DMl6 775
DMI7 .545
DMI8 .500
PD1 .730 2.06 6.437 .882
PURCHASE PD2 .758
DECISION PD3 724
PD4 .749
Total Explained Variance 45.707
Kaiser-Meyer-Olkin Measure of Sample Adequacy .845
Bartlett’s Test of Sphericity
Chi-Square: 5001.055 df: 496 Sig.: .000

In the analysis, it is seen that all expressions are gathered under four different dimensions, and it is seen
that their validity and reliability are high in terms of factor loads and measure values (Factor load> 0.50;
Kaiser-Meyer-Olkin measure of sample adequacy (KMO) > 0.70; Cronbach Alpha> 0.70; p=0.000). The
scale, which consists of four dimensions, explains 45.7% of the total variance. Cronbach's Alpha values
were calculated to test the reliability of the statements. It is seen that the service quality dimension
(0.850), price dimension (0.717), digital marketing dimension (0.771), and purchasing decision
dimension (0.882) have high reliability. In general, the alpha coefficient obtained for all items shows the
total reliability of the applied questionnaire. A value of 0.70 and above for the relevant coefficient is
considered good. As the coefficient increases, the level of reliability also increases (Kilig, 2016).

Logistic regression analysis was used to examine the relationships between independent variables and
dependent variables. Logistic regression analysis is an analysis that examines the probability of a person
taking action under the influence of a certain factor(s) (Kleinbaum 1994: 5). It is a method to explain the
cause-and-effect relationships between one or more independent variables and a dependent variable
that takes a nominal value (Washington et al., 2003: 263; Hosmer et al., 2013: 35).
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Results

In this part of the research, the demographic information of the sample group and the findings that
emerged as a result of the analysis of the obtained data with the appropriate statistical method and

comments on these findings are included.
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Table 2: Distribution of Participants' Demographic Variables

Variables Group Frequency %
Gender female 216 56.5
male 166 43.5
16-21 23 6
22-40 199 52.1
Age
41-56 125 32.7
57-75 35 9.2
Primary school graduate 6 1.6
Middle School (Hauptschule/ Realschule) 44 11.5
Education High school (Gymnasium) 65 17
Vocational school graduate 64 16.8
University graduate 203 53.1
employed 327 85.6
Employment status unemployed/student 34 8.9
retired 21 5.5
Total 382 100

The table 2 shows that 56.5% of the participants were female and 43.5% were male. A wide majority of
respondents were between 22-40 years of age (52.1%) %) and between 41-56 years of age (32.7%). 53.1%
of the respondents are university graduate while 17% are from high school graduate. Finally, 85.6% of

the participants are working, 8.9% are not working and 5.5% are retired.

Findings Regarding Travel Information and Purchasing Behaviours of Passengers

Table 3: Frequency and Percentage Distribution by Flight-Related Items

Variables Group Frequency %
Once in a month 63 16.5
. 2-3 times a year 230 60.2
Frequency of Flying less than on}::e a year 84 22
never 5 1.3
Buying airline tickets by yes 152 39.8
advertisement no 230 60.2
a couple days before 57 14.9
one week before 74 194
o . one month before 98 25.7
Air ticket purchase time 2-3 months before 113 29.6
6 months before 38 9.9
one year before 2 0.5
Total 382 100

60.2% of the participants stated that they fly 2-3 times a year, 22% less than once a year, and 16.5% once
a month. 60.2% of the participants stated that they did not buy flight tickets according to the
advertisement given by the airline, while 39.8% stated that they did. 29.6% of the respondents buy their
flight ticket 2-3 months before, 25.7% 1 month before, 19.4% one week before, and 14.9% a few days

before departure.
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Table 4: Frequency and Percentage Distribution by Airline Company-Related Variables

Variables Group Frequency %
Social media 152 19.4
TV advertisement 51 6.5
Internet advertisement 145 185
Family/ friends 134 17.1
How did you first notice the airline? Magazine/ newspaper 54 6.9
Banner/ poster 34 43
Travel Blogs 61 7.8
Travel agency 119 15.2
Internet Search Engine 35 45
Corendon 216 21.3
Sunexpress 223 22.0
Condor 9% 9.5
Which airline do you prefer to travel ~ Turkish Airlines 176 17.4
from Germany to Turkey? Others 39 39
Pegasus 124 123
Lufthansa 97 9.6
TUIFLY 41 41
cheap prices 247 21.0
good service quality 196 16.6
company image and reliability 169 143
appropriate flight hours/ sufficient flight frequency 169 143
appropriate flight hours/ sufficient flight frequency 69 59
Z\irrlll?;:if)r}:;rnl;; sons for choosing an past positive experiences 141 12.0
family/friends’ advice 43 3.7
courtesy/helpfulness of airline staff 84 71
variety of additional services 22 19
frequent flyer bonus program 23 20
social media posts 15 13

19.4% of respondents heard about the airline for the first time on social media, 18.5% in web ads and
17.1% through their family/friends. TV advertising and magazines/newspapers did not play a major
role in initial airline recognition. Hence, it can be said that social media and internet advertising are the
two most important factors when choosing an airline.

22% of respondents preferred Sunexpress, while 21.3% of respondents chose Corendon when traveling
from Germany to Turkey. German airlines such as Lufthansa (9.6%), Condor (9.5%) and TUIFLY (4.1%)
were less preferred.

Cheap price (21%) and good quality of service (16.6%) were cited as the top two reasons for choosing
an airline, while social media shares (1.3%) and variety of ancillary services (1.9%) were considered less
important.

Findings Regarding Factors Affecting the Ticket Purchase Decision of Passengers

The effect of the service quality, price, and digital marketing scores of the participants on the purchasing
decision was examined by logistic regression (table 5).
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Table 5: Logistic Regression Table (Purchase Decision)

Variables B Standard error Wald p Odds Ratio %95 Confidence Interval
service quality 461 0.21 4.806 .028 1.586 1.050 2.397
price 1.044 0.174 35.814 .000 2.84 2.018 3.997
digital marketing 114 0.185 0376 .54 1.12 779 1.612
constant -5.912 0.851 48.249 .000 .003

R2=.202(Cox ve Snell) x2@3= 86.309
R2= 270 (Nagelkare) Sig.=.000

The logistic regression model established regarding the effect of service quality, price and digital
marketing scores on the purchasing decision of the participants is significant (x2(3)=86,309, p<.05). The
Cox & Snall R square and Nagelkerke R square values indicate how much of the variability in the
dependent variable is explained by the independent variables, and these values are the minimum and
maximum values (Pallant, 2007). Between 20.2% and 27% of the variability in the purchasing decision
of the participants is explained by the variables in the model. 71.5% of the participants were correctly
classified.

The effect of service quality (B=0.461, Wald=4.806, p<.05) and price (B=1.044, Wald=35.814, p<.05)
scores on the purchasing probability of the participants is significant. In both variables, the B coefficient
was obtained as positive, so the increase in the scores of these two variables increases the purchasing
probability of the participants. One unit increase in service quality and price points increases the
purchasing probability of the participants by 1.586 and 2.84 times, respectively. The effect of digital
marketing scores on the purchasing probability of the participants is not significant (B=0.114,
Wald=0.54, p>.05).

Conclusion and Discussion

This study examined research and statistics on the travel behaviour of Germans, who most often travel
to European countries, as well as citizens living in Germany, and their online flight ticket purchasing
behaviour. Research has shown that this target group holds an important place in the Turkish tourism
market.

The concept of digital marketing, which has become indispensable in the technology age, is explained.
Information on digital marketing activities in the airline industry was presented. Many researchers
found that digital marketing activities influence purchasing decisions (Al-Azzam & Al-Mizeed, 2021;
Karaagaoglu & Ulger, 2020; Alola et al., 2020; Oumayma, 2020; Abdelhady et al., 2019; Rasty, Chou &
Feiz, 2013; Huang et al., 2010). Furthermore, researchers (C)zdemir, 2020; Hwang et al., 2018) have found
that digital marketing methods increase customer satisfaction and brand loyalty, which plays a big role
in purchase intent. The purchasing decision and purchasing intention of consumers is influenced by
various factors. As a result of studying the research, it became clear that all kinds of advertising, sales
promotions, sales development activities and interaction with users on the Internet influenced this
decision. However, this study showed no significant impact of digital marketing activities on
passengers' ticket purchase decisions.

German tourists usually buy their vacation in packages (flight, hotel and transfer) and mostly from tour
operators and travel agencies. Tour operators are companies that combine travel services
(accommodation and transportation) and sell tourism products to their customers and provide ground
handling services to airlines and travel agencies. Airlines should pay attention to these sales channels,
since the sale of seats for vacation packages on airplanes is handled through tour operators and travel
agencies that offer passengers confidence and good service. In view of these results, it can be said that
German tourists are not very active when it comes to buying vacation trips online.

Due to intense competition, airlines aim to strengthen and accelerate sales with price cuts, sales
promotions and various promotions. Price, which is one of the marketing mix elements, is an effective
decision element. Many of the studies achieved in the literature (Ryan & Birks, 2005; Anuwichanont,

jtis (2022), 5(3): 256-273

265



Mira Basaran & Ebru Gozen

2011; Dolnicar, Grabler, Griin & Kulnig, 2011; Zhang & Round, 2011; Martinez-Garcia, Ferrer-Rosell &
Coenders, 2012; Chua et al.,, 2015; Han & Hyun, 2015; Firdausy & Idawati, 2017; Yaylal: & Dilek, 2017;
Giilkanat, 2019; Henderson et al., 2019; Yilmaz, 2019; Savas & Duran, 2020), price is an important factor
in the Airline consumer purchasing decisions and airline preferences. In this study, the marketing mix
component that had the greatest impact on participants' purchasing decisions was price. The results
obtained in the literature and the results of the study show similarities. In addition, the results of the
analysis showed that there is a strong correlation between the price and the purchasing decision
variable. Increasing the price variable by one unit also increases the probability of a decision. Medina et
al. (2020) argued that price in particular can motivate the consumer to buy and the slightest increase in
the price of the product or service can negatively influence the consumer's purchasing decision. This
finding means that passengers are price-conscious, rational decision-makers and that price has a
dominant influence on their intention to fly again.

Airlines try to differentiate themselves through good service quality in order to survive, to be superior
to their competitors in the market and to differentiate themselves from others. Service quality research
helps airlines determine their competitive advantages over their domestic and international
competitors. It serves as a guide for airlines to provide appropriate levels of service in response to
customers' needs. Providing a superior quality of service is a strategic tool for customer satisfaction.
When service quality improves, satisfaction increases, customers buy the service/ticket again and
recommend the airline and its services to others. Many studies in the literature (Chang & Yeh, 2002;
Kim & Lee, 2011; Aydin & Yildirim, 2012; Celikkol, Tekin & Uckun, 2012; Korkmaz, Giritlioglu &
Avcikurt, 2015; Sandada & Matibiri, 2016; Firdausy & Idawati, 2017; Yaylali & Dilek, 2017; Yilmaz, 2019;
Savas & Duran, 2020; Karaagaoglu, 2020; Yeter, 2020; Akdeniz, 2021) have shown that service quality
has a significant impact on the choice and purchase decision of airline customers. These findings are
consistent with the research results.

Factors influencing participants' purchasing decisions include airline discounts, promotions, and ticket
eligibility in the study. In addition, low prices, good service quality, the company's image and reliability,
the availability of suitable flight times and the availability of sufficient flight frequencies significantly
influence the airline preference of passengers. Most passengers buy their airline tickets 2-3 months in
advance and travel 2-3 times a year. Passengers first perceive airlines through social media, internet
advertising, family and friends, and travel agents. In addition, it was observed that the majority of
passengers fly with low-cost airlines such as Sunexpress (22%) and Corendon Airlines (21.3%).

Recommendations

Considering the importance of airlines in the tourism industry and the importance of promotional
activities for marketing departments, the following suggestions can be made: Airlines can drive
innovation by working closely with tour operators, travel agencies and ticketing outlets to expand their
distribution channels; accordingly, they can develop their product/service content; They should
increase their advertising efforts to attract the attention of new customers; They can create requests with
pinpoint messages across different sales channels and move people to action; in particular, they may be
more active on social media platforms, which play an important role in the initial perception of the
company; They should offer different ticket classes for every budget in order not to scare off their
customers and to ensure customer satisfaction. they can encourage customers to book a flight by
offering them different types of discounts; They should prepare ads and promotions that are important
to customers so that ticket sales can be increased by raising awareness among the target audience; They
should present a good image considering their customers are planning a trip influenced by their family
and friends, so they should work on viral marketing and word of mouth; They can increase consumer
loyalty to the airline through loyalty discounts that make consumers feel special; They should work on
a brand image that includes reliable promises and smooth communication.
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Limitations

This research has some limitations. The study sample consists of passengers traveling between Germany
and Turkey at Antalya International Terminal between May 2021 and March 2022. It is not possible to
generalize the results of the study to Turkey as a whole, as the data was only collected from the Antalya
International Terminal. The collection of data across Turkey for future studies will play an important
role in achieving clearer results.

Future Research Recommendations

In the next studies, the researchers can comparatively analyse the ticket purchase decisions of foreign
tourists with different demographics influenced by the digital marketing activities, service quality and
price with different research techniques and data collection methods, and reveal the similarities and
differences between them.

Implications

The results are theoretically significant primarily because they empirically underpin the connections
between the factors mentioned and purchase decisions. There are also positive real-world implications
for airlines. The results of this study may guide various future researches in this field and contribute to
the literature in this sense. The results can help leaders gain better recognition and a sustainable
competitive advantage. At the same time, the results serve the airlines as a guide for the application.
There are also positive practical effects for the airlines. In addition, it can be said that determining
consumer behaviour and the factors influencing this behaviour will positively contribute to airlines'
marketing activities and sales efforts.
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