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Real Time Marketing in Accommodation Businesses: A Review on Social
Media Shares

Selver ONELKE 1" Mehmet Halit AKINZ

Oz

Dijitallesme ve teknolojik gelismeler, tiiketim aliskanliklarinin yani sira isletmelerin is siireclerini
gevrimici ortamlara aktarmustir. Diger bir ifadeyle bir turistik tirtin hakkinda bilgi edinmek isteyen
turistler ile tirtinlerini daha genis kitleye ulastirmak isteyen turizm isletmeleri, elektronik ortamlarda
yiirtitiilen modern uygulamalar: tercih etmeye baslamislardir. Konaklama isletmeleri de modern
pazarlama olarak ifade edilen bu siirec icerisinde turizm pazarlama karmasi elemanlarinin faaliyete
gecirilmesi icin teknolojiden yararlanma amaciyla elektronik pazarlama (e-pazarlama)
uygulamalarina yonelmislerdir. Son yillarda sosyal medya kullaniminin oldukca artmasi ise e-
pazarlamaya yonelik egilimleri sosyal medya tabanli yiiriitillen gercek zamanli pazarlama
uygulamalarina dontistiirmiistiir. Bu arastirmada, grup konaklama isletmelerinin gercek zamanl
pazarlamaya yonelik sosyal medya sayfalarinda yapmis olduklar: paylasimlarin icerik uyumlulugu
ve sagladig etkilesimin incelenmesi amaglanmistir. Nitel arastirma yontemleri dahilinde amacl
orneklem yonteminin benimsendigi bu arastirmada, arastirmanin érneklemini olusturan diinyanin
en biiyiik grup konaklama isletmeleri olarak saptanan 15 konaklama isletmesinden sosyal medya
sayfasma sahip olan 11'i incelemeye alinmustir. Arastirma ikincil verilere dayali olarak
gerceklestirilmis olup etik kurulu izni gerektirmemektedir. Arastirma sonuglarma gore, gercek
zamanli pazarlama uygulamalarmin daha fazla etkilesim alarak daha genis kitleye ulasimasi
bakimindan 6énemli bir ara¢ oldugu ve konaklama isletmelerinin bu amacla yapmis olduklari
paylasimlarmin igerik bakimindan uyumluluk gosterdigi saptanmuistir.

Anahtar Kelimeler: E-pazarlama, Ger¢ek zamanli pazarlama, Konaklama isletmeleri

JEL Kodlari: Z3, Z33

Abstract

Digitalization and technological developments have transferred the business processes of businesses
to online environments, as well as consumption habits. In other words, tourists who want to learn
about any touristic product and tourism businesses that want to deliver their products to a wider
audience have started to prefer modern practices carried out in electronic environments. In this
process, which is also referred to as modern marketing, accommodation businesses have also turned
to electronic marketing (e-marketing) practices in order to use technology to activate the elements of
the tourism marketing mix. The increase in the use of social media in recent years has transformed
the tendencies towards e-marketing into real-time marketing practices based on social media. In this
paper, it is aimed to examine the content compatibility and the contribution of the shares made by
the accommodation businesses on the social media pages for real-time marketing. In this paper, in
which purposive sampling method was adopted within the scope of qualitative research methods, 11
of the 15 accommodation enterprises that were determined as the largest group accommodation
businesses in the world, which constitute the sample of the paper, were examined. The paper was
based on secondary data and does not require ethics committee approval. As a result, it has been
determined that real-time marketing practices are important in terms of reaching more audiences by
getting wider interaction and the posts made by the accommodation businesses for this purpose are
compatible in terms of content.

Keywords: E-marketing, Real time marketing, Accommodation businesses
Jel Codes: Z3, Z33
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Giris

Pazarlama eylemi, ilkel topluluklarin elindeki fazla tirtinleri birbirleriyle degismelerine dayanan degis-
tokus stireci ile baslamis olmakla birlikte zamanla paranin bulunmasi ile daha diizenli ve sistematik bir
sekilde yapilmaya baslamustir (Uygur, 2017). Pazarlama kavramy, isletmelerin potansiyel miisterilerine
yonelik gerceklestirmis oldugu tiretme, iletme ve alim-satim yapma islemlerinin biitiintinti kapsayan
bir ticari faaliyettir (AMA, 2017). Kisaca ihtiyaglar1 karli bir sekilde karsilamak olarak tanimlayan Kotler
(2002), pazarlamanin aym zamanda isletme ihtiyaclarim1 gidermeye yonelik bir faaliyet olarak
kullanilmasinin yaninda isletmeye kar saglayici bir eylem olduguna da dikkat gekmistir. Bu dogrultuda,
amaci musteriyi iyi tanimak ve anlamak olan pazarlama, isletmeye kar saglayacak tirtin veya hizmetin
kendi kendini satmasi olarak ifade edilmektedir (Kotler, 2002). Dolayisiyla pazarlama tek bir strateji
degil, bircok teknik, strateji ve taktigin birlesiminden olusan bir stirectir (Biilbiil, 2022). Bu stireclerde,
her sektor kendine 6zgii pazarlama faaliyetlerinden yararlanmaktadir. Hizmet sektoriiniin en baginda
gelen ve {ilkelerin ekonomisine dnemli dlgiide katki sunan turizm sektorii de hizla gelisen rekabet
ortaminda pazardaki yerini koruyabilmek igin ulusal ve uluslararasi giindemi takip etmek ve
pazarlama faaliyetlerine gereken 6zeni gostermek durumundadir.

Turizm sektdriinde etkinligin saglanmas1 ve orgiitsel amaglarin gerceklestirilebilmesi igin kritik bir
oneme sahip olan kavram turizm pazarlamas: kavramidir. Turizm pazarlamasi, turizm isletmelerinin
yiiksek kazang saglayabilmeleri icin pazarlama arastirmalari neticesinde saptanan tiiketici talebine
yonelik pazar payi yiiksek tiriinlerin tasarlanmasini ifade etmektedir (Altunisik, 2009; Bozkurt ve Unal,
2015). Diger bir tanima gore turizm pazarlamasi, turist talebi dogrultusunda orgtitsel amaclara
ulasilmasi ve turist memnuniyetinin saglanmasi i¢in turistik tirtinlerin arastirilmasi, gelistirilmesi ve
nihai tiiketiciye sunulmasina dayanan bir yonetim felsefesi olarak tanimlamaktadir (Alqaisi, 2022).
Ancak bu noktada vurgulanmas: gereken husus, turizm pazarlamasinin turistik tirtinlerin potansiyel
turistlere ulastirilmasi amacinin yani sira énceden deneyimlenmesi miimkiin olmadigi icin ilgili tirtinler
hakkinda bilgi akisinin da saglanmas: gerektigidir.

Turistik  trtinlerin  cografi olarak turistlerden uzak olmasmna baghh olarak ©Onceden
deneyimlenememesinden dolay1 potansiyel turistler 6ncesinde iirtinler hakkinda bilgi edinmek
istemektedirler. Turizm isletmelerinin ise turistlere onceden gormedikleri ve deneyimlemedikleri
turistik irtinleri satabilmek icin bu bilgi akisimi saglamalar1 gerekmektedir (Sar1 ve Kozak, 2005).
Dolayisiyla o6zellikle turizm sektoriintin onemli bir bilesenini olusturan konaklama isletmelerinin
gilinden giine biiytimesi neticesinde rekabetin artmasi, isletmelerin rakiplerinden farklilasmak, marka
olusturmak, satislar1 artirmak ve turizmde 6nemli bir konuma ulasmak i¢in pazarlama faaliyetlerine
oncelik vermesini gerekli kilmaktadir (Alqaisi, 2022). Ayrica dogru ve kapsamli bilgi akisini saglayacak
pazarlama iletisimi kanallarmmin olusturulmasi da bu dogrultuda bir gereklilik olarak ortaya
citkmaktadr.

Konaklama isletmelerinin pazar kosullar1 ve is ortamlariin yani sira iletisim teknolojilerinde goriilen
gelismeler, turizm pazarlamasinin odak noktasinin degisimine neden olmustur (Akin, Oztiirk
ve Karamustafa, 2022). Diger bir ifadeyle turizm pazarlamasi, teknolojik degisimler, rekabet ortamu,
kiiresellesme ve egitimin yayginlasmas: ile birlikte degisime ugramis ve pazarlama siireclerinde
birtakim gelismeler goriilmiistiir (Uygur, 2017). Geleneksel pazarlamadan modern pazarlamaya gegisi
de kapsayan bu degisim ve gelisim stire¢lerinde, teknolojik gelismelerle birlikte e-pazarlama olarak
ifade edilen yeni pazarlama yaklasimi ortaya cikmustir. Diger bir ifadeyle turizm pazarlama karmasi
elemanlariin faaliyete gecirilmesinde teknoloji en 6nemli ara¢ olarak gortilmiis ve kisa ismiyle e-
pazarlama faaliyetleri gittikce yayginlasmistir. Bu arastirmada, oncelikli olarak konuya iliskin ilgili
literatiire ve sektér uygulayicilarinin sosyal medya sayfalarma yonelik incelemeler yapilmustir. lgili
literattirde kiiresel boyutta gortintirltigii 6nem arz eden konaklama isletmelerinde gerceklestirilen
gercek zamanli pazarlama uygulamalarina iliskin bir arastirmaya rastlanilamamis olmasinin yaru sira
ozellikle kiiresel boyutta faaliyet gostermeyen sektor uygulayicilarinin gergcek zamanli pazarlama
uygulamalarina yonelik egilimlerinin olduk¢a sinirli olmasi, bu arastirmanin ¢ikis noktasinu
olusturmustur. Dolayisiyla grup konaklama isletmelerinin egilimlerinin yani sira gercek zamanh
pazarlamaya yonelik sosyal medya sayfalarinda yapmis olduklar1 paylasimlarin igerik uyumlulugu ve
sagladig1 etkilesimin incelenmesi amaclanmustir. Bu amag dogrultusunda ise biittinciil ve karsilastirmali
bir bakis acisiyla arastirmacilara yonelik yaygin etki olusturacak ozgiin bilgilerin ve sektor
uygulayicilarina yonelik ise yol gosterici bulgu ve sunulmasi hedeflenmistir.

Kavramsal Cerceve

Dijitallesme ve teknolojik gelismeler, tiiketim aliskanliklarinin yami sira isletmelerin is siireglerini
cevrimici ortamlara aktarmistir. Diger bir ifadeyle bir turistik tirtin hakkinda bilgi edinmek isteyen
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turistler ile tirtinlerini daha genis kitleye ulastirmak isteyen turizm isletmeleri, elektronik ortamlarda
yuriitilen modern uygulamalar1 tercih etmeye baslamislardir. Konaklama isletmeleri de modern
pazarlama olarak ifade edilen bu siireg igerisinde turizm pazarlama karmasi elemanlarinin faaliyete
gecirilmesi icin teknolojiden yararlanma amaciyla elektronik pazarlama (e-pazarlama) uygulamalarina
yonelmislerdir. Son yillarda sosyal medya kullaniminin oldukga artmasi ise e-pazarlamaya yonelik
egilimleri sosyal medya tabanh ytirtitiilen gercek zamanli pazarlama uygulamalarina dontistiirmiuistiir.
Dolayisiyla arastirmanin kavramsal cercevesi kapsaminda, e-pazarlama ve sosyal medya tabanl
gerceklestirilen gercek zamanli pazarlama kavramlarina yer verilmistir.

E-pazarlama

Genel is ortaminin yani sira bilgi ve iletisim teknolojilerinde koklii bir devrime neden olan dijital
gelismeler, pazarlamacilari iiriinlerini satmak ve dagitmak i¢in e-pazarlama uygulamalarini kesfetmeye
yonlendirmistir (Clarke ve Flaherty, 2005). Teknoloji caginda en gozde araglardan olan internet aginin
kiiresel piyasa sartlarindan dolay: turizm isletmelerinde pazarlama amaci ile kullanimi, aninda satis
yapma imkani sunmasi, kiiresel diizeyde potansiyel miisteri firsati tanimasi ve marka bilincinin
olusumuna katki saglamasi nedeniyle giinden giinde artis gostermektedir (Ansen, 2008). Turizm
isletmelerinde 6zellikle bilgi akisinin ve taraflar arasindaki etkilesimin yogun olmasi nedeniyle iletisim
teknolojilerinde goriilen gelismeler, e-pazarlama faaliyetlerinin yayginlasmasina ortam hazirlamistir.

Turizm sektorii temelinde gevrimici uygulamalarin destinasyonlarla ilgili otel rezervasyonundan
ulasim olanaklarina, yoresel yemeklerden diger destekleyici hizmetlere kadar bir¢ok konuda kolay bilgi
edinimi, seyahat planlamasi imkéni, e-rehberlik hizmetleri gibi firsatlari, turizm sektorii agisindan e-
pazarlamanin hem tanimini hem de faaliyetlerini ifade etmektedir (Seker, 2021). Turizm isletmeleri
agisindan biitiin pazarlama fonksiyonlarinin elektronik ortamda gerceklestirilmesinin yan sira turizm
isletmelerindeki isleyisi diger sektorlere oranla daha dinamik bir yap1 haline getiren ve tiiketicilerle
daha interaktif bir pazarlama ortami sunan faaliyetlerin tiimii turizm isletmelerinde e-pazarlama olarak
tanimlanmaktadir (KUTO, 2012). Dolayisiyla tamimdan da anlasilacag: tizere, e-pazarlama faaliyetleri
turizm isletmeleri ve turistlere yonelik bircok kolaylik ve firsat1 bir arada sunmaktadar.

Teknolojik gelismeler sayesinde turistik faaliyete katilma niyetinde olan tiiketiciler kendilerine yonelik
cok cesitli tirtin ve hizmetlerden haberdar olmakta ve sunulanlar arasinda bir secim yapabilme
olanagma sahip olmaktadirlar (Aksu, 2000). Diger taraftan yapisi geregi daha hizli hareket etmesi
gereken turizm isletmeleri, turizm pazarlamasinda interneti kullanarak bu hiz ve zaman esnekligini
elde etmektedirler (Ozdipginer, 2010). Ayrica turizm sektdriiniin yogun bir rekabet ortaminda yer
almasi ve tiiketicilerin bilgi diizeylerinin stirekli artis gostermesi ile birlikte taleplerinin de stirekli
degiskenlik gostermesi, kalite ve deger algisinin artis gostermesi, dijital uygulamalara duyulan ihtiyacin
artmasi gibi sonuglar1 ortaya ¢ikarmaktadir, ki bu durum hiz ve zaman esnekligi saglamak adina turizm
isletmelerinin edindigi bir diger firsat1 olusturmaktadir (Pirnar, 2005).

E-pazarlama uygulamalarini benimseyen turizm isletmeleri, ¢ok farkli yontemlerle internet tizerinden
miisterilerine ulasmakta, diger bir ifadeyle pazarlama faaliyetlerini yurtutmektedir (Ansen, 2008).
Turizm isletmelerinde e-pazarlama faaliyetlerinin kullanim alanlarimi konaklama sektorii, seyahat
sektorii, yiyecek-icecek isletmeleri ve destinasyon pazarlamasi bazinda ele almak miimkindir
(Ozdipginer, 2010). Turizmin 6nemli bir bilesenini olusturan konaklama igletmelerinde, kiiltiirel, sosyal,
dil, inang, demografik, psikografik gibi fakttrler bakimindan farkliliga sahip hedef kitleye daha etkin
bir sekilde ulasabilmek ve orgiitsel amaglara ulasabilmek i¢in teknolojideki gelismelerin pazarlama
faaliyetlerinde firsata dontistiiriilmesi ve e-pazarlamadan edinilen faydanin maksimize edilmesi
gerekmektedir (Yavuz ve Haseki, 2012). Dolayisiyla e-pazarlamanin konaklama isletmelerine sundugu
maliyet avantaji saglama, yeni miisterilere ulasma ve pazar paymu artirma gibi faydalar1 sektorel
anlamda modern pazarlamanin diger bir Snemini ortaya koymaktadir.

Konaklama igletmelerinde yararlanilan e-pazarlama faaliyetleri, kullanim alanmna bagh olarak
konaklama isletmelerinde ve turizm pazarlamasini destekleyici temel araglar da yararlanilabilecek
faaliyetler olarak iki farkli asamada incelenmektedir (Bandurina, 2012). Bu dogrultuda konaklama
isletmelerinde e-pazarlamanin kullanim alanlary; e-iirtin sunumu, e-fiyatlandirma, e-dagitim, e-
tutundurma olarak belirlenirken diger bir e-pazarlama faaliyeti olan turizm pazarlamasim destekleyici
temel araglar olarak ise web sitesi, global dagitim sistemleri, internet dagitim sistemleri, elektronik
posta, sosyal medya, banner (internet afisleri) olarak belirlenmistir (Bandurina, 2012). Benzer bir
siiflandirmada ise konaklama isletmelerinde uygulanan e-pazarlama yontemleri, gevrimici arama
siteleri (arama motorlari) araciligiyla pazarlama, e-posta, banner reklamlari, ¢evrimici kataloglar, sosyal
aglar, cevrimici miisteri hizmetleri olarak siralanmistir (Ozen, 2015). Bagka bir siniflandirmaya gore ise
konaklama isletmelerinde kullanilan e-pazarlama uygulamalar1 su sekildedir (Giin, 2021):
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e  Web sitesi araciligiyla pazarlama
e Arama motoru pazarlamast

e E-posta pazarlama

e Banner reklam kutular1

e Sosyal medya pazarlamasi

e Bloglar (web giinliikleri)

e Satis ortakligr modeli

e izinli pazarlama

e Elektronik agizdan agiza pazarlama (E-WOM)
e Mobil pazarlama

e Veri tabanli pazarlama

e Viral pazarlama

e Igerik pazarlama

e Influencer pazarlama

Sosyal medyanin sol yillarda kiiresel boyutta ¢ok farkli demografik 6zellige sahip bireylerin kullandig:
platformlara doniismesi ile konaklama isletmelerinde dikkat geken ve oldukg¢a yogun kullanilmaya
baslanilan e-pazarlama uygulamalarindan birisi sosyal medya pazarlamasi olmustur. Bu arastirmada
ise konaklama isletmelerinin sosyal medya pazarlamasinin alt dallarindan birisi olan ve son yillarda
oldukca popiiler hale gelen gercek zamanli pazarlama (real-time marketing) uygulamalarinin incelenmesi
hedeflenmistir.

Gergek Zamanlh Pazarlama

Gercek zamanl pazarlama, sosyal medya sayfalarinda tiretilen igeriklerin dogal, yaratici ve samimi
giincel olaylarla desteklenerek gerceklestirilmesine dayanan bir pazarlama yontemidir (Unurlu, 2022).
Diger bir deyisle ilgili sektordeki trendlere ve miisterilerden aninda geri bildirimlere odaklanan bir
pazarlama stratejisidir (Svajdova, 2019). Gercek zamanli pazarlama uygulamalari, turizm isletmelerinin
yukarida bahsedilen 6zelliklerinden dolay1 son yillarda yogunlukla tercih edilen e-pazarlama
yontemlerinden birisi olmustur. Turizm isletmelerinin temel bilesenlerinden birisi olan konaklama
isletmeleri de pazarlama calismalarini etkin bir bicimde yiiriitme ve hedef kitleleri ile iletisimde
kalabilmek adina gercek zamanli olarak etkilesim imkéni sunan uygulamalara yonelmislerdir.
Dolayisiyla konaklama isletmelerinin gtincel olay ve etkinlikleri takip ederek daha fazla kitleye
ulasabilmek adina yoneldigi temel uygulamalardan birisi, gercek zamanl pazarlama uygulamalar:
olmustur.

Konaklama isletmeleri, gercek zamanli pazarlama faaliyetlerinden yararlanarak, gtincel haber ve
olaylardan hareket ederek takipgileri ile olan etkilesimlerini arttirabilmekte ve yer ve zaman sikint1
olmadan hedef kitlenin isletme ile daha ¢ok etkilesime girmesini saglayabilmektedir (Giilmen, 2019).
Konaklama isletmeleri temelinde gercek zamanli pazarlama, isletmelerin dogru zamanda dogru
mesajlar olusturma ve potansiyel turistleri satin almaya tesvik etme amaciyla giincel olaylar1 takip
ederek yaptiklar1 paylasimlar araciligiyla tiiketiciler tarafindan isletme gortuntrlugiinii saglamaktir
(Mazerant vd., 2021). Ayrica hizla degisen trend ve egilimler dogrultusunda hedef kitleye sunulan
tirtinlerin tanitimini ve ¢ok daha kiigiik bir biitceyle cok genis kitlelere ulasmay1 saglamaktadir (Akcay
ve Okkay, 2017). Konaklama isletmeleri ile tiiketicileri ayn1 anda aymi giindemle bir araya getiren
(Aydin, Bigkin ve Giirsoy, 2019) ve turistlerle interaktivite olanag ile geleneksel iletisimin Gtesinde
sosyal mecralarda tiim paydaslarla koordinasyon imkani sunan gercek zamanl pazarlama (Clarke ve
Flaherty, 2005), 6zellikle pazara yeni giren konaklama isletmelerinin marka bilinirliliklerinin artirilmasi,
yeni Uriinlerin tanitilmasi ve bdylece pazara daha hizli bir sekilde entegrasyonun saglanmasin
saglamaktadir (Unurlu, 2022). Konaklama isletmelerinin bu noktada ozellikle dikkat etmesi gereken
husus, iceriklerin giincel olaylar ve isletme ile bagdastirilmis olmasi ve hedef kitleye uygun gercek
zamanli pazarlama kaynaklarmin dogru bir sekilde belirlenmesidir (Stiar, 2017). Gerg¢ek zamanl
pazarlama kapsaminda kullanilan temel kaynaklarin, Facebook, Twitter, Instagram, LinkedIn, Youtube
oldugu bilinmektedir (Kallier, 2017). Dolayisiyla konaklama isletmelerine yonelik gercek zamanli
pazarlama uygulamalar;, bu kaynaklardan hedef kitleye wuygun olanlar1 Dbelirlenerek
gerceklestirilebilmektedir.
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Yukarida belirtildigi tizere, biittinciil ve karsilastirmali bir bakis acisiyla ele alman bu arastirmanin
bulgu ve cikarimlar: ile hem gelecekteki arastirmalara hem de sektodrel anlamda uygulayicilara yol
gosterici onerilerin sunulacak olmasi bu arastirmanin ¢ikis noktasini olusturmaktadir. Dolayistyla bu
arastirma, grup konaklama isletmelerinin pazarlama agisindan oldukca popiiler bir yaklasim olan
gercek zamanli pazarlama uygulamalarina iliskin egilim, icerik ve etkilesim boyutlarinda ortaya
konacak genel ortintii ile ilgili literatiirdeki boslugun doldurulmas: ve sektore yonelik tesvik edici
bulgularin sunulmas: bakimindan ise 6nem arz etmektedir. Bu nedenler dogrultusunda arastirmanin
amaci, konaklama isletmelerinin gercek zamanli pazarlama uygulamalarina yonelik egilimlerinin,
sosyal medya sayfalarindaki paylasimlarin giincel olaylar ile iceriginin uyumlulugunun ve
paylasimlarin sagladig: etkilesimin incelenmesidir. Arastirmanin amaci dogrultusunda, oncelikle ilgili
literattire dayal1 olarak gercek zamanli pazarlamaya iliskin kavramsal degerlendirmeler sunulmustur.
Daha sonrasinda ise konaklama isletmeleri tarafindan sosyal medya hesaplarinda yapilan paylasimlari
incelenmistir. Bu arastirma, amacina ulasabilmesi igin arastirma sorulart odakli kurgulanmustir.
Dolayisiyla arastirmanin amacinda belirtilen hususlara temel olusturacak birtakim arastirma sorular:
ortaya ctkmustir:

1. Konaklama isletmelerinin ger¢ek zamanli pazarlama uygulamalarina yonelik egilimleri var
mudir?

2. Konaklama isletmelerinin gercek zamanli pazarlama paylasimlari ile giincel olaylar arasinda
icerik uyumlulugu var midir?

3. Konaklama isletmelerinin gercek zamanli pazarlama uygulamalar1 6nemli bir etkilesim
saglamakta midir?

Arastirmanin Yontemi

Konaklama isletmelerinin gercek zamanli pazarlama uygulamalarma yonelik egilimlerinin yamn sira
paylasimlarin icerik uyumlulugu ve sagladigi etkilesimin incelenmesi {izerine kurgulanan bu
arastirmada, betimleyici bir yaklasim benimsenmis ve 6nceden olusturulmus video kaydi, gorsel, belge
gibi kayitlarin bir sistem igerisinde incelenmesini saglayan tarama modeli (Karasar, 2014) kullanilarak
biitiinciil bir bilgi birikiminin olusturulmas: hedeflenmistir. Arastirmanin evrenini kiiresel pazarda
faaliyet gosteren konaklama isletmeleri olusturmaktadir. Ancak arastirma evreninin smurlar:
bilinmesine karsin evren icerisinde yer alan elemanlarin niceliksel olarak tespitinin zor olmasi (Stevens
vd., 1997), arastirma kapsaminda orneklem belirlenmesini zorunlu kilmustir. Buna gore, amach
ornekleme yontemi déhilinde arastirmanin érneklemi turizmdatabank.com (2022) tarafindan yapilan
grup konaklama isletmeleri arastirmasinda oda sayisina gore diinyanin en biiytikleri olarak saptanan
15 grup konaklama isletmesi olarak belirlenmistir. Ancak web sayfas1 haricinde sosyal medya gibi diger
dijital uygulamalar1 kullanmayan dort grup konaklama isletmesi arastirmanin kapsami disinda
birakilmistir. Arastirma 6rnekleminin grup konaklama isletmeleri ile smirlandirilmasimin nedeni,
kiiresel pazarda faaliyet gosteren bu isletmelerin 6zellikle sosyal medya tabanli pazarlama faaliyetleri
olmak {izere modern pazarlama yaklasimlarina yonelik egilimlerinin daha fazla oldugunun
duistintilmesidir. Bir diger neden ise grup konaklama isletmelerinin global sosyal medya sayfalarim
kullaniyor olmasi ve bu durumun veri teminini kolaylastirmasidir.

Arastirma kapsaminda etkilesimin daha hizli ve kolay olmasi, bilgilerin daha kolay yayilmasi, hashtag
tabanli olmasi, gercek zamanli glincelleme ve bilgi aktarimina firsat sunmasi, 6nemli bir veri kaynaginm
olusturmasi gibi nedenlerden dolay1 (Gilbert, 2016; Hutchinson, 2016; Rathnayake ve Suthers, 2018;
Ayora, Horita ve Kamienski, 2021), ilgili grup konaklama isletmelerinin Instagram ve Twitter sosyal
medya platformlarindaki paylasimlarinin incelenmesine karar verilmistir. Bu dogrultuda ilgili grup
konaklama isletmelerinin Instagram ve Twitter sosyal medya sayfalar: incelenmis, gercek zamanh
pazarlama paylasimlar tespit edilmis ve arastirmanin amaci dogrultusunda tarama modeli ile egilim,
icerik ve etkilesim boyutlar1 ddhilinde incelenmistir. Grup konaklama isletmelerinin sosyal medya
hesaplarina global web sayfalarinda yer alan sosyal medya sayfa linkleri araciligiyla ulasilmustir. Ikincil
verilere dayali olarak gerceklestirilen arastirma, bu yoniiyle etik kurulu izni gerektirmemektedir. Sonug
olarak grup konaklama isletmelerinden elde edilen verilere dayali olarak tiimevarimci bir yontemle
konaklama isletmelerinin gercek zamanli pazarlamaya yonelik egilimlerinin saptanmasina,
paylasimlarin icerik uyumlulugunun incelenmesine ve gercek zamanli pazarlamanin sagladigi
etkilesime yonelik bir cercevenin olusturulmasina odaklanilmustir.

Arastirmanin Bulgular

Arastirma kapsaminda grup konaklama isletmelerinin egilimleri, paylasimlarinin igerik uyumlulugu
ve sagladig1 etkilesimin belirlenmesi amaciyla Instagram ve Twitter paylasimlar: incelenmistir. Yapilan
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incelemelerde gercek zamanl pazarlama uygulamas:i olarak degerlendirilebilecek bircok paylasim
tespit edilmistir. Ozellikle icerik uyumlulugunun ve saglanan etkilegimin ortaya konabilmesi icin elde
edilen verilerin gorsel olarak sunulmasi gerekmektedir. Ancak gorsel kullaniminin igerik bakimindan
cok fazla olacag1 goz onitinde bulundurularak bazi konaklama isletmelerinin Instagram, bazilarinin ise
Twitter paylasimlarina yer verilmesinin uygun olacag: diistintilmiistiir. Buna gore oncelikli olarak Otel
1, Otel 2, Otel 3, Otel 4, Otel 5 ve Otel 6 olarak kodlanan grup konaklama isletmelerinin Instagram
gercek zamanli pazarlama uygulamalarina iliskin bulgular tespit edilmis ve bunlardan dikkat ceken
sonuglarin yer aldig1 paylasimlar sunulmustur.

Grup Konaklama Igletmelerinin Instagramdaki Gercek Zamanli Pazarlama
Uygulamalar

Grup konaklama igletmelerinden Otel 1'in Instagramdaki gercek zamanl pazarlama paylagimlarina
iliskin gorsellere asagida yer verilmistir.

Jon us 3t Palazzo Montemartini Rome. 3 Collecton
Hotel as we discoves it through the eyes of SAMyparsofshoes

R 0

158 gdrntileme

RakaMie There « magne yoursell here, the sun
SIS 85 yOu Cyche 1O your wila Dy the sade of the ocean. Plan
your bocket kit adventure 1o Mkt

maldives Ssunsetphotograpty
DI IGAConedth Shesttuihotels MPOtelTRIvew
ormaldneinlands SOCoamiew S0C0INMEWS

& 12

Qv

79.334 gSrintileme

Gorsel 1. Otel 1'in Instagramdaki Gercek Zamanli Pazarlama Uygulamasi

Otel 1'in Instagram paylasimlarinin yer aldigi Gorsel 1'e gore, hashtag kullanmadan yapilan
paylasimda begeni sayis1 13, goriintiilenme sayisi ise 158’de kalmustir. Diger taraftan giincel bir olay
olarak #takemethere kampanyasi ile tiretilen igerikte ise normal paylasimlara kiyasla oldukca fazla
begeni (34.6 B) ve goriintiilenme (79.3 B) sayisina ulasmistir. Dolayisiyla bu durum Otel 1'in gercek
zamanli pazarlama uygulamasi ile edinmis oldugu etkilesimi ve diger bir ifadeyle sosyal medyanin
giicii ile ulasmus oldugu genis kitleyi gostermektedir. Bu noktada vurgulanmasi gereken diger bir husus
ise Otel 1'in tirettigi icerigin hem giincel olay hem de isletmeler faaliyeti ile uyumluluk gosterdigidir.

Arastirma kapsaminda incelenen bir diger grup konaklama isletmesi olan Otel 2'nin instagramdaki
gercek zamanli pazarlama ornegi, Gorsel 2'de yer almaktadir.
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Gorsel 2. Otel 2'nin Instagramdaki Ger¢ek Zamanli Pazarlama Uygulamasi

Ustte yer alan gorsel, Otel 2'nin hashtag kullanmadan alttaki ise hashtag kullanarak yaptig1 paylasimi
gostermektedir. Hashtag kullanilmadan yapilan paylasimda begeni ve goriintiilenme sayisi, Otel 1 ile
benzer sekilde sinirli sayida kalmustir. Isletmenin #nature, #hike, #arizona gibi hashtaglerle yapmis
oldugu paylasim ise essiz manzaralara sahip doga icerisinde yiiriiyiis yapmaya ilgi duyanlara yonelik
ilgi gekici bir igerikle daha fazla kitleye ulasabilmistir. Buna gore, ilgili paylasim 125 begeni ve 4.671
goriintiilenme sayisina ulasmustir. Dolayisiyla hashtag kullamilmadan yapilan paylasima kiyasla 6nemli
bir etkilesim saglanmustir. Ayrica icerik bakimindan uyumlu bir paylasimla bolgede yer alan isletmenin
tanitimina katkida bulunulmustur.

Otel 3'tin kiiltiir, tarih ve mutfaga dayali olarak olusturdugu gercek zamanl pazarlama uygulamasi,
Gorsel 3'teki gibidir.
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Gorsel 3. Otel 3'iin Instagramdaki Gergek Zamanli Pazarlama Uygulamasi
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Otel 3, yapmis oldugu paylasim ile Istanbul gibi kiiltiirel ve tarihi zenginligi olan bir destinasyondan
bahsederek bolgesel pazarlamaya katk: saglama ¢abasina girmis ancak daha fazla kitleye ulasabilecek
hashtag etiketlemesi yapmamasindan kaynakl olarak c¢ok fazla etkilesim alamamistir. Ancak diger
gorsele bakildiginda Otel 3'tin ABD’nin tarih ve kiiltiire dayal1 bir festivali olarak bilinen bir festivale
yonelik #hispanicharitagemonth hashtagi ile begeni ve goriintiilenme sayis1 bakimindan daha fazla
kitlenin dikkatini cekerek marka bilinirligine katki sagladig1 goriilmektedir. Turistleri cezbedecek bir
festival etiketinin yani sira restoran ve mutfak sefi temali yapilan bu paylasim ile hem igerik bakimindan
uyumluluk saglanmis hem de tam anlamiyla bir gercek zamanli pazarlama uygulamasi
gerceklestirilmistir.

Bir diger grup konaklama isletmesi olan Otel 4, instagramda Gorsel 4’deki gibi bir gercek zamanh
pazarlama 6rnegi sunmustur.
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Gorsel 4. Otel 4'tin Instagramdaki Gercek Zamanli Pazarlama Uygulamasi

Otel 4, partneri olarak nitelendirdigi ve fikir paylasiminin yapildig: bir program olan TED ile hashtag
kullanarak ve kullanmayarak iki paylasim yapmustir. Gorsel 4’de goriildiigii tizere, ayn1 konu hakkinda
paylasim yapilmasina ragmen giincel bir duruma hitap eden paylasimi ile begeni ve goriintiilenme
sayis1 bakimindan ciddi bir rakama ulagsmustir. Dolayisiyla bu rakamlar, Otel 4'tin gercek zamanh
pazarlama uygulamasi ile ulasmis oldugu kitleyi gostermektedir. 1lgili paylasim miisterilerle ilgili bir
paylasim olmamasmna ve giincel olay bakimindan uyumluluk gostermemesine karsin calisanlara
yonelik gerceklestirilen programu igerdigi i¢in miisterilerde olusturacagi olumlu algi bakimindan
degerlendirildiginde igerik bakimindan uyumlu bir paylasim olarak yorumlanabilir. Bu noktada
vurgulanmas: gereken husus, yapilan paylasimin miisteri yerine calisanlarla ilgili bir icerige sahip
olmasina ragmen 6nemli bir kitleye ulasmis olmasidir.

Gorsel 5’te ise Otel 5’'in gercek zamanli pazarlama 6rnegi yer almaktadir.
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Gorsel 5. Otel 5'in Instagramdaki Gergek Zamanli Pazarlama Uygulamasi

Gorsel 5'te gortildtigii tizere, Otel 5 iki farkl kitleye hitap edecek iki ayr1 paylasimda bulunmustur.
Ustteki paylasimda goriildiigii tizere, kis ve dag turizmine ilgi duyan turistleri cezbedecek giincel
faktorler icermesine ragmen hedef kitleye ulasacak bir paylasim olmamustir. Tkinci paylagim ise temalt
otellere ilgi duyan turistler i¢in tasarlanmis ve ticretli ortakligin yam sira giincel hashtag kullamimlar:
ile zenginlestirilmis bir paylasim olmas1 nedeniyle begeni ve goriintiilenme sayis1 oldukga fazla artis
gostermistir. Dolayisiyla Otel 5, igerik bakimindan uyumlu giincel konulara dayali hashtag kullanimi
ile daha fazla kitleye ulasabilmeyi saglamistir.

Instagramda incelenen son grup konaklama isletmesi olarak Otel 6'min gercek zamanli pazarlama
uygulamasi Gorsel 6'da yer verilmistir.
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Gorsel 6. Otel 6'nin Instagramdaki Ger¢ek Zamanli Pazarlama Uygulamasi
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Diger grup konaklama isletmeleri ile benzer sekilde, Otel 6'nin igerik bakimindan uyum gostermesine
ragmen bulundugu bolgeyi pazarlama ¢abasini sadece bir fotograf agiklamasi ile yapmis olmasi, tistteki
paylasimin begeni ve goriintiilenme sayisina bakildiginda arzu edilen kitleye ulastiracak bir paylasim
olmadigini gostermektedir. Icerik bakimindan uyumluluk gosteren diger paylasimda ise giincel ve
meraklilarin ilgisini cekebilecek bir paylasim ile hashtag kullaniminin etkisiyle 266 begeni ve 9.683
goriintiilemeye ulasilmis ve dolayisiyla 6nemli bir etkilesim saglanmustir.

Grup Konaklama Igletmelerinin Twitterdaki Gercek Zamanli Pazarlama
Uygulamalar
Arastirma kapsaminda incelenen Otel 7, Otel 8, Otel 9, Otel 10 ve Otel 11'in Twitterdaki gercek zamanl

pazarlama uygulamalarindan dikkat ¢ceken sonuglara sahip olan paylasimlara asagida yer verilmistir.
Gorsel 7'de, Otel 7'nin Twitterdaki gercek zamanl pazarlama uygulamas: 6rnegi yer almaktadir.
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Gorsel 7. Otel 7'nin Twitterdaki Gercek Zamanl Pazarlama Uygulamasi

Gorsel 7'nin sol tarafinda zincir otel grubunun kiiresel ¢apta 6.000 otele ulastigiyla ilgili giincel bir
bilgiye ait video paylasimi yer almaktadir. Ancak paylasimda bu durumu 6n plana ¢ikaracak bir
hashtag kullanimi olmamasindan dolayr oldukca diisiik bir begeni ve goriintillenme sayisina
ulasilmistir. Sag taraftaki gorselde ise Otel 7 tarafindan kadinlar giintine 6zel bir paylasim yapilarak,
gercek zamanli pazarlama uygulamas: gerceklestirilmistir. Paylasima eklenmis olan #BreakTheBias
hashtagi ile verilen 6nyargiy1 kirin mesaj, ilgili paylasimi oldukga ytiksek bir goriintiilenme sayisina
ulastirmus ve daha fazla kitleye ulasma imkani sunmustur. Dogrudan miisterilerle ilgili bir paylasim
olmamakla birlikte ilgili sektordeki diger kisilere cagr1 yaparak olumlu bir alginin olugsmasi bakimindan
onem arz eden bu paylasim ile konaklama isletmesi amacina ulasmis durumdadir.

Asagida yer alan Gorsel 8, Twitterdaki gercek zamanli pazarlama uygulamasi 6rnegi sunan Otel 8'in
elde ettigi etkilesimi gostermektedir.
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Gorsel 8. Otel 8'in Twitterdaki Gergek Zamanlh Pazarlama Uygulamas:
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Otel 7 ile benzer sekilde Otel 8’de diinya capinda ulagsmis oldugu otel sayisindan yola ¢ikarak yaptig
paylasim ile daha fazla kitleye ulasmaya ¢alismus ancak hedeflenen kitleye ulasamamustir. Baska bir
paylasimda ise almis oldugu odiile ve 6diil térenine iliskin yapmis oldugu hashtag uygulamasi ile
giincel bir olayin temelinde ¢ok daha fazla kitleye ulasilmistir. Dolayisiyla icerik bakimindan uyumlu
paylasim ile gercek zamanli pazarlama uygulamasi ile onemli diizeyde bir etkilesim saglanmistir.

Arastirma kapsaminda incelenen grup konaklama isletmesi olarak Otel 9'un gercek zamanl pazarlama
ornegi asagidakli gorseldeki gibidir.

This interational Women's Day, we are proud to celebrate the
achievements of women and salute all who defy gender stereotyp

Ve are proud 1o honor and support veterans,

Gorsel 9. Otel 9'un Twitterdaki Gergcek Zamanli Pazarlama Uygulamasi

Otel 9, yapmis oldugu sol gorseldeki paylasimda TikTok isimli sosyal paylasim ag1 araciigiyla
diizenledigi bir yarismay1 konu edinmistir. Ancak sadece Otel 9 tarafindan bilinen ve kullanulan hashtag
ile paylasim yapildig icin istenilen kitleye ulasilamamistir. Ancak daha fazla kitle tarafindan bilinen,
kullanilan ve ulasilan #unveiltheworld hashtagi ile yapilan diger paylasimda, gercek zamanh
pazarlama uygulamasi gerceklestirilmis, 6zellikle goriintiilenme sayis1 bakimmdan ciddi bir rakama
ulasilmis ve onemli bir diizeyde etkilesim saglanmistir. Otel 9, her iki paylasiminda da icerik
bakimindan wuyumlu paylasimlar yapmasma ragmen ikinci paylasimda giincel olaylarla
iliskilendirilerek yapilan paylasimlarin etkilesime olan katkist somut bir sekilde ortaya konmustur.

Otel 10, 6zel giinler temelinde Twitterda bir gercek zamanh pazarlama gerceklestirmis ve Gorsel 10 elde
edilen sonuglar1 gostermektedir.

This Interational Women's Da')/. we are proud to celebrate the
We are proud 10 honor and support veterans, achievements of women and salute all who defy gender stereotypes and
military parsonnel, and their families year round. bias, and .‘o'ge women's equality. #int tionalWomensDay
Thank you to a3 who have served

Leam more about the special rate avalabie to
U.S. veterans, active duty armed service mamber
and their immediate family members.
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Gorsel 10. Otel 10'un Twitterdaki Gergek Zamanli Pazarlama Uygulamasi

Gorsel 10'da Otel 10"un yapmis oldugu iki adet gercek zamanli paylasim 6rnegi goriilmektedir. Sol
taraftaki gorselde Gaziler Giinii hakkinda yaptiklar: bir paylasim yer almaktadir. Paylasim sayesinde
otel grubunun askeri anlamda emegi olan gazilere ve ailelerine verdigi énem anlagilmaktadir. Ancak
bu paylasimda, kullanilmasi uygun olan hashtagin kullamilmamis olmasi hedeflenen kitleye
ulasilmasina engellemistir. Sag taraftaki gorsele bakildig1 zaman ise Otel 10'un gercek zamanl bir
paylasim 6rnegi olarak kadimnlar giinii icin yaptig1 paylasima yalnizca bir tane hashtag eklenmesinin
bile ulagilan kisi sayisim nemli olgiide arttirdig1 goriilmstiir. 1lgili paylagimlar konu olarak igerik
uyumlulugu gostermemekle birlikte, olumlu bir alginin olusturulmasi icin 6nem arz eden hususlarda
paylasimlar yapilarak etkilesimin artirilmasi hedeflenmistir.

Son olarak Twitterda incelenen son grup konaklama isletmesi olarak Otel 11’in gercek zamanh
pazarlamasi uygulamasina iliskin gorseller asagidaki gibidir.

F

- - -
0:10 73 ghelrtilloname 019 | 856 peintisonme B
—

Gorsel 11. Otel 11'in Twitterdaki Gercek Zamanli Pazarlama Uygulamasi

Otel 11’e ait Twitter paylasimlari incelendiginde, grubun paylasimlarinda hashtag kullaniminin
oldukca sinirli oldugu gortilmiistiir. Ancak Gorsel 11’deki iki paylasim goze alindiginda, gercek
zamanli pazarlama uygulamasi olarak hashtag kullaniminin etkilesime olan katkisi ortaya ¢ikmaktadir.
Soldaki gorsel hashtag kullanmadan yapilan paylasimi, sagdaki ise hashtag kullanarak yapilan
paylasimi gostermektedir. Giincel bir sanat haftasma hitap eden bir hashtag sayesinde daha fazla
goriintiilenme sayisina ulasildig: ve etkilesimin saglandig gortilmektedir.

Sonug ve Degerlendirme

Guntimuz teknoloji diinyasinda, tiiketiciler neredeyse biitiin istek ve ihtiyaglarini dijital ortamda
karsilayabilme firsatina sahiptirler. Tiiketicilerin bu istek ve ihtiyaglar1 karsilamaya yonelik tirtin ve
hizmet sunan isletmeler ise djjital ortamlarda daha fazla potansiyel miisteriye ulasarak daha cok satis
yapmak icin ¢aba sarf etmektedirler. Teknolojinin gelisimi ile birlikte 6nemi bir pazarlama araci olarak
goriilen elektronik pazarlama, bu noktada isletmeler icin 6nemli bir aractir. Gergek zamanli pazarlama
ise son yillarda sosyal medya kullanimiin oldukca yaygmlasmas: ile daha fazla tercih edilen
uygulamalardan birisi olmustur. Gercek zamanli pazarlama uygulamalar, 6zellikle rekabet ortaminda
varligmi devam ettirebilmeleri icin miisteri istek ve ihtiyaclarinin yami sira pazari izleyebilme
yetenegine sahip olmas: gereken konaklama isletmeleri i¢cin daha fazla 6nem arz etmektedir
(Karamustafa vd., 2010: 33). Bundan dolay1 konaklama isletmeleri daha fazla etkilesim saglayabilmek
adina yaratici ve genel anlamda sektorle uyumlu iceriklerle paylasimlar yapmaktadir. Bu arastirmada
ise konaklama isletmelerinin popiiler bir yaklasim olan gercek zamanl pazarlama uygulamalarina
yonelik egilimlerinin belirlenmesi, yapilan paylasimlarin etkilesim saglaylp saglamadiginin
incelenmesi ve paylasimlarin icerik uyumlulugun degerlendirilmesi amaglanmigtir.

Arastirma sorular1 dahilinde oncelikli olarak arastirma ornekleminde yer alan grup konaklama
isletmelerinin Instagram ve Twitter sosyal medya sayfalari incelenmis etkin bir sekilde
kullamilmamakla birlikte gercek zamanlh pazarlama uygulamalarina yonelik kismen egilimlerinin var
oldugu goriilmiistiir. Baz1 konaklama isletmeleri gercek zamanl pazarlama uygulamalarina ciddi
diizeyde 6nem vererek onemli bir etkilesim elde etmektedir. Baz1 konaklama isletmeleri ise nadiren
giincel olaylara dayali paylasimlar yapmalarina ragmen yapmis olduklar1 bu paylasimlarinda énemli
bir etkilesim saglamaktadirlar. Dolayisiyla konaklama isletmelerinin gercek zamanh pazarlama
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uygulamalaria yonelik egilimlerini biitiin paylasimlarina yansitmalari, giiniimiiz dijital diinyasinda
onemli bir etkilesim araci, diger bir ifadeyle miisteriye erisim araci olacaktir.

Arastirma kapsaminda incelenen bir diger husus konaklama isletmelerinin gercek zamanli pazarlama
paylasimlari ile giincel olaylar arasinda igerik bakimindan uyumlulugun olup olmadiginin tespitine
iliskin olmustur. Buna gore, konaklama isletmelerinin genel ¢ogunlugu icerik bakimindan uyumluluk
gosteren giincel olaylar: etiketleyerek paylasimlarini yapmislardir. Ancak buna karsin kismen de olsa
uyumlu olmayan paylasimlarin yer aldigi goriilmiistiir. Ancak bu noktada dikkat geken husus,
konaklama isletmelerinin paylasimlarinda etiketledikleri giincel olaylar igerik bakimindan uyumlu olsa
da olmasa da yapilan paylasimlarin 6nemli bir etkilesim sagladigidir. Dolayisiyla 6zellikle de toplumda
isletmeye yonelik olumlu algilarin olusmasina katki saglayacak giincel olaylar, igerik uyumlulugu
olmasa bile konaklama isletmelerinin daha fazla kitleye ulasabilmesi icin gercek zamanli pazarlama
paylasimlarinda kullanmasi gereken unsurlar olarak ifade edilebilir.

Gercek zamanli pazarlama uygulamalari, konaklama isletmeleri tarafindan daha fazla benimsenmesi
gereken uygulamalar olmasma karsin ilgili konaklama isletmelerinin Instagram ve Twitter sosyal
medya sayfalarindaki paylasimlarinin begeni ve goriintiilenme sayilar1 bu noktada ©nemli bir
etkilesimin saglandigini gostermektedir. S6zgelimi Otel 6'nin hashtag kullanmadan yaptig1 Instagram
paylasiminda 114 begeni ve 4.076 goriintiilenme sayisi, hashtag kullanarak yaptig1 paylasiminda 15.104
begeni ve 265.000 goriintiilenme sayisina ulasmistir. Hem {icretli ortaklik hem de icerik bakimindan
uyumluluk gosteren bir giincel olay ile ciddi diizeyde bir etkilesim saglanmustir. Diger taraftan Otel
11'in Twitterdaki icerik bakimindan uyumluluk gostermeyen giincel olay1 hashtag yapmas: dahi daha
fazla etkilesim saglama noktasinda énemli katki sunmustur. Dolayisiyla gercek zamanli pazarlama
uygulamalarmin daha fazla kitleye, diger bir ifadeyle daha fazla potansiyel miisteriye ulasmak
bakimindan 6nemli bir etkilesim sagladig: goriilmiistiir.

Sonug olarak gercek zamanli pazarlama uygulamalari, konaklama isletmelerinin goértiniirligiini
artirarak daha fazla potansiyel miisteriye ulasmasina firsat tamimmaktadir. Bu durum 6zellikle 6nceden
deneyimlenemeyen turizm hizmetleri bakimindan daha fazla 6nem arz etmektedir. Ayrica
kiiresellesmenin yani sira teknolojideki diger gelismelerin uzaklar: yakin etmesi, konaklama isletmeleri
arasindaki rekabeti daha artirmaktadir. Dolayisiyla bu rekabet ortaminda one c¢ikmak isteyen
konaklama isletmeleri igin gercek zamanli pazarlama uygulamalar1 6zellikle de giintimiiz dijital
diinyas1 goz ontinde bulunduruldugunda daha da énem kazanmaktadir. Bu noktada, ¢ncelikli olarak
turti, buytklugu, smifi ne olursa olsun biitlin konaklama isletmelerinin ©zellikle sosyal medya
hesaplarma sahip olmasi dnerilmektedir. Diger yandan konaklama isletmelerinin satis & pazarlama
departmaninda ozellikle sosyal medya damsmanligimi yiirtitecek kisi/kisilerin istihdam etmesi
onerilmektedir. Profesyonel olarak giincel olaylarla ytrttiilecek gercek zamanli pazarlama
uygulamalari, ilgili konaklama isletmesini rekabet ortaminda one ¢ikaracaktir. Dolayisiyla konaklama
isletmelerinin gercek zamanli pazarlama uygulamalarina yonelik egilimlerinin daha da artirilmasi ve
biitiin paylasimlarda oncelikli olarak icerik uyumluluguna sahip olan giincel olaylarin etiketlendigi
hashtag kullaniminin yayginlastirilmas: ¢nerilmektedir. Bu noktada énem arz eden bir diger husus ise
paylasimlarin etkilesime olan katkistnin degerlendirilmesidir. Konaklama isletmelerinin takip
yazilimlar: ile paylasimlarina iliskin degerleri incelemesi ve yeni paylasimlarini bu degerlere gore
revize etmesi fayda saglayacaktir. Diger taraftan arastirmanin en onemli smirliligi, yogun gorsel
kullaniminin igerigin ¢ok fazla olmasina neden olacag: i¢in arastirmanin drneklemi dogrultusunda
incelenen grup konaklama isletmelerinin bazilarinin Instagram, bazilarinin ise Twitter paylasimlarina
yer verilmesidir. Dolayistyla bu smurlilik dahilinde, son olarak arastirma sonuclarmin yaygin etkisini
artiracak daha genis drneklemlerde, daha fazla sosyal medya platformlarinda ve daha cok paylasim
gorsellerine dayalr arastirmalarin gerceklestirilmesi onerilmektedir.
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Cikar catismasi:

Yazarlarin arasinda bir ¢ikar ¢atismasi yoktur.

Hibe / Finansal Destek:

Yazarlar bu ¢alismanin herhangi bir finansal destek almadigini beyan etmistir.
Etik Kurul Onayr:

Calismada kullanilan arastirma yontemi, etik kurul izni gerektirmedigi i¢in onay almmamustir.
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Introduction

Bibliometric Analysis of Articles on Tourism and
Disability Published in TR Index Journals

Orhun TOPACOGLU'"® Akyay UYGUR?

Abstract

As a disadvantaged group, people with disabilities are affected by almost all activities of the
societies they live in. It is known that they do not have the same opportunities as people
without disabilities to access services such as maintaining their daily lives in society, meeting
their educational and health needs. The issue that all humanity should know and remember
is that everyone is a potential disabled person. UNESCO Sustainable Development
Commission has set many targets for people with disabilities until 2030. In this direction, it
is a known fact that the importance and role of tourism activities in human life is increasing
day by day. Scientific fields related to tourism phenomenon, especially disability, attract the
attention of academicians and all researchers. Especially in recent years, there has been an
increase in the number of publications in various scientific fields related to the concepts of
tourism and disability. Analysing the scientific research conducted in the field of tourism
and disability within the framework of different standards is a guide for scientists
conducting different scientific studies in this field. In line with this goal, the aim of this study
is to present a bibliometric analysis of scientific articles on disability and tourism between
2005-2023 in journals indexed in TR Index. For this purpose, 56 articles were found in the TR
Index database with the words disability and tourism in the subject content, keywords, or
title. In order to reveal the evolution of the articles published in the field of disability and
tourism over time, 56 articles included in our research were bibliographically analysed
within the framework of 10 different criteria listed as the name of the journal, scientific fields
of the articles, publication years, research topics, publication languages, types, countries and
cities where the research was conducted, types of research methods, keywords used in the
articles and the frequency of these keywords. As a result, it is noteworthy that the number
of studies on tourism and disability published in the TR Index has increased rapidly over
the last 5 years and that most of the articles are published in the social sciences, especially in
tourism journals. In addition, some of the findings are that most of the articles included in
the study were prepared as research articles, qualitative research methods were often
preferred, and almost all the studies were written in Turkish.

Keywords: Tourism, disability, bibliometric research
Jel Codes: Z39

Tourism has increasingly become a primary social need as well as an important economic driver in
terms of economic growth and job creation. There are many practical and social barriers that can prevent
people with disabilities from fully participating in tourism activities, which involve more than buying
a ticket, booking accommodation, or paying for a package tour (Shelton & Tucker, 2005). Tourism is an
activity that many people with disabilities can easily give up because it requires a planned combination
of mental and social skills. It is an activity that people with disabilities have to think about more before
and during the trip and face more difficulties than people without disabilities. People with disabilities
are defined as people with mental, physical, or sensory impairments that may prevent them from
participating in society on an equal basis with other members of society (Lee, et al. 2021). Tourism
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activities should not only serve people who have to live their lives with a permanent or temporary
disability, but also keep people with disabilities together with society, not isolate them from it. Through
equal and free participation in tourism activities, the tourism movement contributes to the inclusion of
persons with disabilities in societies and their access to their right to participate in social life (Kastenholz,
vd., 2015). From a social perspective, tourism also offers many benefits, such as the reduction of social
adaptation costs for persons with disabilities, social integration, and the realization of social equality
(APGEM, 2012: 36). In this context, the World Tourism Organization considers that the right to travel is
a fundamental human right necessary for human happiness and that tourism is a basic necessity that
serves human health. The Global Ethical Principles in Tourism emphasize that the values of the world
are open to all people, that tourism activities should contribute to the development of human rights,
and that the participation of persons with disabilities in tourism should be facilitated and encouraged
within the framework of the right of all people to participate in tourism (WHO 2011).

Among the 2030 goals of the UNESCO Specialized Committee on Sustainable Development 2030 Goals,
set at the 70th session of the United Nations General Assembly in September 2015 under the slogan 'For
people by people, by people', there are many decisions and goals for people with disabilities to live an
accessible life (UNESCO, 2015). For this reason, especially in recent years, there have been many new
developments in the concepts of tourism and disability and a noticeable increase in the number of
studies in different scientific fields. The concepts of tourism and disability, and many of the issues
related to these concepts, are of great interest to researchers from different scientific fields, especially
tourism, health, marketing, and management sciences. Therefore, the analysis of scientific publications
in the field of tourism and disability according to different criteria will provide guidance to scholars
working in different disciplines related to tourism and disability. Based on these starting points, the aim
of the study is to carry out a bibliometric analysis of the articles on tourism and disability published
between 2005 and 2023 in the journals indexed in the TR Index. The results of the study, especially due
to the limited number of bibliometric studies on publications related to tourism and disability, the point
where the related literature has reached and the suggestions on what to do in future research on tourism
and disability and the detailed examination of the studies included in our study reveal the importance
of our study.

Conceptual Framework
Literature Review

The term 'bibliometrics' was first used as 'statistical bibliography' by Wyndham Hulme (1922) and later
changed to 'bibliometrics' instead of statistical bibliography by Pritchard (1969) and is still used in this
way today (Kodas, 2014). Bibliometrics, which can be defined as a method used in the examination and
detailed analysis of works containing scientific information, such as articles, books or theses, published
using various statistical techniques; the results are obtained by examining the works in detail within the
framework of various characteristics, such as year, keywords, subject, number of publishers, field of
science studied, country/city where the works were published, citations of the works, languages of
publication. In other words, in bibliometric studies, detailed findings are obtained by analysing the
various characteristics of works on a particular subject (Turan, 2014). The importance of bibliometrics
in tourism research is increasing day by day. The growth of tourism as a field of knowledge and the
increase in the number of works and researchers in this field show this importance. With the growth
and increasing importance of tourism science, it is necessary to study the works carried out in the field
of tourism. In addition, analyzing and evaluating the research performance of organizations and
individuals carries the importance of bibliometrics research one step further as it serves as a guide for
future studies.

Arman & Bulgan (2022) conducted a bibliometric analysis study to identify the scientific studies on
accessible tourism published between 2012 and 2021. A total of 58 studies were identified by searching
the national literature using keywords related to the topic from the YOK Academic and Google Scholar
databases. These studies were examined within the scope of the year of publication, journal type,
number of authors, number of pages and keywords used, and were examined in line with the necessary
analyzes and bibliometric features. The results of the study showed that the evaluated articles focused
mainly on "the market of disabled tourism", "the potential of disabled tourism", "the quality of services",
"the satisfaction of disabled people", "the analysis of existing problems". It was also concluded that the
most used keywords were "disabled" and "accessible tourism", and that most publications were made

in 2014, followed by 2017.

Aksoz & Yiicel (2020) conducted a bibliometric analysis of postgraduate theses on disabled tourism
published between 1987 and 2019. In the study, the researchers searched the database of the Council of

JoTIaS (2023) 6(2): 60-78

61



Orhun Topagoglu & Akyay Uygur
Higher Education using the keywords "disabled tourism", "barrier-free tourism", "accessible tourism",
"barrier-free tourism" and "tourism for all" and obtained theses in the field of disabled tourism. The
theses obtained were subjected to a frequency analysis and a bibliometric analysis by evaluating the
year of publication, types of theses, research designs, languages of writing, keywords, institutes, and
departments in which they were published. As a result of the research, it was found that most of the
theses were Master's theses. In addition, it was found that dissertations on disability tourism were
written in tourism management, business administration, tourism management education, travel
management, physical education, interior design, leisure, and marketing. In the postgraduate theses on
disabled tourism, the concepts of disabled tourism, accessibility and barrier-free tourism were most
often emphasized.

Cevizkaya, Ilyas, & Avcikurt (2014) conducted a bibliometric analysis of scientific research published
in the tourism literature between 2000 and 2013. In this direction, postgraduate theses registered on the
website of the Council of Higher Education and domestic and foreign journals in the relevant field were
examined in terms of bibliometric characteristics. The researchers searched the database of the Council
of Higher Education and related journals with the keywords "disable" and "disability" and a total of 603
theses and 49 articles, 515 master's and 88 doctoral theses, were found. These studies were analyzed in
terms of bibliometric features such as "thesis type", "year of publication", "university of publication",
"institute of publication" and "subject of study", and articles were analyzed on the basis of years. As a
result of the studies, it was revealed that most master's and doctoral theses were prepared at Gazi
University. It was also found that the majority of these theses belonged to the Institute of Social Sciences
and the Institute of Educational Sciences. In addition, it is revealed that most of the theses were
published between 2010 and 2013, and education and training issues were the main topics.

Method

The fact that qualified studies written in any scientific field are more easily accessible on the Internet for
academics and researchers has greatly influenced the methodology of this research. In developing the
research design in this study, the descriptive research method was preferred, which is one of the
qualitative types of research aimed at obtaining quantitative data from the study group that
characterizes the current situation and world of the research topic. The descriptive method is used to
explore, describe, and interpret in detail the current relevant situation of the research problem and
research topic (Aydogdu, Karamustafaoglu, & Biilbiil, 2017; Karatas, 2015). According to Vires (1990),
the most important and fundamental feature of the descriptive research method is to accept the research
problem as it is and to try to find answers to questions such as what stage we are at and where we want
to get to. Descriptive research requires the collection of data in order to find answers to questions about
the development and current status of a given topic over time (Cepni, 2010). In this context, in order to
obtain the data needed for our study, answers to the following questions were sought:

®  Which are the scientific journals that publish the most articles on tourism and disability issues?
e  What is the distribution of the articles included in the study by year of publication?
e  What are the fields of scientific publication of the articles included in the study?

e In which genre (research articles, review, report) were the articles included in the study
written?

®  What is the distribution of the subjects of the articles that are included in the study?
®  What is the language distribution of the articles that are included in the study?

®  Which research methods (qualitative, quantitative, mixed) were preferred in the articles
included in the study?

e  What is the distribution of the keywords used in the articles that are included in the research?
®  What is the frequency of the use of keywords in the articles that are included in the research?

o What is the distribution of the countries and cities that are researched in the articles that are
included in the research?

Purpose and Importance of the Research

The aim of this study is to analyze the bibliometric characteristics of articles on disability in the field of
tourism, published between 2005 and 2023 in journals indexed in TR Index, according to different
criteria. The articles included in the analysis were accessed through the TR Index internet database.
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In line with the determined purpose, periodical changes in the articles written on tourism and disability
in Turkey will be revealed from many different perspectives. It is expected that the bibliometric
information to be produced in this field will shed light on future research. It is also expected to serve as
an important guide for researchers, academics, and the general public working in the field of tourism
and disability during field research and bibliography scanning.

Population and Sample

The population of the study consists of articles on tourism and disability in Turkey written between
2005 and 2023 and published in journals indexed in the TR Index. The reason for this is that the first
study that meets the criteria of our study was conducted in 2005. Between February 20 and March 30,
2023, a number of filtering criteria were applied in the detailed search on the TR Index web page. The
keywords used to access the studies were determined as the concept of tourism and disability in the
search line, science and social databases, 2005-2023 year range and title scan of the articles. As a result
of the detailed search, 56 articles published in the journals indexed in the TR Index and containing the
concept of tourism and disability were reached. All of the articles obtained were examined within the
scope of the study as a sample group.

Findings

As aresult of the searches carried out on the TR Index website, 56 studies were identified that published
on tourism and disability between 2005 and 2023. Table 1 shows the journals publishing on tourism and
disability and the number of articles in these journals.

Table 1: Journals in which the articles were published and the number of publications.

Journals Frequency Percentage
Journal of Turkish Tourism Research 8 14.29%
Journal of Tourism and Gastronomy Studies 8 14.29%
Anatolia: Journal of Tourism Research 4 7.14%
Siileyman Demirel University Visionary Journal 3 5.36%
Third Sector Social Economy 2 3.57%
Journal of Dokuz Eylul University Faculty of Economics and Administrative Sciences 2 3.57%
Design Theory 1 1.79%
Ordu University Institute of Social Sciences Journal of Social Sciences Research 1 1.79%
Urban Academy (Online) 1 1.79%
Health and Society 1 1.79%
Journal of Current Tourism Research (Online) 1 1.79%
Turkish Studies - Social Sciences 1 1.79%
Journal of Constitutional Law 1 1.79%
Journal of Gazi Faculty of Education 1 1.79%
Journal of History School 1 1.79%
Journal of Human and Social Sciences Research 1 1.79%
Hacettepe Journal of Health Administration 1 1,79%
Yiizitincii Y1l University Journal of Institute of Social Sciences 1 1.79%
Manas Journal of Social Studies 1 1.79%
Journal of Selcuk University Vocational School of Social Sciences 1 1.79%
Spormetre Journal of Physical Education and Sport Sciences 1 1.79%
Journal of Youth Research 1 1.79%
Gumushane University Journal of Social Sciences 1 1.79%
Business and Management Studies: An International Journal 1 1.79%
Tax World Magazine 1 1.79%
Advances in Hospitality and Tourism Research 1 1.79%
OPUS International Journal of Social Research 1 1.79%
Journal of Travel and Hotel Management 1 1.79%
Erciyes Journal of Communication 1 1.79%
Dokuz Eylul University Journal of Institute of Social Sciences 1 1.79%
Journal of Business Research 1 1.79%
International Journal of Economic and Administrative Studies 1 1.79%
Journal of Stileyman Demirel University Faculty of Medicine 1 1.79%
Contemporary Local Governments 1 1.79%
Suggestion Journal 1 1.79%
Total 56 100

When analyzing the journal names and the number of publications of the articles published in Table 1,
it can be seen that the Turkish Journal of Tourism Research and the Journal of Tourism and Gastronomy
Studies are the journals that publish the most articles on tourism and disability (=8, 14.29%). After these
two journals, Anatolia: Journal of Tourism Research (f=4, 7.14%), Siileyman Demirel University
Visionary Journal (f=3, 5.36%), Third Sector Journal of Social Economy (f=2, 3.57%), Dokuz Eyliil
University Journal of Faculty of Economics and Administrative Sciences (f=2, 3.57%) are the journals
that publish the most.
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Table 2: Publication areas of the articles included in the study

Scientific Field of Journals Frequency Percentage
(%)
Tourism 32 57.14%
Social Policies 9 16.07 %
Architectural 4 7.14%
Recreation and Sports 4 7.14%
Marketing 3 5.36%
History 1 1.79%
Communication 1 1.79%
Health Sciences 1 1.79%
Education Sciences 1 1.79%
Other 1 1.79%
Total 57 100,00%

Table 2 analyses the scientific fields in which the articles included in our study were published. As a
result of the analysis, it can be seen that the publications were made in 10 different scientific fields. It is
noteworthy that the articles were mostly published in the field of tourism and sports (f=32, 57.14%).
Then we see that publications were made in the fields of social sciences (f=9, 16,07 %), Architectural (f=4,
7.14%), Recreation and Sports (f=4, 7.14%), Marketing (f=3, 5,36%). In addition, publications were found
in the fields of history, communication, healt science, and other (f=1, 1.79%).
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Figure 1: Distribution of Articles by Year

Looking at the distribution of articles by year in Figure 1, we can see that the most studies on tourism
and disability have been carried out since 2005 in 2020 (f=12, 21.43%). Then, the most published years
are 2021 (f=18, 14.29%), 2022 and 2019 (f=6, 10.71%), 2018 and 2017 (=5, 8.93%), 2015 (f=4, 7.14%), 2013
and 2008 (f=2, 3.57%) and 2014, 2006 and 2005 (f=1, 1.79%) as the least published years. In 2007, 2009,
2010, 2011, 2012 it is noteworthy that there are no studies in the journals indexed in the TR Index that
include the concept of tourism and disability.
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Figure 2: Research Topics of the Articles

Analyzing the research topics of the articles in Figure 2, it can be concluded that studies on tourism and
disability have been carried out on 23 different topics. It is noteworthy that the most researched topic
in the publications is accessibility (f=18, 32.1%). This is followed by health tourism (f=5, 8.9%),
bibliometric research (f=5, 7.1%), marketing (f=5, 7.1%), disabled satisfaction (=3, 5.3%), legal policies
(f=3, 5.3%), expectations of disabled tourists (f=2, 3.5%) and employment of disabled people (f=2, 3.5%).
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Research Articles %71.4 F=40
Compilations Articles %17.9 F=10
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Figure 3: Article Categories

When analyzing the types of articles in Figure 3, it can be seen that the studies on tourism and disability
are carried out in 3 different types. These are: research articles (f=40, 71.4%), compilations articles (f=10,
17.9%) and reports articles (f=6, 10.7%).

Turkish: %.83.3 F=50

English English %16.7 F=6

16.7%

Turkish
83.3%

Figure 4: Distribution of Publications by Language

When analyzing the distribution of studies in terms of language in Figure 4, it can be seen that the
majority of publications on tourism and disability (=50, 89.3%) were published in Turkish. Only 6
studies (10.7%) included in our review were published in English. It is thought that the reason for this
low rate is that the journals are generally published in Turkish.

Table 2: Country/City where the research was conducted

City/Country Where the Research Was Conducted Frequency Percentage
Turkey 22 37.50%
International 5 8.93%
Ankara 6 10.71%
Antalya 5 8.93%
Mugla 3 5.36%
[zmir 2 3.57%
Istanbul 2 3.57%
Mersin 1 1.79%
Denizli 1 1.79%
Kastamonu 1 1.79%
Afyon 1 1.79%
Isparta 1 1.79%
Burdur 1 1.79%
Aydin 1 1.79%
Gaziantep 1 1.79%
Konya 1 1.79%
Rize 1 1.79%
Balikesir 1 1.79%
Total 56 100

Table 3 shows that the studies on tourism and disability were carried out in 16 different cities and 5
different countries. Among these cities and countries, it stands out that the highest number of studies
were conducted in Turkey in general (f=21, 37.5%). Furthermore, it can be seen that research on tourism
and disability has been conducted in 16 different provinces of our country. Among these provinces, the
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top 5 cities with the highest number of studies are Ankara (f=6, 10.7%), Antalya (f=5, 8.9%), Mugla (f=3,
5.3%), Izmir and Istanbul (f=2, 3.5%). In addition, 5 (8,93 %) articles were studied internationally.

Figure 5: Keywords Frequently Used in Articles

When analyzing the most preferred keywords in the articles included in the research in Figure 5, it can
be seen that a total of 403 keywords were used in 56 the articles. It is understood that the most frequently
used keywords are "accessible tourism/disabled tourism" (n=16, 7.17%). Then "disability" (n=15, 6.73%),
"tourism" (n=13, 5.83%), "accessibility" (n=12, 5.38%), "disabled people" (n=9, 4.4%), "health tourism"
(n=8, 3.59%), "accommodation" (n=6, 2.69%) are the often-preferred keywords in the articles. The least
used keywords were "constitution" (f=1, %0.25), "anxiety" (f=1, %0.25), "depression" (f=1, %0.25),
"satisfaction" (f=1, %0.25), "recreation" (f=1, %0.25), "tour" (f=1, %0.25), "youth" (f=1, %0.25) and "public"
(f=1, %0.25).
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¢ Quantitative: %30,4 F=17

Quantitative
30.4%

Qualitative
69.6%

Figure 6: Preferred Research Method in Articles

Looking at the research methods used in the studies in Figure 6, it is seen that qualitative method is
mostly used in the studies on tourism and disability (f=39, 69.6%). In other studies (f=17, 30.0%),
quantitative method was preferred.

* Social: 491,07 F=51
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Science Social and Science
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Social
911%

Figure 7: Research Field

When the research areas of the articles are analyzed in Figure 7, it is seen that the research areas
belonging to social sciences (f=51, 91.7%) are in the majority. In addition to this result, it is seen that
studies were conducted in science research areas (f=4, 7.17%) and both social and science research areas
(f=1, 1.79%). The articles included in our research and all bibliometric analyses are shown in Table 4.
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IApplication in Afyonkarahisar
IProvince

Journal Article Title Research Field [Subject Year of Research ILanguage (City where the (Scientific Research  [Keywords
Publication [Type research was  [Field of Methods
conducted Studies
Journal of Tourism and|Paralympic Games in the Scope  [Social Policies
Gastronomy Studies  |of Disabled Sports Policies Disabled sport  [2022 Compilation [Turkish Turkey Social Qualitative [Disability Sport policies
policies [ParalympicGames
Design and Theory  |Areas of Urban Hotels from IArchitecture City hotels, physically
the Perspective of Wheelchair [Urban 2022 [Research [English [stanbul Science IQualitative [disabled,wheelchair users,
Users: Three |Accessibility laccessibility.
[Hotels in Pendik
Ordu University Bibliometric Analysis of [Tourism Barrier-Free Tourism,
Institute of Social IArticles on Barrier-Free IBibliometric |Accessibility, Individuals
Sciences Journal of [Tourism in National Literature lanalysis 2022 Report [Turkish Turkey Social Qualitative [with Disabilities,
Social Sciences IBibliometrics,
IResearch |Article.
Urban Academy Evaluating Sustainable Universal [Tourism Cultural Heritage,
(Online) Design Accessibility Criteria at |Accessibility 2022 Compilation [English Turkey Science Qualitative [Protected Areas,
[Historical Urban Sites [Universal Design,
Sustainable Cities,
|Accessibility
[Health and Society Determination of the Tourism
Suitability of Social Spaces in |Accessibility 2022 Research [Turkish Cyprus / Science Qualitative |Wheelchair, social space,
[Famagusta for Disabled Famagusta lcommunityparticipation
Individuals Using Wheelchairs
Journal of current Evaluation of the Approach to IDisabled Tourism,
tourism research Disability in Accommodation IResponsible |Accessibility, Responsible
(Online) Businesses in the Context of Tourism [Tourism 2022 Research [Turkish Denizli Social Qualitative [Tourism,Accommodation
Responsible Tourism: Denizli IBusinesses, Denizli
Case
Journal of Tourism and|Evaluation of Applications for Orthopedically disabled
Gastronomy Studies  |Disabled Guests in Thermal [Thermal accommodation
[Hotel Businesses: An Tourism |Accessibility 2021 Research [Turkish Afyon Social Qualitative [establishments Disability

tourism
|Afyonkarahisar
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Turkish Studies - Sociall
Sciences

IHealth Tourism Value:
The Case of Kastamonu

Tourism

IHealth tourism, health
tourism in Turkey, medical

[Health Tourism [2021 Report [Turkish [Kastamonu Social IQualitative [tourism, thermal tourism,
SWOT analysis,
[Kastamonu
Journal of IMechanisms for the Protection of
Constitutional Law the Rights of Persons with (Compilation IDisability, Constitutional
Disabilities: International Social Policies Disability rights ~ [2021 [Turkish International Social Qualitative (Court,EHIS, Brazil, Portugal
ILegislation and the Brazilian and
IPortuguese Cases
Journal of Gazi Faculty |Difficulties of Accommodation Challenges faced Special education vocational
of Education [Teachers in Special Education, by tourism school, Housekeeping and
Suggestions for Meb and teachersin special disabled people, Hospitality
[Education Faculties Education leducation 2021 Research [Turkish Turkey Social Qualitative [and travelservices teaching,
IVocational teachersin
special education
Journal of History IA Research to Measure the Satisfaction of [Tourism, Disability,
School Satisfaction of Disabled disabled 2021 [Research [Turkish Alanya Social IQuantitative [Disabled Tourism,
Individuals in Accommodation [History individuals with |Accessible Tourism,Alanya
Businesses laccommodation
lestablishments
Journal of Human and [Liberating Accessible Design IDisability, Accessibility,
Social Sciences Concept in Cultural Tourism |Architectural ITS9111, TS 12576,
[Research Structures |Accessible 2021 Compilation [Turkish Turkey Social Qualitative |Cultural Tourism
tourism Structures.
Stileyman Demirel [Turist Olarak “Engelli” Algisi,
University Visionary [Turist Rehberleri Uzerine Bir [Tourism Perception of 2021 Research [Turkish Turkey Social Qualitative |Disability, TouristGuide,
Journal Calisma disability [Tourism, Recreation
Stileyman Demirel |Access Problems Experienced by Restaurant IDisabled Individual,
[University Visionary |Disabled Individuals in laccess issues IBarrier-Free
Journal Restaurants: The Case of Isparta  |Architectural 2021 [Research [Turkish Isparta Social IQualitative [Restaurant,
IProvince |Accessibility, Isparta
Journal of Tourism and|Are Prejudices an Obstacle to the [Employment of [Tourism GastronomyFood
Gastronomy Studies  [Employment of Disabled Social Policies [people with 2020 Research [Turkish I Ankara Social Quantitative [and beverage establishments
Individuals? The Case of Food disabilities IDowncafe

and Beverage Services
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Evaluation of Design Elements of

[Families with Mentally Disabled

Children

Menus of Restaurants in Ankara Other Restaurant 2020 Research [Turkish Ankara Social Qualitative [Menu Menu designMenu
Journal of Tourism and menu design [management
Gastronomy Studies
Journal of Turkish Determination of the Services ILogistic Regression,Alanya,
Tourism Research IAffecting the Recommendation Tourism [Holidaycheck, Consumer
of Accommodation Businesses: Online advice 2020 Research Turkish Alanya Social Quantitative [Reviews,Hotel Ratings
IA Research in Alanya
Journal of Turkish IA Research on the Expectations of
Tourism Research IAccommodation Businesses for [Expectations of IDisabled, Disabled Tourism,
the Participation of Disabled Tourism disabled JAccommodation Businesses,
Individuals in Tourism and individuals from [2020 [Research [Turkish Istanbul Social IQuantitative [[stanbul.
Determination of the Current laccommodation
Situation businesses
Journal of Turkish IEvaluation of Health Problems
Tourism Research IPreventing Social Life of ) IDisabled, Obstacle,
Disabled Basketball Players in ~ [Tourism IAccessibility 2020 Research [Turkish Turkey Social Quantitative [Wheelchair Basketball,
Terms of Tourism Activities [Tourism
Journal of Turkish [Factors Affecting Museum Factors IMuseum Experience,Online
[Tourism Research [Experience: A Qualitative Touri laffecting the 2020 Research [Turkish Burdur Social Qualitative |Visitor Reviews,
. . ourism . .
Study on Online Reviews museum [TripAdvisor, Burdur
lexperience IMuseum.
[Hacettepe Journal of |A Bibliometric Analysis on Health| [Health tourism, medical
IHealth Administration [Tourism Subcomponents in Tourism IBibliometric tourism, elderly and
International Literature lanalysis 2020 Report [Turkish International  [Social Qualitative |disabled tourism, thermal
land spa-wellness tourism,
bibliometric analysis
[Turk Turizm IA Research to Determine the IDisability, People with
|Arastirmalar1 Dergisi  [Perspectives of Tourism Students Tourism Overview of 2020 Research [Turkish Turkey Social Quantitative [Disabilities, Disability
on Disabled Individuals and disability [Tourism,Disability
Disabled Tourism tourism [Tourism
IMarket, Tourism
Journal of Bibliometric Analysis of IBibliometrics, Disabled
[Turkish IPostgraduate Theses on . Bibliometric 2020 Report [Turkish Turkey Social Qualitative [Tourism,Accessibility,
Tourism Disability Tourism Tourism lanalysis Graduate Theses
IResearch
Journal of Turkish A Descriptive Study on Holiday IMentally Disabled
Tourism Research IDifficulties Experienced by ourism |Accessibility 2020 Research [Turkish Aydin Social Qualitative [Individuals, Disability

Tourism,Tourism
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Third Sector Social [Evaluation of Services [Evaluation of [Elderly, Disabled, Travel
[Economy IProvided to Elderly and services offeredto [2020 Research [Turkish Ankara Social Qualitative [Agency, Package Tour,
Disabled Domestic Tourists Tourism disabled people IHealthTourism
in Travel Agencies in travel
lagencies
Yiiztincii Y1l University[The Relationship Between IMotivation to participate in
Journal of Institute of [Motivation to Participate in Sport Recreation and IMotivation of sports, barriers in social life,
Social Sciences and Quality of Life in Wheelchair oorts disabled athletes [2020 Research Turkish Turkey Social Quantitative |quality of life, wheelchair
Basketball Players P to participate in basketball.
sports
IManas Journal of SociallA Research on Determining the [Tourism, DisabledTourist,
Studies IPractices of Hotel Businesses for Touri |Accessibility 2019 Research Turkish Gaziantep Social Qualitative [Hotel Businesses
. . ourism
Disabled Tourists
lAnatolia: Bibliometric Evaluation of [Health tourism, Graduate
Tourism IPostgraduate Theses on Health T ouri Bibliometric 2019 Report [Turkish Turkey Social Qualitative [thesis, Bibliometric analysis,
) ourism .
IResearch [Tourism (1988-2017) lanalysis IParameter.
Journal
Journal of IProblems Faced by Disabled IDisabled Individual,
Turkish Individuals in Hotel Businesses Tourism |Accessibility 2019 [Research [Turkish Antalya Social IQualitative [Tourism, Hotel Businesses,
Tourism IProblems
[Research
Journal of The Relationship between Food Relationship [Health tourism Food and
Tourism and land Beverage Services in between food 2019 Compilation [Turkish Turkey Social Qualitative |beverage servicesTypes of
Gastronomy [Tourism Sector and Health Tourism land beverage health tourism
Studies [Tourism Types services and
health tourism
Journal of Selcuk IA Situation Analysis On The [nternational Accessibility
[University Vocational |Convenience Of TheHotel A ccessible Standards, Disability,
School of Social Businesses' Accessibility [Tourism - 2019 Research [English Konya Social Quantitative |Accessible Tourism, Tourism
i tourism
Sciences Standards: Case Of Konya
IProvince
Spormetre Journal IMarathon and Butterfly Effect
of Physical Recreation and  [Impact of sports  [2019 Compilation [Turkish International Social and Qualitative [Marathon, Butterflyeffect
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Conclusion and Recommendations

Studies on people with disabilities have become a very important topic in various academic studies
carried out at international and national level. The results of this study, which bibliometrically evaluates
the studies published in the journals within the scope of TR Index between 2005-2023 on tourism and
disability issues, reveal important findings. In this context, 56 articles containing tourism and disability
issues were reached. It was revealed that the relevant articles were published in 35 journals in 10
different fields. This situation reveals that the concept of tourism and disability has no boundaries and
that they are multidisciplinary concepts that are researched in many fields of science such as social
sciences (history, law, tourism), science, health sciences and sports sciences. In addition, when the
articles in the field of tourism and disability are examined in terms of subject, it is seen that they are
mostly focused on issues such as accessibility, health tourism, marketing, and disabled satisfaction. It is
understood that the first article was published in 2005 within the scope of the Tr Index, the number of
articles increased with each passing year, and the most publications were made especially between
2019-2020. It is thought that the most important reason for this is that the COVID-19 Pandemic, which
affected the whole world, started to spread rapidly in our country in early 2020 and the restrictions
imposed in our country within the scope of combating the epidemic since March 2020. In addition, it
can be seen that most of the articles written on tourism and disability are research articles (40) and
qualitative research methods are mostly used in the articles (39).

It was found that 51 of the 56 articles included in the research were published in Turkish and 5 of them
were published in English. This situation can be considered as a rich source of data for local and foreign
researchers, academics, students and the general public. Looking at the keywords in the publications,
the words disabled / barrier-free tourism (16), disability (15), tourism (13) and accessibility (12) stand
out among the 403 keywords.

When analyzing the country and city distribution of the studies in the articles, it can be seen that most
of the studies cover Turkey in general. It was also found that research on tourism and disability was
carried out in 16 different cities in Turkey. It can be seen that the most researched cities are Ankara
(10.71%), Antalya (8.93%), Mugla (5.36%), Izmir and Istanbul (3.57%). It is noteworthy, however, that 5
(8.93%) studies are international in scope.

Within the framework of the findings and results obtained from the study, the following suggestions
can be made for future scientific studies in the field of tourism and disability:

e Itis understood that the majority of articles published on tourism and disability are in the field
of social sciences. For this reason, it is very important to increase the number of studies on
tourism and disability in different fields of science and to expand and develop the literature in
terms of national and international literature.

e Further studies to be conducted by researchers from different professions and areas of expertise
can enrich the literature on tourism and disability.

e Increasing the number of articles in English on tourism and disability in the national literature
will strengthen the interest of foreign scientists and readers in research.

e The inclusion of other cities in Turkey in the literature with various researches in the studies to
be conducted on tourism and disability is of great importance both in terms of disability
awareness and the growth and development of the literature.

Looking at the articles included in the study, it is clearly seen that although there are many applications
that have been implemented for disabled people to carry out better tourism activities, these are not
enough, more tourism policies for disabled people should be implemented and the problems that face
the integration of disabled people in tourism should be eliminated. As a result, this study, which was
carried out on 56 articles with the method of bibliometric analysis, has shown that it is of great
importance for disabled people to subject tourism practices for disabled people to interdisciplinary
studies, to develop policies and strategies that eliminate disability in this context and support social
integration with tourism activities, to increase the number of studies centered on disability and disabled
people, and to ensure the necessary cooperation with all stakeholders in overcoming disability
problems.

74

JoTIaS (2023) 6(2): 60-78



Orhun Topagoglu & Akyay Uygur

References

Acuner, E., Tayfun, A. (2016). Doga Temelli Erisilebilir Turizm: Rize Ornegi. Journal of Tourism and
Gastronomy Studies, 4(2), 63-93.

Akar, Sahingoz, S., Keskin, Giindogdu, T. (2018). Ankara’daki Restoranlarin Engelli Bireylerin
Erisilebilirligine Uygunlugu. Journal of Tourism and Gastronomy Studies, 6(3), 404-422.

Akdu, U., Akdu, S. (2018). Engelli Turizmi: Yasal Diizenlemeler ve Uygulamalar. Giimiishane
Universitesi Sosyal Bilimler Dergisi, 9(23), 99-123.

Akin, A. (2018). Engelli Genglerin Otel Isletmelerinden Beklentilerinin Degerlendirilmesi. Genglik
Arastirmalar1 Dergisi, 6(15), 167-190.

Akin, A. (2019). Otel Isletmelerinin Engelli Turistlere Yonelik Uygulamalarinin Belirlenmesine Yonelik
Bir Arastirma. Manas Journal of Social Studies, 8(2), 2082-2103.

Akanci, Z., Sonmez, N. (2015). Engelli Bireylerin Erisilebilir Turizm Beklentilerinin Degerlendirilmesine
Yonelik Nitel Bir Arastirma. Anatolia: Turizm Arastirmalar1 Dergisi, 26(1), 97-113.

Aksatan, Kaplanseren, M., Sel, Z. (2017). Ortopedik Engeli Bulunan Bireyler ve Ciddi Bos Zaman:
Faydalar ve Engeller. Advances in Hospitality and Tourism Research (AHTR), 5(2), 138-166.

Aksoz, E. O. & Yicel, E. (2020). Engelli Turizmi Alanindaki Lisansiistii Tezlerin Bibliyometrik
Analizi. Ttrk Turizm Arastirmalar1 Dergisi, 4(1), 388-404.

Aktas, S., Balcy, V. (2019). Maraton ve Kelebek Etkisi. Spormetre Beden Egitimi Ve Spor Bilimleri Dergisi,
17(1), 20-30.

Aktepe, C. (2013). Saghk Turizminde Yeni Firsatlar ve Tiirkiye'de Yerlesik Saglik Isletmelerinin
Pazarlama Cabalar. Isletme Arastirmalari Dergisi, 5(1), 170-188.

APGEM. (2012) Akdeniz Universitesi Proje Gelistirme, Uygulama ve Arastirma Merkezi. 2012

Arman, H. & Bulgan, G. (2022). Ulusal Literatiir Kapsaminda Engelsiz Turizm Konulu Makalelerin
Bibliyometrik Analizi. Ordu Universitesi Sosyal Bilimler Enstitiisii Sosyal Bilimler Arastirmalari
Dergisi, 12 (3), 2171-2200.

Arslan, B., Mutlu, M. (2021). Kiiltiirel Turizm Yapilarinda Ozgﬁrle§tiren Erisilebilir Tasarim Kavramu.
Insan ve Toplum Bilimleri Arastirmalar1 Dergisi, 10(3), 2564-2581.

Aydogdu, U. R, Karamustafaoglu, O., & Biilbtil, S. (2017). Akademik Arastirmalarda Arastirma
Yontemleri ile Orneklem iligkisi: Dogrulayict Dokiiman Analizi Ornegi. Dicle Universitesi Ziya
Gokalp Egitim Fakiiltesi Dergisi, 30, 556-565.

Baydeniz, E., Ttirkoglu, T. (2021). Termal Otel Isletmelerinde Engelli Misafirlere Yonelik Uygulamalarin
Degerlendirilmesi: Afyonkarahisar ilinde Bir Uygulama. Journal of Tourism and Gastronomy
Studies, 9(4), 442-452.

Bayram, M., Oduncuogly, F. (2019). Turizm Sektériinde Yiyecek-icecek Hizmetlerinin Saglik Turizmi
Tiirleri ile Iliskisi. Journal of Tourism and Gastronomy Studies, 7(3), 2360-2382.

Bekar, A., Balcy, 1. (2015). Engelli Bireylerin Bakis Acisiyla Yiyecek—igecek Isletmelerinde Karsilasilan
Sorunlar ve Coztim Onerileri. Ugtincii Sektor Sosyal Ekonomi, 50(1), 110-123.

Bulgan, G., Arslan, R., Demir, $. (2019). Engelli Bireylerin Otel Isletmelerinde Karsilastiklar: Sorunlar.
Turk Turizm Arastirmalar1 Dergisi, 3(2), 121-134.

Bulgan, G., Ergencigegi, A. (2021). Engelli Bireylerin Restoranlarda Yasadiklari Erisim Sorunlar:: Isparta
1li Ornegi. Stileyman Demirel Universitesi Vizyoner Dergisi, 12(29), 46-64.

Bumin, G., Gunal, A., Tikel, Akay, $. (2008). Anxiety, depression and quality of life in mothers of
disabled children. Stileyman Demirel Universitesi Tip Fakiiltesi Dergisi, 15(1), 6-11.

Can, B. (2022). Konaklama Isletmelerinde Engellilige Yénelik Yaklagimin Sorumlu Turizm Baglaminda
Degerlendirilmesi: Denizli Ornegi. Giincel turizm aragtirmalar1 dergisi (Online), 6(1), 301-317.

Canik, S., Ozdemir, E. (2019). Saglik Turizmini Konu Alan Lisansiistii Tezlerin Bibliyometrik
Degerlendirmesi (1988-2017). Anatolia: Turizm Arastirmalar1 Dergisi, 30(2), 125-134.

75

JoTIaS (2023) 6(2): 60-78



Orhun Topagoglu & Akyay Uygur

Cavus, O., Tekin, A. (2015). Ttrkiye'de Engellilerin Istihdam Yéntemi Olarak Korumali Ig,yeri. Dokuz
Eyliil Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Dergisi, 30(1), 145-165.

Cepni, S. (2010). Arastirma ve Proje Calismalarina Giris. 5. Baski. Trabzon: Salih Cepni  Yayinevi.

Cevizkaya, G, Hyas, S. ve Avakurt, C. (2014). Turizm Alan Yazininda Engelliler ile Hgili Calismalarin
Bibliyometrik Profili (2000-2013). Gazi Universitesi Turizm Fakiiltesi Dergisi, 2, 101-108.

Cizel, B., Cizel, R. (2014). Engellilerin Turizm Kisitlar1 ve Turist Olma Niyeti Iliskisinde Araci
Degiskenler: Motivasyon Giicii ve Ogrenilmis Caresizlik. Anatolia: Turizm Arastirmalari Dergisi,
25(2), 176-189.

Dalahmetoglu, K., Cilginoglu, H. (2021). Saglk Turizm Degeri: Kastamonu Ornegi. Turkish Studies -
Social Sciences , 16(4), 1429-1448.

CoRtes, A., Oliveira, P, Giinaydm, G. (2021). Engelli Kisilerin Haklarinin Korunmasi igin
Mekanizmalar: Uluslararasi Mevzuat ve Brezilya ve Portekiz Vakalari. Anayasa Hukuku Dergisi,
10(20), 395-416.

Diken, E., Onur, A. (2022). Evaluating Sustainable Universal Design Accessibility Criteria at Historical
Urban Sites. Kent Akademisi (Online), 15(3), 1327-1340.

Topcu, Z., Tomag, H., Onkol, Y., Korucuy, G. (2022). Gazimagusa’daki Sosyal Mekanlarin Tekerlekli
Sandalye Kullanan Engelli Bireylere Uygunlugunun Belirlenmesi. Saglik ve Toplum, 32(2), 165-
170.

Dilicikik A. (2017). Saglik Turizmine Saglanan Vergisel Tesvikler. Vergi Diinyasi1 Dergisi, 0(431), 9-20.

Dogan, S., Basaran, M., Kantarci, K. (2020). Konaklama i@letmelerinin Tavsiye Edilmesini Etkileyen
Hizmetlerin Belirlenmesi: Alanya’da Bir Arastirma. Tiirk Turizm Arastirmalar1 Dergisi, 4(4),
3769-3784.

Dogan, S., Dogan, T. (2020). Uluslararast Alanyazinda Saglik Turizmi Alt Bilesenleri Uzerine
Bibliyometrik Bir Analiz. Hacettepe Saglik idaresi Dergisi, 23(4), 561-586.

Duman, T., Yiiksel, F. (2008). Belediyelerde vatandas memnuniyetinin 6l¢timii: Mersin biiyiiksehir
belediyesi 6rnegi. Cagdas Yerel Yonetimler, 17(1), 43-57.

Erkilig, C., Eren, A. (2020). Seyahat Acentalarinda Yash ve Engelli Yerli Turistlere Sunulan Hizmetlerin
Degerlendirilmesi. Ugtincii Sektor Sosyal Ekonomi, 55(1), 564-585.

Evci, A., Sahin, C. (2021). A Study on Accessible Tourism Potentials of Goreme Open Air Museum.
Avrupa Bilim ve Teknoloji Dergisi, 0(21), 147-153.

Dalagan, S., Sormaz, U., Akdag, G., Ciar Z. (2020). Engelli Bireylerin Istihdamina Onyargilar Engel
Midir? : Yiyecek icecek Hizmetleri Alan1 Ornegi. Journal of Tourism and Gastronomy Studies,
8(4), 554-564.

Goktas, P., Bulgan, G. (2016). Turizm Sekttriinde Engelliler ile [letisimin Gelistirilmesine Yonelik Bir
Calisma. Erciyes [letisim Dergisi, 4(3), 36-56.

Gul, K, Gul, M. (2016). Termal Tesislerde Engelli Erisilebilirlii ve Engelli Turistlere Sunulan
Hizmetlerin Degerlendirilmesi: Balikesir'deki Termal Tesislere Yonelik Arastirma. Seyahat ve
Otel Isletmeciligi Dergisi, 13(2), 89-102.

Giil, T. (2021). Turist Olarak “Engelli” Algisi, Turist Rehberleri Uzerine Bir Calisma. Sosyal Politika
Calismalar1 Dergisi, 21(52), 575-603.

Karadas, B., Cetiner, H. (2022). Engelli Spor Politikalar1 Kapsaminda Paralimpik Oyunlara Bakis.
Journal of Tourism and Gastronomy Studies, 10(1), 135-155.

Karatas, Z. (2015). Sosyal bilimlerde nitel arastirma yontemleri. Manevi Temelli Sosyal Hizmet
Arastirmalar1 Dergisi, 1(1), 62-80.

Kastenholz, E., Eusébio, C., Figueiredo, E. (2015). Contributions of tourism to social inclusion of persons
with disability. Disability & Society, 30(8), 1259-1281.

Kodas, D. (2014), International Journal of Wine Business Research (IfJWBR) Dergisinin Bibliyometrik
Ozellikleri Agisindan Incelenmesi, VII. Lisansiistii Turizm Ogrencileri Arastirma Kongresi, 04-05
Nisan 2014, Kusadasi, Aydin, ss. 98-112.

76

JoTIaS (2023) 6(2): 60-78



Orhun Topagoglu & Akyay Uygur

Lee, B., An, S., Suh, J. (2021) How Do Tourists with Disabilities Respond to Service Failure? An
Application of Affective Events Theory. Tourism Management Perspectives, 38, 100806.

Merig, S. (2020). Engelli Basketbolcularin Sosyal Hayatini Engelleyen Saglik Sorunlarimin Turizm
Faaliyetleri Acisindan Degerlendirilmesi. Tiirk Turizm Arastirmalar: Dergisi, 4(3), 2391-2408.

Merig, S., Turay, O. (2020). Tekerlekli Sandalye Basketbolcularinin Spora Katilim Motivasyonu ile
Yasam Kalitesi Arasindaki Iliski. Yiiziincii Y1l Universitesi Sosyal Bilimler Enstitiisti Dergisi,
0(48), 433-450.

Nazli, M., Kesici, E. (2018). Exploring The Performance Of Hotels” Websites For Guests With Disabilities:
A Content Analysis Approach. Business and Management Studies: An International Journal, 6(1),
315-331.

Oduncuoglu, F. (2020). Zihinsel Engelli Cocuklara Sahip Ailelerin Yasadiklar: Tatil Gigliikleri Uzerine
Tamimlayic1 Bir Arastirma. Tuirk Turizm Arastirmalar1 Dergisi, 4(1), 279-293.

Ozhan E. (2017). Engelli Bireylerin Turizm Faaliyetlerine Y6nelik Motivasyon ve Beklentilerinin Analizi:
Mugla Ornegi. OPUS Uluslararast Toplum Aragtirmalar1 Dergisi, 7(13), 706-725.

Sahingoz, S., Yalgn, E. (2020). Ankara’daki Restoranlara Ait Mentilerin Tasarim Unsurlarimin
Degerlendirilmesi. Journal of Tourism and Gastronomy Studies, 8(4), 125-137.

Saym, K., Yeginboy, E., Yiiksel, 1. (2017). Ttrkiye’de Medikal Turizm Uygulamalar:: Bir Universite ve
[zmir Saglik Serbest Bolgesi Degerlendirmesi. Dokuz Eyliil Universitesi Iktisadi ve Idari Bilimler
Fakdiiltesi Dergisi, 32(2), 289-313.

Sener, B., Tanrisever, C. (2021). Konaklama Ogretmenlerinin Ozel Egitim Alaninda Zorlandig1 Konular,
MEB’e ve Egitim Fakiiltelerine Oneriler. Gazi Egitim Fakiiltesi Dergisi, 41(1), 181-219.

Seymen, Aytemiz, O., Bolat T, (2005). Orgiitlerde Bedensel ve Zihinsel Engelli Isgoren Ayrimcilig:
Uygulamali Etik Boyutuyla Bir Degerlendirme. ONERI, 6(23), 35-45.

Sezgin, M., Sari, $., Ciderol, M. (2019). A Situation Analysis On The Convenience Of The Hotel
Businesses’” Accessibility Standards: Case Of Konya Province. Selcuk Universitesi Sosyal Bilimler
Meslek Yiiksekokulu Dergisi, 22(2), 704-712.

Shelton, E., Tucker, H. (2005). Turizm ve engellilik: erisimin 6tesindeki sorunlar. Tourism Review
International, 8(3), 211-219.

Solmaz, S., Yenisehirlioglu, E. (2020). Turizm C)grencilerinin Engelli Bireylere ve Engelli Turizmine
Bakis AcilariniBelirlemeye Yonelik Bir Arastirma. Tiirk Turizm Arastirmalar1 Dergisi, 4(1), 476-
487.

Sop, S., Ongun, U., Abaly, R. (2020). Miize Deneyimini Etkileyen Unsurlar: Cevrimici Yorumlar Uzerine
Nitel Bir Arastirma. Ttirk Turizm Arastirmalar1 Dergisi, 4(2), 1123-1138.

Tellioglu, S., Tekin, M. (2021). Engelli Bireylerin Konaklama Isletmelerindeki Memnuniyetini Olgmeye
Yonelik Bir Arastirma. Tarih Okulu Dergisi, 14(53), 3060-3082.

Toker, B., Kagmaz, Y. (2015). Engelli Bireylerin Turizm Deneyimlerine Yonelik Bir Arastirma: Alanya
Ornegi. Dokuz Eyliil Universitesi Sosyal Bilimler Enstitiisii Dergisi, 17(2), 235-257.

Turan, A. (2014), Turizm Konulu Yiiksek Lisans Tezlerinin Bibliyometrik Ozellikleri (1984-2013), VIL
Lisansiistii Turizm Ogrencileri Arastirma Kongresi, 04-05 Nisan 2014, Kusadasi, Aydin, ss. 3-15.

UNESCO. (2015). UNESCO and Sustainable Development Goals.
https:/ /en.unesco.org/sustainabledevelopmentgoals Access Date: 16.07.2023

Vires, T. D. (1990). Descriptive research and problem solving,.

WHO (2011). World Report on Disability. World Health Organization.
https:/ /www.who.int/teams/noncommunicable-diseases/sensory-functions- disabilityand-
arehabilitation/world-report-on-disability, Access Date: 14.03.2023

Yayli, A, Oztiirk, Y. (2006). Konaklama Isletmeleri Yoneticilerinin Bedensel Engelliler Pazarina Bakis
Agilar1 Uzerine Bir Arastirma. Anatolia: Turizm Aragtirmalari Dergisi, 17(1), 87-97.

Yildiz, N., Sogiit, M. (2022). Areas of Urban Hotels from the Perspective of Wheelchair Users: Three
Hotels in Pendik. Tasarim+Kuram, 18(35), 19-34.

77

JoTIaS (2023) 6(2): 60-78


https://en.unesco.org/sustainabledevelopmentgoals
https://www.who.int/teams/noncommunicable-diseases/sensory-functions-%09disabilityand-a
https://www.who.int/teams/noncommunicable-diseases/sensory-functions-%09disabilityand-a

Orhun Topagoglu & Akyay Uygur

Yildiz, Z., Yildiz, S., Bozyer, S. (2018). Isitme Engelli Turizmi (Sessiz Turizm): Diinya ve Ttirkiye
Potansiyeline Yonelik Bir Degerlendirme. Stileyman Demirel Universitesi Vizyoner Dergisi,
9(20), 103-117.

Yildiz, Z., Yildiz, S., Karagayir, E. (2017). Diinyada ve Tiirkiye’de Engelli Turizmi Pazarinin
Degerlendirilmesi. Journal of Tourism and Gastronomy Studies, 5(2), 61-80.

Yilmazer, A., Kalpaklioglu, N., Yilmaz, S. (2020). Engelli Bireylerin Turizme Katilimina Yonelik
Konaklama Isletmelerinden Beklentileri ve Mevcut Durum Tespitine [liskin Bir Arastirma. Tiirk
Turizm Arastirmalar1 Dergisi, 4(3), 2821-2839.

Zengin, B., Eryillmaz, B. (2013). Bodrum destinasyonunda engelli turizm pazarinin degerlendirilmesi.
Uluslararasi Iktisadi ve idari incelemeler Dergisi, 0(11), 51-73.

Peer-review:

Externally peer-reviewed

Conflict of interests:

The author(s) has (have) no conflict of interest to declare.

Grant Support:

The author(s) declared that this study has received no financial support
Ethics Committee Approval:

The study was conducted without requiring approval from the ethics committee. Secondary data were
used in the research.

78

JoTIaS (2023) 6(2): 60-78



JoTIaS (2023), 6(2): 79-97
https:/ /dergipark.org.tr/tr/pub/jtis
http:/ /doi.org/10.58636/]tis. 1335826

Aragtirma Makalesi / Research Article

JoTIa$S

e-ISSN: 2651-3420

! Dr. Ogr. Uyesi, Burdur Mehmet Akif
Ersoy Universitesi, Turizm
Isletmeciligi ve Otelcilik Yiiksekokulu,
Burdur.
utkuongun@mehmetakif.edu.tr

ORCID: 0000-0002-0722-6382

Gelis / Submitted: 1/08/2023
Diizeltme / Revised: 19/08/2023
Kabul / Accepted: 5/09/2023
Yayin / Published: 15/09/2023

Auf/ Citation: Ongun, U. (2023). Kirsal
Turizm ve Kirsal Kalkinma
Yaymlarmin VOSviewer ile
Bibliyometrik ~ Analizi, Journal of
Tourism Intelligence and Smartness,
6(2), 79-97.

http:/ /doi.org/10.58636/itis. 1335826

Kirsal Turizm ve Kirsal Kalkinma Yayinlarinin VOSviewer ile
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Bibliometric Analysis of Tourism and Rural Development Publications with
VOSviewer

Utku ONGUN!

Oz

Kirsal turizm kirsal kalkinmada kullanilan temel araglarindan biridir. Kirsal turizm ve kirsal kalkinma
kavramlan biiytik 6lgiide birbirleriyle iliskilidir ve birbirlerini tamamlar. Bu iki kavrammn birbiri ile iliskili
olmasmndan dolayi, ¢alismada kirsal turizm ve kirsal kalkinma kavramlari tizerinde durulmustur. Bu
calismada, 1994-2023 yillar1 arasinda kirsal turizm ve kirsal kalkinma kavramu ile ilgili turizm alaninda
kaleme alinmis yaymlar cesitli kriterler cercevesinde degerlendirilmesi amaglanmistir. Bu amag
dogrultusunda 15 Temmuz 2023 tarihinde Web of Science veri tabanindan bilimsel dahil etme ve harig tutma
olgtitleri kullanilarak erisim saglanan 295 adet yayin nitel arastirma yontemleri igerisinde yer alan dokiiman
inceleme teknigi kullanilmustir. Kirsal turizm ve kirsal kalkinma anahtar kelimeleriyle ulasilan yayinlarm her
biri bir dokiimandir. Veriler, Excel, Paintmaps ve VOSviewer 1.6.19 programi kullanilarak analiz edilmistir.
Bulgulara gore; kirsal turizm ve kirsal kalkinma ile ilgili turizm alanindaki ¢alismalarin son yillarda arttigs,
arastirmacilar tarafindan konunun siklikla kaleme alindigy, yiiksek etkiye sahip dergilerde yayinlandig1 ve
agirhikli olarak kirsal turizm ve kirsal kalkinma anahtar kelimelerin kullanildig: tespit edilmistir. Ulasilan
calismalarin gogunun makale tiiriinde oldugu, digerlerin ise, bildiri, derleme, kitap boliimii ve erken
gortiniim dokiimanlar oldugu saptanmistir. En fazla katki saglayan arastirmacilar Sharpley, Lane, Saxena,
Hall, Kastenholz, Bramwell, Fleischer Cawley ve Getz'dir. Ayrica bu konuya destek saglayan 61 iilke
arasinda: 1spanya, Romanya, Cin, italya, Sirbistan, Amerika, Portekiz, Kanada, Rusya, Tiirkiye ve ingiltere
kirsal turizm ve kirsal kalkinma ile ilgili en fazla yayma sahip tilkeler oldugu tespit edilmistir. En ¢ok katki
saglayan kurumlar ise University of Novi Sad, Universidad de Extremadura, University of Craiova,
Bucharest University of Economic Studies, Universidad de Cordoba, Universidade de Aveiro ve University of
Belgrade gelmektedir. Calisma, ulusal yazinda kirsal turizm ve kirsal kalkinma ile ilgili turizm ¢alismalarmi
ag analizi ile kapsamli bir sekilde inceleyen ve gorsel olarak haritalandiran ilk girisimlerden biridir.
Calismanin sonunda teorik ve pratik olarak éneriler sunulmaktadur.

Anahtar Kelimeler: Bibliyometrik, kirsal kalkinma, kirsal turizm, turizm, VOSviewer.
JEL Kodlar:: L83, R11
Abstract

Rural tourism is one of the main instruments used for rural development. Rural tourism and development
are highly interdependent and complement each other. As these two concepts are interrelated, this study
focuses on the concepts of rural tourism and rural development. Therefore, this study aims to evaluate
publications written in the field of tourism related to the concept of rural tourism and rural development
between 1994-2023 within the framework of various criteria. For this purpose, 295 publications accessed from
the Web of Science database on July 15, 2023, using particular inclusion and exclusion criteria, were collected
using a document review technique, which is a qualitative research method. Each of the publications accessed
with the keywords rural tourism and rural development was considered a document. Data were analyzed
using Excel, Paintmaps, and VOSviewer 1.6.19 program. According to the findings, studies on rural tourism
and rural development in the field of tourism have increased in recent years, the subject has been frequently
written by researchers and published in journals with high impact, and the keywords rural tourism and rural
development are predominantly used. Most of the studies were of the type of article, while the others were
papers, reviews, book chapters, and early view documents. The most contributing researchers are Sharpley,
Lane, Saxena, Hall, Kastenholz, Bramwell, Fleischer Cawley, and Getz. Among the 61 countries that
supported this issue, Spain, Romania, China, Italy, Serbia, America, Portugal, Canada, Russia, Turkey, and
England they had the highest number of publications on rural tourism and rural development. The
institutions with the highest contributions were the University of Novi Sad, Universidad de Extremadura,
University of Craiova, Bucharest University of Economic Studies, Universidad de Cordoba, Universidade de
Aveiro, and the University of Belgrade. This study is one of the first attempts in national literature to
comprehensively examine and visually map tourism studies related to rural tourism and development using
network analysis. Finally, theoretical and practical suggestions are presented.

Keywords: Bibliometric, rural development, rural tourism, tourism, WOSviewer.
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Utku Ongun
Giris

Kirsal turizm yeni bir kavram degildir (OECD, 1994; Aydin, 2012). Bu turizm tiirti, 1970lerin
sonlarinda ve 1980’lerin basinda diinya genelinde ortaya c¢ikan (Lane vd. 2022) ve II. Diinya
Savasi’'ndan sonra giiclii bir bicimde gelisen yeni bir turizm ¢esididir (Tang, 2017). Kirsal turizm,
Ingiltere’de dogaya doniis ile baslamis ve Avrupa’nin sanayilesmis tilkelerine yayilmistir (Ceken vd.,
2012). Kirsal turizm daha sonra Avrupa’nin kirsal alanlarindaki sorunlarin ¢oziimiinde, bir kalkinma

aract olarak kullamilmistir (Emekli vd., 2007). Kirsal turizm ve kirsal kalkinma biiyiik olciide
birbirlerine bagimli ve birbirlerini tamamlayan kavramlardir (Singhania vd., 2022).

Son yillarda yasanan krizler nedeniyle, 6zellikle gelismekte olan tilkelerde, kirsal alanlar ve kirsal
yasam bir degisim gecirmistir. Geleneksel tarim ve kirsal kiiltiir, kentlesme ve modernlesme yoluyla
yok olmaya baslamis ya da asimilasyona ugramistir (Gao ve Wu, 2017). Bu yok olus, kirsal alanlardaki
balikgilik, ormancilik, ciftgilik ve tarim gibi geleneksel endiistrilerin tiikenme noktasiyla ile karsi
karsiya kalmasina sebep olmustur. [ste bu noktada turizm, insanlarin yasam standartlarmi
yiikseltmek ve yeni is olanaklar1 yaratabilir bir sektor haline gelmistir (Fleischer ve Felsenstein, 2000;
Hill 1993; Sharpley vd., 1997; MacDonald ve Jolliffe, 2003). Kirsal turizme dayal1 kalkinma sayesinde
kirsal alanlarda balikeilik, ormancilik, ciftcilik ve tarimla geginen insanlara ikincil bir gelir kaynag:
saglar (Ceken vd., 2007). Geliri artan yo6re insaninin kente olan gogii ortadan kalkar ve dogal gevrenin
ve kirsal ¢evrenin denetimsiz kalmas1 da énlenmis olur (Demircioglu, 1993).

Kirsal alanlar ¢ekici ve huzurlu ortamlara sahip olmalarindan dolayi, yerel degerleri koruyan ve
dogrudan yerel halka fayda saglayan, birer turizm destinasyonu haline dontisebilirler (Keane,
1992’den akt., Singhania vd., 2022). Gelismekte olan {ilkelerde, yaklasik 3.3 milyar insan ve bunlarin
%90'1 kirsal alanlarda yasadigi (Dasgupta vd., 2014) goz ontine alindiginda kirsal turizm kirsal alanlar
i¢in daha fazla 6nem arz etmektedir.

Kirsal kalkinma araci olarak turizm, son derece rekabetci olan mevcut piyasa mekanizmalarina uyum
saglamak zorundadir (Park ve Yoon, 2009). Kirsal kalkinma, kirsal alanlarin sorunlarmi ve
zorluklarin ele alirken, toplum dahil tiim paydaslar1 6n planda tutan, sosyo-ekonomik agidan yoksul
insanlarin yasam standartlarini kolaylastirmay: amaglayan bir yaklasimdir. Kirsal turizm yerel halka
gelir ve istihdam olanaklar1 saglar. Gida, tekstil, ulasim ve sigorta gibi pek cok sektor ile dogrudan
etkilesim icerisindedir. Ayrica yerel zanaatlar1 gelistirir ve carpan etkisiyle ekonomiye katki saglar.
Mevcut is olanaklarinin devamin saglar ya da yeni is olanaklar: yaratir. Bu sayede genclerin, biiytik
sehirlere olan go¢iini kismen onler ya da azaltir (Singhania vd., 2022).

Turizm kirsal alanlarin kalkinmasma dogrudan ya da dolayli olarak katki saglar ancak bu
kalkinmanin stirdiirtilebilir olmas1 gerekmektedir. Bunu gerceklestirebilmek icin, ekonomik, sosyal ve
kilttirel] yonden uygun olan olumlu politikalar uygulanmalidir (Lépez-Sanz vd., 2021). Ancak bu
politikalar; yoredeki tarihi, dogal, kiiltiirel ve tarimsal kaynaklarin etkin bir sekilde kullanilmasiyla
ilgili olmalidir (Ceken vd., 2007). lyi yonetilen turizm politikalari, yerel kiiltiirti ve ekosistemi
korurken yoksulluga da gare olmaktadir. Fakat kotii yonetilen turizm politikalari, toplumsal olarak
kilttirel asimilasyon yoluyla bittinltigiin ve kimligin kaybina yol acabilmektedir (Baykal, 2021),
cevresel olarak da bozulmalara neden olmaktadir.

Sahip oldugu literatiir baglaminda akademik/bilimsel veri tabanlarindan birisi ve sistematik literatiir
taramasi ¢alismalarinda giivenilir bir veri tabani olarak kabul edilen Web of Science veri tabaninda
(Koseoglu vd., 2019; Zupic ve Cater, 2015; Uyar vd., 2020) listelenen kirsal turizm ve kirsal kalkinma
konulu yaymlarin bibliyometrik analizle incelenmesinin, alanin ge¢misten giintimiize gelisimini
ortaya cikarmada onemli bulgular ortaya koyacagm sdylemek miimkiindiir. Bundan dolays,
calismanin amaci kirsal turizm ve kirsal kalkinma konusunda yayinlanmis akademik/bilimsel
calismalarin bibliyometrik analizini gerceklestirmek olarak belirlenmistir. Literatiirde konuyla ilgili
bibliyometri temelli galismalarin simrli oldugu dikkate alindiginda, kaleme alman bu calismanin
alanyazina katki saglamas: ve kirsal turizm ve kirsal kalkinma konusunda ileriye doniik arastirmalara
1stk  tutmasi yazarin beklentileri arasindadir. Calismanin izleyen bolimleri su sekilde
yapilandirilmistir. Kavramsal gerceve ve literatiir baslig1 altinda, kirsal turizm ve kirsal kalkinma ile
ilgili kaleme alinmis 6nceki galismalarin bir 6zeti sunulmustur ve bibliyometrik analiz hakkinda bilgi
verilmistir. Yontem baslig1 altinda, arastirmada yararlanilan veriler, veri temini, verilerin analize hazir
hale getirilme stireci ve verilerin analizi konularinda bilgi verilmistir. Bulgular boliimiinde,
arastirmada kullanilan verilerin analizi ve neticesinde elde edilen bulgular detayli olarak aktarilmigtir.
Sonug ve oneriler bashig1 altinda arastirma bulgular1 mukayeseli bicimde degerlendirilmis, calismanin
ilgili yazina katkilar1 tartisilmis ve ileriye yonelik ¢alismalar icin arastirmacilara éneriler sunulmustur.
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Kavramsal Cerceve ve Literatiir Ozeti

Tablo 1’de 1994-2023 yillar1 arasinda kirsal turizm ve kirsal kalkinma anahtar kelimeleri ile turizm
alaninda kaleme alinan galismalarin en fazla atif alan (makale ads, arastirmaci(lar), y1l, dergi adi ve atif

sayisi) ilk 10 yayin yer almaktadir.
Tablo 1. En Cok Atif Alan Arastirmaci(lar)

Utku Ongun

Sira | Makale Ad1 Arastirmaci(lar), Yil Dergi Ad1 Atif
Sayisi
1 “Rural tourism and the challenge of tourism | Sharpley, R. (2002) Tourism 310
diversification: the case of Cyprus” Management
2 “Tourism, farming and diversification: An | Sharpley, R.ve Vass, | Tourism 212
attitudinal study” A. (2006) Management
3 “Revitalizing traditional villages through rural | Gao, J.ve Wu, B.H. | Tourism 211
tourism: A case study of Yuanjia Village, Shaanxi | (2017) Management
Province, China”
4 “Cultural rural tourism-Evidence from Canada” | MacDonald, R. Annals of | 202
ve Jolliffe, L. (2003) Tourism Research
5 “Integrated rural tourism: Concepts and practice” | Cawley, M. ve | Annals of | 197
Gillmor, D., A. (2008) Tourism Research
6 “Food tourism, niche markets and products | Sidali, K. L wvd., | Journal of | 165
in rural tourism: combining the intimacy model | (2015). Sustainable
and the experience economy as arural Tourism
development strategqy”
7 “Conceptualizing Integrated Rural Tourism” Saxena vd., (2007) Tourism 162
Geographies
8 “Support for rural tourism - Does it make a | Fleischer,A.ve Annals of | 152
difference?” Felsenstein, D. (2008) | Tourism Research
9 “Integrated rural tourism - A border case study” | Saxena, G. ve Annals of | 132
Ilbery, B. (2008) Tourism Research
10 “Effects of rural revitalization on rural tourism” | Yang, J. vd., (2021) Journal of | 110
Hospitality — and
Tourism
Management

*15 Temmuz 2023 tarihi itibariyla

Tablo 1 incelendiginde Sharpley (2002) yilindaki “rural tourismand the challenge of tourism
diversification: the case of Cyprus” baslikli calismas: 310 atif ile impact faktorii 12.879 olan Tourism
Management dergisinde yayinlanan calismadir. En ¢ok atif alan yayinlar arasindaki ilk on yayinn ilk
tic sirasindakiler Tourism Management dergisinde yaymlanmistir. ik ti¢ yayin Sharpley’in (2002)
yilindaki calisma 310 atif, Sharpley ve Vass'in (2006) yilinda yapmis olduklari ¢alisma 212 atif ve Gao
ve Wu'nun (2017) yilinda yapmis olduklari calisma ise 211 atif alnustir. Impact faktorii 12.853 olan
Annals of Tourism Research dergisinde ilk on sirada en fazla atif alan dort makale yaymlanmustir.
Annals of Tourism Research dergisinde yaymlanan makaleler, MacDonald ve Jolliffe (2003) yilindaki
calisma 202 atif, Cawley ve Gillmor (2008) yilindaki calisma 197 atif, Fleischer ve Felsenstein (2000)
yilindaki ¢alisma 152 atif ve Saxena vd. (2007) yilinda yaptiklar: calisma ise 132 atif almustir. Sidali vd.
(2015) yilindaki calisma, Saxena vd. (2008) yilindaki calisma ve Yang vd. (2021) yilinda yaptiklar:
calismalar da sirasiyla 165, 162 ve 110 atif almustir.

Tablo 1’deki ilk ¢alisma; kirsal turizm ve turizmin cesitlendirilmesindeki zorluklarin Kibris 6rnegi ile
kaleme alman ve 310 adet atif alan bir calismasidir. Bu galismada kirsal turizm girisimcilerin
karsilastiklar1 sorunlar1 ve basarilar1 sinirlayan engeller {izerinde durulmustur. Kirsal turizm sosyo-
ekonomik kalkinmanin etkili ve ileriye doniik bir yolu oldugu vurgulanmustir (Sharpley, 2002). Ikinci
en fazla atif alan calisma; 6zellikle Avrupa’da bir gelenege sahip olan ¢iftlik turizminin arastirmacilar
tarafindan ihmal edilen yonleri ele almistir. Arastirmacilar ¢itlik turizminin gesitlendirilmesi gibi belli
konular1 ele almalarina ragmen pazarlama, finansal veya cesitlenen ciftlik sahiplerinin tutumlar:
tizerine ¢ok az arastirma yapmuslardir. Yapilan ¢alismada ciftcilerin yaptiklar: ciftlik/ciftgilik isi
arasinda bir ayrim stirdiirmek icin yaygin bir istek oldugu tespit edilmis ve sorunun ciftlik
gesitlendirilmesinden ziyade isttihdam sorunu oldugunu o6ne surilmistiir. Ciftlik turizmini
destekleyen kamu kurumlarinin katkilar: yeniden degerlendirilmesi sonucuna varilmistir (Sharpley
ve Vass, 2006). Stirdiirilebilir ve biittinleyici kirsal turizme dayali geleneksel bir koy modeli; kirsal
turizm, kirsal kalkinma ve yoksullugun azaltilmas i¢in kilit bir rol oynamaktadir (Gao ve Wu, 2017).
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Utku Ongun

Kirsal turizmin gelisiminde, kirsal alanlardaki benzersiz ve iyi korunmus olan kiiltiir, 6nemli bir
varlik olabilir (MacDonald ve Jolliffe, 2003). Baska bir calismada ise, ekonomik, sosyal, kiiltiirel ve
cevresel kaynaklarin dikkate alan entegre bir kirsal turizm modelini kesfetmek igin gelistirildigi
sonucuna ulagsmistir (Cawley ve Gillmor, 2008). Ayrica bu galismalarin genelinde farkli paydaslarin
rollerini ve turizm ile peyzaj, yemek ve kiiltiir gibi farkli turizm triinleri arasindaki baglantilarin
gelistirilmesi yontinde vurgu yapilmustir. Bu turizm trtnlerinin, kirsal turizmi stirdiriilebilir bir
sekilde gelistirilebilecek kirsal bolgelerin degerli varliklar1 oldugu sonucuna ulasilmistir (Cawley ve
Gillmor, 2008; Saxena ve Ilbery, 2008; Saxena vd., 2007; Sidali vd., 2015; Gao ve Wu, 2017; MacDonald
ve Jolliffe, 2003).

Yang vd. (2021) yaptiklari galisma ise, kirsal canlandirma stratejisinin Cin'deki ekonomik kalkinma ve
bliytime acisindan kentsel olmayan topluluklar igin faydali oldugunu desteklemektedir. Yerel
yonetimin yerel ekonomiyi gelistirmek, istihdami arttirmak ve kirsal turizm faaliyetlerini gelistirmek
icin turizmle ilgili kalkinma projeleri uygulamas: gerektigini 6nerilmistir.

Ulusal literatiirde son yillarda turizm konulu VOSviewer ile bibliyometrik haritalama calismalarina
rastlanmistir. Bunlar; turizm ve covid-19 (Ersoy, 2022; Cavusgil Kose, 2020), kiiltiirel miras ve
dijitallesme (Cuhadar vd., 2022; Bozkurt vd., 2022), turizmde dijitallesme ve verimlilik (Buladi
Cubukcu ve Topguoglu, 2023), turizm ve sug (Alp ve Cevik Unli, 2019), saglik turizmi (Kazak ve
Kazak, 2023), turizm ve ¢ocuk ($Sahin ve Akova, 2023). turizm ve festivaller (Akgol ve Ayazlar, 2021),
sarap turizmi (Okumus vd., 2018; Yilmaz ve Sahin Yilmaz, 2023), genglik turizmi (Ozay ve Koroglu,
2022), kiiltur ve turizm (Dénbak, 2020), turizm cografyasi (Giiney ve Somuncu, 2020) ve turizm hizmet
robotlar1 (Tekeli vd., 2022) gibi konulardaki arastirmalardir.

Bibliyometrik Analiz

Bibliyometri bilimsel yayinlarin basliklarini, anahtar kelimelerini, yazarlarini, atiflarini inceleyen bir
tekniktir. Bu teknik vasitasiyla alanin 6ne ¢ikan konularmi ve gelecek arastirmalarda tizerinde
durulabilecek konular1 belirlenebilmektedir. Bibliyometrik haritalama bilimsel calismalarin analiz
edilmesi ve gorsellestirilmesi temelli bir analiz teknigidir (Gupta, 2021’den akt., Aslan, 2022a). Bir
bilim dalina ait hazirlanmis kitap, makale, arastirma, tez ve benzeri ¢alismalarin verilerini dikkate
alarak yapilan arastirmalar bibliyometrik ¢alismalardir (Kozak, 2001).

Bibliyometrik calismalar, akademik literatiiriin tiretkenligini, bliytimesini ve etkisini degerlendiren
nicel bir yontem olup tim disiplinlere uygulanabilen (Andres, 2009; Yang and Xiu, 2023) ve bir
disipline ait yapimin ortaya koyulmasimi saglayan calismalardir (Arslan, 2022b). Bibliyometrik
calismalarda belgelerin ya da yayinlarin belirli 6zellikleri analiz edilerek bilimsel iletisime iliskin
cesitli bulgular elde edilmektedir (Al ve Costur, 2007). Ik olarak bibliyometrik bir calisma, belirli
konular ve yapilar hakkinda mevcut literattir hakkinda kavramsal ve entelektiiel bir bicimde bilgi
saglar (Singhania vd., 2022). Baska bir ifadeyle; yazar, konu, atif yapilan yazar, atif yapilan kaynaklar
gibi verilerin istatistiksel olarak incelenmesi ve elde edilen istatistiksel sonuglar 1s181inda belirli bir
disipline ait genel yapiin ortaya konulmasmi saglar (Bozkurt ve Cetin, 2016). Bibliyometrik
arastirmalar ile bir tilkenin bilimsel yayin politikas1 degerlendirilebilecegi gibi, arastirmacilarin ya da
kurumlarin yayin performanslarini da o6l¢me olanagi saglanir. Ayrica gelecekteki durumlara
uluslararas: alan indekslerine yonelik saptamalarin yapilabilmesinin oniinii agar (Sakar ve Cerit,
2013).

Bibliyometrik analizlerde incelenen calismalara, Web of Science, Scopus, Dimensions, Google
Akademik, Lens ve PubMed gibi dizin ve veri tabanlarindan erisilmektedir (Moral Munoz vd., 2020).
Bu tip bibliyometrik analizlerde kullanilan verilerin temin edildigi veri tabaninin konuyu temsil
edecek bir literatiire sahip olmasi 6nem kazanmaktadir. Bu noktada ilgili yazin baglaminda ¢nemli
veri kaynaklarindan biri Web of Science veri tabanidir (Aghaei Chadegani vd., 2013). VOSviewer,
Web of Science veri tabanindan bibliyometrik verileri analiz etmek ve gorsellestirmek igin {icretsiz
olarak kullanilabilen bir aractir (van Eck ve Waltman, 2010). Kelime es-bulunma analizi ve es-
yazarlilik analizlerinin yani sira (van Eck ve Waltman 2007) ag verilerine dayal:i haritalar olusturmak,
bu haritalar1 gorsellestirmek ve kesfetmek amaciyla bir yazilim olan VOSviewer (van Eck ve Waltman,
2022), alint1 aglarinin, ortak yazarlik modellerinin ve diger bibliyometrik bilgilerin kesfedilmesine
olanak tanir (Arslan, 2022a). VOSviewer, bibliyometrik veri setleri icinde olusturdugu belirlenen
parametrelere bagh olarak kiime ve kiimeler arasinda baglantilari ile ag, yogunluk ve egilim haritalar
olusturmaktadir (Giiney ve Somuncu, 2020). VOSviewer yazilimin avantaji gorsel sunumu ytiksek
kalitede sunmasidir (Sinkovics, 2016; Alp ve Cevik Unli, 2019; Akgol ve Ayazlar, 2021).

VOSviewer verilerin hizli bir sekilde incelenmesi ve gorsel olarak haritalandirilmasina olanak saglar
(Yilmaz ve Sahin Yilmaz, 2023). Buradaki dairelerin buiytikliigii ve etiketin yazi tipi, olusum sayisinin
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biiyukligini yani kag defa tekrar ettigini ifade etmektedir. Renkler ise kiimeleri temsil etmektedir.
Iki daire arasindaki yakinlik benzerligi ve iliskinin giicliligtinii ortaya koymaktadir (Khalil ve
Crawford, 2015). Baska bir ifadeyle kavramlar ne siklikla kullamilmistir. Bunun sonucunda ag
haritalar1 olusturulmakta ve haritalardaki yuvarlak daireler diigim olarak ifade edilmektedir.
Arastirmalarda siklik igin belirlenen varsayimsal durumun ne olacag arastirmacinin kiimelenme ve
zaman egiliminden elde edecegi bulgulara gore denemeler yaparak karar vermesi gerekmektedir
(Guney ve Somuncu, 2020).

Tablo 2. VOSviewer Programi Analiz Tiirleri ve Birimleri

Analiz Tiirii Analiz Birimi

Ortak Yazarhik Yazarlar, Kurumlar, Ulkeler

Ortak Atif Atif Yapilan Referanslar, Kaynaklar, Yazarlar
Bibliyografik Eslesme Dokiiman, Kaynak, Yazar Kurum, Ulke
Kavram Birlikteligi Anahtar Sozciikler, Ozet

Atif Ag: Dokiiman, Kaynak, Yazar, Kurum, Ulke

Bibliyometrik analizin; atif ag1 analizi, bibliyografik eslestirme, ortak atif analizi, ortak kavram
birlikteligi analizi ve ortak yazar analizi olmak tizere bes farkli cesidi bulunmaktadir (Zupic ve Cater,
2015). Arastirmact VOSviewer programinda yer alan analiz tiirleri ile analiz birimlerinin bir arada
verildigi Tablo 2’den faydalanarak ag haritalar1 olusturur ve yorumlama yapabilir.

Arastirmanin Yontemi

Bu calisma Web of Science veri tabaninda listelenen verilere erisilmistir. Web of Science farkli
disiplinlere ait dokiimanlara erisilmesi konusunda arastirmacilara olanak tamiyan diinyaca bilinen
veri tabanlar1 arasinda ilk siralarda yer almaktadir (Cuhadar vd., 2021; Cuhadar vd., 2022). Web of
Science sayesinde hakemli olan dergi yayinlarina ve bibliyografik bilgilere erisim saglama olanag:
mevcuttur (Fang vd., 2018). Ozellikle Web of Science Science; Emerging Sources Citation Index (ESCI),
Social Sciences Citation Index (SSCI), Science Citation Index Expanded (SCI-EXPANDED), Conference
Proceedings Citation Index-Social Science ve Humanities (CPCI-SSH), Conference Proceedings
Citation Index-Science (CPCI-S), Book Citation Index-Social Sciences ve Humanities (BKCI-SSH), Arts
ve Humanities Citation Index (A&HCI) gibi bilimsel atif indekslerini kapsayan bir veri tabani olmas,
diinya genelindeki yayinlara ulasma imkani1 sunmaktadir (Goodman ve Deis, 2005). Ayrica sertifikali
bilgi tireten bir degerlendirme stirecine sahip olmasi (Ramos-Rodriguez ve Ruiz-Navarro, 2004) ve
yiiksek etki diizeyine sahip dergileri biinyesinde barindirmasi nedeniyle (L6pez-Bonilla ve Lopez-
Bonilla, 2021) kapsaml: bir veri tabani olma 6zelligi tasimaktadir (Yilmaz ve Sahin Yilmaz, 2023). Bu
nedenlerden dolay: calisma kapsaminda incelenen yayinlarin Web of Science veri tabanmnin tercih
edilmesinde etkili olmustur.

Calismanin amacit Web of Science veri tabaninda yer alan kirsal turizm ve kirsal kalkinma
kavramlarma yonelik dokiimanlarin bibliyometrik 6zelliklerini incelemek ve bu 6zelliklere yonelik ag
haritalarini olusturmaktir. Bu arastirmada cevap aranan sorular sunlardir:

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlaria yonelik yapilan yaymlarin yillan hangi araliktadir, en ¢ok hangi yillarda yayin
yapilmustir ve yillar itibartyla atif sayilar1 nasildir?

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlarma yonelik yapilan yayinlarin kategorilerinin dagilimi nelerdir ve bu kategoriler
nelerdir?

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlarma yonelik yapilan yaymlart hangi kurum ya da kuruluslar tarafindan
gerceklestirilmistir ve ag grafik haritasi nasildir?

e Web of Science akademik/bilimsel veri tabaminda kirsal turizm ve kirsal kalkinma
kavramlaria yonelik hangi tilkelerden yayin yapilmistir ve tilkelerin atif miktarma gore ag
grafigi nasildir?

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlarina yonelik yapilan yayinlarin yayin dilleri ve tarandig1 indeksler nelerdir?

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlarina yonelik yapilan yayinlarin yer aldigi kaynaklar hangileridir ve bu kaynaklarin
aldiklar1 atif miktarina gore dergi yayin ag1 haritasi nasildir?
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e Web of Science akademik/bilimsel veri tabaminda kirsal turizm ve kirsal kalkinma
kavramlarma yonelik yapilan yaymlarin en ¢ok atif alan yazarlar kimlerdir, dokiimanlar
hangileridir ve bunlarin aldiklar: atif miktarina gore dokiiman atif ag1 haritasi ve yazar atif ag
haritasi nasildir?

e Web of Science akademik/bilimsel veri tabaninda kirsal turizm ve kirsal kalkinma
kavramlarma yonelik yapilan yaymlarin yazar anahtar kelimeleri nelerdir ve bu kelimelerin
birlikte bulunmasi durumunun anahtar sézciik birlikteligi haritasi nasildir?

Bu calismadaki veriler, 15 Temmuz 2023 tarihinde Web of Science veri tabaninda gerceklestirilen
taramalar neticesinde elde edilmistir. Oncelikle Web of Science Core Collection veri tabaninda kirsal
turizm ve kirsal kalkinma anahtar sozciiklerinin Ingilizceleri olan “rural tourism” ve “rural
development” kelimeleri tiim alanlarda taratilmigtir. Tarama sonucunda 612 adet yayina ulagilmustir.
Bu anahtar kelimeler 6zet kisimlarinda taratilmis ve 227 adet yayina, baslik kisimlarinda taratilmis 26
adet yayma, konu kisimlarinda taratilmis ve 464 adet yayma ulagilmistir. Bu dort ayr1 tarama
sonuglarmi birlikte taratarak tekrar eden yaymlarin ¢ikarilmasi sonucunda 1993-2023 yillar
araliginda, ilk tarama sonucunda elde edilen, 612 adet kirsal turizm ve kirsal kalkinma anahtar
kelimelerini iceren yayina ulasilmistir. Daha sonra taramada turizm alani filtreleme yapilmigtir.
Filtreleme sonucunda 612 adet yayin igerisinde turizm alaninda yapilan kirsal turizm ve kirsal
kalkinma ile ilgili 1994-2023 yillar1 arasindaki 295 yayima ulasilmistir. Calismay1 bibliyometrik olarak
incelemek icin bu yayinlarin makale bashg1, 6zeti, anahtar kelimeleri, atiflar1 gibi tiim veriler Web of
Science veri tabanindan indirilmistir. Arastirmada elde edilen veriler, Excel, Paintmaps ve VOSviewer
1.6.19 programi kullanilarak degerlendirilmistir. VOSviewer ile verilerin hizli bir sekilde incelenmesi
ve gorsel olarak haritalandirilmasina olanak saglamasi nedeniyle tercih edilmistir. Calismanin verileri
Web of Science’dan elde edilmistir. Scopus, TR dizin veya YOKSIS gibi platformlardaki veriler
disarida birakilmistir. Bu platformlardaki verilerin alinmamasi c¢alismamizin kisitliliklarindan
birisidir. Calisma ikincil veri kaynaklari kullanilmis olmasi nedeniyle etik kurul izni almayi
gerektirmemektedir.

(D

*Kurum yayn ag1 haritasi

¢ Anahtar kelimeler:
"kirsal turizm" ve "kirsal

kalkinma" eTurizm alaninda yapilan (makale, * Ulke yayin ag1 haritas:
*Kaynak: Web of Science bidiri, kitap boltimii, derleme, erken *Dergi yaymn ag1 haritas:
*Tarih: 15.07.2023 gortiniim) *Dokiiman atif ag1 haritasi
*Toplam yaym: 612 *Zaman Aralig1: 1994-2023 *Yazar atif ag1 haritast
eFiltreleme SonrasiToplam Yaymn: 295 » Anahtar s6zciik birlikteligi
*Uygunluk Kriteri: Baslik, 6zet, anahtar yogunluk haritasi

sozciikler

N o ] - »
) Analizler

Diyagram 1. Calismanin Akis Diyagrami

Calismada gerceklestirilen analiz stireclerine iliskin olarak Singhania vd. (2022) calismadan
yararlanilarak calismanin akis diyagramu olusturulmustur (Diyagram 1). Bu calisma, Singhania vd.
(2022) calismasindan farkli veri setlerini ve farkli analizleri igermektedir. Singhania vd. (2022)
calismasinda Scopus veri tabanindan gekilen 225 Ingilizce makaleler incelenmistir. Hem dokiiman
turti hem de yazim dili acisindan bir kisitlama yapilmistir. Veriler VOSviewer programi vasitasiyla
analiz edilmis ve yorumlanmistir. Bu ¢calismada ise Web of Science veri tabanindaki verilerden elde
edilmistir. Makale, konferans bildirileri, kitap boltiimleri ve diger yayimnlar olmak tizere tiim dillerde
yaymnlanan 295 dokiiman analiz edilmistir. Yani dokiiman tiirti ve dil bakimindan kisitlama
yapilmamustir. Ancak Scopus, Dimensions, Google Akademik, Lens, PubMed, TR dizin ve YOKSIS vb.
veri tabanlar1 calismaya dahil edilmediginden bir kisitliik s6z konusudur. Calisma, ulusal yazinda
karsal turizm ve kirsal kalkinma ile ilgili turizm calismalarimi ag analizi ile kapsamli bir sekilde
inceleyen ve gorsel olarak haritalandiran ilk girisimlerden biri olmas1 nedeniyle 6nemlidir.
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Bulgular

Calisma kapsaminda incelenen Web of Science akademik/bilimsel veri tabaninda yer alan kirsal
turizm ve kirsal kalkinma anahtar kelimeleri ile turizm alaninda kaleme alinan ¢alismalarin yillara
gore dagilimlar: ve almis olduklar atif sayilar1 Tablo 3’de verilmistir.

Tablo 3. Yayinlarin Yillara Gore Dagilimi, Yiizde Oranlar1 ve Atif Sayis1 (1992-2023%)

Yil Yayin Sayis1 | Yiizde (%) | Atif Sayis1 | Yil Yayin Sayis1 | Yiizde (%) | Atif Sayisi
2023 11 3.73 398 2008 6 2.03 54
2022 33 11.19 914 2007 4 1.36 31
2021 27 9.15 773 2006 4 1.36 23
2020 20 6.78 574 2005 2 0.68 9
2019 30 10.17 440 2004 2 0.68 4
2018 17 5.76 333 2003 1 0.34 8
2017 16 5.42 356 2002 1 0.34 3
2016 21 7.12 261 2001 1 0.34 2
2015 18 6.10 239 2000 1 0.34 2
2014 18 6.10 209 1999 1 0.34 2
2013 11 3.73 150 1998 0 0 0
2012 11 3.73 123 1997 2 0.68 3
2011 20 6.78 111 1996 1 0.34 1
2010 7 2.37 93 1995 0 0 0
2009 8 2.71 50 1994 1 0.34 0

*15 Temmuz 2023 tarihi itibartyla
Tablo 4. Yayinlarin Yillara Gore Dagilimi ve Atif Miktarlar:
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Tablo 3 ve Tablo 4 incelendiginde, kirsal turizm ve kirsal kalkinma anahtar kelimeleri ile turizm
alaninda ilk ¢alismanin 1994 yilinda yayinlandig: goriilmektedir. Konuyla ilgili ilk olarak 1994 yilinda
kaleme alinan bir (%0,34) calismanin ardindan 2011 yilia kadar 10 yaymun altinda kalmustir. Yaymn
sayistnin azligina bagh olarak o yillarda atif sayilar1 da dusiik kalmistir. Yaymnlar 2005 yilindan
sonraki yildaki yayin sayisindaki artis atif sayisinda biiytiik bir artisa neden olmustur. Ancak yayin
sayisinda 2011 ve 2012 yillarinda biiytik bir azalma olmustur. Ancak bu azalmaya ragmen atif
sayilarinda artis1 devam etmistir. Ancak daha sonraki bazi yillarda 6rnegin: sirasiyla 2012-2013-2017-
2018 ve 2020 yillarinda yayin sayisinda ¢énemli azaliglar tespit edilmistir. Ancak 2018 yili hari¢ diger
yillarda atif sayilarinda stirekli bir artis gerceklesmistir. 2022 yilinda en yiiksek say1 olan 33 yaym
(%11.19) sayisina ulasmus, ayrica 1994 ve 2023 yillar1 arasinda en yiiksek atif sayist olan 914’e, 2022
yilinda ulasilmistir. Veriler degerlendirildiginde, son yillarda kirsal turizm ve kirsal kalkinma anahtar
kelimeli turizme yonelik calismalarin arttig: tespit edilmistir. Ulkeler son yillarda kirsal turizme ve
kirsal kalkinmaya yoénelik plan, program ve tegvikleri artirmaktadirlar (Kuter ve Unal, 2013). Bunun
bir sonucu olarak da gelecek yillarda akademik yayinlarin da artacag: beklenilmektedir.
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H Makale HBildiri EDerleme H®Kitap Bolumi  H Erken Goriinim

Sekil 1. Yayn Turii

Konuyla ilgili kaleme alinan galismalarin dokiiman tiirleri incelediginde (Grafik 1) 295 yayinin %85'i
makale, %8'i bildiri, %4'ti derleme, %2’si kitap bolimii ve %1'i ise erken goriiniim, tiirtinden yayinlar
oldugu goriilmektedir. Kirsal turizm ve kirsal kalkinma anahtar kelimeleri ile turizmle alakali
calismalarin biiytik cogunlugunun makale tiirii yayinlar oldugu sonucuna ulasilmustir.

Tablo 5. Calismaya Yonelik Yayinlarin Web of Science Kategorisi
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Tablo 5'te yer alan calismaya yonelik web of science kategorisinde yer alan grafik sunulmustur. Bu
kategoride, konaklama eglence spor turizm (95 yaym), cevre calismalar: (52 yaym), cevre bilimleri (48
yayin), yesil siirdiiriilebilir bilim teknolojisi (44 yayin), cografya (40 yaymn), tarim ekonomisi politikas1
(38 yayin), sosyoloji (21 yaym), yonetim (19 yaymn), ekonomi (18 yaym) ve isletme (14 yaym)'dir.
Calisma kapsaminda incelenen yayinlarin Web of Science veri tabani tarafindan belirlenen
kategorilere gore ilk on kategori siralamasi Tablo 6’da verilmistir.

Tablo 6. Yayinlarm Web of Science Kategori Dagilimu (Ilk 10 Kategori)

Kategori Say1 Yiizde (%)**
Konaklama Eglence Spor turizm (Hospitality Leisure Sport Tourism) 95 32.20
Cevre Calismalar1 (Environmental Studies) 52 17.63
Cevre Bilimleri (Environmental Sciences) 48 16.27
Yesil Sturdiiriilebilir Bilim Teknolojisi (Green Sustainable Science | 44 14.92
Technology)

Cografya (Geography) 40 13.56
Tarim Ekonomisi Politikast (Agricultural Economics Policy) 38 12.88
Sosyoloji (Sociology) 21 712
Yonetim (Management) 19 6.44
Ekonomi (Economics) 18 6.10
Isletme (Business) 14 4.75

** 295 yayin icerisindeki ytizde oranlar1 verilmistir.

Tablo 6 incelendiginde kirsal turizm ve kirsal kalkinma anahtar kelimeli turizm alanindaki yayinlar;
ilk on konaklama eglence spor turizm, gevre calismalari, cevre bilimleri, yesil stirdiirtilebilir bilim
teknolojisi, cografya, tarim ekonomisi politikasi, sosyoloji, yonetim, ekonomi ve isletme kategorisinde
yaymnlandig1 goriilmektedir. Konaklama eglence spor turizm kategorisinde yayinlanan 95 yayin
(%32,20) ile birinci sirada yer almaktadir.
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Tablo 7. Calisma Katki Saglayan Kurumlar
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Calisma kapsaminda incelenen kirsal turizm ve kirsal kalkinma anahtar kelimeli turizm alanindaki
yayinlarin en fazla yapildig1 kurum bilgileri Tablo 7'de verilmistir. Tablo 7’ye gore, konuyla ilgili en
fazla calisma %3.39'1a (10 yayin) University of Novi Sad kurum gerceklestirmistir. fkinci en cok yayin
gerceklestiren tniversite %2.71'le (8 yaym) Universidad de Extremadura, iiclincii en ¢ok yayin
gerceklestiren kurum %2.03’le (5 yayin) University of Craiova kurumdur. Daha sonra %1.70’le (5
yayin) sirasiyla Bucharest University of Economic Studies, Universidad de Cordoba, Universidade de
Aveiro ve University of Belgrade gelmektedir. Ilk 10'un son ii¢ sirasinda ise %1.36'la (4 yaymn)
Ministry of Education Science of Ukraine, Universita Mediterranea di Reggio Calabria ve University
of Kragujevac yer almaktadir.

univ cdordoba

) univi@veiro - !
univ exuf@madura - Univ f{ievi sad

univ @eiova

l’/)‘%‘\_\ VOSviewer

Sekil 2. Kurum Yaymn Ag: Haritas:

Calisma kapsaminda incelenen yayinlarda, toplam 380 farkli kurumun yayin yapildig: belirlenmistir.
Buna gore bir kaynagin yayimladig1 ¢alisma sayisinin alt sinir1 bes, en az atif sayis1 da bes olarak
belirlendi. Sonugta bu kosullart saglayan toplam alti kuruma ulasilmistir. Sekil 2’de calismanin
konusuyla ilgili yayinlarda, belirli bir kurumla en giiclii sekilde iligkisi bulunan kurumlarmn haritasmna
ulasilmistir. Sonuglar alt1 kaynak, iki kiime, 13 baglant1 ve 249 toplam baglant1 giicii ile kirsal turizm
ve kirsal kalkinma anahtar kelimeleri ile turizm alaninda kaleme almman yaymnlarin VOSviewer
programinin kullanildig1 calismalarin kurum yayimn ag1 haritas: olusturulmustur. Bu haritaya gore
birinci kiimede University of Novi Sad ile University of Belgrade yer alirken ikinci kiime de ise,
Universidad de Extremadura, University of Craiova, Universidad de Cordoba ve Universidade de
Aveiro yer almistir.
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Calisma kapsaminda Web of Science veri tabaninda listelenen kirsal turizm ve kirsal kalkinma anahtar
kelimeleri ile turizm alaninda kaleme alinan en fazla calismalar1 gerceklestirilen {tilkeler incelenmis,
elde edilen bulgulara gore ilk 15 tilkenin dagilimlari sirasiyla Tablo 8'de verilmistir.

Tablo 8. En Fazla Yayin Yapan ilk 15 Ulke

Ulke Yayin Sayisi Yiizde (%)
Ispanya (Spain) 45 15.25
Romanya (Romania) 26 8.81
Cin (Peoples R China) 25 8.48
Italya (Italy) 22 7.46
Sirbistan (Serbia) 22 7.46
Amerika (USA) 17 5.76
Portekiz (Portugal) 13 441
Kanada (Canada) 12 4.07
Ingiltere (England) 10 3.39
Rusya (Russia) 10 3.39
Tiirkiye (Turkey) 10 3.39
Almanya (Germany) 7 2.37
Giiney Afrika (South Africa) 7 2.37
Avusturya (Austria) 6 2.03
Finlandiya (Finland) 6 2.03

Tablo 8 incelendiginde, ispanya %15,3 (45 yayin) ile ilk sirada yer aldig1 goriilmektedir. Romanya
%8,8'le (26 yayin) ikinci sirada, Cin %8,5'le (25 yaym) {iclincii sirada, Italya ve Sirbistan %7,5'le (22
yay1n) sirastyla dordiincii ve besinci sirada, Amerika %5,8'le (17 yayin) altinci sirada, Portekiz %4,4'le
(13 yayin) yedinci sirada, Kanada %4,1’le (12 yayin) sekizinci sirada, Ingiltere, Rusya ve Tiirkiye
%3,4’1e (10 yayn) sirastyla dokuz, on ve on birinci sirada, Almanya ve Giiney Afrika %2,4'le (7 yayn)
sirastyla on iki ve on {ictincii sirada Avusturya ve Finlandiya ise %2’le (6 yayin) sirasiyla on dort ve on
besinci sirada yer almaktadir.

Crento paintAps,Co
- o5 rented with paintiaps.com

Sekil 3. Ulkelere Gore Yayin Sayilarimin Dagilimi

Ulkelere gore yayin analizi, kirsal turizm ve kirsal kalkinma anahtar kelimeli turizm alaminda en fazla
yaymn gerceklestirilen tilkelerin dagilimini gostermektedir. Calismalar ile ilgili en fazla katkida
bulunan {ilkelerin gorsellestirilmesinde Paintmaps.com uygulamasi kullanilmustir ve tilke dagilimlar:
Sekil 3'de gosterilmistir. Bu baglamda en fazla yayma sahip iilke olarak Ispanya (koyu sar1 renk, 45
yaym), Romanya (koyu mavi renk, 26 yayin), Cin (koyu mavi renk, 25 yaym), italya (kahve renk, 22
yayin) ve Sirbistan (kahve renk, 22 yayin), Amerika (agik sar1 renk, 16 yayin), Tiirkiye (yesil renk, 10
yayin), Rusya (yesil renk, 10 yaym) ve Ingiltere (yesil renk, 9 yaymn)'dir.
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Sekil 4. Ulke Yayin Ag1 Haritast

Calismalar ile ilgili yayilarda 61 farkl tilkeden destek verilmistir. Ulke yayin ag1 haritasinda yer alan
kaynaklar arasindaki iliskiye bakildiginda yesil renkli iilkenin (Ispanya) en fazla ad1 gegen ve digerleri
ile baglantis1 olan genis bir ag yapisi sergiledigi, yayin sayis1 bakimindan en yiiksek rakamlara sahip
oldugu goriilmektedir. Calisma kapsaminda en fazla yaymn gergeklestirilen {ilkelerin dagilimin
gosteren bir diger analiz de, Sekil 4’deki iilke yaym ag haritasi analizidir. Bu analiz, 61 tilke
icerisinden calisma sayist en az 30 olan galismalarin kapsama alimmasiyla uygulanmistir. En az
dokiiman sayisi bes ve atif sayisi da bes olma kosulunu saglayan 21 tilke segilerek birbirleriyle
baglantili bes 6geyi igeren bir kiimeye ulasilmistir. Sonuglar 21 kaynak, bes kiime, 208 baglant1 ve
10390 toplam baglant: giicii ile kirsal turizm ve kirsal kalkinma anahtar kelimeleri ile turizm alaninda
en fazla yayin gergeklestirilen iilkelerin, VOSviewer programinin kullanildig1 calismalarin tilke yayin
ag haritas1 olusturulmustur. Sekil 4’deki tlke yaymn ag haritasia gore en yiiksek olan tilkeler:
Ispanya, Romanya, Cin, italya ve Sirbistan seklinde siralanmaktadir. Bu tilkeler kirsal turizm ve kirsal
kalkinma konularma daha fazla agirlik verdikleri ve galisma sayilariyla da bu durumu gosterdikleri
sonucuna ulasilmustir.

Tablo 9. Calismalarin Yayin Dili

Yayin Dili Say1 Yiizde (%)
Ingilizce (English) 254 86.102
Ispanyolca (Spanish) 35 11.864
Portekizce (Portuguese) 3 1.017
Katalanca (Catalan) 1 0.339
Almanca (German) 1 0.339
Tiirkge (Turkish) 1 0.339

Calisma kapsaminda incelenen, Web of Science veri tabaninda listelenen kirsal turizm ve kirsal
kalkinma anahtar kelimeleri ile turizm alamindaki calismalarin yaymn dili olarak Tablo 9
incelendiginde, yayimlarin %86.10 (254 yayin) ingilizce, %11,86's1 (35 yayin) Ispanyolca, %1,02’si (i
yayin) Portekizce ve %0,34’i (bir yayin) ise sirasiyla Katalanca, Almanca ve Tiirkge dillerinde kaleme
alinmistir.

Calisma kapsaminda incelenen yayinlarin tarandig1 indeksler bakimindan dagilimlar1 Tablo 10’da
verilmistir.

Tablo 10. Calismalarin Tarandig1 indeksler

Indeks Say1 Yiizde (%)
Emerging Sources Citation Index (ESCI) 137 46.44
Social Sciences Citation Index (SSCI) 114 38.64
Science Citation Index Expanded (SCI-EXPANDED) 66 22.37
Conference Proceedings Citation Index-Social Science ve Humanities (CPCI-SSH) 19 6.44
Conference Proceedings Citation Index-Science (CPCI-S) 10 3.39

Book Citation Index-Social Sciences ve Humanities (BKCI-SSH) 5 1.70

Arts ve Humanities Citation Index (A&HCI) 1 0.34
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Tablo 11. Calismalarin Tarandig1 Indeksler
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Tablo 10 ve Tablo 11 incelendiginde, yayinlarin %46,44’t (137 yaymn) Emerging Sources Citation Index
(ESCI), %38.64'11 (114) yayin Social Sciences Citation Index (SSCI), %22.37’11 (66 yayin) Science Citation
Index Expanded (SCI-EXPANDED), %6.44’11 (19 yaym) Conference Proceedings Citation Index-Social
Science ve Humanities (CPCI-SSH), %3.39'u (10 yayin) Conference Proceedings Citation Index-Science
(CPCI-S), %1.70'i (5 yayin) Book Citation Index-Social Sciences ve Humanities (BKCI-SSH) ve %0.34"11
(bir yayn) Arts ve Humanities Citation Index (A&HCI) indekslerinde taranmaktadir. Calismalarin
bazilarinin birden fazla indekste taranmasindan dolay1 sayilarin toplami galismada analize dahil
edilen 295 yayin sayisindan fazladur.

Tablo 12. Caligmalarin Yayinlandig ik 10 Dergi

Kaynak Dokiiman | Yiizde (%) | Atif Sayis1
Sustainability 34 11.53 523
Scientific Papers Series Management Economic Engineering in | 15 5.09 22
Agriculture and Rural Development

Ekonomika Poljoprivreda Economics of Agriculture 13 441 54
Tourism Planning Development 9 3.05 71
Tourism Management 8 2.71 964
Journal of Rural and Community Development 7 2.37 27
Annals of Tourism Research 6 2.03 803
European Countryside 6 2.03 69
Cuadernos de Turismo 5 1.70 48
Ager Revista de Estudios Sobre Despoblacion Y Desarrollo Rural | 4 1.36 5

Tablo 12'deki ilk 10 derginin dokiiman ve atif sayilar1 incelendiginde: Sustainability 34 dokiimanla ilk
sirada yer almaktadir. En fazla digiim yani yuvarlak alani ile (mor renk) Sekil 5'de gortilmektedir.
Daha sonra Scientific Papers Series Management Economic Engineering in Agriculture and Rural
Development, Ekonomika Poljoprivreda Economics of Agriculture, Tourism Planning Development,
Tourism Management, Journal of Rural and Community Development, Annals of Tourism Research,
European Countryside, Cuadernos de Turismo ve Ager Revista de Estudios Sobre Despoblacion Y
Desarrollo Rural yer almaktadir. Ancak atif bakimindan Tourism Management (964 atif), Annals of
Tourism Research (803 atif) ve Sustainability (523 atif) ile ilk ti¢ siradadir.
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Sekil 5. Dergi Yayin Ag1 Haritas1

Calisma kapsaminda gerceklestirilen bir diger analiz, Sekil 5'deki dergi yaymn agi haritasidir.
Analiz, 140 kaynak icerisinden galisma sayisi en az ii¢ ve en az atif sayisi tig olan ¢alismalarin kapsama
almmasiyla uygulanmistir. Kosulu saglayan 25 yayin kurumu secilmistir. Sonuglar 25 kaynak, alt1
kiime, 233 baglant1 ve 2883 toplam baglant: giicti ile kirsal turizm ve kirsal kalkinma anahtar kelimeli
turizm alanindaki yayinlarin VOSviewer programinin kullamildigr calismalarin dergi yayin agi
haritas1 olusturulmustur. Sustainability dergisi hem yayin sayis1t hem de aldiklar1 atif bakimindan
yiiksek rakamlara sahiptir. Buna gore diger kaynaklarla karsilastirildiginda Scientific Papers Series
Management Economic Engineering in Agriculture and Rural Development dergisine atif veren ve
ondan atif alan baglantili dergi oldugu sonucuna ulasimaktadir. Sekil 5'deki dergi yayin ag:
haritasina gore (diigiim yani halkalarin genislikleri) en yiiksek olan dergiler: Sustainability, Scientific
Papers Series Management Economic Engineering in Agriculture and Rural Development, Ekonomika
Poljoprivreda Economics of Agriculture, Tourism Planning Development, ve Tourism Management
seklinde siralanmaktadir.
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Sekil 6. Dokiiman Atif Ag1 Haritasi

Calisma kapsaminda gerceklestirilen bir diger analiz, referans veya yazarlarin belirlenmesi amaciyla
kullanilan ortak atif analizidir. Calisma kapsaminda incelenen Web of Science veri tabaninda
dizinlenen ilgili akademik yayinlarda toplam 11322 atif igerinde bir yazarin aldig1 minimum atif sayist
icin esik sinur bes olarak belirlenmistir. Sekil 6’da kosulu saglayan 163 kaynak dort kiime 4359 baglant
ve 6941 toplam baglant1 giicii ile kirsal turizm ve kirsal kalkinma anahtar kelimeli turizm alanindaki
yayinlarin VOSviewer programinin kullamildig: ¢alismalarin dokiiman ag1 haritas1 olusturulmustur.
Sekil 6'daki dokiiman atif ag1 haritas: dokiimanlar arasindaki iliskiye bakildiginda her biri bir yazan
gosteren biiyiik halkalarin birbirleri ile baglantisi olan genis bir ag yapisi sergiledigi ifade edilebilir.
Bu halkalarin buiyiikliigii arastirmadaki dokiimanlarda ilgili yazarin adinin daha fazla gectigini ifade
edilmektedir. Ozellikle kirmizi, mavi ve yesil halka icerisindeki diigiimlerin biiyiikliikleri,
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yogunluklar: ve aralarindaki yakinlikla kendi aralarinda siklikla iliskide oldugunu ve yiiksek baglanti
kuvvetlerini gostermektedir. Halka icindeki iki yazar arasinda ¢izgi ne kadar kalmsa, bu iki yazarm
daha fazla birlikte calistigl ifade edilir. Sekil 6’da goriildiigii tizere alana en fazla katki saglayan
arastirmacilar sirasiyla Wilson, 2001, Journal of Travel Research, Lane, 1994, Journal of Sustainable
Tourism, Sharpley, 2002, Tourism Management, Lane, 2005, Sustainable Tourism ve Fleischer, A. 2000,
Annals of Tourism Research oldugu belirlenmistir.
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Sekil 7. Yazar Atif Ag1 Haritasi

Calisma kapsaminda gergeklestirilen yazar atif ag1 analizinde (Sekil 7) bu arastirma kapsamindaki
uygulama i¢in analiz birimi yazar olarak secilmistir. 295 yayn i¢in toplam 675 yazar ve ortalama 2.29
yayin sonucuna ulasilmistir. Bir yazarin aldigi minimum atif sayisi igin esik sinir 20 olarak belirlenmis,
8141 atif kosulu saglayan 33 arastirmaciya ulasilmistir. Sonuglar 33 kaynak, dort kiime, 435 baglant1 ve
4111 toplam baglant1 giicti ile kirsal turizm ve kirsal kalkinma anahtar kelimeli turizm konulu
yayinlarin VOSviewer programinin kullamildig: calismalarin yazar atif agy haritasi olusturulmustur.
Kirmizi, yesil, sar1 ve mavi renkte kiimelestikleri ve kirmizi renkteki diigtimlerin yani cemberlerin
daha biiyiik oldugu goriilmektedir. Bu renk kiimesi icerisindeki yazarlar birbirleri ile daha siklikla atif
almakta olup digerlerine de daha fazla atif vermektedir. Sekil 7’de goriildiigii tizere alana en fazla
katki saglayan arastirmacilar; Sharpley, Lane, Saxena, Hall, Kastenholz, Bramwell, Fleisher, Cawley ve
Getz seklinde siralanabilir.

Tablo 13. En Fazla Tekrar Eden ilk 10 Anahtar Kelime ve Baglanti Uzunlugu

Anahtar Kelime Tekrar Sayis1 Toplam baglant1 uzunlugu
Kirsal turizm 158 211
Kirsal kalkinma 112 172
Turizm 23 47
Siirdiiriilebilir kalkinma 18 37
Kirsal bolge turizmi 20 36
Siirdiiriilebilirlik 18 33
Kirsal alan 9 20
Tarim turizmi 12 20
Siirdiiriilebilir turizm 13 19
Siirdiiriilebilir kirsal kalkinma 10 13

Calismanin birlikte bulunma ve yazar anahtar sozcitk kavram birlikteligi, anahtar sozciik analiz
biriminde gerceklestirilmis olup sonuglar Sekil 8'deki gibi haritalandirilmistir. 295 ¢alismada toplam
797 anahtar sozciik bulundugundan daha anlaml sonugclar elde edebilmek amaciyla bir kisitlamaya
gidilmis, bu baglamda en az {i¢ defa birlikte goriilme kosulu secilmistir. Bu kosulu saglayan toplam 59
terim igerisinden en sik goriillen kavramlar asagidaki (Sekil 8) anahtar sozciik birlikteligi yer
almaktadir. Sonuglar 25 kaynak, bes kiime, 88 baglant1 ve 301 toplam baglant: giicii ile kirsal turizm
ve kirsal kalkinma anahtar kelimeleri ile turizm alanindaki yayinlarin VOSviewer programinin
kullanuldig1 calismalarin anahtar sozciik birlikteligi yogunluk haritast olusturulmustur. Yaymlarda
kullanulan anahtar sozctik birlikteligi siklig1 en yogun olan kavramlarin merkezden disa dogru
verildigi yogunluk haritasi incelendiginde sirasiyla kirsal turizm, kirsal kalkinma, turizm,
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surdirtilebilir kalkinma, kirsal bolge turizmi, strdiriilebilirlik, kirsal alan, tarim turizmi,
surdurtlebilir turizm ve strdurilebilir kirsal kalkinma kavramlarin daha sik kullanildig:
belirlenmistir. {lk on anahtar kelimenin tekrar etme sayilar1 ve toplam baglanti uzunluklari Tablo
13’de verilmis olup anahtar kelimeler baglanti uzunluklaria gore siralanmustir. Kirsal turizm (rural
tourism) kelimesi 211 toplam baglant: giictine sahip ve 158 siklikla tekrar etmistir. Aymn sekilde ikinci
sirada kirsal kalkinma (rural development) kelimesi 172 toplam baglanti uzunlugu ve 112 siklikla
tekrar etmistir. Sekil 8’de anahtar sozciik birlikteligi yogunluk haritasinda en siklikla tekrar eden
kelimeler koyu yesil renkle gosterilmistir. Kelimeler arasindaki mesafe ne kadar bir birlerine yakinsa
aralarindaki bag da o kadar yiiksektir (van Eck ve Waltman, 2013). iki anahtar kelimenin kullanilma
orant ne kadar fazla ise stz konusu anahtar kelimeler arasinda o denli kuvvetli bir iliski oldugu
dustintilmektedir (Chen vd., 2016). Bu noktadan hareketle kirsal turizm ve kirsal kalkinma arasindaki
iliski bag ytiksek ve siklikla tekrar eden kelimelerdir.
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Sekil 8. Anahtar Sozctiik Birlikteligi
Sonug, Tartisma ve Oneriler

Kirsal turizm biuiytik olctide, tilkeler ve kitalar arasinda farkli bir dogaya sahip olup, yerel bir olgudur
(Gartner, 2004; Sharpley ve Roberts, 2004; Gao vd., 2009). 1970°li yillarin sonlarinda ortaya ¢ikan ve
diinya geneline hizh bir sekilde yayilan kirsal turizm, ekonomik ¢esitlendirilmeden yoksun kirsal
alanlarin siirdiiriilebilir kalkinmasina katkida bulunabilecek bir ara¢ konumundadir. Kirsal alanlar,
stresli kentsel yasamdan uzak, kirsal kiltiirti, kirsal toplum insanlarini 8grenip deneyimleyebilecegi
tatil ortamlarma yonelik artan talep, kirsal turizmi kirsal kalkinma icin etkili bir strateji haline
getirmistir (Singhania vd., 2022). Kirsal turizm ve kirsal kalkinma kavramlar: ile alakali turizm
alaninda yayimnlarin artista oldugu ve akademisyenlerin kirsal turizme 6nem verdigi sonucunu ortaya
cikarmustir.

Bu calismada kirsal turizm ve kirsal kalkinma anahtar kelimeleri ile ilgili turizme iliskin yaymlarin
cesitli olctitler cercevesinde incelenmesi ve alanyazina dair buitiinctil bir bakis agisinin kazandirilmasi
amaclanmistir. Bu amag¢ dogrultusunda, Web of Science veri tabaninda tarama gergeklestirilmistir.
Arastirma kapsaminda oldugu degerlendirilen 295 adet c¢alismaya ulasilmistir. Bu calismalarin
bibliyometrik verileri Web of Science veri tabanindan temin edilerek cevrimici faaliyet gosteren
VOSviewer yazilimi yardimu ile analize tabi tutulmustur. Bulgulara gore kirsal turizm ve kirsal
kalkinma anahtar kelimeleri ile turizm alanindaki ilk yaymn 1994 yiinda yaymlanmistir. Yayinlarin
yillar itibariyla dalgalanmalar gosterdigi tespit edilmistir, ancak atif sayis1 (2018 yili harig) stirekli
olarak artmustir. Bu alandaki ¢alismalarin en fazla oldugu 2022 yilidir ve ayni yilda en yiiksek 914 olan
atif sayisina ulasilmistir.

Literattirde calisma konusunu ele alan Singhania vd. (2022) yaptiklar1 bir calismaya rastlanilmis
olmakla birlikte, calismalar karsilastirilinca gerek veri setlerinde gerekse kisitlamalarda farkliliklar
mevcuttur. Bu calisma, ulusal yazinda kirsal turizm ve kirsal kalkinma ile ilgili turizm galismalarini ag
analizi ile kapsaml: bir sekilde inceleyen ve gorsel olarak haritalandiran ilk girisimlerden biri olmas:
nedeniyle literattire katkis1 6nemlidir.
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Calismanin yayinlandig1 dergiler goz oniine alindiginda 140 farkli derginin olmas: kirsal turizm ve
kirsal kalkinmanin oldukca popiiler bir konu oldugunu ve editorler tarafindan ragbet gordiigiini
gozler oniine sermektedir. Bu arastirma kapsaminda 6n plana ¢ikan calismalar; Sharpley (2002),
Sharpley ve Vass (2006), Gao ve Wu (2017), MacDonald ve Jolliffe (2003), Cawley ve Gillmor (2008),
Fleischer ve Felsenstein (2000), Saxena vd. (2007), Sidali vd. (2015), Saxena ve Ilbery (2008) ve Yang vd.
(2021) tarafindan gerceklestirilen yayinlardir. Bu konuda ileriye doniik calisma gerceklestirecek olan
arastirmalara bu calismalar1 incelemeleri onerilebilir. Hatta en fazla atif alan ilk on calismanin
yayinlandigr Tourism Management ve Annals of Tourism Research gibi etki degeri yiiksek olan
dergilerde yaymlanmasi konunun ne kadar 6zgiin ve énemli olduguna da isaret etmektedir. Impact
faktorii yiiksek olan dergilerinde arastirmacilar tarafindan incelenmesi 6nerilebilir. Ayni sekilde farkl
cografyadaki ¢ok farkli tiniversiteler tarafindan katki saglanmasi konunun énemini gostermektedir.
Yayinlarin kaynak {ilkeleri incelendiginde, 61 farkh tilkeden bu konudaki ¢alismalara katki yapildig:
tespit edilmistir ve bu tilkeler arasinda Ispanya, Romanya, Cin Italya, Sirbistan, Amerika &n plana
cikmustir. Tiirkiye ise sagladig1 yayin bakimindan 11. siradadir.

Anahtar kelime analizlerine bakildiginda ise kirsal turizm, kirsal kalkinma, turizm, strdiirilebilir
kalkinma, kirsal bolge turizmi, stirdurtlebilirlik, kirsal alan, tarim turizmi, strdurtlebilir turizm ve
stirdiirtilebilir kirsal kalkinma kavramlarin siklikla tercih edildigi sonucuna ulasilmistir. Incelemeye
tabi tutulan calismalarda en az siklikla kullanilan anahtar kelimeler olarak; entegre kirsal kalkinma,
yerel yonetisim, eko-bio turist paketleri, sar1 nehir havzasi, teknik verimlilik, tedarik, kaplicalar, corap
ormek ve Sarein turist bolgesi konular1 gelecekteki galismalar igin yol gosterici olabilir. Calismada en
verimli yazarlar, en iiretken dergiler, en fazla katkida bulunan kurumlar ve tilkeler ile anahtar
kelimelerin belirlenmesi teorik bir katki olarak degerlendirilebilmekte ve gelecek arastirmacilar i¢in
yol gosterebilmektedir. Ayrica, kirsal turizmin stirdtirtilebilir olmasi, basariy: stirdiirme gerekliligi
tartismasina katki saglar.

Bu galisma kirsal turizm alaninda giincel olan arastirma konularinin ve literatiirdeki bosluklarin
belirlemesine, kirsal turizme iliskin plan ve politikalarin gelistirilmesine ve yonetilmesine yardimci
olabilir. Ayrica kirsal turizm ve kirsal kalkinma alaninda ileriye doniik gerceklestirilecek calismalarin
farkh disiplinlerde faaliyet gosteren arastirmacilar tarafindan da kaleme alinmasimin ilgili alana cok
daha kapsaml1 ve nitelikli katk: saglayacagini soylemek miimkiindiir.
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Egitim sistemindeki degisiklikler; bilimsel ilerlemeleri ve teknolojik gelismeleri de iceren ve entegre
eden toplumsal ihtiyaglara gore ortaya ¢ikmaktadir (Orozco-Cazco, Gonzalez, Abad ve Mercado-
Varela, 2016). Dijital teknolojilerin giinliik islerin merkezine yerlesmesi, modern yasamin
dijitallesmesine neden oldugu gibi egitim ortamimin da karmagiklasmasina neden olmustur (Santos,
Pedro ve Mattar, 2022). Oyle ki bilgi ve iletisim teknolojilerinin (BIT) egitim ortaminda giderek artan
kullanimi, tim egitim diizeylerinde yeni 6gretme ve 6grenme uygulamalarinin ortaya c¢ikmasin
tesvik etmekte (do Espirito Santo, Dias-Trindade ve dos Reis, 2022); egitimcileri ve egitim kurumlarin

glinumiiz diinyasinda egitim-6gretim faaliyetleri icin gereken dijital yeterlilikleri stratejik olarak
gelistirmek ve tesvik etmek konusunda bir baski olusturmaktadir (Santos vd., 2022).

Dijital yeterlilik, egitimcilerin yeni teknolojilerin yaratti1 egitim baglamlarinda etkili bir sekilde islev
gormelerini saglayan tekno-pedagojik ve iletisimsel beceriler biitiinii olarak tanimlanabilir (Basantes-
Andrade, Cabezas Gonzélez ve Casillas Martin, 2020). Egitim-6gretim faaliyetlerinde dijital yeterlilik,
BIT’lerin daha biiytik bir role sahip oldugu yeni caga 6zgii, yenilik¢i egitim uygulamalar1 gelistirmek
icin gerekli becerilerden birisi olarak kabul edilmektedir (Basantes-Andrade, Casillas-Martin,
Cabezas-Gonzélez, Naranjo-Toro ve Guerra-Reyes, 2022). Ozellikle egitimcilerin dijital yeterlilikleri,
dijital toplumun gereksinimleriyle baglantili 6grenim stratejilerinin gelistirilebilmesi igin hayati bir
oneme sahiptir (do Espirito Santo vd., 2022). Bu bakimdan, yiiksekogretimde dijital dontisim
suireclerini tesvik etmenin 6nemi artmis (Nebot, Cosentino, Esteve-Mon ve Segura, 2021), egitimciler
ve egitim kurumlarinda dijital yeterliliklerin gelistirilmesi bir 6ncelik haline gelmistir (Pérez-Rivero,
de Obesso ve Nufez-Canal, 2023).

Son yillarda yasanan teknolojik gelismelerin ve 2020 yilinda meydana gelen COVID-19 salgimninin
sonuglarnin egitim-6gretim faaliyetlerine ©nemli etkileri olmustur (Pérez-Rivero vd., 2023).
Dolayisiyla pandemi, dijital teknolojilerin ve BIT destekli 6gretim stratejilerinin egitimde uygun bir
sekilde kullanilmasinin énemini daha da vurgulamistir (Pera, Hajdukiewicz ve Hodak, 2022). Mart
2020’ye kadar dijital yeterlilikler kademeli olarak gelisirken (Pérez-Rivero vd., 2023), pandeminin
zorunlu kildig1 toplumsal izolasyon, egitimcilerin uzaktan egitim igin gereken dijital yeterliliklerini
hizli bir sekilde gelistirmeye zorlamistir (do Espirito Santo vd., 2022). Bu bakimdan yasanan salgin,
egitim faaliyetlerindeki dijital dontistimii daha da hizlandirmistir (Nebot vd., 2021). Bu baglamda
salginla birlikte egitimin evriminde yeni bir asamaya girildigi boylece djjitallesmenin temel ve yaygin
hale geldigi (Pérez-Rivero vd., 2023), iiniversitelerin dijitallesme siireclerine yonelmesinin giderek
daha da 6nem kazandig1 sdylenebilir (Sanchez-Caballé ve Esteve-Mon, 2022).

Son yillarda, egitimde dijital teknolojilerin kullanimi konusunda bilimsel bir tartisma stiregelmektedir
(Pera vd., 2022). Oyle ki ilgili alanyazinda tiniversitede gretim faaliyeti gerceklestiren egitimcilerin
dijital yeterliliklerini temel alan gesitli calismalar yer almaktadir (Orozco-Cazco vd., 2016;
Demeshkant, Potyrala ve Tomczyk, 2020; Nebot vd., 2021; Jorge-Vazquez, Nafiez Alonso, Fierro Saltos
ve Pacheco Mendoza, 2021; Santos, Pedro ve Mattar, 2021; Dervenis, Fitsilis ve Iatrellis, 2022; Dias-
Trindade ve Albuquerque, 2022; do Espirito Santo vd., 2022; Pera vd., 2022; Sanchez-Caballé ve
Esteve-Mon, 2022).

Ulusal alanyazinda ise konuyla ilgili olcek gelistirme (Yilmaz, Aktirk ve Capuk, 2021), olgek
uyarlama (Toker, Akgiin, Comert ve Sultan, 2021) ve 6gretmenlerin dijital yeterliliklerini ve pedagojik
dijital yeterliliklerini inceleyen (Yilmaz ve Toker, 2022; Polat ve Goktas, 2023) calismalar mevcutken,
yliksekdgretim kurumlarinda gorev yapan egitimcilere iliskin gerceklestirilen bir calismaya
rastlanilmamuistir. Buradan hareketle bu ¢alismanin temel amaci, yiiksekdgretim kurumlarmin turizm
ve turizmle ile iliskili boliimlerinde gorev yapan Ogretim elemanlarmin dijital yeterliliklerini
incelemektir. Bu sayede, hem hizmet sektoriiniin 6nemli parcalarindan birisi olan turizm sektériine
nitelikli eleman yetistiren 6gretim elemanlarinin dijital yeterliliklerine yonelik fikir sahibi olunabilecek
hem de ulusal alanyazinda var olan eksiklige katk: saglanacaktir.

Kavramsal Cerceve

Son yillarda yeterlilik terimi egitim alaminda giderek ¢nem kazanmaktadir. Perronoud (2004)
yeterlilikleri, bir kisinin her bir baglamin talepleri karsisinda etkili bir sekilde hareket etmesini
saglayan biitiinlesik bir sekilde harekete gecirebildigi bilissel, duyussal, sosyo-duygusal ve fiziksel
kapasiteler olarak tanimlamaktadir (akt. Mirete, Maquilén, Mirete ve Rodriguez, 2020: 1). Dijital
yeterlilik ise, BiT'in is, eglence, iletisim ve egitim igin gitivenli, elestirel ve sorumlu bir sekilde
kullanma becerisini icermektedir (Cabero-Almenara, Gutiérrez-Castillo, Palacios-Rodriguez ve
Barroso-Osuna, 2020; Cored Bandrés, Liesa Orts, Vazquez Toledo, Latorre Cosculluela ve Anzano
Oto, 2021).
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Avrupa Komisyonu tarafindan sekiz temel yeterlilikten birisi olarak belirlenen dijital yeterlilik
(Basantes-Andrade vd., 2022), “bilgi ve veri okuryazarligy, iletisim ve isbirligi, medya okuryazarligi,
dijital igerik olusturma (programlama dahil), giivenlik (dijital refah ve siber gtivenlikle ilgili
yeterlilikler dahil), fikri miilkiyetle ilgili sorular, problem ¢6zme ve elestirel diisiinmeyi”
kapsamaktadir (Avrupa Komisyonu, 2018: 7-9). Kisaca dijital yeterlilik, teknolojiyi farkli alanlarda
kullanma konusunda ¢ok boyutlu bir beceriyi ifade etmektedir (Pérez-Rivero vd., 2023). Dijital
yeterlilik yalmzca dijital becerileri degil, aym1 zamanda giinliik durumlarda bilgi teknolojilerinin
dogas1 ve rolii, sunduklar firsatlar, ilgili yasal ve etik prensipler hakkinda bir dizi beceri, bilgi ve
bakis acisint da kapsamaktadir (Morze ve Buinytska, 2019).

Hayat boyu yasamak, calismak ve 6grenmek igin teknolojiyi kullanma becerisi, herhangi bir toplumun
egitim programinin gelistirilmesi agisindan temel ve yaygin bir konu olarak kabul edilmektedir. Bu
bakimdan, egitim/6gretim merkezlerinde teknolojiden faydalanmanin ve teknolojiyi etkin bir sekilde
entegre etmenin 6nemi vurgulanmaktadir (Cabero-Almenara vd. 2020). Dolayisiyla giintimiiz
yiiksekdgretim kurumlarindaki egitimcilerin sadece teknolojik okuryazarlik degil, aymi zamanda
dijital yeterlilige sahip olmas: gerektigi ifade edilmektedir (Cored Bandrés vd., 2021). Bu baglamda
dijital yeterliligin, yiiksekogretim kurumlarinin o6gretim kadrolarmin profesyonel profilinde
bulunmasi gerekli goriilen 6nemli bir 6zellik oldugu sdylenebilir (Basantes-Andrade vd., 2022). Zira
glnliik yasamdaki ve egitimdeki degisimlerle basa ¢ikabilmek icin dijital olarak yeterlilige sahip
egitimcilere ihtiyac duyuldugu dile getirilmektedir (Sdnchez-Caballé ve Esteve-Mon, 2022).

Egitimcilerin dijital yeterliliklerini degerlendirmek ve gelistirmek adina gesitli modeller 6nerilmistir.
On plana ¢ikan modelleri; Egitimciler icin Avrupa Dijital Yeterlilik Cercevesi (DigCompEdu),
Egitimciler igin ISTE standartlari, Ogretmenler icin UNESCO BIT Yeterlilik Cercevesi, Ogretmenlerin
Dijital Yeterliligi icin Ispanyol Ortak Cercevesi, Ingiliz Dijital Ogretmenlik Mesleki Cercevesi,
Ogretmenlerin Mesleki Gelisimi i¢in Kolombiya BIT Yeterlilikleri ve Ogretmenlik Meslegi icin Sili BIT
Yeterlilikleri ve Standartlar’’dir. Bu modeller arasinda DigCompEdu modelinin egitimcilerin dijital
yeterliliklerini degerlendirmede en uygun model oldugu ileri siirtilmektedir (Cabero-Almenara vd.,
2020: 3).

DigCompkEdu, farkh tilkelerdeki kurumsal ve baglamsal gerekliliklere uyum saglamak, egitimcilerin
ve Ogrencilerin dijital yeterliliklerinin gelisimini birbirine baglamak ve bunlar1 kurumsal kapasite
gelisimiyle iliskilendirmek icin tasarlanmistir (Santos vd., 2021). Redecker ve Punie (2017) tarafindan
tasarlanan DigCompEdu, alti farkli alanda 22 yeterliligi icermektedir. Birinci alan, egitimcilerin
meslektaslari, 6grencileri, ebeveynleri ve diger ilgili taraflarla mesleki etkilesimlerine, kendi bireysel
mesleki gelisimlerine ve kurumun kolektif yarar: icin dijital teknolojileri kullanmalarina yoneliktir.
Ikinci alan, 6grenme icin dijital kaynaklar: etkin ve sorumlu bir sekilde kullanmak, olusturmak ve
paylasmak icin gereken yeterlilikleri ele almaktadir. Uciincti alan, 6gretim ve 6grenimde dijital
teknolojilerin ~ kullamimini ~ yonetmeyi ve diizenlemeyi kapsamaktadir. Dordiincti alan,
degerlendirmeyi gelistirmek icin dijital stratejilerin kullanimin ele almaktadir. Besinci alan, 6grenci
merkezli 6gretme ve Ogrenme stratejileri igin dijital teknolojilerin potansiyeline odaklanmaktadir.
Altinci alan, 6grencilerin dijital yeterliliklerini kolaylastirmak i¢in gereken 6zel pedagojik yeterlilikleri
icermektedir (Redecker ve Punie, 2017: 9).

Egitimcilerin dijital yeterlilik dtizeylerine, yasamilan toplumun veya iilkenin etki edebilecegi
soylenebilir. Ancak bazi durumlarda tilkedeki dijital gelismislik diizeyinin diisiik olmasi, egitimcilerin
dijital olarak gelisimlerine etki etmeyebilir. Oyle ki gorece diisiik dijital gelismislik diizeyine sahip
olan Latin Amerika {iilkeleri Panama, Peru, Arjantin, El Salvador, Ekvador, Paraguay, Honduras ve
Bolivya’da yer alan tniversitelerden 219 katilimciyla gerceklestirilen bir calismada, egitimcilerin
dijital yeterlilik artis1 konusunda hazir olduklar: belirlenmistir (Antén-Sancho, Vergara ve Fernandez-
Arias, 2021). Bireylerin demografik 6zelliklerinin (cinsiyet, yas, 6gretim deneyimi, vb.) dijital yeterlilik
diizeyine etki ettigi soylenebilir. Bu konuda yapilan bir arastirmanin sonuglari, Z kusagina mensup
olan egitimcilerin, katilimcilar arasinda en iyi dijital yeterlilige sahip olan grup oldugunu gosterirken
(Basantes-Andrade vd., 2020), bir baska calismada da milenyum nesline mensup egitimcilerin daha
gelismis diizeyde dijital becerilere sahip olduklari, ancak nesil ile dijital beceri diizeyi arasindaki
iliskinin ¢ok yiiksek olmadig: belirlenmistir (Jorge-Vazquez vd., 2021). Bir baska calisma ise yasin,
dijital yeterlilik algilarini etkileyebilecegi, ancak 6nemli bir belirleyici olmadigini gostermistir (Dias-
Trindade ve Albuquerque, 2022). Yapilan bazi ¢alismalarda cinsiyetin dijital yeterlilik diizeyi tizerinde
etkisinin olabilecegi (Demeshkant vd., 2020; Sdnchez-Caballé ve Esteve-Mon, 2022), baz1 ¢alismalarda
ise olmayabilecegi sonucuna ulasilmistir (Basantes-Andrade vd., 2020; Jorge-Vazquez vd., 2021; Dias-
Trindade ve Albuquerque, 2022). Konuyla ilgili yapilmis olan diger calismalarda gretim deneyimi ile
dijital yeterlilik diizeyi arasinda negatif yonlii bir korelasyon oldugu ifade edilirken (Demeshkant vd.,
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2020; Pera vd., 2022), bir baska calismada 6gretim deneyimi ile dijital yeterlilik arasinda gtiglii bir iliski
olmadigi ifade edilmektedir (Dias-Trindade ve Albuquerque, 2022).

llgili alanyazinda egitimcilerin dijital yeterlilik diizeylerinin belirlenmesi amaciyla genellikle
DigCompEdu 6z-degerlendirme 6lgegi kullanilarak gerceklestirilen calismalar bulunmaktadir. Bu
baglamda, Ispanya ve Polonya’daki iiniversitelerde gorev yapan 910 6gretim elemaniyla yapilan
calismanin sonuglari, 6gretim elemanlarinin kendilerini orta diizeyde dijital yeterlilige sahip olarak
algiladiklarim gostermistir (Sanchez-Caballé ve Esteve-Mon, 2022). Yine Ispanya’da COVID-19 éncesi
ve sonrasinda, 6gretim elemanlariin dijital yeterlilik diizeylerindeki degisimi belirlemek icin yapilan
bir calismada, ©Ogretim elemanlarinin dijital yeterliliklerinin COVID-19 sonrasinda gelistigi
gozlemlenmistir (Pérez-Rivero vd., 2023). Ispanya’da 61 6gretim elemaniyla gerceklestirilen bir baska
calismanin sonuglari ise 6gretim elemanlarinin orta ila yiiksek diizeyde bir yeterlilige sahip oldugunu
gostermistir (Nebot vd., 2021). Portekiz’de 37 tiniversite ve 76 politeknik tiniversitede gorev yapan 846
Ogretim elemaniyla gerceklestirilen bir ¢alismada ve yine Portekiz'de 249 6gretim elemaniyla yapilan
bir baska calismada ise 6gretim elemanlarimin biitiinlestirici diizeyde dijjital yeterlilige sahip olduklar
belirlenmistir (Santos vd., 2021; Dias-Trindade ve Albuquerque, 2022). ilaveten Brezilya’da 39 &gretim
elemaniyla gerceklestirilen calismada, Ogretim elemanlarmin dijital yeterlilik diizeylerinin
biitiinlestirici diizeyde oldugu tespit edilmistir (do Espirito Santo vd., 2022).

llgili alanyazinda, DigCompEdu 6z-degerlendirme olgegi disinda farkli dlgme araclari kullamlarak
yapilan calismalar da bulunmaktadir. Ornegin, Ogretmenler icin UNESCO BIT Yeterlilik Cercevesi
temel almarak Ekvador’da bulunan tiniversitelerde gorevli 216 6gretim elemaniyla yapilan ¢alismada,
Ogretim elemanlarmin orta diizeyde dijital becerilere sahip oldugu belirlenmistir (Jorge-Vazquez vd.,
2021). Yine Ekvador da bulunan bir tiniversitede gorev yapmakta olan 178 6gretim elemaniyla yapilan
bir calismada (Orozco-Cazco vd., 2016) ve 216 6gretim elamaniyla yapilan bir bagka calismada (Jorge-
Vézquez vd., 2021), 6gretim elemanlarmin orta diizeyde dijjital yeterlilige sahip olduklar1 sonucuna
ulasilmistir.  Hirvatistan, Almanya, Polonya ve Sirbistan’da gorev yapan 423 katiimciyla
gerceklestirilen bir calismada, katilimcilarin dijital yeterlilikleri orta diizey olarak belirlenmistir (Pera
vd., 2022).

Ulagilan bilgiler 1s1¢1nda, calisma kapsaminda yanit aranan sorular: su sekilde siralamak miimkiindtir:

e Ogretim elemanlarinin dijital yeterlilikleri ne diizeydedir?

e Ogretim elemanlarini cinsiyete gore dijital yeterlilikleri ne diizeydedir?

e Ogretim elemanlarinin yasa gore dijital yeterlilikleri ne diizeydedir?

e Ogretim elemanlarimin kurum tiiriine gore dijital yeterlilikleri ne diizeydedir?

e Ogretim elemanlarinin mesleki tecriibeye gore dijital yeterlilikleri ne diizeydedir?

Yontem

Bu calismada yiiksekdgretim kurumlarmin turizm ve turizmle iliskili bolimlerinde egitim-6gretim
faaliyetleri gerceklestiren ogretim elemanlarmin dijital yeterlilik diizeylerinin incelenmesi
amaclanmistir. Calisma kapsaminda veriler, nicel arastirma yontemlerinden anket teknigi kullanilarak
toplanmustir. Bu dogrultuda ¢alismada Redecker ve Punie (2017) tarafindan gelistirilen ve Toker vd.
(2021) tarafindan Tiirkge uyarlamasi yapilan “Egitimciler icin Dijital Yeterlilik Olgegi (DigCompEdu)”
calismanin amacina gore diizenlenmistir. Diizenlenen soru formu cevrimigi ortama aktarilmis ve
veriler cevrimici ortamda toplanmistir. Veri toplama stirecine bagslamadan once Antalya Bilim
Universitesi Sosyal ve Beseri Bilimler Etik Kurulu'ndan 04.04.2023 tarih ve 2023 /13 karar numarast ile
etik onay alinmistir.

Aragtirmanin evrenini Tiirkiye'de faaliyet gosteren tiim devlet ve vakif tiniversitelerinin turizm ve
turizm ile iligkili boliimlerinde gorev yapmakta olan ve ders verme yetkisine sahip 6gretim elemanlar:
olusturmaktadir. Arastirma kapsaminda 6rneklem se¢imi yapilmadan, evrende yer alan tiim bireylere
ulasilmaya calisilmistir. Alanyazinda orneklem biyukliiginin Dbelirlenmesinde kullanilan
analizlerden birisinin madde analizi oldugu belirtilmektedir. Buna goére calismada kullanilacak madde
sayisinin en az iki en fazla 10 katinin 6rneklem biiytikligl icin yeterli olacag: ifade edilmektedir
(Dalyan, Dalyan, Unal ve Pigkin, 2022: 117). Bu bakimdan, ¢alismada kullamlan 6lgegin 22 maddeden
olustugu goz oniine alindiginda, o6rneklem buyiligiuntin 44-220 aras1 katilimcidan olusmasi
beklenmektedir. Bu baglamda arastirmanin gerceklestirildigi tarihlerde YOK AKADEMIK verilerine
gore soz konusu sartlart saglayan 1.603 6gretim elemani belirlenmistir. {lgili veri tabaninda yer alan
246 dgretim elemanmnin kayith e-posta adresleri bulunmamaktadir. Dolayisiyla, cevrimici ortamda
hazirlanan soru formunun linki, Nisan-Haziran 2023 tarihlerinde veri tabaninda e-posta adresi
bulunan 1.357 6gretim elamanu ile paylasilmis ve 108 6gretim elemanindan veri toplanmustir. Ayrica
alanyazinda ayni Olcegi kullanan ve kiiciik o6rneklem sayilarryla gerceklestirilen ¢alismalar
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bulunmaktadir (Nebot vd., 2021; do Espirito Santo vd., 2022). Dolayisiyla galismanin orneklem
biiytkliiguniin yeterli oldugunu sdylemek miimkiindir.

Calismada kullamilan olgegin giivenirliligini belirlemek amaciyla Cronbach Alpha i¢ tutarlilik
katsayis1 hesaplanmistir. Yapilan hesaplama sonucunda Cronbach Alpha i¢ tutarlilik katsayist 0,922
olarak hesaplanmistr.

Tablo 1: Giivenirlik Analizi

Cronbach's a

Maddeler 0,922

Calisma kapsaminda elde edilen verilerin analiz islemleri Jamovi paket programiyla
gerceklestirilmistir. Egitimciler icin Dijital Yeterlilik Olgeginde yer alan her bir madde, kendine 6zgii
dort secenekten olusmaktadir. Her secenek 0-4 arasinda puana sahiptir. Egitimcilerin dijital yeterlilik
diizeyleri hesaplanirken, her bir maddeye vermis olduklar1 yanitlarin toplami dikkate alinmaktadir.
Alman toplam puan neticesinde yeterlilik diizeyleri; baslangic (A1) (19 puan ve alt1), kasif (A2) (20-33
puan), buitiinlestirici (B1) (34-49 puan), uzman (B2) (50-65 puan), lider (C1) (66-80 puan) ve 6ncii (C2)
(81 ve tizeri) seklinde siralanmaktadir (Toker vd., 2021: 325-328). Bu baglamda katilimcilarin her bir
maddeye vermis olduklar1 yanitlarin toplami alarak, ortalama toplam puanlar hesaplanmustir.

Bulgular

Katilimcilarin demografik ozelliklerine iliskin bulgular Tablo 2'de sunulmustur. Tablo 2’ye gore
katilmcilarin  %52,8’ini  erkekler, %47,2'sini kadinlar olusturmaktadir. Katilimcilarin buytik bir
cogunlugu (%42,6) 31-40 yas grubuna mensup iken, %42,6’st Dr. Ogr. Uyesi olarak gorev
yapmaktadir. Katthmcilarin %79,6's1 devlet {iniversitelerinde gorev yapmaktadir ve %25 5-9 yil
mesleki tecriibeye sahiptir.

Tablo 2: Demografik Bulgular

f %
Cinsiyet Erkek 57 52,8
Kadin 51 47,2
Yas 30 ve alt1 13 12,0
31-40 46 42,6
41-50 32 29,6
51 ve tizeri 17 15,7
Unvan Ogr. Gor. 37 34,3
Dr. Ogr. Uyesi 46 42,6
Dog. Dr. 18 16,7
Prof. Dr. 7 6,5
Kurum Tiirii Devlet Universitesi 86 79,6
Vakif Universitesi 22 20,4
Mesleki Tecriibe 5 yildan az 23 21,3
5-9 yil 27 25,0
10-14 yil 23 21,3
15-19 y1l 11 10,2
20-24 yil 13 12,0
25 yil ve tizeri 11 10,2

Katilimcilarin dijital yeterlilik diizeylerini belirlemek amaciyla 6l¢ek maddelerine vermis olduklari
yanitlar neticesinde yapilan hesaplamalarda, ortalama toplam puan 49,17 olarak hesaplanmistir. Bu
itibarla, katihmcilarin dijital yeterlilik seviyelerinin biitiinlestirici (B1, 34-49 puan) diizeyde oldugu
belirlenmistir.

49,16

48,98

m Erkek mKadin

Sekil 1: Cinsiyet Bazinda Dijital Yeterlilik Diizeyleri
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Katilimcilarin cinsiyetlerine gore dijital yeterlilik diizeylerine iliskin bulgular Sekil 1'de sunulmustur.
Sekil 1 incelendiginde, kadin ve erkek katiimcilarin dijital yeterlilik diizeylerinin birbirine yakin
oldugu goriilmektedir. Bu bakimdan hem erkek hem kadin katilimcilarin dijital yeterlilikleri B1 (34-49
puan, biittinlestirici) diizeyindedir.

50,47

49,29

48,05

47,08

m30vealtt m31-40 m41-50 m51 ve iizeri

Sekil 2: Yas Gruplar1 Bazinda Dijital Yeterlilik Dtizeyleri

Katilimcilarin yaslarina gore dijital yeterlilik diizeylerine iliskin bulgular Sekil 2’de sunulmustur.
Buna gore 30 ve alt1 yas grubunda yer alan katilimcilarin djjital yeterlilik diizeyleri B2 (50-65 puan,
uzman) iken, diger yas gruplarina mensup katilimcilarin dijital yeterlilikleri B1 (34-49 puan,
biittinlestirici) diizeyindedir.

49,16

48,13

m Devlet Universitesi B Vakif Universitesi

Sekil 3: Kurum Tiirti Bazinda Dijital Yeterlilik Diizeyleri

Katihmailarin ¢alismakta olduklart kurum tiirtine gore dijital yeterlilik diizeylerine iligkin bulgular
Sekil 3’de sunulmustur. Her iki kurum tiirtinde de gorev yapmakta olan katilimcilarn dijital
yeterlilikleri B1 (34-49 puan, biittinlestirici) dtizeyindedir.

50,47
49,36
48,81 48,65
47,87
I . -
E5yildanaz m59yil m10-14 y1l
m15-19 y1l m 20-24 yil m 25 yil ve tizeri

Sekil 4: Mesleki Tecriibe Bazinda Dijital Yeterlilik Diizeyleri

JoTIaS (2023), 6(2): 98-106

103



Oguz Dogan

Katilimcilarin mesleki tecriibelerine gore dijital yeterlilik diizeylerine iliskin bulgular Sekil 4’de
sunulmustur. Sekil 4 incelendiginde, katihimcilarin dijital yeterlilik diizeylerinin birbirine oldukca
yakin oldugu goriilmektedir. 5 yildan az mesleki tecriibeye sahip katilimcilarin dijital yeterlilik
diizeyleri B2 (50-65 puan, uzman) iken, diger yas gruplarina mensup katilimcilarin dijital yeterlilikleri
B1 (34-49 puan, biitiinlestirici) diizeyindedir.

Sonug, Tartisma ve Oneriler

Bu calismada, Tirkiye'de bulunan vyiiksekogretim kurumlarmin turizm ve turizmle iliskili
boliimlerinde egitim-6gretim faaliyetleri gerceklestiren elemanlarmin djjital yeterlilik diizeyleri
incelenmistir. Bu kapsamda 108 gretim elemanryla bir anket calismasi gerceklestirilmistir.

Calisma kapsaminda elde edilen bulgular 1s1§inda, 6gretim elemanlarinin dijital yeterliliklerinin
‘Biittinlestirici (B1, 34-49 puan)’ diizeyde, bir baska ifadeyle orta diizey oldugu belirlenmistir. S6z
konusu bulgu, farkl: iilkelerde gerceklestirilen ¢alisma sonuglariyla benzerlik gostermektedir (Santos
vd., 2021; Dias-Trindade ve Albuquerque, 2022; do Espirito Santo vd., 2022; Sanchez-Caballé ve
Esteve-Mon, 2022). Bu bakimdan o6gretim elemanlarmin djjital yeterlilik diizeylerinin farkh
tilkelerdeki (Orn. Ispanya, Portekiz, Brezilya) meslektaslariyla paralellik gosterdigi soylenebilir.

Katilimcilarin cinsiyetleri bazinda yapilan dijital yeterlilik diizeyleri karsilastirmasi neticesinde, dijital
yeterlilik diizeylerinin birbirine yakin oldugu gortilmiistiir. Bu baglamda, cinsiyetin dijital yeterlilik
diizeyine olumlu ya da olumsuz bir etkisinin olmadigini sdylemek mumkiindiir. Elde edilen bu
bulgu, cinsiyetin dijital yeterlilik diizeyi tizerinde bir etkisinin olmayabilecegini belirten galisma
bulgulariyla benzerlik gostermektedir (Basantes-Andrade vd., 2020; Jorge-Vazquez vd., 2021; Dias-
Trindade ve Albuquerque, 2022).

Katilimcilarin yas gruplar1 bazinda yapilan dijital yeterlilik diizeyleri karsilastirmasi neticesinde, 30 ve
alt1 yas grubuna mensup katihimcilarin gorece daha iyi dijital yeterlilik diizeylerine sahip oldugu
gozlemlenmistir. Ancak yas gruplarma ait ortalama degerler g6z 6ntine alindiginda, yas gruplari
arasinda onemli bir fark olmadigi, yeterlilik diizeylerinin birbirine yakin oldugu soylenebilir. Bu
itibarla elde edilen sonug, Jorge-Vazquez vd. (2021) ve Dias-Trindade ve Albuquerque (2022)
tarafindan gerceklestirilen calismalarin sonuglariyla benzerlik gostermektedir.

Katilimcilarin mesleki tecriibeleri bazinda yapilan dijital yeterlilik diizeyleri karsilastirmas:
neticesinde, gruplar arasinda onemli bir fark olmadigi soylenebilir. Grup ortalamalar1 dikkate
alindiginda 5 yildan az mesleki tecriibeye sahip olan katiimcilarin B2 diizeyinde, diger gruplarin ise
Bl diizeyinde bir dijital yeterlilige sahip oldugu ifade edilebilir. Elde edilen bu bulgu, tecriibe ile
dijital yeterlilik diizeyi arasinda negatif yonlii bir iliski oldugu sonucuna ulasan ¢alisma sonuglariyla
kismen farklilik gostermektedir (Demeshkant vd., 2020; Pera vd., 2022). Ayrica ilgili alanyazinda
benzer konuda yapilmis bir calismadan elde edilen bulgulardan hareketle, tecriibe ile dijital yeterlilik
arasinda giiclii bir iliski olmadig1 da belirtilmektedir (Dias-Trindade ve Albuquerque, 2022). Yasanan
COVID-19 pandemisinin yani sira tiilkemizde yasanan deprem felaketi neticesinde oOgretim
elemanlarimin dijital araglara adaptasyonu daha hizli gerceklesmis olabilir. Bu durumun bir sonucu
olarak, mesleki tecriibeden bagimsiz olarak, dijital yeterlilik diizeyleri gelismis olabilir. Bunun yam
sira, 0gretim elemanlarinin, islerinin dogas1 geregi, yasanan teknolojik gelismeleri yakindan takip
ettiklerini ve bu degisime uyum saglamaya calistiklarini séylemek miimkiindiir.

Calismanin baslica kisidi, 6gretim elemanlarinin ankete geri doniis oraninin gorece diisiik olmasidir.
Bunun nedenlerinden birisinin, kolay ulasilabilir olmalar1 nedeniyle sik sik bilimsel arastirmalara
katilim daveti almalar1 olabilir. Bir diger sebep de calismalarinin yogunlugu nedeniyle calismaya
katilmay1 gézden kagirmus olabilecekleridir. Calismanin bir diger kisidi da katilimcilarin ¢ogunlugunu
Ogr. Gor. ve Dr. Ogr. Uyeleri'nin olusturmasidir. Gelecekte yapilacak benzer galismalarda, Dog. ve
Prof. unvanina sahip 6gretim elemanlarindan veri toplanmasina agirlik verilebilir.

Bu calismada Tiirkiye’de bulunan yiiksekogretim kurumlarmin turizm ve turizmle iligkili
boliimlerinde gorev yapmakta olan 6gretim elemanlarinin dijital yeterlilik diizeyleri incelenmistir.
Gelecekte yapilacak olan calismalarda, farkli alanlarda gorev yapmakta olan 6gretim elemanlarinin
dijital yeterlilik dtizeyleri incelenebilir ve sonuglar turizm akademisyenlerinin dijjital yeterlilik
sonuglartyla karsilastirilabilir. Ayrica ortadgretim kurumlarimin turizm ile ilgili boliimlerinde gorev
yapan egitimcilerin dijital yeterlilik diizeyleri incelenebilir.
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Introduction

Antecedents of Employee Creativity in the Tourism and
Hospitality Industry: A Systematic Literature Review

Asli ERSOY!?

Abstract

The concept of employee creativity plays an important role in the success and
effectiveness of today's organizations, especially service organizations. In this
sense, it is considered important to discover the factors affecting employee
creativity. Therefore, the purpose of this paper is to synthesize the extant
literature to gain insight into the antecedents of employee creativity in the
hospitality and tourism industry. As a matter of fact, systematic literature review
(SLR) is frequently used to evaluate existing research on a particular research
topic. 38 articles published in SSCI indexed journals in the Web of Science
database were analysed systematically using content analysis. The vast majority
of empirical articles on the topic were based on the quantitative research method.
Moreover, the antecedents of employee creativity were classified under five main
categories: individual, organizational, psychological, job related and leader
related. Overall, most of the studies reviewed highlighted organizational and
leader-related factors as antecedents of employee creativity. Finally, this paper
offers suggestions to tourism and hospitality managers on how to increase
employee creativity.

Keywords: Employee creativity, Hospitality, Tourism, Systematic literature
review

Jel Codes: 180, L83

Creativity is essential for organizations operating in a volatile and uncertain environment
(Gupta and Bajaj, 2017). In other words, creativity has become a primary factor that
organizations need to develop to help them respond to changing environmental demands
and provide flexibility (Sigala and Chalkiti, 2015). Creativity is considered a key factor to
meet demands in a global environment, as it is associated with gaining competitive
advantage and seizing business opportunities, new ideas and services (Hou et al., 2024).
Similarly, employee creativity in the hospitality and tourism industry has been considered as
a crucial element for the success of an organization (Chang and Teng, 2017). Considering that
employees in labor-intensive hospitality businesses are in one-to-one contact with customers,
the concept of creativity emerges as a way of satisfying customers (Ye et al., 2020). Therefore,
it has become imperative for organizations to analyse and understand how employees can
perform creatively and what kind of environment they need for this (Gupta and Bajaj, 2017).

Encouraging creativity in organizations requires not only the selection of creative performers
but also an understanding of the factors that impact employee creativity (Hou et al., 2024). In
particular, in the hospitality industry context, many studies have focused on identifying
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factors that influence employee creativity, which is effective in providing innovation, service
quality and competitive advantage (Tsai et al., 2015, Wang et al., 2021; Shao et al., 2022).
While some of these argue that leadership is an effective element in employee creativity
(Cheung and Wong, 2011; Wang et al., 2014), others are concerned with factors such as
personality (Chien et al., 2021) and motivation (Horng et al., 2016). Despite the fact that with
the COVID-19 crisis, employee creativity in the hospitality and tourism industry has become
more important than ever (Bavik and Kuo, 2022), studies to systematically review employee
creativity are scarce. For example, Bavik and Kuo (2022) conducted a Systematic Literature
Review (SLR) on the concept of creativity in the tourism and hospitality context. However,
the antecedents of employee creativity in the tourism and hospitality context have not yet
been examined through a SLR. Therefore, the aim of this paper is to systematically review
the extant literature on the antecedents of employee creativity and to offer a comprehensive
view of the related topic.

This SLR contributes to the tourism and hospitality literature as follows. First, to the best of
the author's knowledge, this is one of the pioneering research to provide a comprehensive
review to discover the antecedents of employee creativity in the hospitality and tourism
context. This is useful for bridging the gap in the literature and offering new avenues for
future work. Second, this paper presents a model that summarizes the various antecedents of
employee creativity and provides a comprehensive framework. Thus, the results of this
research provide tourism and hospitality managers with insights to discover the factors that
positively or negatively impact employee creativity and to take measures in this direction.

Literature Review
Employee Creativity in the Tourism and Hospitality Industry

Creativity is defined as “the constellation of personality and intellectual traits shown by
individuals who, when given a measure of free rein, spend significant amounts of time
engaged in the creative process” (Amabile, 1988: 125). In other words, creativity is the result
of individuals' skills, expertise and creative thinking based on their education and experience
(Darini et al., 2011). On the other hand, employee creativity is the skill of employees to
develop new ideas about processes, procedures and services in the business environment
and the degree to which they perceive it (Liao and Chen, 2018). That is, creative employee
behavior can be summarized as an employee's belief and insight about his or her creative
performance (Rice, 2006). Creative employees present unconventional ways of solving
problems and fulfilling their tasks in the face of obstacles (Hon, 2011). Creative employees
play an important role in organizations' productivity, innovation and sustainability
(Lukersmith and Burgess-Limerick, 2013). As seen, creative employees help the organization
become more innovative by producing new services, but also help organizations gain
competitive advantage (Islam et al., 2021).

Employee creativity has taken its place as an important concept in the hospitality and
tourism industry over the last two decades (Bavik and Kuo, 2022). Since this industry
operates in an intensely competitive environment, it has focused on employee creativity as a
way to provide quality service and meet customer needs (Chang and Teng, 2017). Because
the key to success in the highly competitive tourism and hospitality industry is to respond to
customer demands by offering creative performance (Horng et al., 2016). In other words, in
the hospitality and tourism context, employee creativity can help increase customer
satisfaction and service quality, as service employees interact with customers one-on-one
(Hou et al., 2024). Studies conducted in the context of the tourism and hospitality industry
have revealed that employee creativity positively affects innovative work behavior (Hakim
and Wahab, 2023), job satisfaction (Yoopetch, 2017), job performance (Anasori et al., 2023),
employee service performance (Sok et al., 2018). In this sense, in the hospitality and tourism
context, the issue of creating an environment that positively impacts employee creativity is
on the agenda (Hon, 2011). As creative employees need greater intrinsic motivation and role
clarity, organizations need to reward creative performance through performance appraisal
systems (Mullin and Sherman, 1993). Also, an employee's creativity is generally defined by
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individual characteristics, organizational factors, and the interactions between these
characteristics (Sigala and Chalkiti, 2015). Therefore, examining factors such as
organizational culture, leadership style and job characteristics helps hospitality and tourism
businesses understand that change is necessary to promote innovation and creativity and
provide the essential technical and emotional support to employees (Hon and Lui, 2016).

Methodology

SLR was carried out to discover and analyse the antecedents of employee creativity. This
SLR followed a five-step process suggested by Khan et al. (2003): formulating research
questions, identifying articles, assessing the quality of articles, and summarizing and
interpreting findings. The first step of SLR studies is to determine the focus of the research
by formulating research questions in accordance with the purpose of the paper (Denyer and
Tranfield, 2009). The main question of this study was decided after extensive reviews of the
research gaps in the extant literature. This review is guided by the following research
question:

RQ1. What are the antecedents of employee creativity in the tourism and hospitality context
and how do they affect employee creativity?

The second step involves the selection of database to identify relevant studies. The SLR was
conducted using the Web of Science database. WOS is the leading citation database with the
highest impact journals in the world (Liu et al., 2013). The following keywords group was
searched in the WOS database by using the "title, abstract and keywords": ("employee
creativity*" OR ‘'creativity") AND ("Tourism" OR '"travel" OR "hotel" OR "hotels" OR
"aviation" OR '"hospitality" OR "tourist" OR 'leisure" OR "hospitality management" OR
"restaurant"). The database was searched on 16 July 2023. No publication year restrictions
were made, and the end date was selected as 2023. Only SSCl-indexed journals were
included to ensure the quality of the studies. As a next step, inclusion and exclusion criteria
were utilized to assess the eligibility of the articles.

Inclusion criteria were:

e Articles based on empirical research,

e Articles describing employee creativity in the hospitality and tourism context,
e Peer-reviewed journals,

e Articles written in English,

e Articles based on employees and employee-subordinate dyads as samples.

Exclusion criteria were:

e Articles not based on empirical research,

e Publications other than articles,

e Articles that did not include employees as a sample group.

e Articles outside the scope of tourism and hospitality industry,
e Articles without full text.

The initial search with the identified keywords yielded 692 articles. The next step involved
examining the title and abstract of each article. At this stage, articles not related to the topic
of this article were excluded, and the second search generated 241 articles. After this round,
the full texts were reviewed and this search resulted in 241 articles. The full text of two of
these articles could not be accessed and 201 were eliminated because they were beyond the
scope of this article. As a result of the evaluation of the full texts, the final sample was
narrowed to 38 articles (Figure 1).

In the final stage, the extracted data were analysed manually using content analysis. First,
the articles were categorized after determining the common features. Each article was then
evaluated and analysed in the context of the method used, methodology and antecedents of
employee creativity. The results were grouped according to the emerging themes.
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Figure 1. Systematic Review Flowchart

Findings

This section presents data from 38 articles analysed. First, we provide information about the
research methodology and the source of the articles. Afterwards, the classification for the
antecedents of employee creativity is presented.

The Main Research Methodologies Used

Various methodologies and methods have been used to discover the antecedents of
employee creativity. As seen in Table 1, all of the studies are empirical in nature. However,
the majority of studies are based on quantitative methodology (n=37) conducted using
survey, online survey and paper and pencil survey. Only one article is based on mixed
approach conducted using web-based survey and interview.

Table 1. Distribution of Articles by Methodology and Methods

Methodology Data gathering method No of Articles Total
Survey 30

Quantitative Online survey 4 37
Paper and pencil survey 3

Mixed approach
Web based survey and interview 1 1

Total 38

Source of Articles

The 38 articles examined within the scope of this study were published in 18 different
journals. As seen in Table 2, the journal with the highest number of published articles on
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employee creativity is the International Hospitality Management Journal (n=11), followed by
International Journal of Contemporary Hospitality Management (n=4), Journal of Hospitality
and Tourism Management (n=3) and Sustainability (n=3), respectively.

Table 2. Distribution of Articles by Journal

Journal

No of articles

International Journal of Hospitality Management 11

International Journal of Contemporary Hospitality Management

Journal of Hospitality and Tourism Management

Sustainability

Current Issues in Tourism

Leadership & Organization Development Journal

Current Psychology

Tourism Management

Frontiers in Psychology

Cornell Hospitality Quarterly

Journal of Management & Organization

International Journal of Emerging Markets

The Service Industries Journal

International Journal of Tourism Research

Journal of Services Marketing

Journal of Business Ethics

Behavioral Sciences

Journal of Hospitality & Tourism Research

el el el Ll el el el el e B el DAL S I DS TS ESS IS

Total

@
[0}

Thematic Analysis

This section provides the results of the SLR to identify the antecedents of employee
creativity. Accordingly, 43 antecedents of employee creativity were reached and they were
classified by the authors into five main categories based on the relevant literature:
individual, organizational, psychological, job related and leader related. The result of the
SLR is shown in Figure 2. The following section provides detailed information on each

antecedent.

Individual Factors

Individual factors affecting employee creativity are related to their individual attributes.
Table 3 provides information on the effect of various individual factors on employee
creativity and presents the main findings regarding the antecedents investigated.

Table 3. Individual Related Antecedents of Employee Creativity

Antecedents Findings
Proactive A positive relationship was found between proactive personality and employee creativity
personality through the meaning of work (Akgunduz et al., 2018).
Proactive personality is the positive antecedent of intrinsic motivation (as a result
employee creativity) (Horng et al., 2016).
Proactive personality is positively correlated with frontline service employee creativity
(Chien et al., 2021).
Emotional Travel agency employees who have emotional intelligence exhibit a great deal of
intelligence creativity (Tsai and Lee, 2014).
Emotional intelligence is positively associated with frontline service employees' creativity
(Darvishmotevali et al., 2018).
Employee Employee adaptiveness is a positive predictor of employee creativity (Zywiolek et al.,
adaptiveness 2022).
Individual The need for power and the need for achievement, which are among individual
characteristic characteristics, are positively correlated with employee creativity (Hon, 2012a).
Mindfulness Hospitality employee’s mindfulness is positively correlated to employee creativity (Wang
etal., 2021)
Creative The creative personality of the employees is an important factor that positively affects
personality their creative behavior (Chang and Teng, 2017).
Employee  self- A positive relationship was found between employee creativity and employee self-
concordance confidence (Hon, 2011).
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As seen in Table 3, seven individual related factors affect employee creativity. All
antecedents evaluated under these factors showed a positive relationship with employee
creativity in all relevant studies. Proactive personality and emotional intelligence were the
most researched individual antecedents of employee creativity.

Organizational Factors

The antecedents in this category have been extensively studied in the relevant literature.
Table 4 provides information on organizational factors affecting employee creativity and
presents the main findings of the antecedents in this category. As shown in Table 4, the most
frequently mentioned of the 12 organizational factors affecting employee creativity are
corporate social responsibility, perceived organizational support and organizational climate.
Under this category, only organizational inertia and workplace bullying showed a negative

relationship with employee creativity.

Table 4. Organization Related Antecedents of Employee Creativity

Antecedents Findings
Perceived organizational POS is associated with the meaning of work (therefore high employee
support creativity) among hotel employees (Akgunduz et al., 2018).

A positive correlation was found between POS and employee creativity
(Wang, 2022).

POS is a positive antecedent of employees' creative performance, in turn,
employee creativity (Tsai et al., 2015).

Organizational climate

Climate for creativity is positively correlated to employee creativity through
employees’ autonomous (intrinsic) motivation (Hon, 2012b).

Innovative climate is positively correlated to employee creativity (Jaiswal
and Dhar, 2015).

Corporate social responsibility

A hotel's micro-level CSR activities are positively associated with employee
creativity (Ahmad et al., 2022).

Employees' perceptions of CSR towards their organizations are positively
correlated to their creativity (Shao et al., 2022).

Hotel employees' perceptions of CSR are predictors of employees' intrinsic
motivation and compassion at work, which is a key driver of employee
creativity (Hur et al., 2018).

Employees’ CSR perceptions promote creativity. Work engagement mediates
these associations (Oh et al., 2022).

CSR affects employee creativity directly and via job autonomy (Guo et al,,
2021).

Workplace bullying

Workplace bullying negatively influences employee creativity (Anasori et al.,
2023).

Error management culture

Error management culture positively influences employee creativity via
group efficacy and manager trust (Wang et al., 2018).

Group efficacy Group efficacy positively affects employee creativity (Wang et al., 2018).
Diversity-oriented HR Diversity-oriented HR practices predict knowledge sharing, which in turn
practices positively impact employee creativity (Trong Tuan, 2020).

High-performance HR High-performance HR practices impact employee creativity significantly and
practices via psychological empowerment (He et al., 2021).

CBP (competency-based pay)

Reward for knowledge and reward for skill, as assessed under CBP, predict
employee creativity (Hon, 2012a).

Organizational inertia

Organizational inertia is negatively correlated with service employee
creativity (AlKayid et al., 2023).

Organizational modernity

Organizational modernity is positively correlated to employee self-
concordance, which positively impact employee creativity (Hon, 2011).

Work environment

A work environment that characterizes promotion, knowledge sharing,
procedural fairness, and motivation is positively associated with employee
creativity (Tsai et al., 2015).
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Psychological Factors

The category of psychological factors presents the fewest antecedents. Table 5 demonstrates
findings for each antecedent in this category. As seen, the most frequently cited among the
six psychological factors affecting employee creativity was intrinsic motivation. While all the
antecedents in this category were positively associated with employee creativity, only
psychological distress was negatively associated.

Table 5. Psychological Antecedents of Employee Creativity

Antecedents Findings

Meaning of work Work meaningfulness is positively correlated with employee creativity (Akgunduz et
al., 2018).

Intrinsic motivation When employees have a high sense of autonomous motivation, employee creativity

increases (Hon, 2012b).

Intrinsic motivation is positively associated with employee creativity (Horng et al.,

2016).
There is a positive relationship between intrinsic motivation and employee creativity
(Hur et al., 2016).
Respectful Respectful engagement positively impacts employee creativity (Hai et al., 2022).
engagement
Psychological distress  Psychological distress negatively affects employee creativity (Anasori et al., 2023).
Manager trust Manager trust enhances employee creativity (Wang et al., 2018).

Collective  positive Collective positive psychological capital promotes employee creativity (Wu and Chen,
psychological 2018).

Job related Factors

Job-related factors that affect employee creativity refer to those related to their job. Table 6
provides information on the effect of job-related factors on employee creativity and presents
the findings of the antecedents in this category. As highlighted in Table 6, among the seven
job-related factors affecting employee creativity, coworker support was the most frequently
cited in the literature. However, job characteristics, job autonomy, co-worker support and
challenge oriented stress were positively associated with employee creativity, while role
ambiguity, role conflict, workplace incivility and hindrance oriented stress were negatively
associated.

Table 6. Job Related Antecedents of Employee Creativity

Antecedents Findings

Job characteristics A positive relationship was found between employee creativity and
job characteristics (Tsaur et al., 2011).

Role conflict Role conflict is negatively correlated with employee creativity
(Chien et al., 2021).

Role ambiguity Role ambiguity negatively impacts employee creativity (Chien et al.,
2021).

Workplace incivility Coworker and customer incivility triggers emotional exhaustion,
which decreases intrinsic motivation and finally decreases creativity
(Hur et al., 2016).

Job autonomy Job autonomy positively influences employee creativity (Guo et al.,
2021).

Work stress Challenge-related stress is positively associated with employee

creativity, while hindrance related stress is negatively associated
with employee creativity (Hon et al., 2013).

Coworker support Coworker support positively affects creativity. Employee self-
concordance partially mediated this relationship (Hon, 2011).

Coworker support is positively correlated to employee creativity
through autonomus motivation (Hon, 2012b).

A positive relationship was found between knowledge-sharing and
employee creativity (Thanh and Tran, 2023).
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Leader Related Factors

Leader-related factors influencing employee creativity are related to leader behaviors that
affect employees. The category of leader related factors has been the second most researched
category in the literature on presenting antecedents that affect employee creativity. Table 7
provides information on the effect of leader-related factors on employee creativity and
presents the findings of emerging antecedents. As seen in Table 7, transformational
leadership, LMX and empowering leadership have been studied the most in the literature
among the 11 leader related factors that affect employee creativity. Only two antecedents of
this category showed an indirect relationship with employee creativity: visionary leadership
and ethical leadership. Leader knowledge hiding behavior had negative relationship with
employee creativity.

Table 7. Leader Related Antecedents of Employee Creativity

Antecedents Findings
Transformational Transformational leadership impacts employee creativity positively and via innovate
Leadership climate (Jaiswal and Dhar, 2015).

There is a positive correlation between employee creativity and transformational
leadership (Wang et al., 2014).

A positive relationship was found between transformational leadership and employee
creativity, and this relationship is stronger when leaders have high task and
relationship support (Cheung and Wong, 2011).

There is a positive correlation between employee creativity and transformational
leadership (Zywiotek et al., 2022).

Transformational leadership enhances employee creativity via respectful engagement
(Hai et al., 2022).

Transformational leadership is positively correlated to employee creativity (Chang and
Teng, 2017).

Transformational leadership helps to develop an innovative climate and therefore
positively affects the employee creativity (Mohamed, 2016).

Transformational leadership positively associated with employee creativity (Wang,
2022).

Authentic leadership Authentic leadership positively influences employee creativity. LMX mediates this
relationship (Yikilmaz and Siiriicii, 2021).

Leader-member LMX is positively correlated with employee creativity (Yikilmaz and Stirticti, 2021).
exchange

A positive relationship was found between employee creativity and LMX (Wang, 2016).
Empowering Empowering leadership is positively correlated to autonomous motivation, which in
leadership turn positively affects employee creativity (Hon, 2012b).

Psychological empowerment is positively correlated with creativity (Javed et al., 2017).

Inclusive leadership Inclusive leadership positively impacts employee creativity (Shao et al., 2022).

Shared leadership Shared leadership promotes creativity and collective PsyCap partially mediated this
relationship (Wu and Chen, 2018).

Visionary leadership There is an indirect relationship between visionary leadership and employee creativity
and organizational inertia mediates this relationship (AlKayid et al., 2023).

Ethical leadership Ethical leadership promotes employee creativity, and psychological empowerment
mediates this relationship (Javed et al., 2017).

Servant leadership A positive relationship was found between employee creativity and servant leadership

(Ruiz Palomino and Zoghbi Manrique de Lara, 2020).

Leader encouragement Leader encouragement is positively correlated with employee creativity (Thanh and
of creativity Tran, 2023).

Leader knowledge A negative relationship was found between LKH behavior and employee creativity,
hiding behaviour and FAB mediates this relationship (Akhtar et al., 2022).
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Figure 2. Antecedents of Employee Creativity

Conclusion and Suggestions

In this paper, a systematic review of the extant literature investigating the antecedents of
employee creativity is presented. As seen in Figure 2, empirical studies used different
antecedents to measure employee creativity and these were grouped into five categories:
individual, organizational, psychological, job-related, and leader-related. Researchers have
often used proactive personality and emotional intelligence in the context of individual
antecedents of employee creativity. The reason to frequently research these antecedents may
be due to the people-oriented nature of the hospitality and tourism industry. In fact,
employee personality is important in this industry, because in the service process, the one-to-
one interaction of employees with customers is essential (Akgunduz et al., 2018). As a result,
individual characteristics (e.g. proactive personality and emotional intelligence) possessed
by employees are one of the antecedents that provide customer satisfaction by increasing the
quality of one-to-one relationships (Ekinci and Daves, 2009). On the other hand, the
antecedents in the category of organizational factors have been extensively researched in the
relevant literature. In this context, perceived organizational support, organizational climate
and corporate social responsibility were among the antecedents that positively affected
employee creativity. On the other hand, organizational inertia and workplace bullying were
among the antecedents that negatively affected employee creativity. Consistent with this
finding, Bavik and Kuo (2022) state that the organizational environment has an effect on
employee creativity and that managers should create an organizational climate that allows
employees to display creative performance. In this sense, tourism and hospitality managers
need to create a supportive environment that tolerates mistakes and encourages employees
to take risks in order to increase their creative performance (Hon, 2012b).
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Within the scope of psychological factors, it has been seen that intrinsic motivation is the
most frequently researched antecedent that positively affects employee creativity. However,
psychological distress is among the psychological antecedents that negatively affect
employee creativity. This finding is not surprising because tourism and hospitality
employees need to be passionate and intrinsically motivated to perform creatively, provide
quality service, and delight customers (Horng et al., 2016). Within the scope of job-related
factors affecting employee creativity, the most researched antecedent has been co-worker
support. Hence, hospitality employees can share their knowledge and expertise with each
other when faced with difficulties, and contribute to the generation of new ideas through
their supportive approach (Hon, 2011). In contrast, role ambiguity, role conflict, workplace
incivility, and hindrance oriented stress were negatively associated with employee creativity.
Accordingly, hospitality managers need to minimize destructive personal and task conflicts
by creating a work environment that encourages knowledge sharing among employees
(Hon, 2012b). Finally, leader-related factors affecting employee creativity have also been
frequently investigated in the literature. In particular, transformational leadership, LMX, and
empowering leadership were the most frequently studied antecedents. In addition, the
leader's knowledge hiding behavior has taken place as an antecedent that negatively affects
employee creativity. In this context, considering the role of leaders in influencing employee
behaviors, it may be beneficial for organizations to create an environment that allows leaders
to further develop their skills and to organize trainings in this sense (Siachou et al., 2021).
This study provides valuable information to tourism and hospitality managers in
recognizing the importance of employee creativity and the factors affecting it. The results of
this paper may enable sector managers to prepare the necessary conditions and take
measures to increase employee creativity.

This study has certain limitations. Firstly, Web of Science was chosen as the database to
identify the antecedents of employee creativity. Future studies on this topic may use other
databases such as Scopus, Google Scholar and Ebsco. Second, the current review includes
only English-language articles published in journals indexed in the SSCI. Future research
may also examine journals, books, and conference proceedings and reach more
comprehensive conclusions.
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Introduction

With the understanding that leadership should consist of the most correct combination of the leader,
the leader's followers and the situational conditions (Alparslan & Eksili, 2016), leadership theories
have focused on leaders who give importance to the interaction of the leader and followers and the
development of the organization in the leadership process (Boyatzis & McKee, 2005; Carmeli et al.,
2010; Nishii &Mayer, 2009). The increasing diversity of the workforce has also affected this outcome
(Eagly & Chin, 2010; Shore et al, 2011). Another reason for this differentiation in leadership
approaches is positive organizational psychology, which evaluates organizations from a positive
psychology perspective (Kelloway & Barling, 2010; Luthans et al., 2008). The positive psychology
approach put forward by Martin Seligman in psychology (Seligman & Csikszenmihalyi, 2000; Luthans
et al., 2004) has brought up the task of psychology, which has been ignored for years, to make people's
lives more valuable and more productive and to realize their human potential (Luthans & Youssef,
2004; Seligman & Csikszenmihalyi, 2000). Positive psychology has focused on defining human virtues
and strengths, as well as how to strengthen and develop human volitional behaviors and
competencies (Seligman et al., 2005). In addition to being a branch of medicine related to illness and
health, psychology is in search of the best life by covering topics such as work, education, love, and
growth (Seligman & Csikszentmihalyi, 2000; Sheldon & King, 2001).

With the popularity of the positive psychology perspective, researchers have increasingly focused on
the effects of positive psychology on the workplace (Luthans & Youssef, 2004). Positive organizational
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psychology has emerged as one of the components of this perspective. Positive organizations
encompass the organizational level that fosters enhanced citizenship qualities among individuals,
including benevolence, accountability, tolerance, democracy, virtues, and work ethic (Gillham &
Seligman, 1999; Cameron et al., 2003; Seligman, 2012). Positive organizational psychology refers to the
scientific investigation of positive subjective experiences and positive human attributes within the
context of organizations (Donaldson & Ko, 2010; Llorens et al., 2013). Positive organizational behavior
and positive organizational school approaches emerged as a result of positive organizational
psychology studies (Luthans, 2002). The study of human resources' qualities and psychological
capacities that can be successfully managed, assessed, and developed in organizations is known as
positive organizational behavior (Salavano et al., 2013; Luthans, 2002). The use of this approach has
the potential to foster more proactivity, cooperation, initiative, and personal accountability among
employees in relation to their own career advancement (Salanova et al., 2016). Within the realm of
positive organizational behavior, scholars have identified four distinct psychological resources: hope,
self-efficacy, resilience, and optimism (Luthans et al., 2007). Since these resources are not depleted like
financial resources, they can be used to start all over again when institutions and the market go into
crisis (Pryce-Jones, 2010). The positive organizational school tries to understand what best represents
the human condition and which approach will best explain the human condition (Cameron et al.,
2009). In this context, it examines how motivations such as altruism and contribution to others, along
with processes, abilities and methods, reach what results (Bernstein, 2003; Cameron et al., 2009).
Positive organizational school, which contains many theories, focuses on variables such as strengths,
development, resilience and virtues (Bernstein, 2003).

It is the leadership characteristics that make the leader valuable, make them respected and influence
them to lead their followers. One of the most crucial elements for effectively engaging employees in
change management is the establishment of a high-quality relationship founded on mutual trust and
respect (Abbas et al., 2022). The basis of this relationship is positive psychology. With a positive
organizational behavior and positive organizational school perspective, there has been an increased
orientation towards optimistic leaders who care about the well-being of their employees, are hopeful,
have high self-consciousness and psychological endurance (Luthans et al., 2008; Kelloway & Barling,
2010). These leaders foster environments where employees can collaborate, inspire and learn from
each other (Eagly & Chin, 2010; Wasserman et al., 2008; Shore et al., 2011). Although positive
leadership is a leadership style in itself (Cameron, 2008), it is seen as an inclusive term for positively
oriented leadership styles (Nel et al., 2015). Leadership models that emerged with this understanding;
It addresses issues that have been neglected until now, such as creativity, transparency, leadership
vision, emotional effects, morality, individualized attention, and inspiration (Toor & Ofori, 2009; Uhl-
Bien et al., 2014; Wasserman et al., 2008; Hannah et al., 2014). Transformational leadership (Bass, 1985),
servant leadership (Greenleaf, 1977), authentic leadership (Avolio et al., 2004), spiritual leadership
(Fry, 2003), resonant leadership (Boyatzis & Mckee, 2005), ethical leadership (Brown et al., 2005),
positive leadership (Cameron, 2008), humble leadership (Oc et al., 2015) are among these models that
emphasize positive attitudes in leadership. It will not be meaningful to analyze positive leadership
studies without explaining the meanings of these leadership models.

Transformational leadership is a model in which the leader puts development and change at the
center of the organization, enables the followers to develop their intellectual knowledge and skills,
and to keep the organization in a dynamic structure. By creating a vision and mission awareness in
the leader group, it increases the interest of the individuals in the group towards the goals. They focus
on followers' need for progress, development, and abilities. Individuals prioritize the interests of the
group by surpassing their own interests and interests. Valuable leaders transform seemingly less
valuable followers (Bass, 1990). This leader-centered theory focuses on increasing the quality of the
leader-follower relationship (Uhl-Bien et al.,, 2014). The servant leadership model is based on the
leader encouraging followers to bring out the best in them. For this, the leader communicates directly
with his followers. Leaders leverage their understanding of their followers' distinctive attributes and
interests to facilitate the actualization of their followers' capabilities. The act of fostering self-
confidence is achieved through various means, as outlined by Lord et al. (1999). These include serving
as a role model, instilling confidence, offering information, providing feedback, and making available
necessary resources (Liden et al., 2008). In the spiritual leadership model, leaders meet the needs of
both themselves and their followers to achieve spiritual liberation through desire and belonging. A
leader creates a vision that his followers voluntarily share, so he feels and feels that life has meaning
and purpose. In environments where spiritual leaders are present, a culture based on self-sacrifice is
formed in which feelings of belonging, being understood, accepted, and appreciated by oneself and
others are formed (Fry, 2003). Authentic leaders are transparent and clear people with high self-
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awareness. Leaders reveal and emphasize their values and act consistent with their values. Therefore,
they are reliable. They share information with their followers. They discover and give importance to
the personal values and feelings of their followers. These features enable their followers to perceive
the moral values and competencies of their leaders (Walumbwa et al., 2010; Beddoes-Jones & Swailes,
2015). Resonant leaders communicate well with the people around them and know who will do what
and why in harmony. These leaders have a high level of emotional intelligence, build trusting
relationships and create inspiration. They empathize and understand people and develop bonds
between them, arousing excitement in the organization (Boyatzis & Mckee, 2005; McKee &
Massimilian, 2006). Ethical leadership is a form of leadership in which the leader displays normative
behaviors and supports followers to exhibit such behaviors. One noteworthy characteristic of ethical
leadership is in its emphasis on the internalization of moral attitudes, the cultivation of moral
character in individuals, the role of managers in promoting morality, and the demonstration of
idealized influence. Positive leaders focus on interpersonal development, support employees to
display virtuous behaviors and encourage the expression of positive emotions of employees
(Cameron, 2013; Kelloway et al., 2013; Wegner, 2016).Humble leaders have a realistic point of view
about themselves and are humble. They are people who show their strengths and successes, they
empathize, they behave respectfully and fairly. They are exemplary people with these aspects. They
are mentors who encourage working together for the common benefit (Oc et al., 2015).

Research has revealed that positivity is extremely important for leaders, followers and organizations
in difficult times (Avey et al., 2011; Youssef & Luthans, 2013; Wegner, 2016; Hoch et al., 2018; Eksili &
Alparslan, 2021). Adopting positive approaches in leadership positively affects the hope, efficiency,
optimism and resilience of employees. Moreover, in increasingly complex situations, leaders' sources
of positivity will tend to run out. Leaders also need to protect these resources (Avey et al., 2011).The
aim of this study is to examine the studies on positive leadership in the literature, to identify the
trends towards positive leadership and to present a general assessment of the field of application. The
current research situation on “positive leadership” has been tried to be revealed through bibliometric
analysis including performance analysis and science mapping. To increase, measure and analyze the
knowledge of the scientific literature on positive leadership styles, a bibliometric analysis was
conducted with data from the Web of Science (WoS) database.

Method

Bibliometric Analysis

Bibliometric analysis is a method to investigate the performance of related components and themes of
publications in a particular subject area and to map the interrelationships between them (Cobo et al.,
2015). Therefore, it provides visualization and explanation of scientific production with objective
techniques (Guzeller & Celiker, 2018). Bibliometric analysis studies, as discussed by Wolfram (2003),
employ quantitative methods to analyze written publications. These studies typically utilize a range of
bibliometric indicators, including bibliographic matches, common citations, geographical or
institutional performance indicators, and keywords related to topics, disciplines, and authorship
types. The series places its emphasis on either a comprehensive or particular matter (Dalpe 2002; Lin
2012; Leong et al.,, 2020). Bibliometric analysis helps to examine the development and thematic
structure of a research field (Valtakoski, 2020) as it offers a transparent, reliable, systematic and
objective process (Aria et al., 2020). Bibliometric analysis (Durieux & Gevenois, 2010), which includes
three basic indicators as quantity indicators, quality indicators and structural indicators, includes two
basic procedures consisting of performance analysis and science mapping analysis (Borner et al,
2003). Bibliometric analyzes make it possible to understand the progress of research on a subject.
Additionally, it facilitates the advancement of prospective avenues of investigation by means of its
signs (Cadavid-Higuita et al.,, 2012). This method arose out of the need to evaluate scientific
production and interpret results. When bibliometric research is examined, it is seen that it is used to
present a general view of the subjects studied in the field, to identify research trends, to reveal the
emphasized concepts, to draw attention to the leading researchers who contribute to the field and to
the actors who play a leading role in the productivity of the country, resource and institution (Arslan,
2022).

The papers falling within the purview of the study were subjected to examination using the
techniques of performance analysis and science mapping. Performance analysis encompasses several
measures that assess both the scientific production and the impact of a particular field of knowledge.
Countries of origin of scientific production, authors, institutions, collaboration, sources, keywords,
citations, number of publications, number of citations and some citation thresholds were used (Merigo
et al. 2015). Vosviewer (van Eck & Waltman, 2010) software was used in the science mapping method.
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The software integrates visualization methods and clustering algorithms to generate comprehensive
outcomes from several analyses, including bibliographic coupling, co-existence of citations and
keywords.
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Figure 1: Flow Chart of the Research

In the WoS database, 292 publications were scanned by selecting the "positive leadership" keyword
"all field" for the search criteria. Later, these concepts were scanned by selecting 'title', 'abstract',
'keywords' and the number of publications decreased to 271. When English was chosen as the
publication language, 257 publications were reached. The 257 data obtained in the study were
analyzed through co-authorship, citation, bibliographic matching, co-citation and concept association
analysis, and analyzed through author, document, source, organization, country and keywords.

Findings

When the distribution of publications accessed from the WoS database is examined according to
publication years, it is seen that the first article on positive leadership models in the field of
management and business was published in 1982. The number of publications, which did not exceed
one per year until 2003, has increased with the accelerating momentum since this year. The spread of
positive psychology understanding since the 2000s and the adoption of positive organizational
behavior and positive organizational school approaches from this perspective may have played a role
in this increase. The annual number of publications was five in 2007, and the year 2022 was the year
with the highest production of positive leadership literature, with 36 annual publications. Table 1
shows the distribution of the examined publications by years.

Table 1: Distribution of Publications on Positive Leadership by Years

Year Number of Document Year Number of Document Year Number of Document

2023 18 2014 12 2005 2
2022 36 2013 16 2004 1
2021 31 2012 6 2003 2
2020 25 2011 6 2002 1
2019 18 2010 5 2001 1
2018 20 2009 5 1993 1
2017 18 2008 1 1992 1
2016 8 2007 5 1985 1
2015 12 2006 4 1982 1

Of these publications made between 1982-2023, 233 are articles, 13 are proceeding papers, 8 are book
chapters, and 3 are editorial materials. Considering the distribution of the publications in WoS
Categories, it is seen that the most publications are made in the Management (n=84) field. Then comes
the fields of Psychology Applied (n=34) and Business (n=29). It is seen that Nursing (n=22) is in the
fourth place. Categories and frequencies are presented in Table 2.
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Table 2: WoS Categories

Web of Science Categories Number of Publication
Management 84
Psychology Applied 34
Business 29
Nursing 22
Psychology Multidisciplinary 21
Education Educational Research 20
Public Environmental Occupational Health 17
Health Care Sciences Services 14
Environmental Sciences 10
Health Policy Services 9

Analysis of Bibliometric Mapping

In bibliometric mapping, co-authorship, citation, bibliographic coupling, co-citation and co-occurence
analyzes were performed. These mappings made in different analysis units are presented below.

Co-authorship Analysis

It is used to identify sources, references or authors of central importance in the field. It presents the
scientific cooperation structure of the relevant field in a concrete and comprehensive way. In our
study, in this type of analysis, in addition to author collaboration, country collaboration analysis is
also presented.

Co-authorship of Authors

In order to identify the most connected and collaborating authors, a network map was created by
determining at least 1 publication and at least 1 citation criteria. According to the analysis made
among the 22 authors with the highest connection among them, a total of 103 connections are seen in 3
clusters. Fred Luthans, who is one of the most cited authors and produced the most works (4
publications), does not appear among the related authors. Gerry Larsson (3 publications), Thomas
Rigotti (3 publications), Marcel Meyer (3 publications) and Przemyslaw Zbierowski (3 publications)
do not appear among the associated authors. In addition, there are 3 publications by Kyle ]. Rehder,
two publications by Kathryn C. Adair and Bryan ]. Sexton, among the authors on the network. All
other authors in the network have only one publication. It is also seen that the authors with the
highest number of citations after Luthans (William Bommer 501 citations, James Dulebohn 501
citations, Julia Hoch 501 citations, Dongyuan Wu 501 citations and Carolyn Youssef-Morgan 449
citations) are not affiliated authors. The co-author network map is shown in Figure 2.

Figure 2: Co-authorship Map of Authors
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Co-authorship of Countries

A network map was created by determining at least 1 publication criterion in order to identify the
countries with the most connections and cooperation. According to the analysis made among the 46
countries with the highest connection among them, a total of 291 connections are seen in 10 clusters. It
can be seen that the most cooperated countries are the USA and, respectively, Australia, England,
Canada, the Netherlands and China. The map of the countries with the most cooperation in co-
authored studies is presented in Figure 3.
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Figure 3: Co-authorship Map of Countries
Citation Analysis

Citation analysis allows to identify citation networks and to observe the evolution of the literature in
the relevant field. The citation network, on the other hand, shows the link between items in which one
item refers to another. These links can be used to measure or digitize the site-specific historicity of the
relevant area (Marx & Bornmann, 2016; Arslan, 2022). In the study, citation analysis of authors,
countries, organizations and documents was performed.

Citation of Authors

In order to identify citation networks, a network map of author citation analysis was created with at
least 1 publication and at least 1 citation criteria. In the analysis made on 160 units, which are seen to
be interconnected, a total of 13 clusters, 705 connections and total connection strength were
determined as 757. The most cited authors, Fred Luthans (675 citations), William Bommer (501
citations), James Dulebohn (501 citations), Julia Hoch (501 citations), Dongyuan Wu (501 citations),
and Carolyn Youssef-Morgan (449 citations) also rank in the top three in terms of overall link strength.
The citation of authors network map is shown in Figure 4.
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Figure 4: Citation of Authors Map
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Citation of Countries

The citation analysis made in the country analysis unit refers to the cooperation of the countries. In
order to create a network map of the citations of the publications according to their countries, analysis
was made on 28 observation units that were related to each other within the scope of the criteria of at
least 1 publication and 1 citation by a country. 8 clusters, 76 links and 148 total link strengths were
determined. The most cited countries were the USA (2394 citations), Canada (787 citations) and
Australia (599 citations). In terms of total link strength, the USA and Canada are in the first two, and
Spain is in the third place with 71 citations. In terms of the number of works, the ranking is as follows:
USA (69 publications), Australia (28 publications) and England (24 publications). Turkey seems to
cooperate only with the USA, with 7 publications and 27 citations. The citation of countries network
map is shown in Figure 5.
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Figure 5: Citation of Countries Map
Citation of Organizations

In order to create a network map of inter-organizational citations, analysis was conducted on 124
observation units that were related to each other within the scope of the criteria of at least 1
publication and 1 citation by an organization. A total of 17 clusters, 377 connections, and a total
connection strength of 418 were determined. The organizations represented by the most publications
were the University of British Columbia (7 publications), the University of Michigan (5 publications),
Duke University (5 publications), and the University of Queensland (5 publications). The
organizations that produced the most cited publications were the University of Nebraska (539
citations), Bellevue University (523 citations), California State University Fresno (501 citations), and
California State University Northridge (501 citations), respectively. Michigan State University is also
in third place with 501 citations. In terms of total connection strength, the top five institutions have the
strongest ties. The citation of organizations' network map is shown in Figure 6.
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Figure 6: Citation of Organizations Map
Citation of Documents

Another analysis conducted as part of the research is the examination of the citation network map,
with the document serving as the unit of analysis. The analysis was conducted by incorporating
papers that had a minimum of five citations out of a total of 257 documents. From this pool, 128
studies met the specified criteria and were selected for further examination. As a result, a cluster
comprising 45 interconnected components was identified. Based on the available data, it can be
observed that the research conducted by Hoch et al. (2018), Luthans & Youssef-Morgan (2017), and
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Avey et al. (2011) have the most extensive citation network relationship. It can be said that these

studies are important in the field of positive leadership. The citation of documents map is shown in
Figure 7.
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Figure 8: Citation of Documents Map

Bibliographic Coupling Analysis

When two different scientific studies refer to the same study together, the occurrence of a match is an
indication that there is a bibliographic coupling, that is, an implicit relationship between these two
different scientific studies (Arslan, 2022). In the study, bibliographic coupling maps of sources,
documents, and authors were examined.

Bibliographic Coupling of Sources

It was determined that a total of 188 different sources were published. Accordingly, the lower limit for
the number of publications published by a source is 1, and the number of citations is 30. A total of 35
sources meeting these conditions were reached. Accordingly, in publications on positive leadership, a
map of the journals most strongly associated with a particular focus journal was reached. The results
showed a resource network map of positive leadership studies with 35 sources, six clusters, 350
connections, and 3078 total connection strength. Accordingly, the sources with the highest
bibliographic matching network power were Leadership & Organizational Development Journal,
Frontiers in Pyschology and International Journal of Environmental Research and Public Health,
Journal of Leadership & Organizational Studies, Current Psychology, and Leadership Quarterly,
respectively. The source bibliographic coupling network is shown in Figure 8.
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Figure 8: Source Bibliographic Coupling Network
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Bibliographic Coupling of Documents

Bibliographic coupling of documents refers to the case of citing a common publication in two
independent documents. According to the analysis made with 169 documents, which were selected
with the criterion of having at least 1 citation for the analysis and which were linked, 13 clusters were
formed. The total number of connections is 3584. The publications with the most bibliographic
coupling were Hoch et al. (2018) with 501 citations, Luthans & Youssef-Morgan (2017) with 422
citations, and, Nancarrow et al. (2013) with 291 citations. The works with the highest total link
strength were Fischer & Sitkin (2023), Decuypere & Schaufeli (2021), and Luthans & Youssef-Morgan
(2017), respectively. Document bibliographic coupling network is shown in Figure 9.
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Figure 9: Document Bibliographic Coupling Network

Bibliographic Coupling of Authors

According to the analysis made with 552 authors who were selected with the criteria of at least 1
publication and 1 citation and who were linked, 26 clusters, 34221 links and 144420 total link strengths
were obtained. The authors with the most bibliographic matches were Fred Luthans with 675 citations
(2784 link strength), William Bommer with 501 citations (1324 link strength), and James Dulebohn
with 501 citations (1324 link strength). The bibliographic coupling of the authors is shown in Figure
10.
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Figure 10: Authors Bibliographic Coupling
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Co-citation Analysis

Co-citation analysis is used to identify the most influential authors, publications, and sources in the
field. It is defined as the frequency with which two publications are cited together. Frequency is
determined by comparing the lists of two cited works included in the scientific citation index and
counting them.

Co-citation of Authors

Different sources cited in a publication are called "co-citations." A total of 5 clusters, 4359 connections,
and 28417 total connection strengths were determined according to the analysis made on 115 units
with a minimum of 10 citations. The most commonly cited authors were Fred Luthans (153), Bruce ]J.
Avolio (139), and Bernard M. Bass (107). The co-citation map of authors is shown in Figure 11.
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Figure 11: The Co-citation Map of Authors
Co-citation of References

A total of 3 clusters, 816 connections, and 2246 total connection strengths were determined according
to the analysis made on 45 units with a minimum of 10 citations. The most commonly cited references
were Avolio et al. (2005), Walumbwa et al. (2008) and Podsakoff et al. (2003). The co-citation map of
references is shown in Figure 12.

Ioa 1. 2005 (amdwinug guas

pawr | L 201 Qpestver e

haeh e ,':l'u“vuru vad

k!
p podukn nn')llm“,

1A st (RO, | ader 8 o 54614 ~=“ o
P avolia bty Zwr_npqu 1 TPl wioenho o
st . 2908, Sk £ wolumbiaa fo, 9DE. | manage. v
paew gh, Mnagescering Wi : >
L ety h.:n.ul-g\t
UL : X g Bromtime, OB g ety
Juthare: 2000 prnvie org e
e, W] | N : Satnr, rop, ORI E G0k
sotiel so. S 4 pegtnid. - . 5
d o B Dedi LLon 1 e g
Fige 1 200 a5t peythal
wthars { JUOQRL orpan bt Vopee b 2000 ot oy |
senpian map, T ain psycrer NP ARER. i onrg 9
amwree b, 0 posdne lns

tetars | 204 pers peyihid, [ancnymo I sadersp
St TGRS cer

eyl 04 prstne o
.

Figure 12: The Co-citation Map of References
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Co-citation of Sources

A total of 7 clusters, 816 connections, and 11118 total connection strengths were determined according
to the analysis made on 192 units with a minimum of 10 citations. The most commonly cited sources
were Leadership Quarterly, Journal of Applied Psychology, and Academy of Management Journal.

The co-citation map of souces is shown in Figure 13.
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Figure 13: The Co-citation Map of Sources
Co-occurence Analysis

Co-occurence of All Keywords

The co-occurence of the publications included in the research was carried out in the keyword analysis
unit. A total of 779 keywords were identified. Since the keywords reflect the themes focusing on a
specific area to some extent, the condition of appearing together at least four times was chosen. It
created 28 terms, 4 clusters, and 107 connections that met this condition. When we look at the most
frequently used keywords in the publications about positive leadership, there are leadership with 49
repetitions, positive leadership with 35 repetitions, authentic leadership with 19 repetitions, and
transformational leadership with 14 repetitions. In terms of total connectivity strength, the strongest
expressions were leadership, positive leadership, authentic leadership, and transformational

leadership. The keyword network is shown in Figure 12.
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Figure 12: Network of Keyword Co-occurrence
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Conclusion

In the study, the concept of "positive leadership" was scanned in the titles, keywords and abstracts of
the publications in the WoS database. Bibliometric analysis of the obtained publications was made and
their current status was examined. According to the results of the bibliometric analysis within the
scope of the research, it is seen that the studies on "positive leadership" were first published in 1982. A
total of 271 publications have been published so far, English publications have been filtered and 257
publications have been reached. Most of the publications are in the article type. Upon examining the
distribution of publications through time, it becomes evident that the quantity of publications
remained in the single-digit range for around two decades (1982-2012). The number of publications,
which did not exceed six per year until 2013, has increased with an increasing momentum since this
year. The spread of positive psychology understanding since the 2000s and the adoption of positive
organizational behavior and positive organizational school approaches from this perspective may
have played a role in this increase. While the annual number of publications was 5 in 2007, the year
2022 was the year in which positive leadership literature was produced the most, with 36 years of
publications. In the study of Martin-del-Rio et al. (2021), there are similar period intervals in the field
of positive organizational behavior. The observed rise in the quantity of publications serves as an
indicator of the progressive advancement inside the field.

When it comes to the distribution of publications in the WoS categories, the most publications are in
the area of "management", followed by the areas of "applied psychology" and "business". Nursing
ranks fourth, ahead of other fields. The most broadcasting and most cited country in the field of
positive leadership has been identified as the United States. The evolution and advancement of the
discipline of positive psychology accelerated with Martin Seligman, who adopted the positive
perspective in psychology, becoming President of the American Psychological Association in 1998.
One area influenced by positive psychology was organizational studies. So it makes sense for the USA
to take the lead in positive leadership. It has been determined that publications originating from
Turkey contribute to the international literature in the 14th place with 7 publications. Publications in
Turkey are generally between 2018 and 2023. On the map of inter-country cooperation, Turkish-born
publications only show cooperation with the USA. When it comes to inter-country cooperation, the
USA, Australia, England and China appear to be the countries that cooperate most.

According to the citation analysis, it has been determined that the most cited author is Fred Luthans,
who is defined as the founder of positive organizational behavior and psychological capital. The most
cited document is Hoch et al. (2018) “Do Ethical, Authentic, and Servant Leadership Explain Variance
Above and Beyond Transformational Leadership? A Meta-Analysis” study. The most cited source is
the Journal of Nursing Management. The prominence of a journal that publishes in the field of nursing
in the cited sources has revealed that positive leadership studies in the field of health are effective.

According to the bibliographic coupling analysis, which emerged when the two studies cited the same
publication, the sources with the most coupling are Leadership & Organizational Development
Journal, Frontiers in Psychology, and the International Journal of Environmental Research and Public
Health. Publications with the most coupling are Hoch et al. (2018), Luthans & Youssef-Morgan (2017),
and Nancarrow et al. (2013). The authors with the most couplings are Fred Luthans, William Bommer,
and James Dulebohn.

According to the co-citation analysis, the most cited reference is "Avolio, B. J., and Gardner, W. L.
(2005). Authentic Leadership Development: Getting to the Root of Positive Forms of Leadership. The
Leadership Quarterly, 16(3), 315-338". This publication can be said to be productive for the field. The
most commonly cited authors in positive leadership studies are Fred Luthans, Bruce J. Avolio, and
Bernard M. Bass. The most commonly cited sources are Leadership Quarterly (746 citations) and the
Journal of Applied Management (493 citations), respectively. Researchers who will work in the field of
positive leadership styles should consider these journals and authors.

According to the keyword analysis, the most frequently used words in positive leadership studies
were gathered in four different clusters. These clusters are named according to the density of the
words that make up the clusters. The first cluster is the leadership cluster, in which demographic
variables are also included in the keywords. Keywords in this cluster are diversity, communication,
gender, community, and nurses. Considering the distribution of publications in WoS categories, it is
seen that there are twenty-two publications in the field of nursing. Although the number of
publications is low compared to the field of management, it has been determined that the number of
citations in the field of nursing is quite high. In the citation analysis, it was observed that nursing
publications formed a separate cluster. The second cluster is named positive organizational
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psychology, which includes the concepts of engagement, management, positive organizational
behavior, positive organizational scholarship, positive psychology, psychological capital, and
resilience. The formation of this cluster is meaningful since the development of leadership styles in the
last two decades is explained by the theoretical foundations of positive organizational psychology
(Luthans et al., 2013; Avey et al., 2011). In the keyword analysis, the third cluster was gathered under
the title of positive leadership. In this cluster, besides positive organizational outcomes such as well-
being, organizational citizenship behavior, and culture, there is also abusive supervision, in which
positive leadership is in a negative relationship. Positive leadership approaches have an impact on
employee well-being (Cameron, 2008; Kelloway et al., 2013; Cherkowski, 2018; Skakon et al., 2010;
Kara et al., 2013). For this reason, it has been one of the variables used in the studies. The fourth
cluster is named positive leadership styles because it includes the concepts of authentic leadership,
transformational leadership, ethical leadership, and servant leadership. Although positive leadership
is a leadership style (it was the most used leadership style in keywords, n = 49), it is a concept used to
describe positive leadership styles (Stander & Coxen, 2017). The most common concept in this cluster
was authentic leadership, with 35 repetitions. Proportional leadership has been used more in the
literature as one of the positive leadership styles than other leadership styles.

This study, which provides an overview for researchers who will work in the field of positive
leadership, gives a list of the most cited sources, authors, documents, and keywords in which positive
leadership is used together. The study has some limitations. The biggest limitation of the study is that
positive leadership is included in the analysis of the studies listed in the WOS Core Collection;
databases such as Scopus and other sources that cannot be accessed online are out of the scope of the
study. It is recommended to analyze different databases in future studies. It is important to analyze
the positive leadership styles, which are increasingly on the agenda of researchers, in the domestic
literature.
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Abstract

In today's dynamic market conditions, it has become a critical competitive element for businesses to
use social media platforms in their marketing activities in order to raise awareness about their
products and services, improve their brand image, make their relations with existing customers
sustainable, and reach new customer groups. Social media platforms, whose number of users is
increasing day by day, have caused a great transformation not only in the daily lives of individuals but
also in their businesses, especially in their marketing activities. The purpose of this research is to
evaluate the impact of social media marketing activities on young consumers within the framework of
the technology acceptance model. In the research, the perception of trust in the social media
purchasing behaviors of young consumers was emphasized, and trust in social media was adapted to
the Technology Acceptance Model as an external factor. In this context, a research model was
established as a result of examining the relations between the related theoretical and applied research
and the related variables, and the research was designed quantitatively based on the cause-and-effect
relationship in order to test the hypotheses put forward in the conceptual framework. Survey data
collected from young consumers in Turkey was analyzed with PLS-SEM. The findings of the research
show that young consumers' perception of trust in social media shows that the perceived ease of use
and perceived usefulness of social media use positively affect and are an important determinant of
purchasing behavior. In addition, it is among the research findings that the social media purchasing
behaviors of young consumers are positively affected by perceived ease of use and perceived
usefulness, two important factors of the technology acceptance model.

Keywords: Social Media, Trust, Technology Acceptance Model, Young Consumers

Jel Codes: 82, M31, M39

Oz

Giintimiiz dinamik pazar sartlarinda, isletmelerin tirtin ve hizmetlerine yonelik farkindalik yaratmak,
marka imajlarmi gelistirmek, mevcut miisteriler ile iliskilerini stirdiiriilebilir kilmak ve yeni miisteri
kitlelerine ulasabilmek amaciyla pazarlama faaliyetlerinde sosyal medya platformlarimi kullanmalar:
kritik bir rekabet unsuru haline gelmistir . Her gecen giin kullanici sayilar1 hizla artan sosyal medya
platformlari, sadece bireylerin giinliik hayatlarinda degil, isletmelerinde ozellikle pazarlama
faaliyetlerinde biiyiik bir déntistime neden olmustur. Bu arastirmanin amaci, sosyal medya pazarlama
faaliyetlerinin genc¢ tiiketiciler tizerindeki etkisini teknoloji kabul modeli cercevesinde
degerlendirmektir. Arastirmada geng tiiketicilerin sosyal medya satin alma davranislarinda giiven
algis1 tizerinde durulmus ve sosyal medyaya duyulan giiven dissal bir faktor olarak Teknoloji Kabul
Modeline uyarlanmistir. Bu kapsamda ilgili teorik ve uygulamali arastirmalar ile ilgili degiskenlerin
arasindaki iligkilerin incelenmesi sonucunda arastirma modeli kurularak, arastirma kavramsal
cercevede ileri stiriilen hipotezlerin test edilmesi amaciyla neden sonug iliskisine dayali olarak nicel
sekilde tasarlanmistir. Tiirkiye'deki geng tiiketicilerden toplanan anket verileri PLS-SEM ile analiz
edildi. Arastirmada elde edilen bulgular geng tiiketicilerin sosyal medyaya duyduklar1 giiven
algisinin; sosyal medya kullanimina yoénelik algilanan kullanim kolayligini ve algilanan kullanisliligin
olumlu yonde etkiledigini ve satin alma davranisinin da nemli bir belirleyicisi gostermektedir. Ayrica
geng tiiketicilerin sosyal medya satin alma davranislarmin da, teknoloji kabul modelinin iki énemli
faktorti olarak algilanan kullamim kolaylig ve algilanan faydadan olumlu yonde etkilendigi arastirma
bulgulari arasinda yer almaktadur.

Keywords: Sosyal Medya, Giiven, Teknoloji Kabul Modeli, Geng Tiiketiciler
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Introduction

In parallel with the developments in information and communication technologies, the number of
users of social media, which is defined as "social interaction tools that use highly accessible and
scalable communication techniques such as web-based and mobile technologies to transform
communication into interactive dialogue" (Coulson, 2013) and which has become an indispensable
area of the internet today, is increasing day by day. The number of social media users reaching 4.74
billion among 5.16 billion internet users in 2023 corresponds to approximately 59% of the world's
population. Among the social media platforms where a person spends an average of 2 hours and 27
minutes a day, Facebook is the most used social media platform with 2.96 billion active users. While
YouTube follows Facebook with 2.5 billion users, WhatsApp is the third most used social media
platform worldwide with 2 billion users. While the most important reason for 47% of global internet
users to use social media is to stay in touch with their family and friends, 52 million people use
LinkedIn, which is seen as the most reliable social network in the USA, to search for a job on a weekly
basis (statista.com, 2023). In this context, social media platforms, which have become an important
part of people's daily lives, have turned into dynamic markets where businesses can interact with the
masses more easily and perform their marketing activities. Important user bases and social media
platforms, each with unique interaction models and demographic characteristics, offer brands a great
competitive advantage in the field of digital marketing in order to create awareness, maintain
relationships with existing customers, and reach new customer bases (Wawrowski and Otola, 2020).

According to the latest report by We Are Social, while social platforms have an increasing share of the
world's search activity, consumers between the ages of 16 and 34 are visiting a social network more
than using a search engine when searching for information about brands. While the majority of
consumers (50%) follow 1 to 4 brands on social media channels, 26% follow 5 to 9 brands, and 22%
follow 10 or more brands (Lead Generation Statistics for 2023). Social media offers businesses a
significant competitive advantage in generating leads, as 62% of customers share opportunities with
their friends through word-of-mouth marketing (www.oberlo.com). In Instagram, which offers more
opportunities for businesses to interact with their customers through social media platforms, 44% of
Instagram users shop for products on a weekly basis, while 28% of these shopping activities are
planned in advance. The United States has a dominant position as the primary global market for social
media advertising, having allocated a total expenditure of 72.3 billion US dollars in 2023. China and
the United Kingdom follow suit, with respective expenditures of 71 billion and nine billion US dollars,
respectively. As of January 2023, Facebook emerged as the predominant platform utilized by
marketers, as indicated by 89 percent of global marketers acknowledging their utilization of Facebook.
Instagram and LinkedIn were the preferred platforms for marketers, with TikTok being utilized for
advertising by a quarter of them. Furthermore, a significant majority of industry professionals,
specifically 86 percent, indicated that the primary advantage of utilizing social media as a marketing
strategy is the heightened level of exposure. Additionally, 76 percent of these professionals identified
higher traffic as the most prominent benefit derived from such usage. 93% of US marketers use
Instagram as an effective marketing tool (www.statista.com).

Actuality, businesses have started to use social media platforms intensively in their marketing
activities in order to benefit from the potential of social media marketing to reach target audiences and
communicate with and interact with them. Today, while social media marketing offers businesses the
opportunity to promote their products and services much more effectively than traditional media
marketing, it has also become an indispensable communication channel for brands (Keski and Bas,
2015; Shareef et al., 2019). When the relevant literature is examined, the marketing activities carried
out by the enterprises through social media platforms, depending on various factors, affect brand
awareness and brand value perception (Barreda et al., 2015; Stojanovic et al., 2018), purchasing
decisions (Goodrich and Mooij, 2014; Elwalda and Lu, 2016; Seo and Park, 2018) and that it positively
affects brand loyalty (Haudi et al., 2022; Ibrahim, 2022).

The objective of this study is to assess the influence of social media marketing activities, which have
significant importance in the current dynamic market environment, on young customers within the
framework of the technology acceptance model. In this context, the perception of trust in the social
media purchasing behavior of young consumers is focused, and trust in social media is adapted to the
Technology Acceptance Model as an external factor. As a matter of fact, researches say that one of the
biggest obstacles to consumers purchasing behavior on social media is trust (www.accenture.com). In
light of all these, the main purpose of this study is to determine the effect of young consumers' social
media trust, who are a generation that grows up in the digital world and spends the most time in
online environments, on their purchasing behavior and also on their perceived ease of use and

JoTIaS (2023) 6(2): 138-159

139



Leslly Saurelle Tebonchoue & Miijde Aksoy

perceived usefulness as two main variables of the technology acceptance model. The study starts with
a theoretical background, and then the hypotheses in the research model developed by examining the
relevant literature are tested. Afterwards, the findings obtained from the analysis results are
discussed, and suggestions for future research and applications are presented.

Conceptual framework
Social media

Social media platforms that emerged in parallel with the developments in information and
communication technologies are a series of internet-based applications based on Web 2.0 technology
and enabling unlimited sharing with fast information flow. Social media platforms, which are based
on the Use-Net application, which allowed public messages to be published on a discussion platform
for the first time in 1979, were constantly updated with the participation and cooperation of their
users, accelerating the exchange of information and content (Kaplan and Haenlein, 2010; Ghani et al.,
2019). Representing the first years of the Internet, Web 1.0 has undertaken the function of
communicating and providing information to visitors, just like traditional media tools, and while
doing this, it has used the Internet as a communication medium, with the only difference from
traditional media (Cormode and Krishnamurthy, 2008; Genc, 2010). Web 2.0, on the other hand, paved
the way for many innovations both politically, economically, and socially by providing users with a
mutual communication and interaction area where they can exchange ideas, create content, and
criticize with social media channels (Wang, 2014; Lomborg, 2017; Yilmaz, 2018).

The concept of social network was first used by Barnes in 1954 to describe the relationships of
individuals in society with each other. Social media is a phenomenon that has developed with the
spread of the internet. The first social media platforms emerged in the late 1990s and early 2000s. In
this era, platforms often allowed users to create profiles, message, and share content. By the 2000s,
platforms had begun to grow rapidly. With the spread of mobile internet, the use of social media has
increased even more. People could now easily access and share social media platforms from their
smartphones. This contributed to the popularization of social media (Evans, 2008). Open Diary was
founded in 1998 as the first blog, after SixDegress, the first social networking site to create personal
profiles and make friends in 1997. Social media platforms grew gradually with the establishment of
LinkedIn in 2003, MySpace and Facebook in 2004, YouTube in 2005, and Twitter in 2006 (Erarslan,
2016), and as of the end of 2022, the number of social media users had reached 4.76 billion, which is
approximately 60% of the world's population (wearesocial.com). However, the historical development
of social media continues rapidly, and how it will evolve in the future remains a matter of curiosity.
The historical development of social media platforms is presented in Table 1.

Tablel: Development Processes for Social Media Platforms

Development Processes for Social Media Platforms

1971 Sending first e-mail 2003 XING, a business-oriented social media site, went live.

1973 TALKOMATIC, the first real-time chat 2003 Myspace, a social media page, has been launched.
system, has been developed.

1978 The "Computerized Bulletin Board System", 2003 Skype, an instant video, written, and audio communication
has been developed. platform, went live.

1984  The e-mail management service FidoNet has 2004 The social media platform Facebook has launched.
launched.

1988  'Internet Relay Chat", a chat platform, 2004 The popular e-mail service Gmail has launched.
emerged.

1996  CQ, a chat program, has launched. 2005 The video-sharing site YouTube has started broadcasting.

1996  The Hotmail e-mail system has started to 2006 Twitter, a microblogging site, has been established.
broadcast.

1996  The social media and video site Bolt.com has 2007 The microblogging network Tumblr went live.
launched.

1997  Sixdegrees.com, one of the first social media 2009 WhatsApp, an instant messaging application, has been
sites, has been established. established.

1997  Instant Messenger (AOL) has started to be 2010 The social bookmarking site Pinterest has been established.
used.

1998  Open Diary has been founded as the first 2010 Instagram, a photo and short video sharing application, has
social blogging network. been established.

1999  Yahoo Messenger has launched during these 2011 The Snapchat application, which allows instant video and
years. photo sharing, has been launched.

1999  Messenger (Microsoft Network, MSN) has 2011 Google+ has started broadcasting as a social network.
launched.

1999  The social media and blogging program 2013 Vine, the application where instant short video sharing can
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LiveJournal has emerged. be made, has been launched.

2001 Wikipedia has established as an online open 2013 The instant voice, written, and video communication
dictionary. network Google Hangouts has been established.

2002  Friendster's social media and game platform 2015 Periscope, which allows live video broadcasting, has
was published. emerged.

2003 LinkedIn, a business-oriented social media 2017 TikTok, which was established as a short, fun video
site, went live. application, went live.

Reference: Bostanci, M. (2019). Sosyal Medya: Diin, Bugiin, Yarin. Palet Yayinlari.

Although there are many definitions when the relevant literature is examined, it is defined by Kaplan
and Mazurek (2018) as "a group of Internet-based applications based on the ideological and
technological foundations of Web 2.0 and allowing the creation and exchange of user-generated
content as well as interactive discussion". Social media is defined by Coulson (2013) as "social
interaction tools that use highly accessible and scalable communication techniques such as web-based
and mobile technologies to transform communication into interactive dialogue". Social media are
platforms that contain social networks such as links, videos, audio recordings, photos, blogs, vlogs on
social networking sites and shared by users (Eley and Tilley, 2009; Siitliioglu, 2015) and these
platforms are video, photo and story sharing. , chat or discussion forums, location notification, social
directories, social reputation networks, social bookmarking, blogs, weblogs, wikis, podcasts,
videocasts, social networking services (Twitter, Facebook, Instagram, TikTok, Pinterest, Youtube,
WhatsApp, FB Messenger , WeChat, QQ, Qzone, Sina Weibo, Reddit, Skype, BaiduTieba, Viber,
LinkedIn, SnapChat, Line, Telegram, Tumblr) (Er6z and Dogdubay, 2012; Kircova and Enginkaya,
2015; Orel and Arik, 2020) .

The basis of the word "social", which constitutes the first part of the concept of social media, lies in
meeting social needs such as belonging, love, acceptance, and interaction with other people as one of
the basic needs of human beings. In this context, they are natural and sincere online platforms built on
the mutual interactions and experiences of social media users, formed by people coming together
around common interests (Evans, 2008; Gretzel and Yoo, 2014; Yilmaz, 2018). The word "media",
which constitutes the second part of the concept of social media, refers to all the channels that enable
users to interact using network technologies and convey ideas or information (Safko, 2010; Aydin,
2017). Social media, which provides information production and simultaneous sharing through
interpersonal interaction, has become one of the indispensable elements of social life as a platform that
emphasizes individuality (Correa et al., 2010; Duffett, 2017). While providing social media users the
opportunity to create personal profiles containing information such as their age, location, feelings,
thoughts, and interests (Yilmaz, 2018), it also allows users to connect with each other and create
virtual communities. It allows users to share various content and interact with each other through
features such as commenting, liking, and tagging (Oze, 2017). While social media platforms, which
offer various privacy settings that allow users to control who can see their content and profile
information, provide users with access from anywhere with the mobile access they offer, they also
have built-in messaging systems that allow users to communicate with each other privately and
simultaneously (Mayfield, 2006; Yegen, 2013; Kilic, 2015; Guzel and Yukselen, 2020).

The increasing importance of social media in people's daily lives, which is considered the whole of the
concepts of community, communication, cooperation, interpretation, and contribution, has begun to
affect people's attitudes and behaviors beyond bringing different people together (Yilmaz, 2018).
Today, social media platforms with billions of users (Tankovska, 2021) have caused their businesses to
remain indifferent to such a large audience. Again, social media has provided businesses with more
comfortable access to information on consumers' expectations, needs, lifestyles, and hobbies (Gensler
et al.,, 2013; Appel et al,, 2019; Orel and Arik, 2020). In this context, social media has been used by
businesses for various purposes such as creating brand awareness, creating consumer demand,
providing information, increasing the number of visitors, managing customer relations, creating
brand loyalty, creating campaigns, and increasing sales (Stokes, 2013; Alalwan, 2018; Yildirim, 2018),
as well as the concept of social media marketing, which is defined as direct or indirect marketing
activities that enable individuals or businesses to deliver their products and services to huge masses
using social media technologies, channels, and programs (Mutlu, 2017).

Social media marketing concept and features

In today's dynamic market conditions, it has become a critical competitive element for businesses to
use social media platforms in their marketing activities in order to raise awareness of their products
and services, improve their brand image, maintain relations with existing customers, and reach new
customer groups (Ismail, 2017; Yildirim, 2018; Wawrowski and Otola, 2020). Social media platforms,
whose number of users is increasing day by day, have caused a great transformation not only in the

JoTIaS (2023) 6(2): 138-159

141



Leslly Saurelle Tebonchoue & Miijde Aksoy

daily lives of individuals but also in their businesses, especially in their marketing activities. Social
media, which functions as a new platform where marketing activities are applied, has become a very
important platform where social media businesses can implement their marketing activities, especially
when compared to traditional media, which has the disadvantages of one-way communication, direct
communication opportunity, easy measurement, and a cost advantage (Kaplan and Haenlein, 2010;
Shankar and Li, 2013; Lamberton and Stephen, 2016). For example, research shows that as a social
media platform, only Facebook's total advertising revenue reached 113 billion dollars in 2022, and the
expected revenue in 2023 will be much higher than this figiire.

Social media marketing, which transforms customers from passive information buyers to active
information users and distributors, is the marketing activity of businesses using social media
technologies (Park and Oh, 2012; Dahnil et al., 2014; Gedik, 2022). According to another definition,
social media marketing is the use of social media technologies, channels, and software to create,
communicate, deliver, and exchange offers that have value for an organization's stakeholders (Tuten
and Solomon, 2017; Tafesse and Wien, 2017; Gaber et al., 2019; Guzel ve Yukselen, 2020). In social
media marketing, which is defined as an interdisciplinary and inter-functional concept that uses social
media to achieve organizational goals by Felix, Rauschnabel, and Hinsch (2017), the market
perspective is to create a community in the market in a more flexible way instead of dominating the
market in a control-oriented manner in traditional media. In social media marketing, instead of
pushing the products and services in the traditional media towards the customer, attracting the target
audience to the products and services with messages or stories is adopted as a promotion strategy,
while the advertisement as the main promotional tool in the traditional media has been replaced by
word-of-mouth communication (Yilmaz, 2018). In this context, thanks to social media marketing,
businesses gain flexibility, which is one of the basic elements of competition, by adapting their
marketing activities, which are focused on meeting customer expectations and needs, to changing
consumer trends with technological infrastructure.

One of the most distinctive features of social media marketing, which consists of multi-dimensional
dialogues, is the interaction feature. The interaction feature is both the two-way communication
between businesses and consumers as well as the ability of consumers to comment on products and
services with each other and create communities (Akar and Topcu, 2011). In this context, social media
marketing allows brands to communicate and interact with customers, customers with brands, and,
most importantly, create brand communities where customers can share their experiences,
information, and ideas with each other (Muntinga et al., 2011; Kotler and Armstrong, 2016; Godey et
al., 2016). Personalization is another important feature of social media marketing is that businesses can
send special messages to individuals or masses in order to strengthen their communication and
interaction with consumers (Podobnik et al., 2012; Yang et al., 2020). In social media marketing, the
transfer of information about the product and service and the experiences of other customers is
expressed in the form of knowledge as another important feature that affects the purchasing process
(Clemons, 2009; Khan et al., 2019), while the trend feature is the most up-to-date information about a
product or service. among consumers (Seo and Park, 2018), and word-of-mouth communication is the
ability of consumers to quickly transfer their knowledge and experiences about products and services
(Chakraborty and Bhat, 2018).

Social media marketing strategies

In social media marketing, which is based on social interaction, an effective strategic approach should
be adopted, as in all other business functions, in order to create and publish successful content and to
create a target audience by analyzing the interactions obtained. Social media strategy: these are the
plans and policies developed to seize new opportunities, reduce risks, and monitor results by
determining a successful strategy in line with business objectives on social media platforms (Effing,
2013; Easa, 2023). In order to create a successful social media marketing strategy, first of all, the target
audience must be very well determined to make sure that time and resources are invested in the right
social media channels. For this, an observation is made and a selection is made according to the
appropriate customer groups. customer map. Evaluations should be made to determine the best social
media tools suitable for marketing goals by determining the community members to be reached
according to the customer map prepared. As a result of these evaluations, the community should be
drawn into communication with the contents prepared according to the habits of the target audience
on social media; the necessary measurements should be made for participation in the communication;
and the promotion of the business should be done in a way that enables it to differentiate from other
communities. As the last step, in the development phase, users should be listened to and revisions
should be made in line with their expectations and needs (Weber, 2009; Can, 2021).
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One of the strategies that businesses can use in their social media marketing activities is content
creation. Content marketing focuses on sharing expertise and knowledge in order to attract potential
customers and establish long-term relationships with them, and it aims to create customer loyalty by
telling the story of the brand rather than product-based messages (Myllys, 2015; Ansari et al., 2019;
Gedik, 2020). With the content created, it is tried to create motivations that will enable customers to
share content about a brand (Clow and Baack, 2016; Saritas, 2018). In addition to financial motivations
such as giving coupons and raffles while creating content, providing reliable information, ideas, or an
innovation can also create a motivation that will enable customers to interact with the brand securely
and share it with others (Smirnova, 2019). Studies show that content marketing positively affects
brand reliability and online purchasing behavior (Ngo, 2015; Handley and Chapman, 2019; Gedik,
2020).

Another strategy that can be applied to social media marketing is real-time marketing, which is an
important digital marketing communication strategy that enables the brand and the consumer to meet
actively through social media. Real-time marketing is the creation and implementation of an instant
marketing message by simultaneously intervening in a real event (Clow and Baack, 2016). Social
media, which has the ability to share information simultaneously, offers businesses the opportunity to
react to their products and services in real-time in an acceptable way (Hakansson and Bengtsson,
2015). The most widely used platform for real-time marketing, which aims to instantly produce
content on the subject that people talk about in social media and share this content with the target
audience instantly through social media channels, is Twitter because it can transfer its actuality to the
consumer more instantly (O'Connor, 2015; Bazarci and Mutlu, 2017).

The use of "influencers", who can influence the masses with their knowledge, authority, status, and
relationships and especially affect the purchasing preferences of consumers, for the purpose of
promoting products and services on social platforms, is another preferred marketing strategy in social
media (Arslan, 2018). The fact that people who actively use social networks have a large number of
followers and that the followers trust these people or that businesses work with these people to reach
the masses who follow celebrities with confidence, promote their products, and provide information
about their products, directing consumers towards this product (Veirman et al., 2017; Clow and Baack,
2016). While one of the social media strategies preferred by businesses is to provide information about
the product and increase brand awareness by placing advertisements in the middle of the video, with
the viral marketing strategy, consumers are provided with the opportunity to inform each other about
products by using virtual environments (Zhang and Huang, 2022).

Theoretical Background and Hypotheses Development
Technology acceptance model

The word technology, which consists of the combination of the words "techne", which means mastery
in Greek, and "logy", which means knowledge, is defined as a rational discipline designed by human
beings to gain superiority over nature by making use of science (Balkul, 2015). Today, the use and
acceptance of technological developments, which are effective in all areas of human life, by end users
has become a more researched subject, especially in parallel with the developments in the field of
information technologies (Zeren, 2014; Al-Emran et al., 2018). In this context, many theories have been
developed and used by different disciplines in the literature to determine the answers to questions
such as the attitudes and behaviors of the users towards the technology offered, the reasons for
refusing or accepting the technology, and whether they will continue to use it in the future (Aktas,
2007). One of the most common uses of these theories to explain the use of information technologies
by individuals and consumers is the Technology Acceptance Model (TKM). The technology
acceptance model is a model developed by Davis in 1989 based on the theory of reasoned behavior to
explain people's beliefs, attitudes, intentions, and behaviors towards technology use and information
systems. While the theory of reasoned behavior examines all human behaviors, the technology
acceptance model was initially developed to examine the use of computers and then the acceptance of
technological products (Zeren, 2014; Tekeli and Sahin, 2018).

Technology usage by model persons is based on two beliefs: attitude and intention as internal
variables, and perceived ease of use and perceived usefulness as external variables (Koul and
Eydgahi, 2017; Vukovi¢ et al., 2019). When individuals and society encounter a new technology, they
decide about these innovations in terms of ease of use and expectations. According to Davis, it is
perceived usefulness that determines our behavior. Perceived usefulness is the degree of belief of the
user that using technological development will increase his performance, while perceived ease of use
is the belief that the new technology or application that he will accept is easy enough that it will not
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require much effort (Davis, 1989). These variables, together, influence attitude. At the same time,
perceived ease of use has an impact on perceived usefulness. Attitude and perceived usefulness
influence behavioral intentions. Behavioral intent also has an impact on actual use (Davis et al., 1989).
In addition to these two main determinants, different external factors in TAM were added to the
model considering that they would have significant effects on users' adoption of the system
(Kalyoncuoglu, 2018: 197). In many studies on the subject (Nair and Das, 2011; Tarhini et al., 2015), the
higher the consumers' perceived benefits and ease of use from new technologies, the higher their rate
of acceptance and use of the relevant technology.

When the relevant literature is examined, it is seen that the Technology Acceptance Model, which
explains how people or society accept a technology as an information systems theory in its simplest
form, is also used in explaining consumer behavior in many studies (Dogan et al., 2015; Kalyoncuoglu,
2018; Yilmaz, 2018; Lee et al., 2019; Orel and Arik, 2020; Vahdat et al., 2021; Min et al., 2021; Azizah et
al., 2022). In this research, which examines the purchasing behavior of young consumers on social
media, the technology acceptance model is also taken as a basis. In determining the research model
and hypotheses, the relevant theoretical and applied studies in the domestic and foreign literature
were examined, and the Technology Acceptance Model 1, which was put forward by Davis in 1989,
was deemed appropriate due to the more complex structure of other acceptance models. The model
was expanded by adding trust in social media as an external factor.

Social media trust

The concept of trust, which is emphasized by many disciplines from communication to marketing,
from sociology to psychology, and even economics (Cowles, 1997; Gong et al., 2015; Yildirim, 2016), is
one of the most important factors that determine the online shopping behaviors of consumers
(Jarvenpaa et al., 2000; Cheunkamon et al., 2020). The concept of trust, which is defined as the delivery
of the service at the specified time and conditions (Aksoy and Sever, 2012), gains even more
importance in social media marketing activities, especially due to the concern for payment and the
operating system (Nazir et al., 2012; Kim, 2012). Trust is often a tool for social media users'
relationships, concerns, and privacy (Ayaburi et al., 2020). When the relevant literature is examined, it
is seen that the concept of trust, which expresses the reliability of individuals' positive expectations
about the behavior of others based on their past interactions, has been added to the model in various
studies based on the Technology Acceptance Model (Ayeh, 2015; Yilmaz and Tiimtiirk, 2015; Agag
and El- Masry, 2016; Mariani et al., 2019).

Trust is related to people's beliefs about honesty and consistent behavior towards other people (Zafar
et al., 2020) and forms the basis of social relations within a group, society, or organization. In this
context, trust, which facilitates overcoming uncertainties and risks on social media platforms based on
interpersonal relations, plays a very important role, especially in online transactions or other activities
(Hajli, 2014; Ventre et al., 2020). Individuals who perceive a level of trust continue to use them and
continue their interaction and shopping behaviors (Zafar et al., 2020). In short, the impact of social
media browsing and usage depends on trust. The main reason why most consumers do not prefer
online shopping is that they hear about security (Giiltas & Yildirim, 2016). Factors such as the
prejudice that the product ordered and the product delivered will not be the same and the risk
perception of consumers that their identity and credit card information may be captured by others are
among the factors that prevent the consumer from shopping online (Mariani et al., 2019).

Perceived ease of use

One of the basic variables required for the technology acceptance model to function is perceived ease
of use (Cakar, 2018). Perceived ease of use is defined as the ability of individuals to use systems
without requiring effort or the degree of difficulty associated with use (Davis, 1989). Individuals tend
to accept technologies that make their lives easier, both in their working lives and in their personal
lives. According to an analysis of the relevant literature, Susanto and Aljoza (2015), Kusuma (2019);
and Keni (2020), the ease of use that people perceive in relation to the relevant technology is quite
effective in fostering adoption of the technology.

Perceived ease of use is a concept used to explain consumer behavior as well as technology
acceptance. Perceived ease of use for consumers is closely related to the consumption experience that
develops on digital platforms such as social media. Opportunities such as easy access to detailed
information, fast shopping, and alternative diversity within the scope of the experience that digital
platforms provide to consumers affect the trust levels of consumers positively. The effort required to
monitor the proper functioning of the system also decreases, positively affecting the perceived ease of
use (Cho and Sagynov, 2015; Birgtin ve Ulu, 2021). Again, the fact that trust in digital platforms also
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reduces risk perception during interaction increases the perceived ease of use (Schnall et al., 2015). In
this context, considering that the trust of young consumers towards social media positively affects
their perceived ease of use, the following hypothesis has been formulated:

H1: Young Consumers' trust in Social Media positively affects perceived ease of use.
Perceived usefulness

The concept of perceived usefulness is another important variable in the technology acceptance
model. It is the positive or negative ideas of those who use technology products about these products
ability to increase performance in their work (Kalyoncuoglu, 2018).
Perceived usefulness is defined by Davis (1989) as the level of belief that an individual uses a
technological product to increase work performance (Herrero and Martin, 2017; Yilmaz, 2018). Studies
show that the benefit that individuals want to obtain by using a technology is one of the most
influential variables in their decision to use it (Jan, 2011; Huang et al., 2019).

Perceived usefulness is a concept used in explaining consumer behavior as well as technology
acceptance, just like perceived ease of use. Trust, one of the most important precursors of online
shopping on digital platforms such as social media (Nunkoo et al., 2017), causes consumers to think
that they will benefit more from online shopping (Gao and Bai, 2014; Ayeh, 2015; Agag and El-Masry,
2016). In this context, considering that the trust of young consumers towards social media positively
affects the perceived benefit, the following hypothesis has been formulated:

H2: Young Consumers' trust in Social Media positively affects perceived usefulness
Purchase behavior

Purchasing is the acquisition of products and services that individuals need at optimum cost and from
reliable sources. Consumers need to take action by making a number of decisions during the
purchasing process, which starts with being motivated primarily by a need or a desire. The
purchasing decision process starts with the emergence of the need and consists of the stages of
identifying alternatives, evaluating these alternatives, making a selection, and making a purchasing
decision (Kotler and Armstrong, 20016). However, as a result of the developments in the use of the
internet and digital technology in recent years, traditional buying behavior has quickly given way to
online buying behavior. According to Evans (2008), the purchasing process starts with the consumers,
who use social media as an online platform, seeing the product on social media and continues with
the evaluation process of the product. After the evaluation process, in which other consumer
comments are effective, purchasing behavior emerges (Uyar, 2019).

Trust is one of the most important factors that determine the online purchasing behavior of consumers
(Jarvenpaa et al., 2000: 46). In addition to being preferred because of the benefits it provides, online
purchasing is also a risk that should be seen and avoided by consumers. Trust, as the perception that
users create against the marketing activities they encounter on social media, is as important in social
media marketing as it is in other marketing areas. Confidence, which occurs with small steps and
generally over a long period of time, reduces the perception of risk, especially in online purchasing
behavior (Yaprakli and Gil, 2021). Studies show that the comments made on social media, the
information produced, and the relationships established increase consumers' perceived trust towards
products and services (Pan and Chiou, 2011; Wang et al., 2014; Hajli, 2014). In this context, the
following hypothesis has been formulated, considering that the feeling of trust created by the
consumers positively affects their purchase action without coming into contact with the product over
the internet:

H3: Young Consumers' trust in Social Media positively affects purchase behavior.

In addition, within the framework of the technology acceptance model in the research, the following
hypotheses have been formulated, considering that the perceived ease of use and perceived usefulness
of young consumers during their shopping on social media platforms will also positively affect their
purchasing behavior:

H4: The ease of use perceived by young consumers in their social media shopping positively
affects their purchasing behavior.

H5: The usefulness of perceived by young consumers in their social media shopping positively
affects their purchasing behavior.

In this context, the research was designed quantitatively based on cause-and-effect relationships in
order to test the hypotheses that have been formulated in the conceptual framework. The research
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model presented in Figure 1 was created by examining the relationships between the relevant
theoretical and applied research and the components that make up the model.

PERCEIVED
EASE OF USE

SOCIAL
MEDIA TRUST

PURCHASE
BEHAVIOR

PERCEIVED
USEFULNESS

Fig.1. Research Model
Method
Sample and data collection

The population of the study consisted of young consumers have shopped on social media in Turkey.
Although different age groups have been defined for young consumers in the literature, the widely
accepted opinion suggests that young consumers are those who are between the ages of 18-30 (Marina
et al., 2014: 441). Since the size of the population could not be determined exactly, "convenience
sampling from non-probability sampling methods" was employed in data collection. In order to
determine the appropriate sample size, several methods were evaluated. According to Sekaran (1983),
more than 30 and fewer than 500 samples are acceptable for a many studies. In addition, Anderson
and Gerbing (1988) recommended that the sample size should be at least 150 in analyses using
Structural Equation Modeling. Another approach used to determine the sample size is to consider the
number of observed variables in the model established for Structural Equation Modeling. It states that
the number determined by including 10 participants in the study for each observed variable is the
sample volume on which a general consensus is reached (Schreiber et al., 2006). According to this
approach, the sample size of the research should consist of at least 380 participants. In this context
between 20 April 2023 and 18 May 2023, a total of 427 online questionnaires were collected from 18- to
30-year-old consumers. Out of a total of 427 surveys, as 19 of them were excluded due to missing or
inadequate data, the research continued on 408 questionnaires. Information on demographic
characteristics such as age, gender, education level, income level, and social media usage habits of the
408 young consumers who participated in the research is presented in Table 2.

Table 2: Demographic Characteristics of the Participants

Gender n % Daily Internet Use n % Reasons to Follow a Brandon | n %
Social Media
Femele 216 52 1 hour or less 52 13 To have information 388 30
Male 192 48 1-2 hours 186 46 To be notified of discounts 322 25
Total 408 100 2-5 hours 102 25 To communicate with 221
enterprises. 17
Age n % more than 5 hours 68 17 Because my friends are 158
following the page 12
18-20 year 112 27 Total 408 100 Other.... 225 17
21-23 Year 136 33 Daily Social Media Use
24-26 Year 104 26 1 hour or less 46 The most effective advertisingl | n %
11 in purchasing decision
27-29 Year 56 14 1-2 hours 239 59 Television advertisements 24 6
Total 408 100 2-5 hours 93 23 radio advertisements 10 2
Education n % more than 5 hours 30 socia media advertisements 217
Status 7 53
Primary 22 Total 408 100 Internet advertisements 110
education 54 outside of social media 27
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High school 65 15,9 | Reason To Use Social Media Magazine advertisements 32
Associate 120 To get inform about various 365 Newspaper ads 7
degree 29,4 | topics. 14 2
Licence 155 To get news 378 Outdoor advertisements 8
38,0 15 (billboards, etc.) 2
Master/PhD 46 11,3 For fun. 400 16 Total 408
Total | 408 100 To share photo, video, music 399
etc. 16
Use of Social n % To connect and communicate | 320 Monthly Income n %
Media with institutions 12,6
Facebook 312 16 To follow the brands of 289 2000 TL and less 22
commercial enterprises. 11,3 5
Instagram 378 20 To get inform about various 396 2001-4500 TL 110
topics. 15,5 27
Tiktok 216 11 4501-7000 TL 205 50
LinkedIn 302 16 Following a Brand on Social | n % 7001-9500 TL 46
Media 11
Twitter 145 8 Yes 396 98 9501-12.000 TL 21 5
YouTube 395 21 No 12 2 More than 12.000 TL 4 1
Other... 127 | 8 Total 408 100 Total | 408 | 100
Measures

In this research, survey method was used for data collection. The survey consists of two sections. The
Section 1 contains the scales previously developed by various researchers to measure social media
trust, perceived ease of use, perceived usefulness and purchase behavior as variables in the research
model. The Second Section contains questions about the demographic information from respondents
including gender, age, education status, income level and social media usage habits. All the scale
items used in this research were evaluated on a five point Likert-type scale ranging from "strongly
disagree (1)" to "strongly agree (5)".

In the present research, the 16-item trust dimension of the “Social Media Marketing Scale” developed
by Chi (2011) and adapted into Turkish by Elbas1 (2015) was used to measure the trust levels of the
participants in social media marketing. While in order to measure the perception of participants’ to
the ease of use (4 item) and usefulness (5 item) of the social media marketing, the scales developed by
Noh et.al.,, (2013) and adapted into Turkish by Yilmaz (2018) were used, to determine the purchasing
behavior levels of the participants, the “Social Media Consumer Purchasing Scale” developed by Islek
(2012) was used.

Data analysis and results
Preparation of data and analysis method selection

In this research, Structural Equation Modeling (SEM) was used to test the research model and the
hypotheses proposed within the conceptual framework. Structural equation modeling is a
multivariate analysis method consisting of a combination of factor analysis and regression analysis,
used to test the validity of a measurement model and to determine causal relationships between
variables (Glirbtiz, 2019). In this context, before testing the research model, missing values, extreme
values and sample distribution that may affect the analysis results were examined (Carter, 2006). At
this stage firstly, since Structural Equation Modeling requires full data, the missing data in the data set
was determined and completed with the Expectation Maximization (EM) method using the SPSS 23
package program. After the data set used in the research was cleared of missing data, it was analyzed
to detect outliers that deviated significantly from the values in the data set and did not conform to the
data set's characteristics (Esen ve Timor, 2019). As a result the data set was subjected to Mahalanobis
Distance (MD) analysis to determine the extreme values. The analysis revealed that the data from 19
out of 427 respondents contained "multivariate extreme values" at the 0.99 significance level.

Another important criterion for the analysis to be selected in SEM is the sample distribution. When the
kurtosis and skewness values of the distribution of the data set were examined, it was determined that
the values for all variables were above the critical value in the context of z scores. In this case, it was
concluded that the data set did not show a unit-based normal distribution. Similarly, it was
determined that the data did not meet the multivariate normality criteria. In this context of the
research, since the data did not provide both unit-based and multiple normality and the research
model was an exploratory structure that hadn't been studied before, It was decided to use the
"Structural Equation Modeling Based on Partial Least Squares Method (PLS SEM)" approach.
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Model tests

PLS-SEM is a path analysis technique that generalizes and integrates the results of principal
component analysis and multiple regression. PLS-SEM is a useful estimator of structural equations,
particularly when the sample size is small, and it makes no assumptions about data distribution
(Wong, 2013; Ringle et al., 2015). PLS-SEM, whose primary objective is to maximize the explained
variance of the dependent variable and minimize error variances, employs the least squares method,
such as regression, as an estimation technique (Hair et al., 2014; Dogan, 2019). PLS-SEM basically
consists of two stages: the measurement model and the model test. In the measurement model stage,
where the reliability and validity tests of the scales are performed, it is explained how each construct
is measured with the relevant expressions. If all variables meet the reliability and validity criteria at
the measurement model stage, structural models and hypotheses are tested to show how latent
variables are related to each other (Alshibly, 2015).

The measurement model

At the measurement model stage, confirmatory factor analysis (CFA) was used with the SmartPLS
3.2.8 statistical package program to determine whether the theoretically suggested factors overlap
with the observed situation in the data (Hair et al., 2010). After the confirmatory factor analysis, the
internal consistency reliability, convergent validity, and discriminant validity were evaluated with the
statements obtained regarding the measurement model. For internal consistency reliability and
convergent validity, the item loadings, average variance extracted (AVE), composite reliability (CR),
Cronbach's alpha coefficient (a), and rho_A were critically analyzed (Hair et al., 2014; Henseler et al.,
2016). Table 3 illustrates the results regarding the internal consistency reliability and convergent
validity of the constructs in the study.

Table 3: Results of the measurement model.

Variable Item Factor AVE CR Cronbach’ rho_A
Loading sa

Marketing activities on social media are (714
lovely.

Marketing activities on social media are fun. ~ 0.742

Marketing activities in social media are 0.726

positive.
Social media marketing is advantageous. 0.713
Social media marketing is good. 0.792
Social Media Social media marketing can be trust. 0.719 0512 0920 0.905 0.908
Trust Social media marketing activities are clear
and understandable. 0.681

I can recommend products or services
proposed on social media to my friends or

family. 0.690
Social media marketing is credible. 0.667
Social medya marketing is realistic. 0.683

I can make important purchasing decisions
based on information provided in social

media. 0.735
I can easily find the things I want in the
online shopping sites. 0.789
Perceived Ease of  Online shopping sites are easy to use. 0.833
Use It is easy for me to learn how to use online 0.59 0.854 0774 0.798
shopping sites. 0.807 ’ ’
Interaction with online shopping sites is
clear and understandable. 0.645
Online shopping sites make purchases
easier for me. 0.750
. Online shopping sites increase my
Perceived productivity. 0.742
Usefulness Online shopping sites are useful for me. 0567 0.867
0.699 0.809 0.809

Using online shopping sites i developed my
purchase experience. 0.768
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I improve my shopping experience using
online shopping sites. 0.803

I prefer to buy products from
companies/brands I like and follow on
social media 0.667

When a company/brand communicates with
me on social media, it influences me

positively in terms of purchase. 0.705
Social media sites are a suitable place for
consumers to communicate with the
. 0.514 0.864
Purchase Behavior  company/brand. 0.789 0.810 0.811
I trust consumer reviews on social media
when I want to buy a product/service. 0.698

For my purchases, i prefer products/services
that number of followers on social media is
considerabily high. 0.696

I think I can get reliable information about
the product/service I wish to buy on social
media. 0.740

[Note: all t values are p <0.05; CR = composite reliability; AVE = average variance extracted]

In PLS-SEM-based analysis methodologies, factor loads should be above 0.700 (Hair et al., 2014);
however, factor loads above 0.600 are also acceptable (Dogan, 2019:80). Moreover, Hair et al. (2014)
suggest that expressions with factor loadings between 0.40 and 0.70 should be excluded from the
model if AVE or CR values increase. In this context, all indicators with factor loadings below 0.600
were removed from the model, and the steps of confirmatory factor analysis were repeated. As a
result of confirmatory factor analysis, 5 indicators (SMT4, SMT10, SMT14, SMT15, SMT16) for Social
Media Trust, and 4 indicators (PCB1, PCB3, PCB9, PCB10) for Purchase Behavior were removed from
the model since their factor loadings were below 0.60 and they were not used in subsequent analyses.

For internal consistency reliability, Cronbach's Alpha (a), composite reliability (CR), and rho_A values
are expected to be > 0.70 (Hair et al., 2018; Ringle et al., 2018). When the relevant values presented in
Table 1 are examined, it is seen that the structures provide internal consistency reliability. For
convergent validity, factor loads are expected to be = 0.70 and the average variance extracted (AVE) to
be > 0.50 (Hair et al., 2010; Hair et al., 2014). Nine indicators with a factor load between 0.60 and 0.70
were not removed from the scale because their AVE and CR values were above the threshold value.
When the relevant values presented in Table 1 are examined, it is seen that the structures also provide
convergent validity. The criteria proposed by Fornell and Larcker (1981) and the HTMT (Heterotrait-
Monotrait Ratio) criteria proposed by Henseler et al. (2015) were used to determine discriminant
validity. Table 4 presents the analysis results regarding the Fornell and Larckell Criteria. When the
values in the table are examined, the square root of the AVE values of the relevant variable is greater
than the correlation coefficients in the same column. Similarly, HTMT values were found to be below
the critical value of 0.90. In this context, it can be stated that the structures provide discriminant
validity.

Table 4: Discriminant validity for the measurement model. (Fornell and Larcker criterion)

Perceived Benefit  Perceived Ease of Use Purchasing Behavior Social media Trust
Perceived Usefulness 0.753
Perceived Ease of Use 0.536 0.772
Purchasing Behavior 0.499 0.415 0.717
Social media Trust 0.482 0.361 0.660 0.715

According to these results, since all variables met the reliability and validity criteria for measurement
model analysis, assessment of the structural model analysis was started to examine the hypotheses.

The structural model

The structural equation model created to test the research hypotheses is shown in Figure 2.
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Fig.2. PLS structural model.

The research model was analyzed using the PLS-SEM algorithm and the SmartPLS 3.2.8 statistical
program. The PLS algorithm was run to calculate the linearity, path coefficients, R?, and effect size (f%)
of the model. In order to evaluate the significance of the PLS path coefficients, t-values were calculated
by taking 5000 subsamples with bootstrapping (Hair et al., 2014; Ringle et al., 2015). Blindfolding
analysis was also run to calculate the predictive power (Q?) of the model. VIF, R?, {2, and Q2 values
related to the research results are presented in Table 5.

Table 5: Research model coefficients (total effect).

Constructs VIF R? f2 Q?

Social media Trust —> Perceived Ease of Use 1.000 0.130 0.151 0.072
Social media Trust —>Perceived Usefulness 1.000 0.232 0.303 0.127
Social media Trust —> Purchasing Behavior 1.328 0.425

Perceived Ease of Use %Purchasing Behavior 1.431 0.490 Too2r 0246
Perceived Usefulness ——> Purchasing Behavior 1.621 0.035

As seen in Table 5, It was concluded that there was no linearity problem since the VIF values between
the variables were below the threshold value of 5 (Hair et al., 2014; Henseler et al., 2015). When the
model coefficients are analyzed in terms of R2 values, it is seen that perceived ease of use is explained
by 13%, perceived usefulness by 23%, and purchasing behavior by 49%. Having an effect size
coefficient (f?,) of 0.02 and above is low; 0.15 and above is medium; 0.35 and above is considered high
(Cohen, 1988). In this context, when the model coefficients are examined in terms of f 2 it is seen that
social media trust has a medium effect on perceived ease of use and perceived usefulness, and a high
effect on purchasing behavior, while perceived ease of use and perceived usefulness have a low effect
on purchasing behavior. Stone-Geisser's test (Q2) is another assessment of the structural model's
predictive ability. Since Q2 values are greater than zero, the research model has the ability to predict
the variables of perceived ease of use, perceived usefulness and purchasing behavior (Hair et al,,
2014). Table 4 presents the direct effect coefficients of the research model.

Table 6 illustrates the hypotheses' conclusions. The effect of Social Media Trust on Perceived Ease of
Use (f =0.361, p<0.01), Perceived Usefulness (§ =0.482, p<0.01) and Purchasing behavior ( =0.536,
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p<0.01) is positive and statistically significant. Also, the effects of Perceived Ease of Use (f =0.361,
p<0.05) and Perceived Usefulness (f =0.125, p<0.05) on Purchasing Behavior are positive and
statistically significant. In accordance with these findings, the research's hypotheses H1, H2, H3, H4,
and H5 are supported. Accordingly, a one-unit increase in Social Media Trust increases perceived ease
of use by 0.361%, perceived usefulness by 0.482%, and Purchasing Behavior by 0.536%. Also, a one-
unit increase in perceived ease of use increases Purchasing Behavir by 0.361%, and a one-unit increase
in perceived usefulness increases Purchasing Behavir by 0.169%.

Table 6: Structural model result.

Hypothesis p SE t-Statistic p-Value
Social media Trust —> Perceived Ease of Use 0.361 0.049 7.357 0.000
Social media Trust —> Perceived Usefulness 0.482 0.044 10.973 0.000
Social media Trust —> Purchasing Behavior 0.536 0.048 11.239 0.000
Perceived Ease of Use —> Purchasing Behavior 0.125 0.049 2.536 0.012
Perceived Usefulness ——> Purchasing Behavior 0.169 0.055 3.089 0.002
Discussion

As a result of the revolution in information and communication technologies, social media, which has
become a part of people's daily lives, has become an increasingly important issue in consumer
behavior and marketing activities. In today's conditions, where more than half of the world's
population actively uses social media, the placement of social media platforms in the communication
focus of consumers has made it a critical competitive element for businesses to use social media
platforms in their marketing activities. Social media marketing, defined as communicating and
interacting with customers through social media platforms, is the use of social media technologies,
channels, and software by an organization to create, communicate, present, and share offers that have
value for its stakeholders (Tuten and Solomon, 2017). Social media, which has become an
indispensable communication channel for brands today, offers businesses the opportunity to promote
their products and services much more effectively than traditional media marketing. Social media and
social media marketing activities are of great importance for both marketing literature and businesses
in dynamic market conditions. In this context, the aim of the research is to examine the effect of social
media marketing activities on the purchasing behavior of young consumers in the context of the
technology acceptance model. In the research, the trust of young consumers in social media was
adapted to the Technology Acceptance Model as an external factor.

The population of the research consists of young consumers who shop on social media in Turkey.
Since the size of the population could not be determined exactly, "convenience sampling from non-
probability sampling methods" was used in data collection. In the study, in which the questionnaire
method was used for data collection, 427 online questionnaires were collected, 19 were excluded due
to missing or insufficient data, and the research was continued through 408 questionnaires. The
relationships between the variables in the model were measured by "Structural Equation Modeling
Based on Partial Least Squares Method". In the measurement model stage, which explains how each
construct is measured with related statements, the scales were subjected to reliability and validity
tests, and all variables in the measurement model met the reliability and validity criteria. In the second
stage, in the structural model analysis, the structural models and hypotheses used to show the
connections of latent variables with each other were tested. According to the findings, social media
trust's perceived ease of use ( = 0.361, p <0.01), perceived benefit (p = 0.482, p < 0.01), and purchase
behavior ( p = 0.536, p <0.01) have a positive and statistically significant effect. In addition, the effects
of perceived ease of use (B = 0.361, p 0.05) and perceived benefit (p =0.125, p 0.05) on purchasing
behavior were positive and statistically significant.In line with these findings, the H1, H2, H3, H4, and
H5 hypotheses of the research are supported. Accordingly, a one-unit increase in social media trust
increases perceived ease of use by 0.361%, perceived usefulness by 0.482%, and buying behavior by
0.536%. Also, a unit increase in perceived ease of use increases buying behavior by 0.361%, while a
unit increase in perceived usefulness increases buying behavior by 0.169%.

In the research, it was first tried to determine the effect of the perception of trust that young
consumers have in social media on the perceived ease of use within the framework of the Technology
Acceptance Model. Trust plays a very important role on social media platforms, especially in online

JoTIaS (2023) 6(2): 138-159

151



Leslly Saurelle Tebonchoue & Miijde Aksoy

transactions or other activities, as it facilitates the overcoming of uncertainties and risks (Ventre et al.,
2020). The main reason why most consumers do not prefer online shopping is because of security
concerns. Perceived ease of use, which is closely related to the consumption experience developing on
digital platforms such as social media in addition to technology acceptance, is the ability of
individuals to use systems effortlessly or the level of difficulty associated with use. Findings obtained
as a result of the research show that young consumers' trust in social media positively affects their
perceived ease of use. Since trust in social media will reduce anxiety and effort regarding the
operation of the system, the perceived ease of use of the system will also increase. This result obtained
in the research supports the research findings of Cho and Sagynov (2015), and Schnall et al. (2015),
who determined that trust in social media has a positive effect on perceived ease of use. In the
conducted study, it was determined that there exists a positive correlation between the trust of young
consumers in social media and their perception of its usefulness. Trust, being a crucial precursor to
consumer behavior, engenders a perception among individuals that online shopping would yield
more benefits. This result supports the research results of Gao and Bai (2014), Ayeh (2015), Agag and
El-Masry (2016) and Isik (2019).

Another finding obtained in the research is that the trust of young consumers in social media
positively affects their purchasing behavior. Trust in social media platforms, which provide
consumers with the opportunity to obtain information about products and services and to examine
shared consumer experiences and comments, is an important factor affecting the purchasing decision.
Especially in online purchasing behavior, the high probability of spreading fraud and misleading
information will increase the risk perceived by consumers, while trust-creating factors such as the
reputation of brands, user comments, and verification of social media accounts will reduce the risk
perception and also positively affect the purchasing behavior. In this context, the research result
supports the previous literature that shows that the trust of young consumers in social media
positively affects their purchasing behavior (Yilmaz and Tumttirk, 2015; Orel and Arik, 2020; Seyhun
and Kurtuldu, 2020). As a result of the statistical analyses carried out within the scope of the research,
it is determined that the perceived ease of use and perceived usefulness within the framework of the
technology acceptance model positively affect the purchasing behavior of young consumers.
Perceived ease of use refers to how easy a technology product is to use and how quickly the user can
adopt it. If consumers think a product is easy to use, they are more likely to purchase it. Perceived
usefulness refers to the benefits that a technology product provides to users. Practicality, efficiency,
entertainment, or other advantages that a product will offer to users can be evaluated as perceived
usefulness. Users make a purchase decision by evaluating the benefits they will derive from a product.
Similarly, there are results in the related literature showing that the perceived ease of use and
perceived usefulness of young consumers regarding the use of social media positively affect their
purchasing behavior (Ayeh, 2015; Hua et al., 2017).

Theoretical Implications

Theoretically, this research examined the factors underlying young consumers' social media
purchasing behavior within the framework of the technology acceptance model. The technology
acceptance model, which aims to determine the process of people's adoption and use of a new
technology and the factors affecting this process, appears to be a very good model for explaining a
technology such as social media, which is rapidly adopted and widely used. This model examines
why and how social media platforms are used, including the psychological, social, and economic
interactions in the adoption process of social media use, and is widely included in the social media
marketing literature. In the technology acceptance model used in many studies on consumers' use of
technology, technology acceptance model 2 is formed by adding subjective norm, image, suitability
for work, and output quality as determinants of "perceived usefulness", which are internal factors, and
computer self-efficacy and external control to "perceived ease of use". Technology Model 3 was
developed by adding perceptions, computer anxiety, computer fun, perceived fun, and objective
usability. Again, as a result of adding different variables to the original technology acceptance model
for the purpose of the research, an expanded technology acceptance model was created. In this
research, which is based on the Technology Acceptance Model, trust in social media was added to the
model as an external factor within the scope of examining the social media purchasing behavior of
young consumers.

This study has numerous theoretical implications for the field of consumer behavior research. First,
the importance of integrating trust as an exogenous variable into the technology acceptance model as
an important antecedent of human behavior is emphasized. Considering that the main reason why
most consumers do not prefer online shopping is the high level of risk perception they feel about
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security, integrating trust into this model can provide marketers and policymakers with a
comprehensive understanding of the importance of trust perception in their social media marketing
activities and consumers' purchasing behavior. It also provides theoretical foundations for the
development of effective strategies and interventions to increase trust in social media platforms, as it
emphasizes the importance of consumers' perceived trust in purchasing behavior on social media.

Managerial Implications

The findings of this study have important managerial implications for companies that want to
encourage the social media buying behavior of young consumers in emerging markets such as
Turkey. Young people constitute an important target group for marketing practitioners, especially in a
country like Turkey where the young population is dense. According to the United Nations, when the
rates of youth population in the 15-24 age group as a percentage of the total population of countries
are analyzed in 2022, the global average rate of youth population was 15.5. It was observed that the
youth population rate in Turkey was 15.2, just below the global average (www.tuik.gov.tr). Research
results show that trust in social media is an important determinant of young consumers' purchasing
behavior on social media.

In this context, it is important for marketing managers to share the right information about their
products and services at the right time in social media marketing activities in order to increase the
level of trust of consumers on social media. Again, transparent marketing communication to be
established with the target audience by using informative, entertaining, and inspiring content,
especially for young consumers, will positively affect the level of trust. Again, businesses should
actively interact with consumers on social media and respond quickly and effectively to questions,
complaints, or requests within the scope of a successful customer relationship management strategy
they will design. Influencer collaborations are another strategy that businesses can use in order to
increase the trust perceptions of young consumers on social media platforms. Businesses can
communicate positive messages about their brand to consumers by collaborating with reliable and
reputable influencers. However, care should be taken in the selection of influencers, and people who
appeal to the right target audience should be preferred. One of the most important factors for trust in
social media is taking appropriate measures to protect the privacy and security of consumers data in a
way that reduces their perception of risk. Taking strong security measures against data breaches and
protecting users' personal information will reduce the perception of risk and positively affect the
perception of trust. In addition, it should be prepared against negative comments or crises that may
occur on social media, and loss of trust should be prevented by managing negative situations with
effective reputation management strategies.

Strategic marketing planning is of great importance for businesses to be successful in social media
marketing activities as well as in all marketing activities. In this context, for a successful social media
strategy, the target audience of the business should be determined and analyzed very well in order to
increase brand awareness, sales, and customer interactions, and original and impressive content
should be created, especially suitable for the interests of young consumers. Metrics such as the
number of followers, interaction rates, and conversions should be monitored regularly by monitoring
the social media performance, and the strategy should be revised according to the changing
conditions, if necessary, according to the results of these measurements. In addition to organizing
advertising campaigns, discounts, and special campaigns that will attract the attention of young
consumers, providing links that facilitate shopping processes or integrated purchasing features will
cause young consumers to prefer social media in order to purchase products quickly and without any
problems. Thanks to these recommendations to businesses and especially to marketing managers, it is
thought that young consumers, who are of great importance in terms of social media marketing
activities, will increase their perception of trust, perceived ease of use, and perceived usefulness
towards social media marketing activities of businesses, which will positively affect their purchasing
behavior.

Conclusion and directions for future researches

This study aimed to examine the effect of trust perceived by young consumers on purchasing
behavior in social media marketing within the framework of the technology acceptance model. In the
research, it has been determined that trust in social media positively affects the perceived ease of use
and perceived usefulness of young consumers for social media use, and it has been concluded that it is
also an important determinant of purchasing behavior. In addition, it is among the research findings
that the social media purchasing behaviors of young consumers are positively affected by perceived
ease of use and perceived usefulness, two important factors of the technology acceptance model.
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As in many studies, there are several limitations to this one. This research is limited to the available
literature in terms of a theoretical framework. The use of convenience sampling is also one of the
limitations of the research. Due to the limitations of the available possibilities, a small sample was
studied. Therefore, it is difficult to make broad generalizations from the research. In order to
generalize the results, it is thought that the subject should be studied extensively with a larger sample
size. Since this study is a cross-sectional study, it provides limited information in terms of explaining
the causal relationships between the variables. In order to understand the causal relationships
between the variables more clearly, it is recommended that future researchers test a similar
longitudinal study. The study, which is carried out quantitatively by using the questionnaire
technique, can also be studied with qualitative and mixed support. Again, in future studies, the
concept of trust can be examined in terms of its dimensions.
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Turist Goziinden Tiirkiye: “Watchtower of Turkey” Tanitim
Filminin Norobilim Araclariyla Analizi

Turkey from a Tourist's Eyes: Analysis of the "Watchtower of Turkey"
Promotion Film with Neuroscience Tools

Ebru BAGCI

Oz

Satin alma faaliyetleri ihtiyaclarla baglantili olarak ortaya ¢ikmustir. Ancak giiniimiiz diinyasinda
insanlar yalnizca ihtiyaglarma yonelik satin alma faaliyetleri gerceklestirmemektedir. Kisinin {irtin
veya hizmetle kurdugu duygusal bag da kendisini satin alma faaliyetine yoneltebilmektedir. Satin
alma faaliyetlerinin igerisine duygunun girmesi pazarlama stratejistlerini rasyonel degerlendirmeler
yapmalari konusunda zorlamaktadir. Noropazarlama, duygular:i anlayarak rasyonelligi yakalama
sorunsali tizerine odaklanmaktadir ve bu noktada pazarlama stratejistlerine destek olmaktadir. Bu
amagla norobilim araglarindan EEG ve goz izleme (eye traking) cihazlariyla Italyan bir turist olan
Leonardo Dalessandri'nin hazirlamis oldugu “Watchtower of Turkey” adli filmin analizi
gerceklestirilmistir. Hgili caligmanin gerceklestirilebilmesi i¢in Aydin Adnan Menderes Universitesi
Sosyal ve Beseri Bilimler Etik Kurulu” ndan 28.01.2021 tarih ve 05 nolu karar ile
gerceklestirilmesiAnalizler sonucunda tanitim filminde kullanilan miizik, insan sesi, insan figiirleri,
simge alanlarin kisilerin dikkat durumunu ne sekilde etkiledikleri ortaya konulmustur. Tiiketicilerin,
etnik miiziklerden etkilendikleri, tilkenin simge kisiliklerinin seslerine odaklandiklari, genel olarak
tanitim filminde insan Ogesine yogunlastiklar1 ortaya konulmustur. Ayrica gorseller arasi gecis
siirelerinin 3 saniyeden fazla olmas1 durumunda odagin arttig1 ortaya konulmustur.

Anahtar Kelimeler: Norobilim, Noropazarlama, Noroturizm, Tanitim Filmi.

JEL Kodlari: D87, L83, M31, N51, Z33

Abstract

Purchasing activities emerged in connection with needs. However, in today's world, people are only
purchasing activities for their needs. The emotional bond that the consumer establishes with the
product or service can also direct themself to the purchasing activity. The inclusion of emotion in
purchasing activities forces marketing strategists to make rational evaluations. Neuromarketing
focuses on the problem of capturing rationality by understanding emotions and supports marketing
strategists at this point. For this purpose, the analysis of the movie "Watchtower of Turkey", prepared
by an Italian tourist, Leonardo Dalessandri, was carried out with EEG and eye tracking devices, which
are neuroscience tools. In order to carry out the relevant study, approval was obtained from the Adnan
Menderes University Social and Human Sciences Ethics Committee dated 28.01.2021 with decision
number 05. As a result of the analysis, it has been revealed how the music, human voice, human
figures and symbols used in the promotional film affect the attention status of the people. It has been
revealed that consumers are influenced by ethnic music, focus on the voices of the country's iconic
personalities, and generally concentrate on the human element in the promotional film. In addition, it
has been revealed that the mountain increases if the transition times between images are more than 3
second.

Keywords: Neuroscience, Neuromarketing, Neurotourism, Promotion Film.
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Ebru Bagg
Giris

Turizm sektoril; gezi, eglence, dinlence vb. faaliyetlerin gerceklestirildigi bir sektor seklinde
tanimlansa da bu kavram ve tanimlarin yaninda tilkelerin ekonomileri igerisinde dogrudan ve dolaylt

etkileriyle % 2-41 arasinda degisen oranlarda GSYIH payina sahip bir sektordiir. Tiirkiye'de turizm
sektoriiniin GSYIH” da yeri 2019 yilinda 105+ milyar dolar ile %12.7'idi (WDA, 2020; Statista, 2023).

Diinya genelinde turizm sektériinden elde edilen gelirlerini artirmak isteyen tilkeler, i¢ pazarlarimi
canlandirmanin yaninda dis pazardan gelecek potansiyel turistleri cekmenin yollarin1 aramaktadir.
Turistik tirtinler faaliyet gerceklestigi anda deneyimlenen tirtinlerdir. Bu durum satin alma faaliyetini
gerceklestirecek potansiyel turistlerde cekinceye neden olabilir. Potansiyel turistlerin tercihlerini
etkilemek isteyen turistik arz tireticileri sunacaklar1 tirtin ve hizmetleri tiiketicilerine tarutim filmleri
araciligiyla aktarirlar. Turizmde tanitim, potansiyel turist kitlesini tanitim yapilan destinasyon ile ilgili
bilgilendirmek, destinasyonu tercih noktasinda kararlarini ve satin alma faaliyetini gerceklestirmeleri
konusunda kendilerini etkilemek, ikna etmek icin uygun yontem, teknik ve iletisim araglar1 (sosyal
medya, ulusal medya, uluslararast medya, reklamlar vs.) vasitasiyla bilingli etkiler yaratmaktir
(Sagilik, 2020:1780; Azimi vd., 2017:90). Tarutim filmlerinin destinasyon tercihine etkisini direkt
Ol¢timlemek miimkiin olmamakla birlikte, filmlerin izlenme sayilarina iliskin veriler destinasyona
ilgiyi bir anlamda gostermektedir.

Calismada; Leonardo Dalessandri tarafindan hazirlanan Watchtower of Turkey isimli tanitim filminin
norobilim araclar: ile analizi gergeklestirilmistir. Calismada, Tiirkiye'ye iliskin; turistler (amator) ve
Tiirkiye Kiiltiir ve Turizm Bakanlig1 (profesyonel) tarafindan hazirlanan tanitim filmleri arasinda en
fazla izlenme sayisina sahip olan amatér tanitim filmi olan Watchtower of Turkey’in potansiyel
turistler tizerindeki etkisini ortaya koymak amaclanmustir.

Kavramsal Cerceve
Turizmde Tanitim

Tanmitim, tanitimi yapilan tirtin, kisi veya tilke adma olumlu imaj yaratmak ve tanitimi yapilanin
saygmligini artirmak amacl belli bir program dahilinde stirekli ve sistemli bir sekilde yturttiilen
faaliyetler biitiintidiir. Tanitim, profesyonel kurum veya kisiler tarafindan, insanlarin bilgi alma
ihtiyacin1 gidermeye yonelik hazirlanan faaliyetler biitiinii olarak da tanimlanmaktadir. Tanitimda
amag, olumsuz imaji 6nlemenin yaninda, sempati yaratmak ve olumlu imaj gelistirmektir (Echtner ve
Ritchie, 2003). Turistik bolge ve trtinlerin farkli ve goze carpan unsurlariin turizm tanitimlar ile
ortaya konulmasi, potansiyel turistlerin iilkeye gekilmesine yardimci olmaktadir. Tanitim faaliyetleri
“hedef kitle agisindan” ve “amagclar agisindan” olmak {tizere ikiye ayrilmaktadir (Sahbaz ve Keskin,
2012).

Tablo 1: Tanitim Faaliyetleri

i¢ Tanitim:

Bir tilke vatandasinin, tilkesinin sinirlar icerisinde turistik amacli gecici stireligine yer degistirmesine i¢
turizm denilmektedir. I¢ turizm faaliyetlerine tesvik amaghi mal ve hizmetlerin bildirilmesi igin
kullanilan yontem ve cabalar ise “i¢ tanifim” olarak adlandirlmaktadir (Rizaoglu, 2003).

Hedef Kitle Dis Tanitim:

Agisindan Bir iilkenin tanmitilmasi, o iilke hakkinda bir imaj yaratilmasi, o iilkenin i¢ ve dis sorunlariyla ilgili
Tanitim goriis, diistiniis ve hedeflerinin, cesitli yollarla stirekli olarak duyurulmasidir. Dis tanitim ise; halkla

Faaliyetleri iligkiler, reklamcilik, propaganda, iletisim, kiiltiir ve lobicilik kavramlar ile i¢ ice gegmis, siyasal,

turistik, ekonomik ve kiiltiirel alanlarin1 da kapsayan bir kavramdir (Cerik, 1991:4).

Turistik Tanitim:
Bir destinasyonun mal ve hizmetlerine yonelik ilgi cekmek, bunlarla ilgili bilgi vermek ve bu
destinasyona iliskin hafizada bir imaj olusturarak destinasyonda sunulan turistik mal ve hizmeti satin
almaya yoneltmek ve sonucta da ekonomik kazang¢ saglamak amaciyla yararlanilan faaliyetlerdir
(Arslan, 2014:186).

Siyasi Tanitim:

Bir tlkenin diinyadaki genel goriinumii diizeltereksayginligmi artirmak amaciyla yapilan planl
icraatlardir. Insan hak ve o6zgtirliiklerine kars1 saygili olmak, bariscil dis politika izlemek, giivenligi
korumak gibi faaliyetler bu icraatlara 6rnek verilebilir (Sahbaz ve Keskin, 2012).

Amaglan Ekonomik Tanitim:
Agisindan Bir iilkenin; ithalat, ihracaat, isgiicii ve sermaye hareketleri, ekonomik yardimlar ve turizm faaliyetleri
Tafnhm ) ile ekonomik kalkinmasina yardimei olacak, ulusal ekonomi politikalarina uygun, devletin kurumlar:
Faaliyetleri

ve/veya ekonomik orgiitler tarafindan yapilan tanitim faaliyetleridir (Kaya, 1992:7)

Sosyo- Kiiltiirel Tanitim:

Bir {tilkenin; dilini, sanatini, yasam bicimini, tirettiklerini, ulusal kiiltiirtinti, dis politikada giitttigii
amaglara uygun ve bu politikalarla ayn1 dogrultuda soydaslarina veya yabancilara anlatmak, okutmak,
duyurmak, gostermek yollariyla devlet tarafindan veya ozel orgiitler tarafindan, devletin tam veya
kismi finansal destegi ile yapilan calismalardir (Sahbaz ve Keskin, 2012:100; Kaya,1992:6).

Kaynak: Tablo yazar tarafindan olusturulmustur
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Norobilim Teknikleri ile Néropazarlama

Hafiza, algi, bilgi isleme, bilis gibi baz1 zihinsel olgularin karmasikliginin sinir aglariyla agiklanmasi
norobilim olarak tamimlanmaktadir. Daha basit tanimiyla, sinir sistemini inceleyen multidisipliner
bilim dalidir ve sinirbilimi olarak da adlandirilmaktadir. Sinir sisteminde sinir aglar1 sinir hiicreleri
arasindaki iletisimi saglar. Bu iletisimde Yunanca “aga¢” anlamina gelen “dentrit”ler yani 6zellesmis
hiicreler; noronlardan elektrokimyasal veriyi alip hiicre govdesine iletmekle goérevlidir. Yunanca
“eksen” anlamina gelen “akson” lar da; kaslar, bezler ve farkli sinir hiicreleriyle veri alisverisini
saglamaktadir. Iletisim de oldugu gibi ifade etmek gerekirse dentritler kaynak, hiicre govdesi iletisim
kanali, aksonlar ise alic1 seklinde ifade edilebilir. Aksonlar, verinin sinapslara erisimde son duragidir
(Khan, 2010; Utkutug 2014: 61). Noropazarlama; norobilimle birlikte psikofizyolojiden
faydalanmaktadir. Psikofizyoloji, psikoloji ve tip bilimlerinin kesisiminde bulunan ve insan beyniyle
bedeni arasinda iliskiyi ortaya koyan disiplin olarak tanimlanmaktadir (Adasal 1977:107).
Psikofizyoloji noéropazarlama arastirmalarinda; insanlarin fizyolojik kontrolleri sonucu olusan
fizyolojik tepkilerinin 6l¢ctimlenmesi ve bu 6lctimle insanin zihinsel ve bedensel stiregleri arasindaki
iliski ttirtinii anlamaya yardimeci olmaktadir (Oyman 2020:61). Noropazarlama, insanin kara kutusu
olan beynine giden yol, pazarlamanin beyinsel siireclerdeki karsilidir (Yiicel ve Cubuk 2014).
Lindstrom (2008)'a gore noropazarlama; tiiketicinin bir marka ya da trtinle karsilastiginda neler
diusunduigiinii ortaya ¢itkaran bir aragtir. Bir yontem olan noropazarlama, tiiketici davranislarinin
norobilim teknikleriyle analizinin yapilip anlasilmasinda kullanilmaktadir (Lee, Broderick, ve
Chamberlain 2007). Ayrica néropazarlama; klinik bilgiyle beyin icerisinde gerceklesenleri tespit etmek
amaciyla kullanilan bir yontemdir (Fugate 2007: 385). Farkl1 nitel ve nicel arastirma (odak grup, anket
vb.) yontemlerinde katilimcilar; isteksizlik veya kendilerinin iyi yanlarmi vurgulamak cabasiyla
gercekten uzak bilgiler verebilmektedir bu da gercek bilgiye ulasmay1 zorlastirmaktadir.
Noropazarlama bu noktada katilimcilarin paylasmadiklari, farklilastirdig: verilerin asillarina ulasmayt
hedeflemektedir (Bagg1 ve Bostan, 2022).

Noropazarlama, tiiketicilerin farkinda olmadig: veya farkinda oldugu ancak ifade etmekten kagindig:
duygusal ve bilissel tepkilerini anlamak icin gesitli teknikler kullanir. Bu teknikler arasinda
norometrik (beyinsel) ve biyometrik (fizyolojik) dlgtimler bulunur ve her iki teknik birbirini tamamlar
(Erdemir 2015). Noropazarlama icin kullanilan noérobilim teknikleri, beyindeki metabolik ve
elektriksel faaliyetleri 6lgen ve beyin disindaki faaliyetleri de 6lgen tekniklerdir (Bercea 2012: 2).

Beyindeki Metabolik Beyindeki Elektiriksel Beyin Digindaki
Faaliyetleri Olgen Faaliyetleri Olgen Faaliyetleri Olgen
Teknikler Teknikler Teknikler

fMRI EEG . B
|| || || Eye Tracking (Goz
{Functional magnetic resonance |Electroencephalograph Ta kibi)
imaging/Fonksiyonel tik .
e g;f'r?{;‘iu",;:‘;f ! y/Elektroensefalografi)
PET ' MEG ' Galvanic Skin
| . . - - Response (
(Positron Emission (Magnetoencephalogra | ik Cil
Tomography/Pozitron phy/Manyetoensefalogr Galvanik Cilt
Emisyon Tomografisi) afi) Tepkisi)
SST ) ) )
L | Facial Coding (Yiz
(Steady State di
Typography/ Sabit Hal Ko ama5|)
Tipifrafisi)
" iy " iy

Sekil 1. Noropazarlamada Kullanulan Norobilimsel Teknikler (Bagg1 ve Bostan, 2022)

Metobolik faaliyetleri 6lgen tekniklerde 6zel bir cekim yontem kullanilir. Bu ¢cekim yontemiyle beynin
ti¢ boyutlu ve yiiksek ¢oziintirliikli aktif bolgeleri manyetik alan ve radyo dalgalar1 araciligiyla tespit
edilir. Bu yontemlerle tiiketicilerin nelere tepki verdikleri/davranislari, tiriin/h,zmet karsisindaki
duygular: 6grenilmeye ¢alisilir (Ural, 2008).

Bireyin algilamasi, hissi ve tiim duygular1 beyinde kiigtik ¢aph elektirik akimlarma neden olur.
Beyindeki serebral korteks; istemli hareketlerin denetiminden, duyularin Dbirlestirilerek
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yonlendirilmesinden, yiiksek diizeydeki zihinsel ve duygusal islevlerden sorumludur ve bu
sorumluluklarin1  anlayabilmenin yolu beynin elektiriksel aktivitelerini &lgen yontemlerden
gecmektedir (Freeman ve Quiroga, 2013: 1).

Beyin disindaki faaliyetler; Eye Tracking (Goz izleme), Facial Coding (Yiiz Kodlamasi), Galvanic Skin
Response (Galvik Cilt Tepkisi) teknikleri ile ol¢iilmektedir. G6z izleme ile tiiketicilerin pazarlama
gorselleri karsisinda ne zaman ve ne kadar siireyle tepki verdikleri 6l¢timlenir. Kisiler uyaranlara
tepki verirken gozlerinin izlendigini unutmaktadir. Bu nedenle bu yontemle dogala yakin sonuglar
elde edilebilmektedir (Ozdogan, 2008:136).

Giincel hayatta “yalan makinesi” olarak da bilinen Galvik Cilt Tepkisi ile bireylerin herhangi bir
durum karsisinda terlemeleriyle viicuda verilen diisiik voltajli elekrigin ciltte yaratti1 tepkinin siddeti
olctilerek uyaranin bireyde yarattig1 duygu belirlenmeye calisilir (Erdemir, 2016).

Yiiz kodlamasi bir gesit yazilimdir ve bu yazilimda 44 adet ytiz kasinuin hareketi ve bu hareketlerin
kombinasyonlar: tanimlidir. Bu yazilimla tiiketicilerin anlik duygular tespit edilmektedir. Bu teknik
diger tekniklerle birlikte kullanildiginda bireylerin duygusal tepkilerinin tespit edilmesinde yardimci
olmaktadir (Akan, 2018).

Yontem

Metobolik faaliyetleri 6lgen tekniklerde 6zel bir ol¢im yontemi kullanilir. Bu 6l¢lim yontemiyle
beynin ti¢ boyutlu ve yiiksek ¢ozunirliklu aktif bolgeleri manyetik alan ve radyo dalgalar
araciligiyla tespit edilir. Bu yontemlerle tiiketicilerin nelere tepki verdikleri/davranislari,
urtin/hizmet karsisindaki duygular: 6grenilmeye calisilir (Ural, 2008).

Bireyin algilamasi, hissi ve tiim duygular1 beyinde kiiciik capli elektirik akimlarma neden olur.
Beyindeki serebral korteks; istemli hareketlerin denetiminden, duyularin birlestirilerek
yonlendirilmesinden, yiiksek diizeydeki zihinsel ve duygusal islevlerden sorumludur ve bu
sorumluluklarini anlayabilmenin yolu beynin elektiriksel aktivitelerini 6lcen yontemlerden
gecmektedir (Freeman ve Quiroga, 2013: 1).

Beyin disindaki faaliyetler; Eye Tracking (Goz izleme), Facial Coding (Yiiz Kodlamast1), Galvanic Skin
Response (Galvik Cilt Tepkisi) teknikleri ile dlgtilmektedir. Goz izleme ile tiiketicilerin pazarlama
gorselleri karsisinda ne zaman ve ne kadar stireyle tepki verdikleri ol¢timlenir. Kisiler uyaranlara
tepki verirken gozlerinin izlendigini unutmaktadir. Bu nedenle bu yontemle dogala yakin sonuclar
elde edilebilmektedir (Ozdogan, 2008:136).

Giincel hayatta “yalan makinesi” olarak da bilinen Galvik Cilt Tepkisi ile bireylerin herhangi bir
durum karsisinda terlemeleriyle viicuda verilen diisiik voltajli elekrigin ciltte yarattig1 tepkinin siddeti
olctilerek uyaranin bireyde yarattig1 duygu belirlenmeye calisilir (Erdemir, 2016).

Yiiz kodlamasi bir gesit yazilimdir ve bu yazilimda 44 adet ytiz kasinin hareketi ve bu hareketlerin
kombinasyonlar1 tanimlidir. Bu yazilimla tiiketicilerin anlik duygulan tespit edilmektedir. Bu teknik
diger tekniklerle birlikte kullanildiginda bireylerin duygusal tepkilerinin tespit edilmesinde yardimci
olmaktadir (Akan, 2018).

Turkiye'nin turizm tamitimima yonelik hazirlanan profesyonel ve amator tanitim filmleri kurumsal
web siteleri ve cesitli video izleme siteleri tizerinden “Tiirkiye turizm tamtim, Tirkiye, tourism
promotion, turkey” anahtar kelimeleri kullanilarak arastirilmistir. Youtube, dailymotion,vimeo gibi
video izleme sitelerinden farkli tarihlerde alinan sayilara gore; amator tanitim filmleri arasinda en
fazla izlenme sayisina sahip film belirlenerek arastirmada bu film kullanilmustir. flgili filmin
arastirmada kullanimi icin filmi gekip, yoneten ve dagitimi gerceklestiren Leonardo Dalessandri” den
13 Eylil 2020 tarihinde izin alinmigtir. Filmin belirlenmesi ve izin alinmasi sonrast Aydin Adnan
Menderes Universitesi Sosyal ve Beseri Bilimler Etik Kurulu’ ndan 28.01.2021 tarih ve 05 karar
numarast ile arastirma onay1 alinmustir. Tiirkiye'yi turistik amacli ziyaret etme potansiyeline sahip
kisiler arastirmanin evrenini olusturmaktadir. Evren icerisinden arastirmaya katilmaya gontilli 24 yas
iistii 30 kisi arastirmanin érneklemini olusturmaktadir.

Calismada, beyindeki elektriksel faaliyetleri Slgen tekniklerden EEG; beyin disi faaliyetleri 6lgen
tekniklerden goz takip sistemleri kullanilmis ve iki teknikten elde edilen bulgular birlikte
degerlendirilmistir.

JoTIaS (2023), 6(2): 160-171

163



Ebru Bagg

Bulgular

EEG analizleri ile Eye Tracking’den elde edilen heat map (1s1 haritasi) verileri karsilastirilarak sonuglar
degerlendirilmistir. Bu tiir calismalarda; analize dahil edilen her bir grup igin en az 30 6rneklemle
calisildiginda hata paymnin %1 oldugu tespit edilmistir (Sands, 2009).

EEG Verileri

EEG dalgalar1 tam periyodik olmayan ritmik dalgalardir ve kafatas: tizerine yerlestirilen elektrotlar
yardimi ile bu dalgalar elde edilir. Dalgalanmalardaki degisiklikler beynin aktivitesine gore
degismektedir ve frekanslary; 0,5-70 Hz, genislikleri ise 5-400 pV araliginda degisir. EEG
dalgalarindaki frekansin yiikselmesi beyinde gergeklesen aktivitenin artmasma baghdir ve
aktivitedeki azalmalarda EEG dalgalarinda genislik artmasi olarak gorulir. Elektrotlar beyin
aktivitelerindeki gerilim farkliliklarin1 mikrovolt (V) araliginda olgerek EEG ile ¢ok fazla sayida
ndronun aktivitesinin kaydedilmesini saglar. EEG 8,16,32 kanalli elektrot bashklarina sahip olabilir.
Bu elektrotlar beynin farkli bolgelerinin hareketliligini diizenli bir sekilde kaydetmeye yardimc: olur
(Yticel ve Cubuk, 2014: 134). EEG; herhangi bir pazarlama alanindaki uyaricilara kars: tiiketicilerin
vermis olduklar: tepkileri beyindeki elektrik aktivesinin 6l¢timiiyle belirleyen bir aractir ve EEG'nin
pazarlama alaninda bu amagla kullanimi noéropazarlama yontemi olarak adlandirilmaktadir. EEG
elektrotlar1 kafa derisine temas edecek sekilde yerlestirilir ve cesitli uyaranlara beynin vermis oldugu
anlik tepkilerin belirlenmesi ve anlamlandirilmasimna yarar (Tunali vd., 2016: 3).

EEG elektrotlar tek ve cift sayilarla beynin bolgelerini tanimlar. Tek sayilar beynin sol bolgesini temsil
ederken cift sayilar da beynin sag bolgesini temsil etmektedir. Beynin sol bolgesi mantiksal, sag
bolgesi ise duygusal alan olarak bilinmektedir. Bu bilgi yorumlama asamasinda arastirmacilara yol
gostermektedir. Mantik yiiriitme, net sonuclar ve matematiksel hesaplar beynin sol tarafinda
islenmektedir dolayisiyla bu alanlardan veriler elektrotlarin tek sayili olanlarindan, empati, sezgisellik
ve sefkat gibi duygular beynin sag tarafinda islenmektedir dolayisiyla bu alanlardaki veriler de
elektrotlarin ¢ift sayili olanlarindan alinmaktadr.

Tanitim filmine yonelik 30 katilimcinin EEG verileri incelendiginde; 5, 8, 16, 17, 22, 23, 26 ve 29. (Kadin
5., 8., 16., 17., 22. ve 26. denek; erkek 23. ve 29. denek) goniillii katilimcilar olmak {izere toplam 8
kisinin (%26,6) tamitim filmine tepki vermedigi; geriye kalan 22 kisinin ise (%73,4) tanitim filmine
tepki verdigi belirlenmistir. 15 kadin ve 15 erkek denekten elde edilen veriler Tablo 1'de gosterilmistir.

Tamitim filmi seyri esnasinda sol loplarda; kadinlardan 5, erkeklerden ise 10 adet tepki alinmistir. Sag
loplarda ise kadinlardan 5, erkeklerden 12 adet tepki alinmistir. En genel bilgilerle erkeklerin tanitim
filmine daha duygusal yaklastiklarini séylemek miimkiindiir.

Bu tanitim filminde ozellikle Oksipital bolge (O2, O1), Frontal Bolge (F8, F7) ile Parietal bolge (P8)
elektrotlarinda aktivite oraninin yiiksek oldugu gortilmuistiir. Diger bolgelerin bir kisminda tepkinin
olmadig1 bazilarinda ise tepkilerin dustik oldugu belirlenmistir. Tanutim filminin izlemesi sirasinda
aktivite olan beyin bolgelerinin genellikle Oksipital, Frontal ve Parietal bolgeler oldugu tespit
edilmistir.

Bununla birlikte tanitim filmine yonelik veriler katilimcilarin cinsiyetlerine goére ayri ayri
degerlendirildiginde; erkeklerden 2 kisinin (23, 29. katilimci) tanitim filmine tepki vermedigi
gorilmistiir. Erkeklerin genel olarak Oksipital (O1,02) ile Frontal bolge (F8, AF3, F3) elektrotlarinda
aktivite gozlemlenmistir. Bununla birlikte, kadmnlardan 6 kisinin (5, 8, 16, 17, 22, 26. Katilimcr) tanitim
filmine tepki vermedigi ve genel olarak Parietal (P7, P8) Frontal bolge (F7) elektrotlarinda aktivite
oldugu gorilmiistiir. Cinsiyete yonelik aktivitelere bakildiginda erkeklerin Frontal ve Oksipital
bolgelerinde aktivite gortiltiirken; kadinlarin Frontal ve Parietal bolgelerinde aktivite gortlmiistiir.
Erkekler ve kadinlarin tepkilerinde tanitim filmine yonelik 6nemli farkliliklar tespit edilmistir.

Frontal bolge; konusma ve motor beceriler gibi istemli kaslarin kontroltinii saglamaktadir. Karar
verme, hareketleri planlama, sakinlik, diistinme, seving, keder, mutluluk, gibi karmasik duygularin
kaynaklandig1 alan olarak bilinmektedir (Yorgancilar, 2015:146). Frontal bolge “beynin beyni” olarak
adlandirilir.  Verilerin ~ geneline  bakildiginda  aktivitelerin  frontal bolgede gerceklestigi
gozlemlenmistir. Kadinlarin sol frontal bolgelerinde daha yogun bir tepki gézlemlenmistir. Sol frontal
bolge lisans gerektiren beceriler icin kullanilan alan alandir ve beynin beyni olarak bilinen bolge
olmasi nedeniyle en yogun tepkilerin o bolgede olusuyor olmast beklenen bir durumdur. Erkek
katilimcilarda ise kadin katiimcilardan farkli olarak daha yogunlukla sag Frontal bolgede tepki
gozlemlenmistir. Sag lob lisan gerektirmeyen becerilerden sorumludur. Gorsel ve isitsel ogeler,
sezgisel konular, gercek {istii/hayal/mecaz konular1 sag lobun ilgilendigi konulardir. Giindelik
yasantida kadinlar erkeklere oranla daha fazla sag loblariyla iliskilidirler ancak bu videoda tam tersi
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bir durum s6z konusudur. Deney katilimcilar: ile deney sonrasi yapilan goriismelerden elde edilen
bulgular degerlendirildiginde erkek katilimcilarin yogunlukla dinsel, kiiltiirel ve milli geleri videoda
gormelerinin kendilerini etkilemis oldugunu belirtmeleri sag frontal bolge aktivitelerinin yogun
olmasi durumunu desteklemektedir.

Oksipital Bolge; bu bolgede gorsel korteks bulunmaktadir. Beynin arkasindaki iki ¢ikik kemigin
tstiinde gorme alanlar1 yer almaktadir. Oksipital bolge goriintiiniin anlamlandirildigi ve gormeyi
saglayan bolgedir. Sol oksipital lob sag1, sag oksipital lob ise solu sag tarafi gormemizi saglamaktadir.
Erkeklerin tamitim filmi seyri sirasinda oksipital bolgelerinde daha fazla tepki gozlemlenmistir.
Oksipital bolge gorsel bilginin islendigi alandir. Bu da erkek katilimcilarin tanitim filmi seyri sonrast
filmin igerigine daha hakim olabilecegini gostermektedir. Kadin katilimcilarin nispeten gorsel veriyi
daha az isleyebildikleri s6ylenebilir.

Parietal Bolge: kafanin tepe noktasindan baslayarak sag ve sol loblara dogru devam etmektedir. Bu
loblar; motor, duyu, duyma ve gorme sinyallerinin degerlendirildigi bolgedir. Duyu organlarindan
gelen veriler bu bolgede islenmektedir. Ayni zamanda Parietal bolge, rakamlarin ve nesnelerin
anlamlandirilmasi konusunda rol oynamaktadir (Yticel ve Cubuk, 2014:136-137). Kadin katilimcilarin
Parietal bolgelerinde erkek katilimcilara oranla daha fazla aktivite gozlemlenmistir. Bu da kadin
katilimcilarin duyusal sinyalleri daha iyi islediklerini gostermektedir. Deney katilimcilar: ile deney
sonrasi yapilan goriismede elde edilen verilere gore, “miizikle gegisler cok uyumluydu” yorumlar: bu
bolgeden alinan tepkileri aciklayic: niteliktedir.

Tablo 2: Watchtower of Turkey Tanitim Filmi EEG Verileri Ozet Tablosu

Watchtower of
Beyin Bolgeleri Tepki Noktalari Turkey
Kadin Erkek

Frontal AF3 (Anlamlandirma) 0 2
AF4 (Negatif duygular1 yonlendirme) 0 1
F3 (Sonug ¢ikarma) 0 2
F4 (Siniflandirma) 1 1
F7 (Cikarim yapma) 3 1

F8 (Kisisel degerlere 6nem verme) 0 4

FCS5 (Is verimliligi) 0 0
FC6 (Duygular1 siralama) 0 1

Toplam 4 12

Parietal P7 (Sozel akil yiiriitme) 2 0
P8 (Sozel olmayan akil yiiriitme) 3 1
Toplam 5 1

Oksipital O1 (Goriintiileri olusturma) 0 4
02 (Gorsel isleme) 1 4

Toplam 1 8
Temporal T7 (Sozel ve gorsel verilerin hafiza alani) 0 1
T8 (Duyusal hafiza alani) 0 0
Toplam 0 1

Genel Toplam 11 22

EEG verileri ile ilgili genel bir degerlendirme yapilacak olursa, tepki sayilar1 goz oniinde
bulundurularak “erkekler soldan kadinlar sagdan” savi ilgili calismayla desteklenmistir (Tarhan,
2018).

Eye-Tracking Verileri

Arastirma ile katilimcilardan elde edilen Heat Map (Is1 Haritast) verileri asagida sunulmus ve
yorumlamalar yapilmistir.

Is1 Haritalar1 (Heat Map): Katimcilarin tanitim filminde odaklandiklar: bolgeleri ve odaklanma
surelerini gosteren haritalardir. Bakis noktalarinin, sabitlenme noktalarmin ve dinamik (hareketli)
noktalarin bir araya getirilmesi ile olusan renk kodlu bir 6l¢iim verisidir. Uyaranin dikkat ¢eken
Ogelerinin gorsellestirildigi bir yontemdir. Is1 haritalarinda renler yesilden kirmiziya ilerlemektedir.
Odagin ve siirenin azaldig1 alanlar yesil, odagin ve siiresinin arttig1 alanlar ise kirmizi renkle
kodlanmaktadir (Bas ve Ttiziin, 2014:223). Is1 haritasinda bulunan renkler g6z bebegi hareketlerinin
siklik seviyesini gostermektedir. Hareket siklik seviyesi kirmizi, sar1 ve yesil renklerle kodlanmustir.
Kirmizi, sik hareket, sar1 orta sik hareket, yesil diisiik hareket olarak anlamlandirilmaktadir.
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Tuirkiye'nin tanitimina yonelik olarak hazirlanan Watchtower of Turkey tanitim filmi katilhimcilara
izlettirilmistir. Kafatasina EEG elektrotlar1 baglanan katilimcilarin beyin aktiviteleri kaydedilirken
izlemis olduklari tamitim filminin gosterildigi ekran {izerinde bulunan goéz izleme cihaziyla da goz
hareketleri ve odaklar: izlenmistir. Yani, iki yéntem es zamanlh ve birlikte kullanilmistir.

[lk olarak EEG analiz yontemi sonucu elde edilen veriler dogrultusunda tepkiler belirlenmistir. Daha
sonra izlettirilen tanutim filminde cok fazla gorselin kullanilmas1 ve gorsel gegislerinin hizli olmas:
nedeniyle tanitim filminde en fazla tepki gozlemlenen siire araligindaki gorseller tespit edilmistir ve
tespit edilen bu gorsellerin heat map (1s1 haritasi) verileri alinmistir. Bu veriler 1s1ginda tanitim filmi (3
dakika 33 saniye) icin yedi gorsel belirlenmistir. 7 gorsel icerisinden 2 6rnek gorsel secilmistir. Kadin,
erkek ve tiim katilimcilarmn 1s1 haritast gorsel 1. ve gorsel 3'te gosterilmistir. lgili 2 ornek gorsele
iliskin ttim katilimcilarin bakis grafikleri ise gorsel 2 ve gorsel 3’ te gosterilmistir.

Orjinal Gorsel Tiim Katlhimeilar

Kadm Katihmeilar Erkek Katihmceilar

Gorsel 1: "Watchtower of Turkey" Tanitim Filmi Is1 Haritast ( 1. Ornek Gorsel)

Gorsel 1'de insan figiirleri tizerinde odaklanmalar goriilmektedir. Videonun hareketi ile birlikte
gorselde yer alan ¢ocuklarin giiltimsemesi ve arkalarindaki yetiskin erkegin videoda once kameraya
odaklanip sonra ¢ocuklara dontisti yer almakta ve mimikler net goriilmektedir. Videonun 36-39,5
saniyeleri arasindan gekilen gorselin daha yogun tepki almasmin nedeni diger gorsellere oranla daha
uzun bir gegis siiresinin olmasidir. Videoda yer alan ¢ocuklarin da ilgiyi arttirdig1 diistintilmektedir.
Ayrica, gorselde yer alan yetiskin erkek/kadin, katilimcilar icin ¢ocuklara oranla daha az dikkat
cekmektedir. Erkek katilimcilar ¢cocuklara ve yetiskin erkege benzer odakla dikkat etmislerdir. Kadin
katilimcilar ise gocuklara daha fazla odaklanmistir, cocuklara odaklanilmasinin altinda toplumsal
rollerinin, duygusal yapilarinin etkisinin oldugu diistiniilmekle birlikte insan beyninin sag tarafinin
bireylerin duygusal yaninin yonettigi ve kadinlarda beynin sag lobunun daha baskin oldugu daha
once yapilan arastirmalarda ortaya konulmustur. Kadin ve erkek beyni arasinda yapisal bir farklilik
yoksa da islevsel olarak farkliliklar bulunmaktadir (Glezerman, 2016).
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Gorsel 2: Gorsel 1'e Ait Bakis Grafigi

Bakis grafiginde deneklerin goz hareketleri gosterilmektedir. Her renk bir denegi simgelerken daireler
igerisinde sayilar ise deneklerin bakis siralamasini vermektedir. Dairelerin ¢aplarmin genisligi odag:
gostermektedir. Bakis grafigindeki hareket siras1 takip edildiginde kisilerin insan figiirlerine
bakislarimin geldigi noktada odaklandiklar1 daire caplarimin genisliginden anlasiimaktadir. Bakis,
odak noktasindan ayrildiktan sonra daire caplarimin daraldig1 goriilmektedir. Bu durum insan
figtirlerine olan ilginin kanit1 olarak gosterilebilir.

Orjinal Gorsel Tiim Katithmeilar

Gorsel 3: "Watchtower of Turkey" Tanitim Filmi Is1 Haritast ( 2. Ornek Gorsel)

Gorsel 3 videonun 44-45. saniyelerinde yakin gekimden uzaklasarak verilen ve Istanbul Beyoglu
Istiklal’de yer alan St. Anthony Kilisesi Giris Kapisina ait gérselde odagin kameranin kadrajina giren
ilk alanda toplanmis oldugu sanilsa da aslinda temel odagin insan figiirleri oldugu soylemek daha
dogru olur, ciinkii goriintiiniin ekranda kalma stiresi uzasa da dagitik seyreden bakis alanlarinda
odaklanma olmayacaktir. Bu 6n gorii bakis grafigine gore yapilmaktadir. Gorsel 4'te ilgili gorsel 3'ye
ait bakis grafigi verilmistir.
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Gorsel 4: Gorsel 3' e Ait Bakis Grafigi

Gorsel 3'de yer alan 1s1 haritasinda kapi tizerinde insan figtirlerine yogunlasildigr gortilmektedir.
Bakis grafiginde de aymi sekilde insan figtirlerinin oldugu alanda daire ¢aplarinin daha genis oldugu
gortilmektedir. Daire ¢ap1 genis olan alanlardan uzaklasan bakislarda daire capmun da kiiculdigi
gortilmektedir. Kilisenin giris alaninin bazi noktalarina hi¢ bakis kaymadig: gibi 1s1 haritasinda yesil
ile renklenen alanlarda dar ¢apl daireler goriilmektedir.

Sonug ve Tartisma

Eskiden tirtin ve hizmet genelinde dusuintildiigtinde- tiiketiciler islevselligi 6n planda tutarken
glinumiizde kendilerini satin alma davranisina yoneltecek tirtin veya hizmetin kendilerine katacaklar
degerleri 6n planda tutmaya baslamistir. Turistik iirtinler 6zelinde diistinecek olursak belki de
“kendine deger katma” ¢ok uzun zamandir tiiketicilerin beklentileri igerisindeydi. Turistik tirtin
saglayicilarinin ttiketici kitlesine kendilerini kabul ettirerek tiiketiciyi satin alma davranisina
yoneltebilmesinin yolu tiiketicinin beklentilerini bilmesinden gecer. Tiiketicinin beklentisinin
bilinmesi zihninin okunmasi ile miimkiindiir. Ancak bu sekilde tiiketiciye deger katacak tirtin/hizmet
sunulabilir. Geleneksel arastirma yontemleri bu anlamda eksik kalmaktadir ¢iinkii gesitli Slgeklerle
gerceklestirilen nicel arastirmalar veya gortisme yontemiyle gerceklestirilen nitel arastirmalar
arastirma katilimci ve ydneticisinin manipiilasyonlarina maruz kalabilmektedir. Norobilim araclariyla
gerceklestirilen deneysel arastirmalar da ise bu durum ekarte edilebilmektedir ¢iinkii nérobilim
araglar1 bireylerin bilingdis: tepkilerini dl¢timlemektedir.

Calismada, Tiirkiye'ye iliskin hazirlanan amator tamitim filmleri kategorisinde en fazla izlenme
sayisma sahip Watchtower of Turkey isimli tamitim filminin norobilim araclariyla analizi
gerceklestirilmistir. Arastirmacinin “neden en fazla izlenme sayisina sahip? , neler dikkat cekti?,
gercekten etkiletici mi?” sorularina yamit bulma merakiyla gerceklestirilen calismada kadin ve erkek
deney katilimcilarinin, deney oncesi ve deney sonrasi gerceklestirilen goriismeler ile deneyden elde
edilen bulgularimnin birbirinden farkli oldugu ortaya konulmustur.

Kadin katilimcilarin %73’ti, deney oncesi kendilerine yoneltilen “ size bir gorsel 1-3 saniye araliginda
siireyle gosterilse detaylar1 hatirlayabilir misiniz?” sorusuna evet yamiti vermistir. Ancak deney
esnasinda kadm katiimcilarin  %40'mdan tepki almamamistir. Videoya tepki veren kadin
katilimcilarin 1s1 haritalar1 incelendiginde detaylar1 hatirlama olasiliklarmin %38-43 araliginda oldugu
tespit edilmistir.

Erkek katilimcilarin %57’si deney oncesi kendilerine yoneltilen “ size bir gorsel 1-3 saniye araliginda
stireyle gosterilse detaylar1 hatirlayabilir misiniz?” sorusuna evet yaniti vermistir. Deney esnasinda
erkek katiimcilarin %13’tinden tepki almamamistir. Videoya tepki veren erkek katilimcilarin isi
haritalar: incelendiginde detaylar1 hatirlama olasiliklarimin %47-53 araliginda oldugu tespit edilmistir.

Deney sonras: kadin katilimcilara video ile ilgili goriisleri sorulmustur. Kadmn katilimcilar, “Etkileyici,
Turkiye, Ortadogu, Miislimanlik, ¢ok hizli” temalarinda birlesen goriisler beyan etmistir. Kadin
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katilimcilarin geneli deney 6ncesi “size bir gorsel 1-3 saniye araliginda siireyle gosterilse detaylari
hatirlayabilir misiniz?” sorusuna verdikleri “evet” yanit1 karsilayamadiklarin belirtmiglerdir.

Deney sonrasi erkek katilimcilara video ile ilgili goriisleri sorulmustur. Erkek katilimcilar, “Etkileyici,
Tiurkiye, Kiiltiir, Miislimanlik, semazen, Atatiirk, ¢cok hizli, yoruldum” temalarinda birlesen goriisler
beyan etmistir. Erkek katilimcilarin geneli deney 6ncesi “size bir gorsel 1-3 saniye araliginda stireyle
gosterilse detaylar1 hatirlayabilir misiniz?” sorusuna verdikleri yamti videoyu gordiikten sonra
degistirmek istediklerini belirtmislerdir.

Bu sonuglar, bireylerin belirttikleri ve gercekte olan arasinda farkliliklar: ortaya koymaktadir (Bagct ve
Bostan, 2022:33). Gergekte olanin ortaya c¢ikmasi sonucu bireylerin gercege yakin belirtecler
kullanmaya daha yatkin olduklar1 da goriilmektedir. Bu durum deneysel calismalarin 6nemi de
ortaya koymaktadir.

Watchtower of Turkey filminin genel cekicilik unsurlar: gorseller aras: gegis sekilleri, kullanilan insan
figiirleri ve kiiltiirel ©geler, Atatiirk'iin sesi, gorsel gecisiyle uyumlu melodi gegisleri olarak
belirlenmistir. 3 dakika 33 saniyelik filmin tiiketicide yarattig1 etkinin gegici oldugu tespit edilmistir
bunun temel nedeni videoda kullanilan gorseller aras1 gecisin video genelinde 1-3 saniye araliginda
olmasidir. Videoya dair belirtilen gekicilik unsurlar1 1s1 haritalarmin odaklar1 ve EEG’den alinan
elektiriksel tepkilerin video icerisindeki yerlerine gore belirlenmistir. Deney katilimcilarinin deney
sonrast belirttikleri goriisleri cercevesinde olusturulan temalar ile cekicilik unsular1 arasinda iliski
bulunmaktadir. Bu iliskinin nedeni videodaki cekicik unsurlarinin ekranda goriilme stirelerinin 3-5
saniye araliginda olmasidir. Gorselin ekranda kalma stiresi arttikca deneklerin deney sonrasi videolar:
hatirlama dtizeyleri artmaktadir. Deneklerin deney sonrasi belirttikleri gortisler bu durumu
kanitlamaktadir.

Turizm tamtim filmleri hazirlanirken kiiltiirel ogelere, insan figiirlerine, {ilke simge kisilerinin
seslerine, kiiltiirel miizik aleti seslerine yer verilmesi ve gorseller aras1 gegisin esit dagilimli en az 5
saniye olmasi bireylerin tanitim filmlerine olan dikkatlerini arttiracaktir. Dikkatin artmasi beraberinde
hatirlanmay1 saglayacaktir.

Sinirliliklar ve Oneriler

Bu calisma birtakim simurliliklar icermektedir. Bunlardan ilki, amatér tamitim filmlerinden en az
izlenen tanitim filmi ile karsilastirilmasinin yapilmamis olmasidir. Gelecek calismalarda en az izlenen
amator tanitim filminin de deneye dahil edilmesi halinde izlenme sayisi ile videolarin hatirlanma
durumlar arasinda bir iliskinin olup olmadig1 ortaya konulabilir. Tkincisi, profesyonel tamtim filmleri
ile amator tanitim filmlerinin karsilastirlmasimin yapilmamis olmasidir. Gelecek c¢alismalarda
profesyonel tamitim filmlerinin deneye dahil edilmesiyle profesyonel tarutim filmlerinin izlenme
sayilariyla birlikte hatirlanma diizeylerinin amator tanitim filmlerinin izlenme sayilar1 ve hatirlanma
diizeyleri arasindaki fark ortaya konulabilir. Son olarak, ilgili ¢alismada deneklerin odak alanlar1
belirlenerek onerilerde bulunulmustur. Gelecek galismalarda profesyonel tamitim filmlerinin odak
alanlar1 ile amator tanitim filmlerindeki odak alanlarinin farklar1 ortaya konularak bundan sonra
hazirlanmasi planlanan tanitim filmlerine katki saglanabilir

Kaynaklar

Adasal, R. (1977). Normal ve Anormal Yénleriyle Yeni Medikal Psikoloji. Istanbul: Minnetoglu
Yayinlari.

Akan, S. (2018). Yeni Bir disiplinlerarasi Alan Olarak Noropazarlama Uzerine Kavramsal Bir
Degerlendirme. Black Sea Journal of Public and Social Science, 20-25.

Azimi, R, Mahmoudi, G. ve Esmaeili, H.-A. (2017, September). A Study of the Effect of Advertising on
Attracting Medical Tourism. International Journal of Travel Medicine and Global Health, 5(3), 89-
93.

Baggcy, E. ve Bostan, A. (2022). NOROPAZARLAMA Temali Turizm Tanmitim Filmleri Analizi. Ankara:
Gazi Kitapevi.

Bas, T. ve Tiiztin, H. (2014). Tiiketicileri (Kullanicilari) ve Uriin Kullamimlarini Analiz Etmek Igin Goz
Izleme Yonteminin Kullanilmasi. Tiiketici Yazilar1 (IV), 217-234.

Bercea, M. D. (2012). Anatomy of methodologies for measuring consumer behavior in neuromarketing
research. LCBR European Marketing Conference (s. 1-14). Munich: LCBR European Marketing
Conference.

JoTIaS (2023), 6(2): 160-171

169



Ebru Bagg

Echtner, C. M., ve Ritchie, J. B. (2003, May). The Meaning and Measurement of Destination Image. The
Journal Of Tourism Studies, 4(1), 37-48.

Erdemir, K. O. (2015, Agustos 10). Noropazarlama Arastirmalarini Anlama Klavuzu. neurodiscover:
http:/ /www.neurodiscover.com/noro-pazarlama-arastirmalarinianlama-kilavuzu/adresinden
alind1.

Freeman, W. ]J. ve Quiroga, R. Q. (2013). Imaging Brain Function With EEG Advanced Temporal and
Spatial Analysis of Electroencephalographic Signals . London: Springer.

Fugate, D. L. (2007, November). Neuromarketing: A Layman®s Look at Neuroscience and Its potential
application to marketing practice. Journal of Consumer Marketing, 385-394.

Glezerman, M. (2016, April 5). Yes, there is a female and a male brain: Morphology versus
functionality. PNAS, 113(14).

Khan, S. (2010, Subat 11). Anatomy of a neuron. Human anatomy and physiology | Health &
Medicine. Kaliforniya: Khan Academy. https://www khanacademy.org/science/biology/human-
biology/neuron-nervous-system/v/anatomy-of-a-neuron adresinden alindu.

Lee, N., Broderick, A. J. ve Chamberlain, L. (2007, March). What is ‘Neuromarketing’? A Discussion
and Agenda for Future Research. International Journal of Psychophysiology, 199-204.

Lindstrom, M. (2008). Buy.ology. Istanbul: Optimist Yaym Grubu.
Oyman, T. (2020). Pazarlamada Multidisipliner Yaklagimlar (1. Baski b.). Istanbul: Hiper Yaymn.

Ozdogan, F. B. (2008). Goz Izleme ve Pazarlamada Kullanilmasi Uzerine Kavramsal Bir Calisma.
Ticaret ve Turizm Egitim Fakdiiltesi Dergisi, 134-147.

Sagilik, M. Y. (2020). Bes Yillik Kalkinma Planlarinda Turizm Tanitim Politikalar1 ve Bir Ornek Olay
Incelemesi (2020 Tiirkiye Turizm Tamtim Filmi Coziimlemesi). Tiirk Turizm Arastirmalar1 Dergisi,
4(3), 1779-1793.

Sands, F.S. (2009). Sample Size Analysis for Brain Collection (EEG) Methodologies. White Paper,
http:/ /www.sandsresearch.com/assets/white-paper.pdf (Erisim Tarihi: 01.05.2020).

Statista. (2023, Aug 31). Economy & Politics>. https:/ /www.statista.com/:
https:/ / www statista.com/statistics /255492 / share-of-turkey-in-the-global-gdp-adjusted-for-
purchasing-power-parity/ adresinden alind1.

Sahbaz, R. P. ve Keskin, E. (2012). Tanitim Faaliyetlerinin Turistik Bolge Secimine Etkisi: Kapadokya
Bolgesini Ziyaret Eden Japon Turistlere Yonelik Bir Arastirma. Isletme Arastirmalari Dergisi, 4(3),
97-117.

Tarhan, N. (2018, Ocak 24). Kadin-Erkek beyni arasindaki farklar neler? e-psikiyatri. Haziran 26, 2022
tarihinde https://www.e-psikiyatri.com/kadin-erkek-beyni-arasindaki-farklar-neler adresinden
alind1.

Tunali Selen B., Goézii Omer ve Ozen Goktug, (2016),’Pazarlama Ve Reklam Arastirmalarinda
Noropazarlama  Uzerine  Yapilmis  Arastirmalarin  Incelenmesi ~ Etik  Boyutunun
Tartisilmast’”’,Anadolu Universitesi Iletisim Bilimleri Fakiiltesi Uluslararast Hakemli Dergisi, 24(2).

Ural, T. (2008). Pazarlamada Yeni Yaklasim: Noropazarlama Uzerine Kuramsal Bir Degerlendirme.
Cc.U. Sosyal Bilimler Enstitiisii Dergisi, 17(2), 421-432.

Utkutug, C. P. (2014). Noropazarlama Kapsaminda Tiiketicilerin Televizyon Reklamlarina
GosterdikleriDuygulanim ve Bilissel Tepkilerin Degerlendirilmesi: Yiiz Kaslarinin Hareketi Analizi
ile Anket Yonteminin Karsilastirilmasi. Ankara: Gazi Universitesi Sosyal Bilimler Enstitiisti.

WDA (2020). Turkey - Contribution of travel and tourism to GDP as a share of GDP. New York:
Knoema.

Yiicel, A. ve Cubuk, F. (2014). Bir Noropazarlama Arastirmasinin Deneysel Yolculugu Ve
Arastirmanin i1k Tpuglari. Firat Universitesi Sosyal Bilimler Dergisi, 24(2), 133-149.

Yorgancilar, F. Nur, (2015). Tiiketici Davranist Norolojisi. Cizgi Kitabevi, 1. Baski: Konya.
https:/ /imotions.com/blog/eye-tracking/ (Erisim Tarihi: 01.05.2020).

JoTIaS (2023), 6(2): 160-171

170


http://www.neurodiscover.com/noro-pazarlama-arastirmalarinianlama-kilavuzu/adresinden

Ebru Baget
Cikar catismasi:

Yazar(lar)in bildirecek bir ¢ikar ¢atismasi yoktur.
Hibe / Finansal Destek:

Aydin Adnan Menderes Universitesi TF-21001 kodlu Bilimsel Arastirma Projeleri kapsaminda
desteklenmistir.

Etik Kurul Onayz1:

Bu calisma Aydin Adnan Menderes Universitesi Sosyal ve Beseri Bilimler Etik Kuruluna 18.01.2021
tarih ve 31906847/050.04.04-08 sayis1 ile basvurulurmus ve 28.01.2021 tarih ve 05 karar no ile
calismanin yapilmasi onaylanmugtir.

JoTIaS (2023), 6(2): 160-171 171



JoTIaS (2023), 6(2): 172-176
JOTIaS https:/ /dergipark.org.tr/tr/pub/jtis

e-ISSN: 2651-3420 Tez Ozeti / Thesis Summary

UZAY TURIZMININ RiSK ANALIiZI: TURKIYE ORNEGI!
Risk Analysis of Space Tourism: Sample of Tiirkiye

Vahit Oguz KIPER!"*' Orhan BATMAN?2

Oz
1 Dr. Sakarya University of Tezin amaci uzay turizmi ve uzayin ticarilesmesi fenomenlerinin Tiirkiye
Applied  Sciences,  Sakarya, @rnekleminde kargi karsiya kalacagi stratejik risk faktorlerinin
Tirkiye, oguzkiper@subu.edu.tr belirlenmesi ve boylelikle bu risk faktorlerine karst proaktif bir yaklasimla
ORCID: 0000-0001-5558-2341 gerekli onlemlerin alinmasina yardimci olmaktir. Bu faydanin uzay
turizmi konusundaki karar vericilerin, uygulamaci ve arastirmacilarin
planlama faaliyetlerine destek olacagi ongoriilmektedir. Ote yandan
calismanin uzay turizmi anlaminda Tirkiye’de farkindalik yaratmasi ve
uzay turizmi alanyazininia katki saglamasi amaglanmistir. Tez arastirmasi

2 Prof. Dr. Sakarya University of
Applied Sciences, Sakarya,
Ttuirkiye, obatman@subu.edu.tr

ORCID: 0000-0001-7186-7064 stirecinde 401 anket verisi toplanmus, 13 gortisme gerceklestirilmistir.
Veriler istatistiki ve iceriksel paket programlari ile analiz edilmis ve
derlenmistir.

Anahtar Kelimeler: Uzay turizmi, uzayin ticarilesmesi, risk faktorleri

JEL Kodlari: 021, O38, Y40

Gelis / Submitted: 27/08 /2023
Diizeltme / Revised: 1/09/2023
Kabul / Accepted: 7/09/2023 Abstract

Yayin / Published: 15/09/2023 The aim of the thesis is to determine the strategic risk factors that space
tourism and space commercialization phenomena will face in the sample
of Turkey, and thus to help take the necessary measures with a proactive
approach against these risk factors. It is anticipated that this benefit will
support the planning activities of decision makers, practitioners and
researchers on space tourism. On the other hand, the aim of the study is to
create awareness in terms of space tourism in Turkey and to contribute to

Atf / Citation: Kiper, V.O., the space tourism literature. During the thesis research, 401 survey data

Batman, ~O.  (2023), Uzay were collected and 13 interviews were conducted. The data were analyzed

Turizminin Risk Analizi: Tirkiye = ;nd compiled with statistical and contextual package programs.
Ornegi Journal of Tourism

Intelligence and Smartness, 6(2), Keywords: Space tourism, commercialization of space, risk factors

172-176
Jel Codes: O21, O38, Y40

1 Bu doktora tezi Prof. Dr. Orhan Batman damigmanliginda, Sakarya Uygulamal Bilimler Universitesi
Lisansiisti Egitim Enstittisti'ne bagh Turizm Isletmeciligi Anabilim Dali Turizm Isletmeciligi
programi kapsaminda hazirlanmistir. / This doctoral thesis was prepared under the supervision of
Orhan Batman, within the scope of the Tourism Management Program of the Department of Tourism
Management, affiliated to Sakarya University of Applied Sciences Graduate Education Institute.

N SIS
© 2023 The Author(s). K

This article was prepared in line with research and publication ethics and scanned for plagiarism by using Turnitin.


https://dergipark.org.tr/tr/pub/jtis
https://creativecommons.org/licenses/by-nc-nd/4.0/

Vahit Oguz Kiper & Orhan Batman
Giris
Tezin Amaci

Bu calisma, Tirkiye'deki uzay turizmi faaliyetlerinin stratejik yonetim ve planlama ile risk
analizi yaparak dogru ve etkili bir sekilde planlanmasini hedeflemektedir. Aynm1 zamanda,
turistlerin ve paydaslarmn algiladig: riskleri belirleyerek olas: tehlikeleri 6nceden tespit
etmeyi ve buna yonelik tedbirler almay1 amaglamaktadir.

Tezin Onemi

Uzay turizmi, planlama ve yonetimi zorlu bir faaliyet oldugu icin dikkatli bir sekilde ele
alinmasi gereken bir alandir (Kiper & Batman, 2021). Bu calisma, Tiirkiyenin uzay turizmi
faaliyetlerinde basarili olabilmesi icin potansiyel tehditleri ortaya ¢ikarmay1 hedeflemektedir.

Tezin Kapsami ve Ozgiin Degeri

Bu arastirma, Tirkiye'deki uzay turizmi faaliyetlerine odaklanarak yonetimsel ve ttiketici
davranislarina yonelik risk faktorlerini belirlemeyi amaclamaktadir. Ayrica, ¢alisma hem
talep hem de arz agisindan konuyu ele alarak kapsamli bir degerlendirme sunmaktadur.

Yontem

Bu arastirmada igerik ve amag¢ dogrultusunda iki ayr1 yontem yaklasimi benimsenmistir. Bu
dogrultuda hem pozitivist paradigma hem de yorumsamaci paradigma ekseninde yontem
sekillendirilmistir. Arastirmanin, turistlerin algiladig: risk boyutlarm dlgen kismu pozitivist
paradigma ekseninde sekillendirilmistir. Bunun geregi olarak ttimevarimci bir anlayis
benimsenmis, bunun icin de anket desenine basvurulmustur. Uzman goriislerine gore
algilanan risklerin degerlendirildigi kisimda ise ttimdengelimci bir yaklasim benimsenmistir.
Nitel arastirma teknikleri kapsaminda “durum analizi” deseni uygun gorulmiisttir.

Bu arastirmanin evren ve 6rneklemi Tiirkiye ile siurlidir. Calismanin amaci Tiirkiye’deki
uzay turizmi faaliyetlerine dair risk boyutlarmi tespit etmek oldugu igin boyle bir
simirlamaya gidilmistir. Elde edilen sonuclarin evrensellesmesi igin farkli tilkelerde benzer
calismalarin yapilmasinda fayda vardir. Zira gerek stratejik planlama perspektifinde, gerekse
turistlerin algis1 anlaminda algilanan risklerin farkli bolgelerde ve farkl kiiltiirlerde ciddi
farkliliklar gosterebilmesi olasidir.

Bu calisma kapsaminda yapilan tum goriismeler yiiz yiize gerceklestirilememistir. Gortisme
yapilan kisilerin btirokratik konumlari ve yogunluklari geregi bazi gortismeler online
platformlar tizerinden canli olarak gergeklesmistir. Gorlismelerin ytiz ylize, daha uzun
sureleri kapsayarak ve tekrar ederek yapilmasi durumunda elde edilen bulgularin
derinliginin artacagi varsayilmaktadir. Bu bakimdan yapilan goriismelerde zaman ve
miisaitlik sinir1 oldugundan bahsetmek gerekmektedir.

Arastirmanin anket teknigi ile toplanan verileri yiiz ytize ve online platformlardan
toplanmistir. Yiiz yiize toplanan anketler Ocak 2022 ve Aralik 2022 tarihleri arasinda
Antalya, Izmir, Eskisehir, Istanbul ve Balikesir'de uzay gozlemciligi etkinliklerinden, uzay
temali rekreasyon alanlarindan ve wuzay temali etkinliklerden toplanmistir. Online
platformlardan toplanan veriler ise anket formunun Google Formlara aktarilmasi ile,
Turkiye’de uzay havacilik, uzay teknolojileri, uzay temali etkinlikler ve uzay turizmi
konusunda en c¢ok takipgisi olan sosyal medya kanallar1 vasitasiyla, bu kanallarin
takipgilerine ulastirilmast ile doldurulmustur. Boylelikle anketlere sadece arastirmanin
konusu ve kapsami dahilindeki kitlenin katilimi amaglanmistir. Anketlerin 256 adedi online
platformlardan toplanmistir. 145 anket ise yiiz ytize doldurtulmustur. Toplam 401 anket elde
edilmistir. Bu anketlerden gegerlilik ve gtivenilirlik sebepleri ile 391 tanesi analizlere dahil
edilmistir. Elenme gerekgeleri analizlerle ilgili bulgularda detaylandirilacaktir.

Derinlemesine gortismeler ile gerceklestirilen veri toplama asamasma Mart 2022'de
baslanmis ve Ocak 2023’e kadar devam edilmistir. Bu stirecte 13 adet gortisme
gerceklestirilmistir. Ancak 2 goriismenin iceriginin bu tezin amaglar1 dogrultusunda anlaml
ve islenebilir veriler sunmamasi nedeniyle analiz siirecine dahil edilmemis ve 11 adet
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gortismenin verileri analize tabi tutulmustur. Gortismelerin 5 tanesi ytiiz ytize yapilmis ve ses
kayit cihazi ile gortismeler kayit altina alinmistir. Diger 6 goriisme ise Zoom programi
yardimyla online olarak gerceklestirilmis ve kayit altina alinmistir. Kayit edilen goriismeler
daha sonra bire bir desifre edilerek yaziya dokiilmiustiir. Gortismeler 6ncesi katilimcilardan
randevu alinmustir ve arastirmanin amacindan ve iceriginde bahsedilmistir. Gortismeler
esnasinda katilimcilar1 maniptile etmemek igin sorularmn igerigi ve ©Onemleri izah
edilmemistir. Gortismecilerin sorular1 anlayamadiklar1 hususlarda alanyazina bagli kalmak
tizere kisa ve net actklamalar yapilmistir.

Bulgularin Tartisilmasi ve Sonug

Uzay turizmi faaliyetleri diinya genelinde yaygimlasmaktadir ve bunlarin gelecekte daha da
popiiler hale gelmesi beklenmektedir. Bu faaliyetler, alisildik bir rekreasyon veya kamping
faaliyetinden farkli olarak yoriinge alti ve yoriinge disi uzayda gerceklestiginden bazi
riskleri icermektedir. Tuirkiye'nin uzay turizmi faaliyetlerinde basarili olabilmesi icin dis
cevre analizine 6nem vermesi gerekmektedir. Cevresel risk unsurlarmin birbirleriyle
baglantili ve iliskili olarak degerlendirilmesi onemlidir. Uzay turizmi, bir tlkenin uzay
alanindaki basarisinin vitrini ve kaldiracidir. Turkiye'nin uzay bilimlerine ve uzay turizmine
olan giticlu ilgisi, bu alanda pozitif gelismelere yonlendirilmelidir. Uzay turizmi
faaliyetlerinin yiiksek maliyetleri olsa da yerkiiredeki uzay turizmi faaliyetlerinin kabul
edilebilir maliyetleri oldugu unutulmamalidir. Tiirkiye, uzay turizmine destek veren bircok
etkinligi desteklemektedir ve bu destegin devam etmesi 6nemlidir. Uzay turizmi ve uzayin
ticarilesmesi faaliyetleri gelistikce maliyetlerin diismesi ongoriilmektedir, ancak bu stirecin
kontrollii olarak yonetilmesi gerekmektedir. Tirkiyenin, uzay turizmi ve uzaym
ticarilesmesi konularinda hukuki diizenlemeleri yapmasi ve devlet tesviklerini saglamasi
onemlidir. Tiirkiyenin uzay bilimleri alanindaki uzmanlik ve insan kaynaklar1 potansiyeli,
teknolojik risk unsurlarimi bertaraf etme konusunda bir engel olmadigmi gostermektedir.
Turkiye'nin uzay turizmi ve uzay bilimleri alaninda basarili olmasi i¢in kamuoyunun
ilgisinin canli tutulmasi onemlidir. Tiirkiye'nin politik riskleri goz onitinde bulundurarak
proaktif bir yaklasim benimsemesi gerekmektedir. Yasal diizenlemelerin titizlikle yapilmasi,
etik politikalarin benimsenmesi ve uluslararas: iliskilerin dengeli bir sekilde ydrtitiilmesi
onemlidir. Ttirkiye'nin uzay turizmi faaliyetlerini destekleyen yasal diizenlemeleri yapmasi
gerekmektedir. Turistlerin uzay turizmi faaliyetlerine dair algiladiklar: risklerin birbirleriyle
iliskili oldugu ve turistlerin bu faaliyetleri genel olarak riskli olarak algiladig1 gortilmektedir.
Egitim duizeyi ve cinsiyet gibi degiskenlerin risk algilamasi tizerinde etkisi olmadig:
gozlenmistir. Uzay turizmi faaliyetlerindeki risklere dikkat edilerek, etik politikalar
benimsenmeli ve yazili politikalara dontistiirtilmelidir.

Teorik Katkilar

Calismanin turizmde stratejik planlama alanyazinina, turizmde risk algisi alanyazinima ve
uzay turizmi alanyazinina katki saglayacag: dustintilmektedir. Stratejik planlama
alanyazininda dis ¢evre faktorlerinin tamamu bu calismada da bir tema olarak tespit edilmis
ve dogrulanmistir. Buradan hareketle uzay turizmi faaliyetlerinin stratejik planlamasima dair
yapilacak calismalarda, olasi risk ve tehditleri ongorebilmek icin mevcut dis cevre
faktorlerine sadik kalmakta fayda goriilmektedir.

Alanyazinda, uzay turizmi faaliyetlerine katilan/katilmas1 beklenen turistlerin risk algisi
olgen bir 6lcek bulunmamaktadir. Bu nedenle yontem kismina da agiklandig tizere farkl
turizm hareketlilikleri icin yaygmn olarak kullanilan bir 6lgek bu galisma icin uyarlanmustir.
Bu calismanin bulgu ve sonuglar, turizm faaliyetlerinde algilanan risklere yeni bir boyut
kazandirarak, ilk defa ol¢timlenen, turistlerin uzay turizmi faaliyetlerindeki risk algilarm
boyutlariyla ortaya koymaktadir.

Bu calismanin alanyazininda belirtildigi gibi uzay turizmi alanyazini hentiz ¢ok yenidir ve
insa asamasmdadir. Alanyazinda smurli sayida galisma mevcuttur. Bu calismayla birlikte
uzay turizmi kavramina dair bir gerceve sunulmus ve mevcut alanyazin giincel haliyle
derlenmistir. Ayrica ¢calismanin bulgulari ile birlikte mevcut alanyazna ilaveler saglanmstir.
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Pratik Katkilar

Bu calismanin gerek stratejik planlama perspektifiyle ortaya konan niteliksel verileri, gerekse
turistik ttiketicilerin risk algisi ile ortaya konan istatistiki verileri, turizm karar vericileri igin
onemli bulgu ve sonuglar icermektedir. Daha 6nce de bahsedildigi gibi uzay turizmi uzay
bilimleri ve turizm olmak tizere disiplinler arasi bir nitelik tasimaktadir. Uzay turizminin dis
cevre analizi kapsaminda ortaya konan riskleri, Tiirkiye'nin uzay politikalarina ve turizm
politikalarina yon verenler icin oldukca onemli c¢iktilar sunmaktadir. Benzer sekilde,
turistlerin algiladig riskler, turizm karar vericileri, politika belirleyicileri ve isletmeler icin
onemli ciktilar ortaya koymaktadir. Uzay turizmi alaninda hizmet vermeyi disiinen
isletmelerin, turistlerin algiladig1 riskleri giderecek ©nlemler almalar1 ve giivenceler
vermeleri, faaliyetlerinde basarili olma sansimni ciddi 6lctide arttiracaktir.

Oneriler

e Uzay turizmi ve wuzaymn ticarilesmesi kavramlar1 birlikte distintilmeli ve
degerlendirilmelidir.

e Uzay turizmi faaliyetlerinin hentiz yeni gelismekte oldugunu dustintilerek uzay
turizminin stratejik planlama bakis acisiyla planlanmasi basar1 kriteri olarak
gortilmelidir.

e Bulgular ve sonuc¢ gostermektedir ki uzay turizminin gelisimi igin dis cevre
analizindeki risk faktorlerinin birbirleri ile iliskisi vardir. Bu nedenle dis cevre
analizindeki tiim faktorlerin goz ontine alinmasi ve olasi risklerin bertaraf edilmesi
icin proaktif bir yaklasim benimsenmelidir.

e Uzay turizmi faaliyetlerine katilan turistlerin algiladig: risklerin giderilmesi igin
isletmeler gerekli tedbirleri almali ve inandirici olmalidir.

e Uzay turizmi faaliyetlerine katilan turistlerin algiladig: risklerin bazilari, bulgularda
da gorildugii gibi uzay bilimleri ve teknolojilerindeki gelismelere baghdir. Bu
gelismelerin yeterli gtivenlik saglamadigi durumlarda ozellikle yoriinge alti ve
yortinge dis1 uzay turizmi faaliyetlerine kalkismak ciddi bir risk olusturacak ve olasi
kazalar sektoriin gelisimine ¢ok ciddi darbe vuracaktir.

e Uzay turizmine dair alanyazin incelendiginde hentiz gelismekte oldugu
goriilmektedir. Uzay turizminin tanimlari, kavramsal gercevesi ve sinirlarma dair
yeterli calisma bulunmamaktadir. Var olan galismalara dair de alanyazinda bir
mutabakatin olmadigr gortilmektedir. Arastirmacilarin  mevcut alanyazinda
mutabakat saglamaya yonelik kavramsal calismalar gerceklestirmesinde fayda
vardir.

e Alanyazinda uzay turizminin planlanmasi, pazarlanmasi ve yonetimine dair ¢ok
smirh sayida galismaya rastlanmustir. Arastirmacilarin planlama calismalar1 oncelik
olmak tizere bu alanlarda yapacagi calismalarin alanyazina katki saglayacagi
diistintilmektedir.

Tesekkiir

Calismalarim esnasinda verdikleri katkilardan dolay1 Tiirkiye Cumhuriyeti'nin ilgili
kurumlarma, calismalara destek veren uzay ve turizm sevdalisi herkese en kalbi
tesekktirlerimi sunarim. Goziimiizii goge diktik bir kere, hedeflere mutlaka ulasacagiz.
Stirekli olarak kederle stnanmis aziz milletin istikbalini goklerde bulacagiz. Ismi gegen veya
gecmeyen herkesin izniyle tezimi egitim Ogretim ve bilim yolunda kaybettigimiz
sehitlerimize adamak istiyorum. Sehit Ogretmen Necmettin, Sehit Ogretmen Aybiike, ve
yasasayd1 belki harika bir bilim insani olacak olan Sehit Eren Biilbiil. lyi ki varsin Eren.
Mekaniniz cennet olsun.
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