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Anahtar Kelimeler Oz
Sef, Bu arastirmanin amaci seflerin kisilik tiplerinin ve kisilik ozelliklerinin is tatminleri ve psikolojik iyi
is tatmini oluslari {izerindeki etkisini belirlemektir. Bu kapsamda izmir’de faaliyet gosteren restoranlarda gorev
> yapan seflerden Kasim 2023 — Ocak 2024 doneminde anket formu araciligiyla veri toplanmustir. Anket
Psikolojik lyi Olus, formunda kisilik tipleri (A tipi ve B tipi), kisilik dzellikleri (disa doniikliik, nérotiklik, yumusakbaghlik,
A ve B Tipi Kisilik deneyime agiklik, sorumluluk), is tatmini ve psikolojik iyi olus oOlcekleri yer almaktadir. Ayrica seflerin
T . . medeni durum, yas, cinsiyet, egitim diizeyi ve mesleki deneyim bilgilerini belirlemek amaciyla kategorik
Bes Faktor Kisilik Ozellikleri sorulara ver verilmistir. Arastirmada 6lgeklerin yapisal gegerlilikleri dogrulayici faktor analizi degerleri,

giivenirlikleri ise Cronbach alfa degerleri esas alinarak belirlenmistir. Arastirmanin hipotezleri ¢oklu
regresyon analizleri test edilmistir. Analiz sonuglarma gore seflerin is tatmini, A ve B tipi kisilik

Jel Smiflama Kodu tiplerinden, disadoniiklik ve sorumluluk kisilik 6zelliklerinden olumlu olarak etkilenmektedir. Seflerin
183 psikolojik iyi oluslari, A ve B tipi kisilikten, i tatmininden ve deneyime agiklik kisilik 6zelliginden olumlu
olarak; norotiklik ve yumusakbashlik kisilik 6zelliginden ise olumsuz olarak etkilenmektedir. Ayrica

Makale Tiirii arastirma bulgular seflerin is tatminleri ve psikolojik iyi oluslarinin medeni durum, cinsiyet, yas, mesleki
) deneyim ve egitim  diizeyine gore anlamh  farklihk = gdstermedigini  gostermektedir.

Arastirma Makalesi

Keywords Abstract

Chef, The aims of this research is to determine the effect of chefs’ personality types and personality traits on

their job satisfaction and psychological well-being. In this context, data was collected from chefs
working in restaurants operating in izmir through a questionnaire form between November 2023 and
Psychological Well-Being, January 2024. The questionnaire includes personality types (A type and B type), personality traits
(extraversion, neuroticism, agreeableness, openness to experiences and conscientiousness), job
. ] satisfaction and psychological well-being scales. In addition, categorical questions were asked to
Personality Traits determine the marital status, age, gender, education level and Professional experience of the chefs. In
the study, the structural validity of scales was determined based on confirmatory factory analysis

3 A values, and their reliability was determined based on Cronbach’s alpha values. The hypotheses of the

Jel Classification Code(s) research were tested with multiple regression analyses. According to the analysis Results, job
183 satisfaction of chefs is positively affected by A type and B type personality, and personality traits of
extraversion and conscientiousness. The psychological well-being of chefs is positively affected by A
type and B type personality, job satisfaction, and openness personality traits, and negatively affected
by neuroticism and agreeableness personality traits. In addition, this research findings indicate that job
satisfaction and psychological well-being of chefs don’t differ significantly according to marital status,
gender, age, professional experience and educational level.
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GIRIS

Kisilik 6zellikleri ile isin Ozellikleri arasindaki uyum, caliganlarin ise yonelik olumlu tutumlar igerisinde olmasini
saglamaktadir. Bu nedenle hem orgiitsel performans ve basar1t hem de calisanlarin performans ve mutlulugu igin
yaptiklari igin kisilik tiplerine ve 6zelliklerine uygun olmasi 6nem tasimaktadir. Edward (1991) tarafindan 6nerilen
kisi-is uyumu teorisi de kisi ile ig arasindaki uyumun 6nemine vurgu yaparak isin 6zellikleri ve gereklilikleri ile
isgorenin yetenekleri ve becerileri arasinda uyum olmasi durumunda, bu uyumun 6rgiitsel ¢iktilar etkili olacagini ileri
siirmektedir. Caligsanlarin degerleri, amaglari, tutumlari ve kisilikleri bu kapsamda kisi ile is arasindaki uyumun temel
belirleyicileridir (Akgiindiiz, 2020).

Bireylerin kariyer hedeflerindeki meslegin gerektirdigi ¢aba, deneyim, bilgi ve yetenege iliskin bilgi sahibi
olmalari, hedefledikleri meslegin kendilerine uygun olup olmadigina iliskin dogru bir karar vermelerini saglamaktadir.
Ozellikle meslekte basarili olan kisilerin kisilik tiplerinin ve 6zelliklerinin bilinmesi ideallerindeki meslegin/isin
kendileri i¢in ne kadar uygun oldugunun belirlenmesi igin bir firsat yaratmaktadir. Bu nedenle kariyer hedefi sef
olmak olan bir kisinin, meslekte basarili olan seflerin kisilik tipleri ve kisilik 6zellikleri hakkinda bilgi sahibi olmalar1
kariyer planlamasinda yararli olacaktir.

Kisi-is uyumu teorisi, ¢alisanlarin kisilik 6zellikleri ile isin 6zellikleri arasinda uyum olmasi durumunda
calisanlarin ise yonelik olumlu tutumlara sahip oldugunu ileri stirmektedir (Huang vd., 2019). Teori kisi-is arasindaki
uyumu isgorenlerin bilgi, beceri ve yetenek ile is gerekliliklerine odaklanarak degerlendirmektedir (Zhou vd., 2011).
Yapilan bu arastirma ile seflerin kisilik 6zellikleri ve kisilik tipleri belirlenerek kariyer amaci sef olmak olan kisilere,
kendi kisilik 6zelliklerinin meslege uygunlugunu karsilastirma olanagi vermesi beklenmektedir. Bu ¢calismanin sadece
tiniversitelerin yiyecek-igecek alanlarinda egitim alan 6grencilere degil, orglin egitim diginda olan veya farkli bir
alanda egitim almasina ragmen kariyer hedefi sef olmak olan tiim bireylere yon gostermesi beklenmektedir.

Seflerin kisilik &zelliklerinin orgiite yonelik tutumlarma etkisi olduk¢a sinirli c¢alismada incelenmistir.
Alanyazinda bes faktor kisilik oOzellikleri ile seflerin inovasyon davraniglari arasindaki iligki arastirilmig olup,
deneyime agiklik 6zelliginin olumlu ve norotiklik kisilik ozelliginin inovasyon davraniglarini olumsuz olarak
etkiledigi (Cetin ve Sahin, 2019); seflerin kisi-meslek uyum diizeylerinin ¢ok yiiksek oldugu (Yilmaz ve Tanriverdi,
2017) belirlenmistir. Ancak alanyazinda seflerin kisilik tipleri ve kisilik 6zellikleri ile is tatminleri ve psikolojik iyi
oluslar1 arasindaki iliskiyi inceleyen herhangi bir calismaya rastlanmanustir. Izmir’de yapilan bu arastirma ile hangi
kisilik tiplerinin ve kisilik ozelliklerinin seflerin ig tatminleri ve psikolojik iyi oluslar1 {izerinde etkili oldugu
belirlenerek alanyazindaki bu boslugun doldurulmasi beklenmektedir.

Zamaninin 6nemli bir boliimiinii orgiitlerde geciren calisanlarin psikolojik iyi oluslari da dolayli olarak is
tatminlerinden etkilenmektedir (Wrigt ve Bonett, 2007; Tatlicioglu vd., 2023). Bu arastirmada seflerin psikolojik iyi
oluglart tizerinde is tatmininin, kisilik tiplerinin ve kisilik 6zelliklerinin etkisinin belirlenmesi de bu arastirmanin
biitiinciil olarak orijinalligini ve alanyazina katkisini arttirmaktadir. Nihai olarak Izmir’de bulunan restoranlarda
calisan sefler 6rnekleminde gergeklestirilen bu arastirma kapsaminda kisilik 6zelliklerinin ve kisilik tiplerinin ig
tatmini tizerindeki etkisi; kisilik 6zellikleri, kisilik tipleri ve is tatmininin seflerin psikolojik iyi oluslar tizerindeki
etkisi alan arastirmasi ile test edilmektedir. Ayrica seflerin is tatmini ve psikolojik iyi oluslarinin yas, cinsiyet, medeni
durum, egitim diizeyi ve mesleki deneyime gore farklilik gosterip gostermedigi de incelenmektedir.

2. KAVRAMSAL CERCEVE

Kisiligi agiklayan farkli kuramlar ve farkli kisilik tiirleri olmasina ragmen Bes Biiyiik Kisilik Ozelligi (BBKO) olarak
McCrea ve Costa tarafindan gelistirilen kisilik kurami arastirmalarda siklikla kullanilmaktadir. Belirtilen bes kisilik
ozelliginin diger kisilik 6zelliklerini 6lgen modellere gére daha kapsayici olmasi nedeniyle BBKO modeline bagh
olarak seflerin kisilik 6zellikleri incelenmistir (Alderotti vd., 2023). BBKO modeline gore insanlar bes farkli kisilik
ozelligine sahiptir (Costa ve McCrea, 1992). Bu 6zellikler disadoniikliik, norotiklik (duygusal tutarsizlik), deneyime
aciklik, yamusakbaslilik (ge¢imlilik/uyumluluk) ve sorumluluktur (6zdenetimlilik) (Horzum vd., 2017). Disadoniikliik
0zelligi bireylerin ne 6l¢iide iddiali, aktif, coskulu, enerjik ve baskin oldugunu ifade etmektedir (Costa ve McCrea,
1992). Disadoniik bireyler sosyal yonelimli olma egiliminde olduklari i¢in ayn1 zamanda hirsli, maceract ve
iddialidirlar (Bui, 2017). Deneyime acgik bireyler yaraticidirlar, farkliliklar tercih ederler ve hayal gii¢leri kuvvetlidir
(Yildirim vd., 2016). Yumusakbashlik 6zelligi bireyin genel olarak ne 6l¢iide iyi huylu, isbirlik¢i, destekleyici ve
baskalariyla ilgili oldugunu yansitmaktadir (Barrick vd., 2001). Sorumluluk 6zelligi bireylerin ne oOl¢iide gilivenilir,
sorumlu, kurallara bagli ve basar1 odakli olabilecegini agiklamaktadir (Zhai vd., 2013). Norotiklik 6zelligi bireylerin
yasadig1 endise, kizginlik, sikinti, diisiinmeden hareket etme, giivensizlik ve depresyon durumunu ifade etmektedir.
Sinirli, hiiziinlii, korkak, mutsuz, kaygil, giivensiz, i¢ine kapanik, gergin, karamsar gibi sifatlar norotiklik 6zelligi
yiiksek olan kisileri nitelemektedir (Akgilindiiz, 2020).

Arastirma kapsaminda A ve B kisilik tipleri incelenmistir. A tipi kisilige sahip bireyler asir1 rekabetgi, ¢ok
agresif, basar1 odakli, iddial1 ve sabirsizdilar (Glazer ve Beehr, 2002). Ayn1 anda birden fazla isi miimkiin olan en kisa
siirede ve miimkiin oldugunca basarili yapmak isterler. Bu bireyler zaman1 bosa gecirmek istemezler, ailelerini ihmal
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edecek kadar islerine diigkiindiirler. B tipi kisilige sahip olan bireyler A tipi kisilikteki bireylerin aksine genellikle
daha az stres yasayan ve basaridan keyif alan ancak basaramadiginda strese girmeyen bireylerdir (Pradhan ve Kaur,
2016). B tipi kisilikteki kisiler rahat, uysal, asir1 hirsli olmayan, kendinden emin, sakin ve diizenli ¢alisan kisilerdir.
Bu bireyler rekabetin oldugu orgiitlerde rahat ¢alisamazlar (Eroglu, 2017).

Is tatmini, ¢alisanlarin kendi isi ya da is tecriibelerini degerlendirmesine bagli olarak ortaya ¢ikan bir duyguyu
ifade etmektedir (Locke, 1976). Calisanlarin islerine iliskin olumlu duygularini tanimlayan is tatmini kisinin isin
ozelliklerini degerlendirmesinden kaynaklanir. Is tatmini yiiksek olan calisanlar isleriyle ilgili olumlu duygulara; is
tatmini diisiik olan calisanlar olumsuz duygulara sahiptir (Robbins ve Judge, 2013). Calisanlarin iicrete, isin kendisine,
yonetici ve calisanlarla iliskilere, ¢aligma kosullarina iliskin beklentilerin karsilanmasi is tatmini iizerinde etkili
olmaktadir. Is tatmini, ¢alisanlarin drgiitsel bagliligini (Zopiatis vd., 2014), isgéren avukathigini (Yeh, 2014), ise
gomiilmisligiini (Kholiq ve Miftahuddin, 2017), isten ayrilma niyetini (Wang vd., 2020) etkiledigi igin isgdren
performansinin dolayisiyla 6rgiit performansinin ana belirleyicilerinden birisidir.

Calisanlarin iglerine yonelik duygular1 ve tutumlar kisilik 6zelliklerinin bir sonucu olabilir (Furnham, 2002).
Calisanlarin orgiitlerde sahip oldugu tutumlardan birisi de is tatminidir. Alanyazinda kisilik 6zelliklerinin is tatmini
iizerinde etkili oldugu belirlenmistir. Ozellikle ndrotiklik ve disadéniikliik kisilik 6zelliginin is tatmini {izerinde etkili
oldugu (Tokar ve Subich, 1997); nérotiklik ile is tatmini arasinda olumsuz iliski olmasina ragmen diger kisilik
ozellikleri ile olumlu iligki oldugu (Polatc1 vd., 2020), disadoniikliik, yumusakbaglilik, sorumluluk ve diisiik diizeyde
norotiklik ile is tatmini arasinda yiiksek diizeyde iligki oldugu (Judge vd., 2002), sorumluluk, disadoniikliik ve
uyumluluk kisilik 6zelligi ile is tatmini arasinda olumlu iligski olmasina ragmen, norotiklik ile olumsuz iligki oldugu
(Khizar vd., 2018), disadoniikliik ve deneyime agiklik kisilik 6zelliginin is tatminini olumlu olarak etkiledigi (Yildirim
vd., 2016), disadoniikliik hari¢ diger dort kisilik 6zelligi ile is tatmini arasinda anlaml iliski oldugu (Bui, 2017),
disadoniikliik kisilik 6zelliginin is tatminin en énemli Onciilii oldugu (Zhai vd., 2013), noérotilik kisilik 6zelliginin
olumsuz iligki olmasina ragmen, diger kisilik 6zellikleri ile ig tatmini arasinda olumlu iligkili oldugu (Li ve Xie,
2020), norotiklik kisilik 6zelliginin is taminini olumsuz, uyumluluk ve sorumluluk kisilik 6zelliginin is tatminin
olumlu olarak etkiledigi (Kang ve Malvaso, 2023) belirlenmistir.

Bireylerin kisiliklerine uygun islerde calismalar1 kendilerinin oldugu kadar calistiklar1 orgiitlerin de
verimliligini artirmaktadir. Kisilik 6zelligine uygun bir iste galisan isgdrenin is tatmini saglamasi daha olasi olarak
kabul edilmektedir. Bunun temel nedeni isin gerekleri ile kisilik 6zellikleri arasindaki uyumun ¢aliganin genel olarak
ise yonelik yaptig1 degerlendirmeyi olumlu olarak etkilemesidir. A ve B tipi kisilik ile is tatmini arasinda iligki oldugu
da alanyazinda Ozsoy (2013), Yazici ve Altun (2013), Lu vd. (2022), Reza (2012), Ulutas (2019) tarafindan yapilan
amprik aragtirmalarda belirlenmistir.

Orgiitsel davranis alanyazininda kisi-is uyumu, bireyin bilgi, beceri ve yetenekleri ile isin talepleri (gerektirdigi
nitelikler) arasindaki uyum olarak kabul edilmektedir (Lauver ve Kristof-Brown, 2001). Bu kapsamda kisi-is uyumu
birey ile isi arasindaki uyumun derecesi olarak agiklanmaktadir (Wong ve Tetrick, 2017). Kisi-is uyumu modeli ayni
zamanda is uyumu teorisi ile agiklanabilir. Bu teoriye gore bir bireyin yeteneklerinin ig rolii veya Orgiitiin
gereklilikleri uyumu ne kadar yiiksekse, bireyin isi daha iyi yerine getirme olasilig1 da o kadar yiiksek olmaktadir
(Leng ve Chin, 2016). Bu nedenle kisi-is uyumuna bagh olarak ¢ahisanlarin ige ve drgiite yonelik olumlu tutumlarinin
da artacagi varsayilmaktadir. Alanyazinda (Aslan, 2019; Polatc1 vd., 2019; Hasan vd., 2021; Atilmis ve Inci Bolat,
2023) kisi-is uyumunun, ¢alisanlarin ig tatminini arttirdigi da dogrulanmistir. Yapilan agiklamalar ve yukarida
belirtilen amprik arastirmalara bagh olarak kisilik 6zelliklerinin ve kisilik tiplerinin is tatmini tizerinde etkisi oldugu
varsayilmis ve asagida belirtilen hipotezler gelistirilmistir.

H1. Seflerin kisilik tipleri, i tatminlerini etkiler.

Hla. Seflerin A tipi kisilik 6zellikleri ig tatminlerini etkiler.
H1b. Seflerin B tipi kisilik 6zellikleri i tatminlerini etkiler.

H2. Seflerin kisilik 6zellikleri is tatminlerini pozitif olarak etkiler.

H2a. Seflerin digadoniikliik kisilik 6zellikleri ig tatminlerini etkiler.
H2b. Seflerin deneyime agiklik kisilik 6zellikleri is tatminlerini etkiler.
H2c. Seflerin nérotiklik kisilik 6zellikleri ig tatminlerini etkiler.

H2d. Seflerin sorumluluk kisilik 6zellikleri is tatminlerini etkiler.

H2e. Seflerin yumusakbaslilik kisilik 6zellikleri i tatminlerini etkiler.

Psikolojik iyi olus, bireyin kendini olumlu olarak algilamasini, giiglii ve zayif yonlerinin farkinda olmasim ve
bununla birlikte kendinden memnun olmasini, bagimsiz hareket edebilmesini ve yasamini anlamli bulmasinm
kapsamaktadir (Ryff ve Keyes, 1995). Cok boyutlu bir kavram olan psikolojik iyi olus kendini kabul, digerleri ile
olumlu iligkiler, 6zerklik, cevresel hakimiyet, yasam amacit ve kisisel gelisim boyutlarindan olusmaktadir.
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Alanyazinda psikolojik iyi olus hedonizm ve tam islev yapma bakis agilariyla ele alinmaktadir. Hedonizm (hazcilik)
bakis agisinda iyi olmada haz ya da mutluluga odaklanilirken (Kahneman vd., 1999), tam islev yapma bakis agisinda
ise iyl olma mutluluktan daha fazlasini icerdigi i¢in bireyin kendini gerceklestirme diizeyine, kendini anlama ve
anlamlilik iizerine odaklanilmaktadir (Ryan ve Deci, 2001).

Psikolojik iyi olusu etkileyen cesitli faktorler var. Bu faktorler arasinda kisilik tipleri ve kisilik 6zellikleri de yer
almaktadir. Alanyazinda Abdullahi vd. (2020) nérotiklik hari¢ kisilik 6zelliklerin psikolojik iyi olus ile pozitif iligkili
oldugunu; Kokko vd. (2013) diisiik ndrotiklik ve yiiksek disadoniikliigiin psikolojik iyi olus ile yiiksek diizeyde iligki
oldugunu; uyumluluk, sorumluluk ve deneyime agiklik 6zelligi ile psikolojik iyi olus arasinda iliski oldugunu;
Oravecz vd. (2020) psikolojik iyi olusun noérotiklik ile olumsuz; disadoniikliik ile olumlu iliskisi oldugunu; Yasin
(2016) disadoniikliik ve deneyime aciklik kisilik &zelliklerinin psikolojik iyi olusu arttirdigim; Ozalp ve Ummet
(2022) sadece yumusakbasliligin psikolojik iyi olusu arttirdigini; Hicks ve Mehta (2018) A tipi kisiligin psikolojik iyi
olusu yordadigini belirlemistir. Yapilan agiklamalara ve alanyazindaki arastirmalara bagli olarak kisilik tiplerinin ve
kisilik 6zelliklerinin seflerin psikolojik iyi oluslarini etkileyecegi varsayimina dayandirilarak H3 ve H4 6nerilmistir.
Arastirmanin kavramsal ¢ergevesi ve hipotezleri Sekil 1’de gosterilmektedir.

H3. Seflerin kisilik tipleri psikolojik iyi oluslarin olarak etkiler.
H3a. Seflerin A tipi kisilik 6zellikleri psikolojik iyi oluslarimni etkiler.
H3b. Seflerin B tipi kisilik 6zellikleri psikolojik iyi oluglarini etkiler.
H4. Seflerin kisilik 6zellikleri psikolojik iyi oluslarini etkiler.
H4a. Seflerin disadoniikliik kisilik 6zellikleri psikolojik iyi oluslarini etkiler.
H4b. Seflerin deneyime agiklik kisilik dzellikleri psikolojik iyi oluslarimi etkiler.
H4ec. Seflerin norotiklik kisilik 6zellikleri psikolojik iyi oluslarini etkiler.
H4d. Seflerin sorumluluk kisilik 6zellikleri psikolojik iyi oluslarin etkiler.
H4e. Seflerin uyumluluk kisilik 6zellikleri psikolojik iyi oluslarim etkiler.
Sekil 1: Arastirmanin Kavramsal Cercevesi

Kisilik Tipleri

K
HS
k Kigilik Ozellikleri /

Psikolojik iyi olus, bireylerin yasam amacinin olmasini, sorumluluklarinin farkinda olmasini, becerilerini ve
yeteneklerini etkin bir sekilde kullanabilmesini ifade etmektedir (Hefferon ve Boniwell, 2001). Bu baglamda
bireylerin yeteneklerini ve becerilerini ¢alisma hayatinda etkin olarak kullanabilmesi de psikolojik iyi oluglarinin bir
parcasi olarak kabul edilmektedir (Kundi vd., 2021). Yeteneklerini ve becerilerini kullanarak ise iliskin olumlu
duygulara, diger bir ifadeyle is tatminine sahip olan bireylerin, is disina da bu olumlu duygular tasiyacaklar
Tasma/Yayilma Teorisi ile de agiklanabilir. Teori is ve 6zel yasam alanlarinin birbirini etkiledigini, is yasamindaki
olumlu duygularin 6zel yasama, 6zel yagsamdaki olumlu duygularin is yagsamina etkisinin oldugunu; olumsuz duygular
icin de benzer bir yayilmanin oldugunu ileri siirmektedir (Poelmans vd., 2008). Bu nedenle is tatmini bulunan
calisanlarin kendilerini olumlu olarak degerlendireceklerini, yiiksek psikolojik iyi olusa sahip olacaklarin1 beklemek
miimkiindiir. Alanyazindaki amprik arastirmalar da (Seker Kayar ve Aslan, 2023; Yasin, 2016; Giil, 2023; Tatlicioglu
vd., 2023; Kuo vd., 2023) is tatmininin psikolojik iyi olusu yordadigimi gostermektedir. Yapilan aciklamalara ve
alanyazindaki amprik aragtirmalara bagli olarak seflerin is tatminlerinin psikolojik iyi oluslarimi etkileyecegi
varsayilmis ve HS gelistirilmistir.

Psikolojik iyi Olus

is Tatmini

HS. Seflerin is tatmini psikolojik iyi oluslarim etkiler.
3. YONTEM

Arastirmanin verileri anket formu araciligiyla toplanmistir. Anket formunda aragtirmanin amacina uygun olarak
gecerliligi ve giivenirliligi alanyazinda belirlenmis dort adet dlgek ve seflerin demografik 6zelliklerini (yas, cinsiyet,
medeni durum, egitim ve mesleki deneyim siiresi) belirlemek i¢in hazirlanmis kategorik sorular yer almaktadir.
Seflere uygulanacak anket formunda Bes Faktor Kisilik Ozellikleri Olgegi, Rammstedt ve John (2007) tarafindan
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gelistirilmis ve Horzum vd. (2017) tarafindan 10 madde olarak Tiirk¢eye uyarlanmistir. Disadoniikliik, deneyime
aciklik, yumusakbaslilik, norotiklik ve sorumluluk olmak tizere bes kisilik 6zelligi/boyut yer alir. Her boyut 1’1 ters
kodlu olan 2 maddeden olusmaktadir. Bu nedenle her bir kisilik 6zelligine iliskin iki maddenin ortalamasi alinarak
analizlere dahil edilmistir.

Anket formunda A ve B Tipi Kisilik Formu yer almaktadir. A ve B Tipi Kisilik Formu Aktas (2001) tarafindan
7 madde olarak gelistirilmistir. Bu form likert tipi (8 dereceli) bir 6lgektir. Iki zit kutuplu 7 maddeden olusur. Elde
edilen toplam puan 3 ile ¢arpilir, en yiiksek 168 puan, en diisiik 21 puandan olusur. Katilimcinin puani 100’den fazla
ise A tipi kisilik, 100°den az ise katilimcinin B tipi kisilik olduguna karar verilir (Aktas, 2001). Ayrica anket formunda
Brayfield ve Rothe (1951) tarafindan gelistirilen ve Bilgin (1995) tarafindan Tiirk¢eye 3 madde olarak uyarlanan s
Tatmini Olgegi, Diener vd. (2010) tarafindan gelistirilen ve Telef (2013) tarafindan Tiirkceye 8 madde olarak
uyarlanan Psikolojik Iyi Olus Olcegi de yer almaktadir.

Bu arasgtirmanin evrenini Izmir ilinde faaliyet gdsteren isletme belgeli yiyecek-igecek isletmelerinin sefleri
olusturmaktadir. Izmir 11 Kiiltiir ve Turizm Miidiirliigiiniin verilerine gore 87 adet isletme belgeli yiyecek icecek tesisi
faaliyette bulunmaktadir (Izmir Il Kiiltiir ve Turizm Miidiirliigii, 2023). Bu isletmelerin menii ¢esitliligi dikkate
almarak her bir igletmede ortalama 4 adet sefin gorev yaptigi kabul edilmis ve seflere iliskin evren biiylikligii 348
olarak belirlenmistir. Evren biiyiikliigliniin belirli olmast nedeniyle p=0,50 q=0,50 t=1,96 d=0,05 olarak kabul edilerek
orneklem biiytikliigii 183 olarak belirlenmistir. Kolayda ornekleme yontemi ile 15 Kasim 2023 - 30 Ocak 2024
tarihleri arasinda gerceklestirilen veri toplama siirecinde 236 adet gecerli anket toplanmigtir. Alan arastirmasi igin
DEU Sosyal ve Beseri Bilimler Bilimsel Arastirma ve Yayimn Etik Kurulunun 17/01/2023 tarihli toplantisinda 16 sayili
karar ile etik izin alinmistir.

4. BULGULAR

Veri toplama siireci sonunda 236 adet gegerli anket elde edilmistir (Tablo 1). Arastirmaya katilan seflerin %34’ lise
(81 kisi) ve %31°1 lisans (74 kisi) mezunudur. Seflerin %22’si 41 yas iizerinde (53 kisi) ve %26’si 21-25 yas
arasindadir (62 kisi). %63 iiniin mesleki deneyimi (148 kisi) 5 yil ve iizerindedir. Ayrica katilimeilarin %59’u bekar
(140 kisi) ve %76’1 (179 kisi) erkektir.

Tablo 1: Arastirmaya Katilanlarin Demografik Bilgileri

Degisken Kategori n % Degisken Kategori n %
[kogretim 51 21,6 20 yas ve alt1 22 9,3
Lise 81 343 21-25 yas arasi 62 26,3
é Onlisans 23 9,7 26-30 yas arasi 40 16,9
§ Lisans 74 31,4 31-35 yas arasi 27 11,4
g Lisansiistii 7 3,0 36-40 yas aras1 32 13,6
'»Lgo Toplam 236 100,0 41 yas ve lizeri 53 22,5
£ lyildan az 13 5,5 5 Toplam 236 100,0
§' 1 ile 2 y1l aras1 42 17,8 B Evli 96 40,7
é) 3 ile 4 yil aras1 33 14,0 _§ g Bekar 140 59,3
< 5 yil ve iizeri 148 62,7 S&  Toplam 236 100,0
§ Toplam 236 100,0 Kadin 57 24,2
23 Erkek 179 75,8
g Toplam 236 100,0

4.1. Olgeklerin Gegerlilik ve Giivenilirlik Analizleri
Is tatmini ve psikolojik iyi olus dlgeklerinin yapisal gegerlilikleri dogrulayici faktor analizi (DFA) ile test edilmistir.
Yapilan DFA’da psikolojik iyi olus dlceginde yer alan ti¢ gézlenen degiskene ait standardize faktor yiik degerleri 0.50
esit degerin altinda oldugu analizden c¢ikartilmistir. Tekrarlanan DFA’da X?/df =1.65 RMSEA=.053 NFI=.98
NNFI=.99 PNFI=.66 CFI=.99 IFI=.99 RFI=.97 RMR=.046 SRMR=.036 GFI=.97 AGFI=.94 PGFI=.51 olarak
belirlenmistir. Ayrica is tatminin ve psikolojik iyi olus gizil degiskene ait CR ve CA degerleri Hair vd. (2011)
tarafindan esik deger olarak kabul edilen .70’in iizerindedir. Yap1 gecerliligini gosteren agiklanan varyans degeri
(AVE) icin .50 esik deger olarak kabul edilmektedir (Hair vd., 2011). Is tatmini gizil degiskeni igin .72 olmasina
ragmen, psikolojik iyi olus gizil degiskenine ait AVE .49 olarak belirlenmistir. Psikolojik iyi olus gizil degiskenine ait
AVE .50°den kiiciik olmasina ragmen Fornell ve Lacker (1981) ve Lam (2012) gore CR degerinin .60’dan biiyiik
5
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olmasi, degiskenin yap1 gecerliligine sahip oldugunu gostermektedir. Bu varsayima bagli olarak psikolojik iyi olus
0lceginin de yapi1 gecerliligine sahip oldugu kabul edilmistir.
Tablo 2: Is Tatmini ve Psikolojik Iyi Olus Ol¢eklerine iliskin DFA Sonuclari

Faktor yiikii | t-degeri | AVE | CR | Ortalama | CA
Is Tatmin Olcegi 72 .885 | 4.243 .880
Isimi yaparken mutluyum. .98 17.84
Isimi severek yapiyorum. .98 17.18
Mevcut isimden ¢ok memnunum. .90 12.08
Psikolojik Iyi Olus 49 .824 | 4.027 .823
Benim i¢in dnemli olan etkinliklerde yetenekli ve yeterliyim. 91 12.97
Insanlar bana saygi duyar. .65 8.93
Amagcl ve anlamli bir yasam siirdiiriiyorum. .89 .14.12
Ben iyi bir insanim ve iyi bir hayat yasiyorum. 97 11.95
Gelecegim hakkinda iyimserim. .58 9.54
X>=31.43 df=19 RMSEA=.053 NFI=98 NNFI=.99 PNFI=.66 CFI=99 IFI=99 RFI=97 RMR=.046 SRMR=.036 GFI=.97
AGFI=.94 PGFI=.51
CA= Cronbach’s Alpha CR= Composite Reability (Biitlinlesik Glivenirlik)

4.2. Korelasyon Analizi

Bagimli ve bagimsiz degiskenlere ait korelasyon analizi sonuglar1 Tablo 3’te yer almaktadir. Seflerin is tatmini
psikolojik iyi oluslar ile (r=0.512 p<0.01) orta diizeyde pozitif ve anlamli, A tipi kisilik ile (r=0.284 p<0.01) ve B tipi
kisilik ile (r=0.236 p<0.01) diisiik diizeyde pozitif ve anlamli iliskiye sahiptir. Ayrica seflerin is tatmini disa doniikliik
(r=0.181 p<0.01), sorumluluk (r=0.312 p<0.01) ile pozitif; ve norotiklik (r= -0.141 p<0.01) ile diisiik diizeyde negatif
ve anlaml iliskilidir. Seflerin is tatmininin yumusakbashlik (r=0.077 p>0.05) ve deneyime agiklik (r=0.109 p>0.05)
kisilik 6zellikleri ile arasinda anlamli bir iliski olmadig1 belirlenmistir.

Seflerin psikolojik iyi oluslar1 B tipi kisilik ( r=0,365 p<0,01) ile orta diizeyde, A tipi kisilik ile (r=0.204
p<0.01) diisiik diizeyde pozitif ve anlaml1 iligkilidir. Seflerin psikolojik iyi oluslar1 disadoniikliik (r=0.242 p<0.01),
sorumluluk (r=0.323 p<0.01), deneyime agiklik (r=0.282 p<0.01) kisilik dzellikleri ile pozitif; ndrotiklik (r= -0.372 )
ve yumusakbaglilik (r=-0.199 p<0,01) ile negatif ve anlaml1 bir iligkili bulunmaktadir.

Tablo 3: Korelasyon Analizi

Ortalama St. Sapma IsT PiO B Tipi A Tipi DD YB Sr Nv DA
IsT 42435 1.02401 1
PiO 4.0270 87935 | 5127 1
B Tipi 3.1061 57025 | 236" 3657 1
Kisilik
A Tipi 3.2948 65985 | 284" 204" .085 1
Kisilik
DD 3.9597 1.15844 | .181" 242" .089 -.105 1
YB 2.1653 95105 | -.077 -.199™ -112 026 =217 1
Sr 42267 92050 | 312" 323" 068 102 262" -253" 1
Nv 2.5340 1.03616 | -.141" -372% =226 047 -.121 078 -223" 1
DA 3.7797 192723 .109 282" 2217 -.010 229" -.002 274" -.200" 1

Not: * p<0.05 ** p<0.01 IsT= Is Tatmini, PIO= Psikolojik Iyi Olus DD=Disa Déniikliik, YB= Yumusakbasllik Sr= Sorumluluk Nv=Nérotiklik,
DA=Deneyime Agiklik

Seflerin B tipi kisilik deneyime agiklik (r=0.221 p<0.01) anlamli ve pozitif, norotiklik (r=-0.226 p<0.01)
anlamli ve negatif iliskilidir. Ancak digadoniikliik, yumusakbaglilik, sorumluluk kisilik 6zellikleri ile anlaml1 iligskiye
sahip degildir. Ayrica seflerin A tipi kisilik 6zelliklerinin disadoniikliik, yumusakbaslilik, sorumluluk, nérotiklik ve
deneyime agiklik kisilik 6zellikleri ile anlamli bir iliskiye sahip degildir.
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4.3. Hipotez Testleri

Arastirma hipotezlerini test etmek icin coklu regresyon analizleri gergeklestirilmistir (Tablo 4 ve Tablo 5). Ilk
regresyon analizinde i tatmini bagimlh degisken olarak, A ve B tipi kisilik, kisilik 6zellikleri bagimsiz degisken olarak
kabul edilmistir. Veri setinde ¢oklu dogrusal baglant1 sorunu olup olmadigim belirlemek amaciyla VIF ve CI degerleri
esas alinmigtir. Analize gére VIF degeri 1.050 ile 1.257 arasinda ve CI’nin en yiiksek degeri 31.937 olarak belirlenmis
ve bu degerlere bagli olarak bagimsiz degiskenler arasinda ¢oklu baglanti sorunu olmadigina karar verilmistir.
Degiskenler arasinda otokorelasyon sorunu olup olmadigi Durbin-Watson degeri ile incelenmis olup analiz sonucunda
Durbin-Watson degeri 1.898 olarak belirlenmistir. Bu degere bagli olarak degiskenler arasinda otokorelasyon
olmadig1 kabul edilmistir. Analiz sonuc¢larina gore kisilik tipleri ve kisilik 6zellikleri seflerin is tatmininin yaklasik
%22’sini aciklamaktadir. Analiz sonuglar1 seflerin A tipi ve B tipi kisiligin, disadoniiklik ve sorumluluk kisilik
Ozelliklerinin is tatminlerini arttirdigini; seflerin yumusgakbaglhlik, deneyime agiklik ve norotiklik kisilik 6zelliklerinin
is tatminlerini etkilemedigini gostermektedir. Bu nedenle Hla, H1b, H2a ve H2d hipotezleri kabul edilmis H2b, H2c,
H2e hipotezleri reddedilmistir.

Tablo 4: Seflerin is Tatminini Etkileyen Bagimh Degiskenlere iliskin Coklu Regresyon Analizi Sonuclar

St. Edilmemis St. Edilmis t p CI VIF
B St. hata B

Sabit 460 .642 716 475 1,000

B tipi kisilik 335 112 .186 2.995 .003 6,407 1.121
A tipi kisilik 401 .093 258 4.286 .000 7,283 1.050
Disadoniikliik 122 .056 138 2.174 .031 11,017 1.163
Yumusakbashilik .035 .067 .033 .528 .598 13,234 1.125
Sorumluluk 273 .073 .245 3.726 .000 14,630 1.257
Norotiklik -.049 .062 -.050 -.799 425 16,855 1.126
Deneyime Agiklik -.043 .071 -.039 -.605 .546 31,937 1.193

D-W=1.898 R=0.468 R>=0.219 AR?>=0.195 F=9.079 Sig=0.001
Bagimli Degisken: Is Tatmini

Ikinci ¢oklu regresyon analizinde seflerin psikolojik iyi oluslar1 bagimli degisken, is tatmini, A tipi kisilik, B
tipi kisilik ve kisilik 6zellikleri bagimsiz degisken olarak modele dahil edilmistir. Analiz sonuglarina gére VIF
degerleri 1.127 ile 1.334 arasinda ve CI’'nin en yiiksek degeri 33.28 olarak belirlenmis ve bu degerlere bagli olarak
bagimsiz degiskenler arasinda ¢oklu baglanti sorunu olmadigina karar verilmistir. Durbin-Watson degeri 2.009 olmasi
nedeniyle degiskenler arasinda otokorelasyon olmadigi kabul edilmistir. Bagimsiz degiskenler (A tipi ve B tipi kisilik,
bes faktor kisilik 6zellikleri ve is tatmini) seflerin psikolojik iyi oluslarinin yaklasik %45’ini agiklamaktadir. Analiz
sonuglarina gore seflerin A ve B tipi kisilikte olmalari, is tatminleri ve deneyime agiklik kisilik 6zellikleri psikolojik
iyl oluslarini arttirirken; ndérotiklik ve yumusakbaglilik kisilik 6zellikleri psikolojik iyi oluslarini azaltmaktadir.
Seflerin sorumluluk ve disadoniiliik kisilik 6zellikleri ise psikolojik iyi oluslarint anlamli olarak etkilememektedir. Bu
nedenle H3a, H3b, H4b, H4c ve H4e, H5 kabul edilmis; H4a, H4d reddedilmistir.

Tablo 5: Psikolojik Iyi Olusu Etkileyen Bagimsiz Degiskenlere iliskin Coklu Regresyon Analizi

St. Edilmemis St. Edilmis t p CI VIF
B St. Hata B

Sabit 1.250 466 2.683 .008 1,000
B tipi kisilik .260 .083 .169 3.153 .002 6,697 1.166
A tipi kisilik 142 .070 .107 2.024 .044 7,723 1.136
Is tatmini 305 .048 355 6.342 .000 11,286 1.280
Disadoniikliik .060 .041 .080 1.475 142 13,170 1.187
Yumusakbaslilik -.098 .049 -.106 -2.010 .046 15,521 1.127
Sorumluluk .053 .055 .056 975 331 17,683 1.334
Norotiklik -.198 .045 -.233 -4.433 .000 17,957 1.129
Deneyime Agiklik 120 .051 127 2.341 .020 33,928 1.194
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D-W=2.009 R=0.668 R?>=0.446 AR*=0.427 F=22.753 Sig=0.001
Bagimli Degisken: Psikolojik Iyi Olus

Arastirma kapsaminda medeni durum ve cinsiyete gore seflerin is tatminleri ve psikolojik iyi oluslarinin
farklilik gosterip gdstermedigini belirlemek icin bagimsiz 6rneklem t testleri; egitim diizeyi, mesleki deneyim ve yasa
gore is tatmini ve psikolojik iyi olusun farklilik gosterip gostermedigini belirlemek igin tek-yon ANOVA testleri
gerceklestirilmistir. Ancak farklilik testlerine iligkin bulgularin anlamlilik diizeyinin kabul edilir esigin ilizerinde
oldugu belirlenmistir. Bu nedenle is tatmini ve psikolojik iyi olusun medeni durum, cinsiyet, yas, egitim diizeyi ve
mesleki deneyime gore farklilagsmadigini sdylemek miimkiindiir.

SONUC

Kisi-is uyumu teorisine bagli olarak tasarlanan bu arastirmada seflerin kisilik tiplerinin ve kisilik 6zelliklerinin is
tatminleri ve psikolojik iyi oluslarini etkiledigi varsayimi test edilmistir. Arastirmanin bulgulari seflerin is tatminini
hem A tipi ve B tipi kisiligin hem de digadoniikliik ve sorumluluk kisilik 6zelliklerinin arttirdiginmi gostermektedir.
Etki giicleri 6zelinde incelendiginde A tipi kisiligin B tipi kisilige gore; sorumlulugun disadoniikliige kisilik 6zelligine
gore is tatminini daha fazla etkiledigi sdylenebilir. Bu nedenle sef adaylarinin A tipi kisilikte olmalar1 ve sorumluluk
kisilik 6zelliklerinin baskin olmasi ig tatminlerinin yiiksek olacagi seklinde yorumlanabilir.

Calisma alan1 olarak mutfak, sahip oldugu yapisal 6zellikleri nedeniyle ayni ayna birden fazla isi/siparigin
tamamlanmak zorunda olundugu, rekabetci bir alandir. Bu nedenle mutfakta rekabetgi, kendini igine adamis, zamana
duyarli, birden fazla gbrevi ayni anda yapmay tercih eden A tipi kisilikteki calisanlarin, B tipi kisilige sahip olan
calisanlardan daha fazla is tatminine sahip olmasini olagan bir sonug olarak kabul etmek miimkiindiir. Alanyazinda
farkli isler 6zelinde de A tipi kisilikte bireylerin B tipi kisilikteki ¢alisanlardan daha fazla ig tatminine sahip oldugunu
gostermektedir. Ozellikle akademisyenlerin (Ozsoy, 2013), insaatta ve fabrikada calisan kisilerin (Sakalli, 2019) A tipi
kisilikte olanlarin B tipi kisiliktekilerden daha yiiksek diizeyde is tatminine sahip olduklari; yiyecek-icecek
isletmelerinde A tipi kisilik ile is tatmini arasinda pozitif ilisikli oldugu (Ulutas, 2019) belirlenmistir. Bu nedenle
aragtirma bulgularinin alanyazin ile uyumlu oldugunu sdylemek miimkiindiir.

Sefler oOrnekleminde yapilan bu arastirmanin bulgular1 ve yukarida belirtilen alanyazindaki diger
aragtirmalarin gosterdigi gibi farkli is kollarinda is tatminini B tipi kisilik veya A tipi kisilik daha fazla
etkileyebilmektedir. Bu nedenle kisi-is uyumu degerlendirmesinin is 6zelinde yapilarak isin 6zellikleri ile kisilik
Ozelliklerinin degerlendirilmesi daha anlamli ¢ikarimlarin yapilmasini saglayabilir. Seflerin is 6zellikleri goz oniinde
bulunduruldugunda A tipi kisiligin B tipi kisilige gore is tatminlerinin daha yiiksek olmasi olasidir. Bu nedenle, A tipi
kisilikte olan sef adaylarinin is tatminlerinin B tipi kisilikte olan sef adaylarina gore daha yiiksek olmasinin olasi
oldugu sdylenebilir.

Seflerin disadoniik olmalart ve sorumluluk 6zellikleri is tatminlerini arttirmaktadir. Mutfakta basarili olmak
icin seflerin diger calisanlarla birlikte ve etkilesim halinde ¢alisma gereklilikleri ile disadoniikliik 6zellikleri; disiplinli
ve planli ¢aligma gereklilikleri ile sorumluluk ozellikleri iligkilendirilebilir. Bu nedenle seflerin disadoniik ve
sorumluluk 6zelliklerine sahip olmalart i tatminlerini etkileyebilmektir. Farkli is kollarinda da kisilik 6zellikleri ile is
tatmini arasindaki iliskiye belirlemek amaciyla yapilmis arastirmalar bulunmaktadir. Goniilliiler {izerinde yapilan
aragtirmada is tatmini ile norotiklik arasinda negatif; deneyime agiklik, disadoniikliik, sorumluluk arasinda pozitif
(Turhan, 2019), kamu calisanlart 6rnekleminde yapilan arastirmada norotiklik ile is tatmini arasinda negatif;
disadoniikliik ve yumusakbaslilik arasinda pozitif (Unsever ve Cetinkaya, 2021), panel iiyesi olan calisanlar
ornekleminde yapilan arastirmada yumusakbaglilik ve sorumluluk ile is tatmini arasinda pozitif, norotiklik ile arasinda
negatif (Kang ve Malvaso, 2023), ulusal 6rneklemde yapilan bir arastirmada yumusakbaslilik, sorumluluk ve
disadoniikliik ile is tatmini arasinda pozitif, norotiklik ile arasinda negatif iliski oldugu (Bui, 2017) belirlenmistir.
Sefler oOrnekleminde yapilan bu arastirmanin bulgular1 sef adaylarmin disadoniiklik ve sorumluluk kisilik
ozelliklerinin diger kisilik 6zelliklerinden baskin olmasinin ig tatminlerini arttiracagi seklinde yorumlanabilir.

Arastirma bulgulart A tipi ve B tipi kisilik, is tatmini ve deneyime agiklik kisilik 6zelliklerinin seflerin
psikolojik iyi oluslarinin attirdigini; yumusakbaslilik ve norotiklik kisilik 6zelliklerinin ise psikolojik iyi oluslarini
azaltigim1 gostermektedir. Kisilik tiplerinin etki biiyiikliiklerine bagli olarak B tipi kisilikteki seflerin A tipi
kisiliktekilere gore psikolojik iyi oluslarinin daha yiliksek oldugunu sdylemek miimkiindiir. Psikolojik iyi olus is
tatmininden daha genel bir kavram oldugu icin etkilendigi faktor/parametre sayisi da dogal olarak daha fazladir.
Arastirmanin bulgulart psikolojik iyi olusun etkilendigi bu faktorler arasinda is tatmini, kisilik tipleri, deneyime
aciklik, yumusakbaslilik ve ndrotiklik kisilik o6zellikleri oldugunu gostermektedir. Dolayisiyla seflerin yeni
deneyimler edinmeye ag¢ik olmalari, bagkalarini da diistinmelerinin ve uzlasmaya yatkin olmalarinin psikolojik iyi
oluslarimi arttirdigr séylenebilir. Alanyazinda da (Seker Kayar ve Aslan, 2023; Tathoglu vd., 2024; Tortumlu vd.,
2020; Yasin, 2016) da is tatmini ile psikolojik iyi olus arasindaki pozitif iliski amprik olarak kanitlanmistir. Sonug
olarak hem sefler 6rnekleminde yapilan bu arastirmanin bulgularina hem de alanyazinda konu ile ilgili alan

8



Akgiindiiz, El¢elik, Avci, Bayw ve Seyrek / International Journal of Contemporary Tourism Research, 1 (2024) 1-12

arastirmalarinin bulgularina bagli olarak is tatmininin kisilik tiplerinden ve kisilik 6zelliklerinden etkilendigi; is
tatmininin, kisilik tiplerinin ve kisilik 6zelliklerinin de psikolojik iyi olusunu etkiledigi sdylenebilir.

Bu arastirmada sadece Izmir’de faaliyet gosteren isletme belgeli yeme-icme isletmelerinin sefleri ile
sinirlandirilmigtir. Bu nedenle bulgulari diger yiyecek igecek isletmelerinde calisan sefleri kapsayacak sekilde
genellemek oldukca zordur. Daha biiyiikk bir 6rneklem ile alan arastirmalarinin yapilmasi genellemeye imkan
verecektir. Arastirmanin sadece nicel olarak yliriitiilmesi de katilimci cevaplarinin sadece anket formunda yer alan
ifadelerle siirli olmasina neden olmustur. Gelecekte yapilacak aragtirmalarda karma yontem kullanilmasi durumunda
arastirma konusuna iliskin daha detayli bilgi saglanabilir.
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Article Type scenery and cleanliness, and geophysical aspects on revisit intention. Finally, overall

experience mediated the positive indirect effects of facilities and services and access and
comfort dimensions on revisit intention. These findings underscore the importance of
enhancing beach attractiveness and improving user experience to encourage revisitation
and promote sustainable beach tourism. The results are further discussed from a demand
perspective and implications are provided for beach management, policymakers, regulators,
and local governments on the supply side to support the development of sustainable beach
tourism in Ghana.
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INTRODUCTION

Tourists’ intentions to visit specific destinations are primarily driven by destination attractiveness, which is a key
component of a destination’s appeal (Formica & Uysal, 2006). As distinctive and popular tourist destinations, beaches
have significant economic, social, and environmental importance, attracting visitors with aesthetic appeal and unique
ecological features (Alegre & Garau, 2011; Jackie-Ong & Smith, 2014; Micallef et al., 2011). The natural and human
resources of beach destinations provide recreational opportunities and facilitate experience creation (Hasan et al.,
2019). Consequently, beaches are preferred destinations for relief, relaxation, fun, personal treatment, and escape,
making their attractiveness crucial for continued patronage and sustainability (Andersen et al., 2016; Dodds &
Holmes, 2019). According to Sustainable Tourism International (2022), coastal destinations are the most visited
tourist destinations globally, with over 80% (approximately 350 million people) of the world's tourists visiting them
annually, spending over $143 billion (NOAA, 2018).

Given these data, Karim et al. (2023) highlighted the necessity for beach destinations to consistently understand
tourists® perceptions of destination attributes, satisfaction levels, experiences, and repurchase intentions (Smith and
Johnson, 2020). Beach destinations must gather such information to create competitive and sustainable tourism.
Contemporary destinations compete to attract tourists by marketing their attributes such as clean and accessible
beaches, basic amenities, and recreational opportunities, which serve as pull factors that encourage tourists to visit and
revisit (Dodds & Holmes, 2019; Kim & Perdue, 2011). The quality of beach attributes (both natural and human)
determines the leisure opportunities available, the beach experience visitors acquire, and their subsequent revisit
intentions (Formica & Uysal, 2006; Kresi¢ & Prebezac, 2011; Vaz et al., 2016).

Mustapha and Awang (2018) and Dang and Weiss (2021) further posited that unique and high-quality attributes
serve as competitive edges that enhance a tourist destination’s market position through positive perceptions. For
distinctive destinations such as beaches, tourists’ perceptions, experiences, and satisfaction, are critical inputs that
must be continuously sought and implemented for product development, experience enhancement, and overall beach
destination management and sustainability (Lucrezi et al., 2016; Vaz et al., 2016; Micallef & Williams, 2009).

Despite the importance of these factors, studies specifically exploring beach destination attractiveness and its
relationship with user experience and revisit intentions are uncommon (Kresi¢ & Prebezac, 2011). Although research
on destination attractiveness, and revisit intentions exists in other tourism domains such as wilderness, parks, and
historical sites (Culié et al., 2021; Reitsamer et al., 2016; Vengesayi et al., 2009), empirical studies focusing on beach
destination attractiveness are limited even although beaches are primarily the most visited destinations globally. Due
to their uniqueness, beach destinations require distinctive qualities to offer the required experience and satisfaction to
users. Thus, assessing user perceptions of coastal destination performance has been strongly supported suggested in
the current literature (Karim et al., 2023; KreSi¢ & Prebezac, 2011; Vaz et al., 2016). Besides, the limited studies in
this domain often focus on satisfaction and repurchase intentions (Karim et al., 2023; Dodds & Holmes, 2019).
Consequently, research exploring the relationships between perceived beach attractiveness, beach experience, and
revisit intention at coastal destinations is limited, with a noticeable gap in sub-Saharan Africa region and Ghana,
where beach tourism is on the rise (Dzitse et al., 2023).

In Ghana, studies measuring the perceptions of beach destination attractiveness are currently unavailable.
However, beach tourism has become an increasing daily activity, suggesting that the maintenance of desirability,
competitiveness, and sustainability of beaches are crucial for the tourism industry. As postulated by Vaz et al. (2016),
Micallef and Williams (2009), and Reitsamer et al. (2016), beach destination managers need visitors’ assessments data
on the destination performance in terms individual and overall destination elements, experiences, satisfaction and
revisit intentions, and the interrelationships among these variables to craft effective management strategies. Given
these gaps, this study aimed to test the relationships between perceived beach attractiveness, beach experience, and
revisit intentions in the context of beach tourism in Ghana. Specifically, the study explores the direct effects of beach
attractiveness dimensions on overall experience and revisit intention, and, also tests the mediating role of the overall
experience in this relationship. This study seeks to demonstrate the extent to which specific dimensions of beach
attractiveness, such as cleanliness and scenery, facilities and services, natural/geophysical beach aspects, and comfort
and safety, directly influence visitors’ overall experiences and intentions to revisit. Accordingly, Likewise, this
research is expected to demonstrate the mediating role of the overall beach experience in the relationship between
beach attractiveness and revisit intentions, thereby providing a nuanced understanding of how different factors
contribute to tourists’ decisions to return to distinctive destinations as beaches. This study therefore expects to provide
empirical data and model for stakeholders to make informed decisions regarding the further development of beach
destinations, by recognizing distinctive attributes, and identifying areas for improvement (Schuhmann, 2012). It also
extends the destination attractiveness framework and push-and-pull theories to beach tourism, emphasizing that
attractiveness attributes are critical pull factors essential for the sustainability of these destinations, particularly in
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areas with limited prior research. Additionally, it integrates destination attractiveness, user experience, and revisit
intentions within the context of beach destinations, providing a holistic view of tourists’ behavioral intentions, which
also extends the applicability of the theory of planned behavior within coastal tourism settings. Finally, by focusing on
Ghana, this study offers valuable insights into an under-researched geographical area, aiding the development of
sustainable beach tourism strategies and enhancing the competitiveness of beach destinations in sub-Saharan Africa.

2. CONCEPTUAL FRAMEWORK
2.1. Destination Attractiveness and Revisit Intention

Destination attractiveness is critical for tourism marketing and visitor satisfaction. A destination must have qualities
that appeal to and attract potential tourists to be deemed attractive (Reitsamer et al., 2016). Tourism academics are,
therefore, interested in the idea of destination appeal. Studies have been conducted on the subject, and authors have
defined destination attractiveness in terms of its physical characteristics or a list of tourism assets (Kresi’c & Prebezac,
2011; Formica & Uysal, 2006). Others denote attractiveness as the perceptions and feelings that an individual holds
about a destination’s attributes based on whether such attributes suit the individual's requirements and demands
(Vengesayi et al., 2009; Yangzhou & Ritchie, 1993). Hence, they focused on how tourists perceive a destination and
its capacity to meet their demands, involving components of the distinctive attractiveness aspects of destinations, such
as tourism amenities and infrastructure and the overall environment of the destination (Vengesayi et al., 2009;
Formica & Uysal, 2006). Presently, beach destinations are considered all-encompassing attractive products (physical,
scenery and appeal, facilities, services, and accessibility) that can be offered rather than just unique natural or
environmental resources. Thus, beach destinations provide a diverse range of physical, natural, and human attributes
that help to make the beach experience enjoyable and memorable (Dodds & Holmes, 2019; Lew & Larson, 2005).

However, regardless of destination attributes, tourists and users largely establish attractiveness. Hence, Lee et
al. (2008) postulated that the measurement of destination attractiveness from a demand perspective (user perspective)
is critical for destination management to determine what attracts visitors to their destinations. This helps enhance the
supply dimensions of destinations because the demand side is based on tourists’ valuations of a given destination’s
attributes (Kim & Perdue, 2011; Lee et al., 2008; Vengesayi et al., 2009).

On the other hand, revisit intentions in tourism involve cognitive action (Barsalou, 2008), as tourists express a
desire to repeat their travel to the destination (Cavagnaro, 2017; Schumann, 2012). In practice, revisit intention is
constructed along the lines of visitors’ willingness to revisit a destination in the future, visitors frequenting their visits
to a destination, and visitors choosing a particular destination over competing ones (Alegre & Cladera, 2006;
Cavagnaro, 2017). These interconnected revisit options can be based on the actual attractiveness, experience,
perception, or fulfilment gained at a given destination.

2.2. Theoretical Perspectives and Hypothesis

This study integrates and uses the Theory of Planned Behavior (TPB) and Push-and-Pull Theory as its theoretical
foundation. These theories offer a dynamic context for understanding the relationships between destination
attractiveness, tourism experiences, and the behavioral intention of customers in tourism. The TPB, proposed by Ajzen
(1991), posits that an individual’s behavior is influenced by their behavioral intentions, which are shaped by attitudes
towards the behavior, subjective norms, and perceived behavioral control. This model is particularly relevant to beach
tourism, where the attractiveness of a beach (attitude) can significantly influence tourists’ intentions to revisit. The
Push-and-Pull Theory, conceptualized by Crompton (1979) and Dann (1981), delineates the factors that motivate
tourists to travel (push factors) and attract them to specific destinations (pull factors). In beach tourism, pull factors,
such as natural beauty, facilities, and overall appeal, play a crucial role in attracting tourists and fostering positive
experiences that encourage revisit intentions.

TPB is essential for understanding tourists’ intentions to revisit beach destinations. It consists of three main
components: attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991). In the context of beach
tourism, attitude refers to tourists’ positive or negative evaluations of their return to the beach. A favorable attitude is
likely to develop if tourists perceive the beach as attractive because of its cleanliness, scenic beauty, and amenity.
Studies have shown that positive attitudes toward a destination are strong predictors of revisit intentions (Ajzen,
1991). Subjective norms involve the perceived social pressure to perform or not perform a behavior. For beach
tourism, subjective norms might involve the influence of family, friends, and social networks who have previously
visited the beach and share their positive experiences. Endorsements from these social groups can significantly impact
an individual’s intention to revisit a beach (Ajzen & Madden, 1986). Perceived behavioral control deals with the
perceived ease or difficulty of performing a behavior influenced by past experiences and anticipated obstacles. In
beach tourism, perceived behavioral control may include factors such as accessibility to the beach, cost/price
considerations, and safety concerns. Tourists are more likely to intend to revisit a beach if they perceive it as
accessible and safe and if previous visits are positive (Ajzen, 1991).
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Push-and-Pull Theory complements TPB by providing insights into the motivations behind tourists’ destination
choices (Crompton, 1979; Dann, 1981). Push factors are internal motivations such as the desire to escape routine, seek
adventure, relax, or experience new cultures. Pull factors, on the other hand, are external attributes of destinations that
attract tourists. Pull factors are critical in the context of beach tourism. On beaches, scenery and cleanliness provide an
aesthetic appeal. Tourists are naturally attracted to beaches that are visually appealing and well maintained.
Cleanliness is a peculiar pull factor that enhances the natural beauty of a beach, making it a more attractive
destination. Studies have shown that cleanliness and aesthetic appeal are significant determinants (pull factors) of
tourist satisfaction and revisit intentions (Wyles et al., 2016; Karim et al., 2023). In addition, the availability and
quality of facilities and services play a crucial role in the overall beach experience. In the application of this theory,
Sakyi and Tengan (2022) in a destination attractiveness study identified hospitality facilities and services as essential
pull factors, such as restrooms, food and beverage services, and recreational facilities which does not only enhance
convenience but also add to the enjoyment of destination. Furthermore, the unique natural features of beaches, such as
their geological formations and marine biodiversity, add to their appeal. These attributes create unique and memorable
experiences that attract tourists and encourage them to return to their destination (Wyles et al., 2016; Lucrezi et al.,
2016). Reitmaser et al. (2016) highlight the importance of natural beauty as a critical pull factor in attracting tourists
and fostering repeat visits. Similarly, perceived safety and comfort of beaches are critical for attracting visitors.

From a theoretical perspective, overall beach experience plays a crucial mediating role in the relationship
between beach attractiveness and revisit intentions. This mediation is supported by both the theoretical perspectives.
From the TPB Perspective, a positive overall beach experience influences tourists’ attitudes towards the beach,
reinforces positive subjective norms, and enhances perceived behavioral control. Consequently, positive perceptions
and experiences increase the likelihood of revisiting intentions (Ajzen, 1991). From the Push-and-Pull Theory
perspective, beach attractiveness directly contributes to a positive overall experience. This enhanced experience acts
as a feedback loop, reinforcing pull factors and increasing the likelihood of tourists returning to their destination
(Crompton, 1979; Dann, 1981). More empirically, Karim et al. (2023) found that beach cleanliness and safety
significantly impacted tourists’ overall experiences and intentions to revisit. Clean and safe beaches create positive
attitudes and enhance perceived behavioral control, aligning with the TPB framework. Similarly, Kim and Perdue
(2011) and Dodds and Holmes (2019) demonstrated that well-maintained facilities and services at beach destinations
lead to higher satisfaction and stronger revisit intentions. High-quality amenities contribute to a positive overall
experience, supporting the pull factors of Push-and-Pull Theory (Sakyi & Tengan, 2022). Reitsamer et al. (2016)
noted that safe swimming conditions, presence of lifeguards, and a secure environment contribute to tourists’ sense of
comfort and well-being a critical drawing power of beaches. Thus, unique natural features enhance the overall beach
experience and create favorable attitudes, reinforcing theoretical perspectives. These pull factors are crucial for
developing attitudes and encouraging revisit intentions as tourists are more likely to return to destinations where they
feel safe and comfortable (Dzitse & Amoah, 2024). These studies underscore the critical role of beach attractiveness in
shaping overall experiences and revisit intentions.

Thus, the two theories complement each other and provide a comprehensive operational framework for
understanding the influence of beach destination attractiveness on revisit intentions, mediated by overall beach
experience. By focusing on the predictive dimensions of scenery and cleanliness; facilities and services; natural
beauty/geophysical attributes; and access, safety, and comfort on beach experience and revisit intentions, this research
aims to fill the gap in the literature and offer practical insights for enhancing beach tourism in Ghana. The findings
contribute to theoretical advancements and provide empirical data to inform sustainable beach destination
management and marketing strategies.

2.3. Beach Destination Attractiveness and Revisit Intention

Given the worldwide popularity of coastal destinations, beach attractiveness and revisit intention are integral to the
tourism industry. Beaches have become the core element of tour packages offered to beach resorts for various
activities, pleasures, and experiences (Lucrezi et al., 2016; Wyles et al., 2014). Their attractiveness involves a blend of
natural beauty, environmental cleanliness, scenery, facilities, safety, comfort, cultural, and practical considerations.
For tourism and recreational purposes, beach attractiveness is multifaceted and encompasses pull factors involving the
natural, physical, environmental, and human elements that constitute beach destination attributes (Gonzalez &
Holtmann-Ahumada, 2017; Morgan, 1999; Lew & Larson, 2005). Specifically, physical, natural, or environmental
variables, including clean and appealing beach sand and water, the nature of waves docking at the beach, and the
presence of breezes/winds, have a considerable impact on tourists’ inclination to return (Wang & Chen, 2017). For
example, Lucrezi et al. (2016) found that pristine beach conditions and appealing natural scenery significantly
enhanced visitor satisfaction and promoted revisit intentions. The human aspects of beaches include facilities,
entertainment, and services such as quality washrooms, food services, safety measures, boats, lifeguards, litter bins,
and overall comfort and entertainment, making beach destinations attractive and encouraging tourists to return (Roca
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& Villares, 2008; Ryu & Jang, 2007). Research by Mehranian and Marzuki (2018) and Martin (2004) emphasizes the
importance of accessibility, cleanliness, quality of amenities and services, image, comfort, tranquility,
aesthetics/scenery, crowd and noise levels, and favorable climate in shaping tourists' positive attitudes and intentions
to return. Moreover, poor beach sanitary conditions remain a significant limitation affecting user experience and the
sustainability of beach destinations (Karim et al., 2023; Krelling et al., 2017). For instance, Krelling et al. (2017)
highlighted how litter and pollution detract from the aesthetic and environmental appeal of beaches, negatively
affecting visitors’ experiences and discouraging future visits.

Given these considerations, a consistent assessment of beach destination qualities is crucial for beach managers
to identify priority areas needing attention and improvement towards building sustainable destinations. This leads to
the following hypotheses:

Hypothesis 1 (H1): Perceived beach destination attractiveness: (a) scenery and cleanliness, (b) facilities and
services, geophysical aspects, and (d) access and comfort have a positive influence on the revisit intentions of beach
users.

2.4. Beach Attractiveness and Beach Experience

The visual attractiveness and aesthetic features of beaches have been extensively documented in research as having a
significant impact on visitor perceptions and overall enjoyment. Specific dimensions of beach attractiveness such as
sanitation, natural beauty, beach facilities, accessibility, and safety have been shown to play critical roles in shaping
the overall beach experience. Natural beauty, characterized by elements such as unspoiled sand, picturesque waves,
and scenic surroundings, elicits positive emotional responses from beachgoers, fostering feelings of calm, serenity,
and wonder. Studies by Schuhmann et al. (2016) and Wyles et al. (2016) highlight how these aesthetic features
enhance the entire beach experience, increasing the likelihood of visitors having satisfying and memorable
experiences. Sanitation, which encompasses cleanliness and environmental quality, is another crucial dimension.
Research by Dzitse and Amoah (2024) indicates that well-maintained spotless beaches with minimal pollution and
visible trash significantly enhance the tourist joyful emotional experience by allowing guests to fully engage with their
surroundings. Hasan et al. (2020) and Dzitse et al. (2023) emphasized that cleanliness not only improves aesthetic
appeal but also contributes to positive cognitive and emotional responses, leading to greater relaxation and enjoyment.
Beach facilities, including amenities such as restrooms, showers, and food services, are vital for improving
convenience and comfort during beach visits. Karim et al. (2023) and Lucrezi et al. (2016) found that the presence of
adequate facilities directly correlates with higher satisfaction levels among visitors, making the beach experience more
rewarding and memorable. Accessibility and safety are of paramount importance. Easy access to the beach, coupled
with safety measures such as lifeguard presence and clear signage, significantly enhances the visitor experience.
Onofri and Nunes (2013) demonstrate that these factors not only contribute to the enjoyment and perceived safety of
the beach but also increase the likelihood of repeat visits. In light of these findings, the following hypothesis was
proposed to further investigate the impact of beach attractiveness on the overall beach experience:

Hypothesis 2 (H2): Perceived beach destination attractiveness: (a) scenery and cleanliness, (b) facilities and
services, geophysical aspects, and (d) access and comfort, has a positive effect on beach users’ overall experience.

2.5. The Mediating Role of Overall Beach Experience

Research has consistently demonstrated that the visual attractiveness and aesthetic features of beaches significantly
impact visitor perception and enjoyment. Specifically, elements such as scenic beauty, cleanliness, and amenities play
crucial roles in enhancing beach experience (Schuhmann et al., 2016). A well-maintained, visually appealing beach
contributes to tourists’positive experiences by fostering feelings of relaxation, enjoyment, and satisfaction
(Schuhmann 2013). For instance, Schuhmann et al. (2016) highlighted that the cleanliness and natural beauty of
beaches are pivotal for creating a serene and pleasant environment for visitors. Similarly, amenities such as clean
restrooms, showers, and convenient seating areas further improve the overall experience, making it enjoyable and
comfortable (Karim et al., 2023; Lucrezi et al., 2016). The presence of these features is critical in forming a
memorable beach experience that directly influences visitors' intention to return. Studies have also emphasized the
importance of the mediating role that tourist experience plays in shaping travelers’ revisit intentions. Breiby and
Slatten (2018) found that a positive beach experience, characterized by enjoyment, relaxation, and satisfaction,
significantly mediates the relationship between beach attractiveness and revisit intention. When visitors have a
positive initial experience, they are more likely to develop a strong desire to revisit a beach. The emotional,
psychological, and cognitive bonds formed during a beach visit further reinforce the mediating role of beach
experience. Mehmetoglu and Engen (2011) and Alegre and Garau (2011) suggest that these bonds, fostered by
positive emotions and experiences, encourage attachment and loyalty to the beach destination. This attachment
significantly influences visitors’ intention to return, as shown by Hosany et al. (2016) and Mehmetoglu and Engen
(2011). Owverall, earlier tourism studies recognized the associations between attractive destination factors, beach
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experiences, and revisit intentions. This underscores the importance of developing and maintaining appealing and
well-equipped beaches to ensure favorable visitor experiences, thereby enhancing the likelihood of return visits and
contributing to the sustainable growth of beach tourism destinations. Understanding this mediating mechanism is
crucial for effective management of beach destinations. Accordingly, this study proposes the following hypotheses:

Hypothesis 3 (H3): Overall experience mediates a positive relationship between perceived beach attractiveness:
(a) scenery and cleanliness; (b) facility and services; (c) geophysical aspects; and (d) access and comfort and revisit
intention.

Figure 1 presents the expected relationships and the hypotheses.
Figure 1: Proposed Research Model
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The integration of empirical literature and theoretical dimensions to provide a comprehensive research model is
crucial for understanding the influence of beach destination attractiveness on overall beach experience and revisit
intention. By testing the proposed hypotheses, this study aims to fill the existing gaps in the literature and offer
practical insights for enhancing beach tourism in Ghana. As illustrated in the proposed model (Figure 1), this study
assesses the specific impacts of each dimension of beach attractiveness, such as scenery, cleanliness, facilities,
services, and accessibility, on the overall beach experience and revisit intention as well as the mediating role of overall
beach experience. These findings will contribute to theoretical advancements and provide empirical data to inform
sustainable beach destination management. Understanding the specific factors that enhance beach attractiveness, affect
beach experience, and revisit intentions will aid beach destination managers in making informed decisions to improve
beach aesthetics, attractions, facilities, and services (Vaz et al., 2016; Micallef & Williams, 2009). This includes
ensuring higher standards of cleanliness, service, and safety, which have the propensity to enhance tourist satisfaction
and likelihood of return visits. Moreover, insights from this study can inform targeted marketing strategies that
highlight the unique and appealing attributes of Ghanaian beaches that attract domestic and international tourists.
Additionally, this research can guide policymakers in developing regulations and policies that support sustainable
beach tourism, preserve natural beauty, and enhance visitor experience in Ghana and West Africa. Thus, this research
provides a well-rounded understanding of how different aspects of beach attractiveness influence overall visitor
experiences and their intentions to revisit, thereby offering valuable contributions to both the academic literature and
practical beach tourism management.

2.6. Study setting

This study focuses on Mensah Guinea Beach and Korle Gonno Beach, which are the main tourist beaches in Accra,
Ghana (Figure 2). Guinea Mensah Beach, a primary tourist destination, features predominantly sandy terrain with rock
cliffs along its shoreline. Located approximately 220 m from Accra, it lies within the main tourist region, flanked by
the Centre for National Culture and landmarks such as Christiansburg Castle and James Fort. Frequented by tourists
from diverse socioeconomic backgrounds, its coordinates are N 05°32.594'W 000°11.823', N 05°32.599'W
000°11.825', N 05°32.609'W 000°11.771', and N 05°32.615'W 000°11.773". Korle Gonno Beach, situated 2 km west of
Accra, is a 200-meter stretch characterized by a mix of rocky and sandy terrain. Popular among domestic tourists, with
occasional foreign visitors, it offers ocean view facilities for leisure activities, located at N 05°31.733'W 000°13.537',
N 05°31.738'W 000°13.538', N 05°31.744'W 000°13.480', and N 05°31.752'W 000°13.481".
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Figure 2: Map of The Study Area Showing Study Sites
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3. METHODOLOGY

This study is a cross-sectional survey that takes a quantitative approach to the research. The research was part of a
supervised master’s thesis that received ethical permission/approval in June 2020 from the Department of Hospitality
and Tourism Management of the University of Cape Coast, Ghana, for data collection.

3.1. Target Population and Sampling Size

The target population for the study was international and domestic tourists or visitors to beach destinations who were
18years or older. According to Ghanaian law, this group is mature and can make sound and personal decisions.
However, data on beach visits in Ghana are currently unavailable; thus, the target population size is unknown, and
non-probability sampling is used. Hence, the International Fund for Agricultural Development (IFAD, 2009) formula
for calculating the sample size for an unknown target population size was used, with a 5% error margin and a 75%
target population similarity rate (0.75).

*

N=t"p (1-p)
m2

Where N = desired sample size, t = confidence level set at 95% (standard value = 1.96), p = proportion of the
target population that has similar characteristics (set at 75% or 0.75), m = the margin of error set at 5% (standard
value = 0.05).

Substituting into the formula, the desired sample calculate is:

n = (1.96)>7(0.75) (1- 0.75)
0.05?
n=288.12

To cater for non-response, an extra ten (10) per cent of the desired sample size has been calculated which is
approximately 29 respondents and is added to the sample making a total sample size for the study to be 317. This
implies that a minimum of 288 responses should be used in this study (IFAD, 2009). Due to the unknown target
population size, further confirmation of the appropriateness of the sample size for this type of study was carried out
using power analysis. An a-priori power analysis (A-priori: compute required sample size — given a, power and effect
size) was carried out using an “F-test” and “Linear multiple regression: fixed model, R? deviation from zero” in G-
Power software (version 3.1.9.7) using the following specified indicators (effect size = 0.15 (medium effect), a = 0.05,
and power = 0.95) in the input parameters. This is the most appropriate and commonly recommended parameter
setting in social and business science research (Hair et al. 2017; Faul et al. 2007). Based on the mediation (proposed
study) model shown in Figure 1, five (5) predictors were included in the sample size calculation. The results show that
a minimum sample size of 138 responses should be sufficient for statistical estimations; hence, the use of an estimated
sample size of 317, as previously calculated for this study, is appropriate (Memon et al., 2020; Hair et al. 2017).
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3.2. Research Instrumentation

A final questionnaire prepared in English, consisting of three parts, was developed from a comprehensive literature
review. The first part operationalized and measured the beach attractiveness attributes of 32 items: nine
geophysical/natural aspects items (Gonzalez & Holtmann-Ahumada, 2017; Wyles et al., 2016 Morgan,1999); seven
scenery and cleanliness items (Schumann, 2013; Wyles et al., 2014; Tudor & Williams, 2008; Rayon-Vinaa et al.,
2018); seven facility/amenities and services items (Lew & Larson, 2005; Dodds & Holmes, 2019); and nine access
and comfort items (Dodds & Holmes, 2019; Mehranian & Marzuki, 2018) on a 5-point Likert scale (5= very
attractive;1 = very unattractive). The second part measured the overall beach user experience (four items) (Breiby &
Slatten, 2018; Mehmetoglu & Engen, 2011) and revisit intention (three items) (Alegre & Cladera, 2006) on a 5-point
scale (1 = strongly disagree to 5= strongly agree). In keeping with the experiential cognition idea (Barsalou, 2008),
this study employed a straightforward cognitive measure that allowed beach visitors to assess their subjective
perceptions and impressions. The final part examined the respondents’ profiles, including gender, age, marital status,
education, travel party, continent of origin, and purpose of the visit.

To assess the appropriateness of the measurement instruments and situate the study in the Ghanaian context, a
pilot study of twenty-two tourists was conducted at La Pleasure Beach (located 7.2 kilometres from the Accra
Metropolis). The Cronbach’s alpha values for the six distinct constructs were as follows: scenery and cleanliness
(0.811), facility and services (0.796), geophysical aspects (0.816), access and comfort (0.811), overall beach
experience (0.781), and revisit intentions (0.822). Based on these results, the reliability and validity of the scale were
confirmed. Following the pre-test and considering input from two experts (one supervising professor and one tourism
professional), a few minor changes were incorporated into the gquestionnaire form before it was used for actual data
collection.

3.3. Sampling and Data Collection

The survey method was used in this study. A paper-based questionnaire was self-administered to respondents face-to-
face for their responses by the researchers. The questionnaire was administered only to respondents who had been at
the beach for at least two hours or more and were actively using the beach or beach facility. All respondents in the
study met the inclusion criteria. Due to the lack of a sampling frame coupled with the inherent mobility of tourists, the
use of probability sampling is not practicable hence, convenience sampling (a non-probability sampling technique)
based on accessibility was used to recruit respondents. Although convenience sampling was used, the researchers
exercised some thoughtfulness in carefully collecting data to ensure an adequate level of representativeness and avoid
collecting skewed data. Thus, the researchers ensured that only individual respondents who were deemed fit were
given random questionnaires. Similarly, when groups were encountered, only one person was randomly selected from
a group of two to three active beach users, whereas two respondents were elected in the case of groups of four or more
travellers to the beaches. This is an appropriate method to ensure an essential level of representativeness in
guantitative studies that use convenience sampling (Leiner, 2014; Su et al. 2017; Khairi & Darmawan, 2021; Nguyen,
2020).

The researchers go to the beach destination from 1:00pm to 5:30pm each day throughout the data collection
period. We approach and choose a respondent at random who is using the beach or beach facility. If that person meets
the inclusion criteria and is willing to participate in the study, he/she is given the questionnaire to answer. The
researchers will then be on standby, and if any part of the questionnaire was unclear or raised questions, respondents
would ask for clarification or explanation from the researchers. This was done throughout the process to ensure
accurate and complete responses. Based on the sample size, 317 questionnaires were carefully distributed at the two
beaches concurrently over a three-month period from November 16, 2020, to February 3, 2021. After eliminating
invalid questionnaires due to different levels of incompleteness, 311 adequate responses were used for the analysis.
The use of 311 valid responses is suitable for multivariate statistical analysis techniques (e.g., CB-SEM) ((Memon et
al., 2020; Hair et al., 2018; Hair et al., 2010; Kline, 2016).

More importantly, the participation in this study was voluntary. The respondents were required to provide
consent through a comprehensive understanding of the nature and objectives of the study before they were allowed to
participate. Approval letters from the Department of Hospitality and Tourism Management of the University of Cape
Coast and Ghana Tourism Authority Department of Research, Monitoring, and Evaluation were used to obtain
permission from beach facility operators and respondents before data were collected. Confidentiality and anonymity
were strictly observed to protect the rights of the respondents, as no personal data such as names or addresses were
collected that could identify an individual whose response was collected. Furthermore, the researchers ensured that the
data collected from the study were used solely for the purpose of the study and no third party was provided with the
data. Lastly, respondents were reminded that participation was entirely voluntary and that they had the freedom to
withdraw from the study at any time.
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3.4. Data Analysis

Three statistical techniques—descriptive statistics, confirmatory factor analysis (CFA), and structural equation
modeling (SEM)—-were used to analyze the data. CFA was used to assess the reliability of the assessment items, and
SEM was applied to examine the correlations between the latent constructs of perceived beach attractiveness, overall
beach experience, and revisit intention. CFA and SEM were performed using AMOS 23, and descriptive analyses
were performed using SPSS (version 25).

4. ANALYSIS AND FINDINGS
As indicated in Table 1, more females were included in this study (58.5%). The respondents were mostly between 25-
34 years of age (40.1%). The majority of respondents were single (77.6%), with 70.6% completing their first degree.

In terms of continent of origin, the data were skewed towards Africa (75.3%), whereas over half of the respondents
(67.3%) visited the beaches for leisure/fun. Most patients visited the beaches alone (73.8%).

Table 1: Chracteristics of respondents (N=311)

Characteristics N Per cent
Gender

Male 132 42.1
Female 179 57.9
Age

<25 112 36.2
25-34 123 40.1
35+ 76 23.7

Educational level

High school 50 155
First degree 217 70.6
Postgraduate 44 13.9

Marital status

Not married 240 77.6
Married 42 12.9
Ever-married 29 9.5

Continent of origin

Africa 233 75.3
Europe 45 14.6
North America 22 6.5
Australasia 11 3.6

Travel party

Individual visitors 228 73.8
Group visitors 83 26.2
Purpose of travel

Business 21 6.8
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Leisure/fun 208 67.3
Education/research 25 8.1
Meeting others 57 17.8

4.1. Assessment of Measurement Model

Confirmatory factor analysis (CFA) was conducted, and the convergent and divergent validity of the
dimensions and related items were validated using a covariance-based maximum likelihood method with
AMOS 23. The dimensions of perceived beach attractiveness and revisit intention were assessed and
validated using model fit indices (y* = 272.12, df = 134, p= 0.043, SRMR = 0.054, GFI = 0.932, 0.926, NFI
=0.927, IFI = 0.959, CFI = 0.959, RMSEA = 0.041, and CMIN/DF=2.031). The reliability measures in this
study were high and well above acceptable levels (composite reliability > .70, Average Variance Extracted >
.50, Cronbach’s alphas > .70, and VIF for predictor variables <5), as recommended by Fornell and Larcker
(1981), Monteiro et al. (2017), and Nunnally (1978). Additionally, the standardized loadings for each
indicator variable exhibited good convergent validity. Table 3 presents the validity and reliability indicators
for the final measurement model.

Table 2: Validity and Reliability of the Measurement Model

Beach Attributes Standardized CR AVE  Cronbach Tolerance VIF
Loading alpha

Scenery and Cleanliness (SC) 892 781 .849 .854 1.216

The cleanliness of beach sand 847

The cleanliness of beach water 822

The litter-free state of the beach area .793

Environmental appeal/beauty of beach facilities 784

The smell/scent from the beach area 771

The cleanliness of available beach urinals and toilets  .810

Facilities & Services (FS) 912 812 .846 711 1.481

Beach urinals and toilets available 871

The food and beverages .856

Lifeguards/savers at the beach 775

Rooms/resting/meeting spaces available .843

Entertainment .894

Availability of garbage bins at the beach 175

Geophysical Aspects (GA) 921  .845 .873 .683 1.321

The beach sand 932

The colour of beach sand .796

The texture of beach sand .862

The landscape (scenery) 792

The beach water .844

The colour of the beach water .799

The sea waves .899

The wind/sea breeze .881

Access & Comfort (AC) .898 .749 .896 .662 1.513

Access to beach .867

The prices of beach services 921

The crowd level at the beach .890

Noise level at the beach .882

Comfortability of urinals and toilets for use 787

Safety/sense of safety at the beach 891

clear signage 772

Overall Experience (OBE) 872 721 814 0.612 1.492

Overall excitement (Excited/entertained on this .798

beach)

Overall affection (Felt a sense of affection for this .758

beach)

Overall Aesthetics (admire the overall aesthetics of .752

this beach)

Overall Relaxation experience (I had the feeling of .893
relief and relaxation here on this beach)
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Revisit Intentions (RI) 782  .698 .892
I will recommend this beach to friends & family .867
| intend to visit this beach in the future 912
I will choose beach destination amidst others 871

x2 =272.11; df = 134; p=0.043; SRMR = 0.054; GFI = 0.932; 0.926; NFI = 0.927; IF1 = 0.959; CF1 = 0.959; RMSEA =
0.041; CMIN/DF= 2.031

Discriminant validity was also assessed. This was done by first reviewing the latent constructs explored to
ensure that there was no cross-loading, as recommended by Hair et al. (2011) and Segars (1997). Subsequently, the
square root of each latent construct’s AVE and its correlation coefficient with other latent variables were compared.
To achieve discriminant validity, the square root of each latent construct must be higher than its correlation coefficient
with other latent variables (Fornell and Larcker, 1981), as shown in Table 4.

Table 3: Correlation Matrix and Square Root of AVE

Items CS FS GA AC OBE

Scenery & Cleanliness (CS) [.883] *

Facility & Services (FS) .663 [.901] *

Geophysical Aspect (GA) .584 .646 [.919] *

Access & Comfort (AC) .665 .674 .823 [.865] *

Overall Experience (OBE) .394 312 421 .366 [.849] *
Mean 4.612 3.932 3.281 3.258 2.931
Std. Deviation 1.59 1.78 1.82 1.91 1.97

*Note: Inter-construct correlations are presented in the lower matrix triangle; AVE square roots are depicted in bold
on the diagonal.

4.2. Structural Model and Hypothesis Testing

The hypotheses were tested using SEM and the results are presented in Table 4 and Figure 3. The model goodness-of-
fit indices (CFI = 0.986, GFI = 0.981, NFI = 0.964, SRMR = 0.037, RMSEA = 0.051, 2 = 122.81, df= 62.00, p=
0.020, and CMIN/df=1.984) specified that the data met the acceptable threshold for addressing the hypothesized
interrelation between each latent construct and observed variables. The overall model results also show that beach
attractiveness has a large influence on beach revisit intentions (R? =0.388; f* = 0.633), as well as overall beach
experience among visitors (R? =0.321; f* = 0.473) (Cohen, 1988).

In assessing the direct impact of each of the beach attractiveness dimensions on revisit intentions, the analysis
showed that beach Scenery and Cleanliness had a positive effect on revisit intention ( = 0.425; t=3.298; p < 0.011).
In addition, the Geophysical Aspects had a direct positive effect on revisit intention (B = 0.281; t=3.140; p < 0.014).
Hence, Hypotheses 1a and 1c were accepted. However, Hypotheses 1b and 1d are rejected. Alternatively, the effect of
beach attractiveness dimensions on the overall beach experience was explored. The analysis showed that Scenery and
Cleanliness had a positive effect on the Overall Beach Experience (f = 0.212, t= 4.128; p < 0.021), and Geophysical
Aspects had a positive impact on the Overall Beach Experience (fp = 0.168, t= 2.621; p < 0.023). In addition, the
analysis showed evidence that Facilities and Services have a positive effect on Overall Experience (f = 0.164; t=
1.235; p < 0.048); hence, Hypotheses 2a, 2b, and 2c are confirmed. The results of the model indicated that Hypothesis
2d was not supported. Table 4 and Figure 3 present the results of the final model.

To assess the mediating role of overall experience between beach attractiveness dimensions and revisit
intention, a bootstrapping approach was used, which provides estimates of indirect effects (a x b) based on means
derived from “n” samples with replacement from the dataset (Hayes & Scharkow, 2013; Preacher & Hayes, 2004). In
this study, a bootstrap sample of 5,000 was used to estimate indirect effects. Bias-corrected and accelerated 95%
confidence intervals were calculated and the estimates of the indirect effects were interpreted as significant when zero
was not contained within the confidence intervals (Scharkow, 2013). The results show that overall beach experience is
a significant mediator between beach attractiveness dimensions and revisit intentions. The results also show that two
indirect effects have a confidence range that does not contain zero in either the upper or lower bounds. Specifically,
the results showed that overall experience mediated a positive indirect relationship between Facilities and Services and
Revisit Intention (B = 0.117; BCI: 0.911,1.181; p < 0.046), with a small to moderate effect size () of 0.153. It also
mediated a positive indirect effect between Access and Comfort on Revisit Intention (f = 0.101; BCI: 0.621,1.012; p <
0.031), with a small effect size of 0.098 (Cohen, 1988). This implies that Hypotheses 3b and 3d are supported,
whereas 3a and 3c are not supported. The final model based on the results in Table 5 is shown in Figure 3.
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Table 4: Relationships between Beach Attractiveness, Overall Beach Experience and Revisit Intention

Direct Effects

Path Std.f S.E. CRI/T-value R® =2 p-value  Hypothesis
Scenery & cleanliness — Revisit Intention 0.425 0.034 3.298 0.218 0.279 0.011* Accepted
Facility & Services — Revisit Intention 0.123 0.149 1.121 0.058 0.061 0.071 Rejected
Geophysical Aspect — Revisit Intention 0.281 0.212 3.140 0.183 0.224 0.014* Accepted
Access & Comfort — Revisit Intention 0.211 0.114 1.312 0.046 0.048. 0.063 Rejected
Scenery & Cleanliness — Overall experience 0.212 0.029 4.128 0.272 0.374 0.021* Accepted
Facility & Services — Overall Experience 0.164 0.021 1.235 0.092 0.101 0.048* Accepted
Geophysical Aspects — Overall Experience 0.168 0.056 2.621 0.161 0.192 0.023* Accepted
Access & Comfort — Overall experience 0.122 0.023 1.013 0.041 0.042 0.101 Rejected

Mediation (Indirect Effects)
Lower  Upper

Path Std. p S.E. CR/T-value bounds bounds p-value Hypothesis
Scenery & Cleanliness — Overall Experience 0.211  0.045 1.212 -0.112 0.121 0.065 Rejected
— Revisit Intention
Facility & Services — Overall Experience — 0.117* 0.182 1.398 0.231 1.181 0.046* Accepted
Revisit Intention
Geophysical Aspects— Overall Experience — 0.008 0.016 1.010 -0.091 0.221 0.053 Rejected
Revisit Intention
Access & Comfort — Overall Experience — 0.101* 0.043 2.117 0.211 1.012 0.031* Accepted

Revisit Intention

Note: significance level at *p = < 0.05

Figure 3: The Structural (final) Model with Path Diagram based on significant Standardized Regression
Weights

Scenery & Cleanliness

@ +»| Facility & Services

»
®_' Geophysical Aspects
@ »  Access & Comfort

Revisit Intention ._@

oY
VQ lﬁ-

-0.117.

Overall Experience

Note: direct effects (-); indirect effects (- -)

5. DISCUSSION

This study explored the influence of perceived beach attractiveness dimensions on beach users’ revisit intention by
using beach experience as a mediating variable. The results confirmed most hypotheses. As a first step, this study
enhances the results of earlier research by demonstrating that destination attractiveness significantly influences
tourists’ experiences and revisit intentions towards a destination. Specifically, the study found that beach scenery and
cleanliness (B = 0.425; p < 0.011), geophysical aspects (B = 0.281; p < 0.014) have direct positive influence on revisit
intentions, confirming that beach scenery and cleanliness can be most essential attributes influence revisit intention of
travelers to coastal setting (Wyles et al., 2016; Dodds & Holmes, 2019; Ellis, 2005), especially that beach cleanliness
and scenery are the foremost instantaneous perceptible outlook that visitors encounter and experience when they get to
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coastal destinations (Krelling et al., 2017). This finding further corroborates the fact that the pull factors of the beach,
in terms of physical aspects involving access to crystal-clear beach water, sea breezes and waves, gold-colored sand,
and landscapes, directly attract and influence revisit intentions (Karim et al., 2023; Wyles et al. 2016).

Facility, services, access, and comfort did not directly affect revisit intentions. This may indicate that visitors
expect certain standards in facilities and services, as well as access and comfort, which are met by default or are not
the primary drivers of their revisit intentions. This could also imply that beach amenities and comfort dimensions
might not be the primary focus of users or the sole reason that could influence users not revisiting the beaches.
Instead, characteristics such as beach cleanliness, appeal, or general beach ambience, which give visitors a sense of
beach health in terms of sand and water quality and recreational usefulness, have a more significant direct influence on
visitors’ decisions to return (Breiby & Slatten, 2018; Morgan, 1999). This also suggests that, in contrast to what was
anticipated by Dodds and Holmes (2019) and Lew and Larson (2005), an improvement in the accessibility and
enhancement of beach amenities and services may not result in a more direct effect on the intention to return or vice
versa in Ghana; yet, an improvement in beach cleanliness and the quality of its physical features can be readily
achieved.

The findings also showed that scenery and cleanliness (p = 0.212, p < 0.021), geophysical aspects (B = 0.168, p
< 0.023), and facilities and services (B = 0.164, p < 0.048) had direct positive associations with overall beach
experience. Predictably, when visitors view these beach attributes favorably, their overall beach experience improves
(Karim et al. 2023). Thus, the findings suggest that improved visual appeal and cleanliness of the beach environment,
along with its natural features and availability of amenities and services, significantly contribute to enhanced visitors’
overall perception and enjoyment of their beach experiences, and vice versa. Thus, a well-maintained and aesthetically
pleasing beach environment can enhance visitor satisfaction and engagement (Morgan 1999). Similarly, the positive
impact of geophysical aspects underscores the importance of natural features such as coastlines, landscapes, and
environmental conditions in shaping visitors’ perceptions and experiences, as upheld by Karim et al. (2023), Hasan et
al. (2020), Gonzalez and Holtmann-Ahumada (2017), and Lucrezi et al. (2016). Furthermore, the positive influence of
facilities and services suggests that the provision of adequate facilities, amenities, and services, such as restrooms,
food vendors, and recreational equipment, enhances visitors’ comfort and convenience, thereby enriching their overall
beach experience (Mehranian & Marzuki, 2018; Roca & Villares, 2008).

These findings highlight the multifaceted nature of beach attractiveness and emphasize the significance of
various factors in shaping visitors’ experiences and satisfaction levels at coastal destinations. This emphasizes the
significance of maintaining clean beaches, improving services, and preserving the natural beauty of coastal
destinations, because they are distinctive tourist attraction elements that collectively boost users’ enjoyment and
overall experience and contribute to a successful tourism sector. Access and comfort did not influence overall beach
experience. Although this result may have been unexpected and contrary to previous findings (Dodds & Holmes,
2019), it emphasizes the complex nature of tourist experiences. This could mean that the quality of beach experiences
may not always be determined by accessibility and comfort as their importance may range from one beach to another
and among various visitor groups.

Furthermore, considering the effect sizes of the significant direct effects, the results also showed that beach
scenery and cleanliness had a moderate impact on the overall beach experience (B = 0.212; R?*=0.272; f>= 0.374) and
revisit intention (B = 0.425; R°=0.218 °=0.272). Thus, beach scenery and cleanliness significantly influence user
experiences, and the intention to revisit beach destinations will return to the beach. Beach scenery and cleanliness
exerted the strongest direct influence on visitors” experiences and intentions to revisit beaches. This shows the strength
and importance of cleanliness and scenery in positive experience gain and revisit intention formation at distinctive
destinations such as beaches, where users mostly have direct contact with the destination environment and resources
for the performance of their touristic or recreational activities. Similarly, the impact of geophysical aspects on the
overall beach experience (B = 0.168; R?=0.161; f>= 0.192) and revisit intention (B = 0.28; R’=0.183; f’= 0.224)
collectively confirm the finding that tourists place a high premium on cleanliness, hygiene, good smell, and unsoiled
beach sand and water as distinctive scenic attributes of beach destinations (Williams et al., 2016; Wyles et al., 2016).
This is because geophysical aspects with these variables significantly influence visitors’ experiences and their revisit
intention to beach destinations, although the influence on the overall experience was relatively small. In addition,
beach facilities and services have a significant but modest impact on the overall experience of beach users (f = 0.164;
R?=0.092; f*= 0.101). This result highlights the importance of maintaining and improving beach facilities and services
to enhance the user experience.

Moreover, this study showed that overall beach experience mediated positive relationships between facilities
and services (fp = 0.117, p < 0.046), access and comfort (§ = 0.101, p < 0.031), and revisit intention. These findings
based on the effect sizes indicate that overall beach experience is a significant mediator between access and comfort

and revisit intentions (f* = 0.098), as well as between facilities and services and revisit intentions (f> = 0.153). This
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mediated relationship implies that visitors’ satisfaction with these factors indirectly influences their intention to revisit
through cumulative experiences. This suggests that while tourists may not prioritize these specific factors when
considering whether to revisit a beach destination, their perception of and satisfaction with the overall beach
experience, incorporating these aspects, significantly impacts their decision-making process. For instance, a positive
overall experience influenced by satisfactory facilities, services, and access may enhance visitors’ perceptions of a
beach destination, leading to a greater likelihood of wanting to return (Dodds & Holmes, 2019; Morgan, 1999).
Moreover, the significance of the mediated relationships underscores the importance of considering holistic
experiences rather than individual factors when evaluating tourists’ revisit intentions and optimizing beach
management strategies to enhance visitor satisfaction and loyalty.

Finally, with some insignificant results, this study also indicates that perceived beach attractiveness dimensions
may not be equally important in positively influencing tourist experiences and revisiting intentions simultaneously
(Hosany et al., 2016; Onofri & Nunes, 2013). This also emphasizes the importance of comprehending the unique
priorities and preferences of visitors, because many beach aspects may have varying effects on users in different
contexts. The findings further highlight the importance of prioritizing beach aesthetics, sanitation, physical attributes,
and access and comfort to provide a pleasant and memorable tourist experience that will ultimately lead to favorable
return visits, benefiting the local economy and tourism sector in Ghana (Dzitse et al., 2023). Therefore, beach
managers ought to intentionally offer clean, alluring, and high-quality beaches with basic amenities and services that
can enhance beach experiences and drive positive intentions and actual repeat visits.

5.1. Theoretical Implications

The findings provide valuable insights into the factors driving tourists’ decisions to revisit beach destinations, offering
significant contributions to theoretical frameworks such as the theory of planned behavior (TPB) and pull and push
theory. The results of this study corroborate and extend the theory of planned behavior (TPB) by demonstrating that
perceived beach attractiveness significantly influences tourists’ attitudes and intentions to revisit. The TPB posits that
behavioral intentions are shaped by attitudes, subjective norms, and perceived behavioral control (Ajzen, 1991). Our
findings reinforce this theory by highlighting favorable perceptions of beach attractiveness, particularly in terms of
scenery, cleanliness, and geophysical aspects, leading to positive attitudes and, consequently, strong intentions to
revisit. This study shows that tourists’ positive attitudes towards revisiting the beach are primarily driven by the visual
appeal and environmental quality of the beach. These elements significantly shape tourists’ behavioral intentions,
supporting TPB's assertion that attitudes towards a behavior (in this case, revisiting a beach) are influenced by the
perceived attractiveness of the destination. This finding suggests that beach managers and policymakers should focus
on enhancing these attractiveness dimensions in order to positively influence tourists’ attitudes and revisit intentions.
Pull-and-push theory, which explains tourist motivations through external (pull) and internal (push) factors, is also
enriched in this study’s findings (Dann, 1977). Pull factors, such as the aesthetic appeal and environmental quality of
the beaches, were found to be significant attractors for tourists. These attributes align with the pull aspect of theory,
indicating that external factors play a crucial role in attracting tourists to beach destinations. This study also
highlighted the role of overall positive experiences as internal motivators (push factors) that encourage repeat visits.
Positive beach experiences, characterized by enjoyment, relaxation, and satisfaction, significantly mediated the
relationship between beach attractiveness and revisit intentions. This aligns with the push aspect of the theory, which
suggests that internal motivations derived from previous positive experiences are critical for driving repeat visits.
Interestingly, while facilities and services as well as access and comfort were found to be important, they did not
directly affect revisit intentions. Instead, these factors indirectly influenced revisit intentions through their contribution
to the overall beach experience. This finding underscores the nuanced interplay between various attractiveness
dimensions and visitor behavior, suggesting that, while some factors may not directly influence revisit intentions, they
are still crucial in shaping the overall experience, which in turn affects tourists” decisions to return.

5.2. Practical and Policy Implications

These findings and their theoretical insights have significant practical and policy implications. For beach managers
and policymakers, the findings underscore the need to prioritize holistic and high-quality aspects of beach
attractiveness to create memorable and satisfying experiences for visitors. By focusing on enhancing scenic beauty,
maintaining cleanliness, and improving geophysical aspects, beach destinations can foster positive attitudes and
stronger revisit intentions. Moreover, the study suggests that, while facilities and services and access and comfort are
important, their impact is more indirect. Therefore, investments in these areas should still be made, but with the
understanding that their primary value lies in enhancing the overall beach experience rather than directly driving
revisit intentions. This nuanced understanding can help in allocating resources to areas that most effectively enhance
tourist satisfaction and loyalty. From a marketing perspective, these insights can inform targeted strategies that
highlight the unique and appealing attributes of beaches, particularly those focusing on their scenic and environmental
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qualities. Such strategies can attract both domestic and international tourists, thereby supporting sustainable growth of
beach tourism destinations.

For policymakers, the findings of this study can guide the development of regulations and policies that support
sustainable beach tourism. Emphasizing the preservation of natural beauty and environmental quality and ensuring
high standards of cleanliness and safety can enhance the overall tourist experience. These measures can help build a
positive reputation for beach destinations, foster repeat visits, and contribute to the tourism industry’s long-term
sustainability and growth in the tourism and coastal tourism sectors, particularly Ghana and sub-Saharan Africa.

CONCLUSION

In conclusion, this study investigated the intricate dynamics between perceived beach attractiveness dimensions and
beach users’ revisit intentions using beach experience as a mediating variable. These findings substantiate the
literature by highlighting the significant influence of destination attractiveness on tourists’ experiences and intentions.
Beach scenery and cleanliness, along with geophysical aspects, have emerged as primary drivers of revisit intentions,
emphasizing the pivotal role of visual appeal and environmental quality in attracting and retaining visitors. This study
also highlights the complex nature of tourist experiences and emphasizes the multifaceted aspects of beach
attractiveness that influence visitors’ perceptions and decisions to revisit. While facilities and services as well as
access and comfort may not directly impact revisit intentions, their positive mediated relationships through the overall
beach experience suggest an indirect influence on visitors’ decisions. Beach managers should recognize the
interconnectedness of these factors and focus on enhancing the overall beach experience by providing adequate
facilities, amenities, and services as well as ensuring accessibility and comfort. By offering a pleasant and memorable
tourist experience, beach managers can cultivate positive intentions toward repeat visits, thereby contributing to the
sustainable growth of the tourism sector.

Limitations and future research

The findings of this study may not be applicable to other coastal areas or nations with distinct cultural and geographic
backgrounds as it focused only on two beaches in Ghana. Future studies should examine a broader range of beach
destinations in order to enhance the external validity of this research. Furthermore, the self-report surveys and
convenience sampling used in this study may be subject to social desirability bias, in which respondents provide
answers that align with social expectations, which could limit the generalizability of the study. To verify self-reported
data, future research could employ a mixed-methods strategy that combines interviews or observations. Future studies
could also investigate the impact of cultural factors on beach attractiveness and intention to return.
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Bu aragtirma, Yelp uygulamasindaki restoranlarin Kesifsel Veri Analizi kullanilarak incelenmesini
amaglamaktadir. Yelp, kullanicilarin restoranlar, magazalar, hizmet saglayicilar1 ve daha birgok isletme
hakkinda yorum yapmalarini ve puan vermelerini saglayan cevrimici bir platformdur. Kullanicilar,
isletmeler hakkinda detayli bilgi edinebilir, fotograflarin1 goriintiileyebilir ve diger kullanicilarin
deneyimlerini okuyabilirler. Yelp ayrica kullanicilarin rezervasyon yapmalarini, siparis vermelerini ve
¢esitli hizmetler i¢in randevu almalarin1 da miimkiin kilmaktadir. Hem isletmeler hem de misteriler igin
faydali bir kaynak olan Yelp, yerel isletmelerin goriiniirliigiini artirmaya ve miisteri memnuniyetini
Olgmeye de yardimci olur. Kesifsel Veri Analizi, istatistiksel grafikler ve diger veri gorsellestirme
yontemlerini kullanarak veri kiimelerini analiz etmeyi amaglamaktadir. Kesifsel Veri Analizi, ¢evrimici
degerlendirmelerin ve kullanici yorumlarmim detayli bir sekilde analiz edilmesini sagladigi i¢in tercih
edilmistir. Bu analiz, restoranlarin performansini anlamak, kullanicilarin tercihlerini belirlemek ve pazar
trendlerini kesfetmek icin onemli bilgiler sunabilir. Bu aragtirmada, Kaggle'da bulunan Yelp veri seti
kullanilmustir. Yillara gore kullanici yorumlarindaki artig oraninin, pandemi gibi dis etkenlere bagli olarak
arttigl gozlemlenmistir. Ayrica, restoran incelemelerinde en sik kullanilan kelimeler arasinda "harika,
sevdim, inanilmaz, muhtesem ve kotii" bulunmaktadir. Bu ¢alisma, restoran endiistrisindeki egilimleri ve
tiketici davraniglarini anlamak icin degerli bir bilgi kaynag1 sunmaktadir.

Abstract

This research aims to examine restaurants in the Yelp application using Exploratory Data Analysis. Yelp
is an online platform that allows users to review and rate restaurants, shops, service providers and more.
Users can get detailed information about businesses, view their photos and read other users' experiences.
Yelp also enables users to make reservations, place orders, and schedule appointments for various
services. A useful resource for both businesses and customers, Yelp also helps increase the visibility of
local businesses and measure customer satisfaction. Exploratory Data Analysis aims to analyze datasets
using statistical graphs and other data visualization methods. Exploratory Data Analysis was preferred
because it allows detailed analysis of online reviews and user comments. This analysis can provide
important information to understand restaurants' performance, identify users' preferences, and discover
market trends. In this research, the Yelp dataset available on Kaggle was used. It has been observed that
the rate of increase in user comments has increased over the years due to external factors such as the
pandemic. Additionally, the most frequently used words in restaurant reviews include "great, loved,
incredible, amazing, and bad." This study provides a valuable source of information for understanding
trends and consumer behavior in the restaurant industry.
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Restoran se¢iminde sayisiz ve bilinmeyen secenekler, 6zellikle turistler ve gezginler tarafindan tavsiye sistemlerinin
kullanilmasinda 6nemli bir faktordiir. Web siteleri ve sosyal aglardaki ¢evrimici yorumlar, zengin bir bilgi kaynagi
olarak kabul edilmektedir (Asani, Vahdat-Nejad & Sadri, 2021). Tiiketici tarafindan yapilan degerlendirmeler artik
cok cesitli pazarlarda yaygin hale gelmeye baslamistir. Ornegin, “Yelp.com” yerel isletmelerin miisteri yorumlarim
yaymlarken, “TripAdvisor.com” otellere iliskin gezgin yorumlarini yayinlar, “Amazon.com” {iriinlere iliskin tiiketici
yorumlarini yayinlar ve “Netflix.com” ise filmlerin izleyici puanlarin1 yayinlamaktadir (Anderson & Magruder, 2012).

Tiiketicilerin gevrimigi restoran incelemeleri restoran tercihi noktasinda son derece etkili olmaya baglamistir. Yemek
yiyenlerin yaklasik ti¢te biri, bir restoran segerken c¢evrimici incelemelere glivenmektedir. 18-34 yasindaki
tilketicilerin yarisindan fazlasi, yemek kararlarinda incelemeleri dikkate almaktadir. Cevrimi¢i restoran
degerlendirmeleri ile ylizylize yapilan degerlendirmeler karsilastirildiginda ¢evrimici yapilan degerlendirmelerin daha
kapsamli oldugu goriilmektedir. Dolayisiyla ¢evrimigi yorumlar, bir topluluktaki insanlarin sesleri olarak
degerlendirilebilir (Nakayama & Wan, 2018).

Ulusal ve uluslararas1 birgok derecelendirme sistemleri bulunmaktadir. . Restoranlart degerlendiren
uygulamalardan biri olan Yelp, San Francisco-Kaliforniya merkezli olup 2004 yilinda kurulmustur. Halka agik bir
Amerikan sirketi olan Yelp, restoranlar hakkinda kullanicilarin yapmis oldugu degerlendirmeleri barindiran popiiler
bir platformdur. Bu derecelendirme sistemleri, tiiketicilerin igletmelere ait birtakim 6zelliklerini belirli kriterlere gore
degerlendirmesine olanak saglamaktadir. Lezzetinden konumuna, sunumundan servisine, g¢alisanlarindan hizmet
kalitesine kadar bir¢ok kriter s6z konusudur. Bu aragtirmanin amaci ise, Yelp uygulamasindaki restoranlarin Kesifsel
Veri Analizi kullanilarak incelenmesidir. Kesifsel veri analizi (EDA), herhangi bir varsayimda bulunmadan
tanimlayici istatistikler ve gorsellestirme teknikleri kullanilarak bir dizi verinin aragtirildig: bir istatistik ve veri analizi
alanidir. Arastirmacinin verileri daha iyi anlamasini, analiz etmesini ve modellemesini saglamak i¢in verilerdeki
oriintiileri ve 6zellikleri ortaya ¢ikarmayi amaglamaktadir (Chowdhury vd., 2023). Bu arastirmada ise genis bir veri
seti kullanilmasi1 ve bu veri setinin daha iyi yorumlanabilmesi i¢in Kesifsel Veri Analizi kullanilmistir. Yelp verilerini
analiz ederek restoran endiistrisindeki egilimleri ve miisteri tercihlerini daha iyi anlayabilir ve bu yorumlar {izerinden
restoranlar sunduklar1 hizmetler iizerinden iyilestirmeler yapabilirler. Arastirmadan elde edilen sonuglarin yiyecek
icecek sektdriine (restoran yoneticileri-gefler) katki saglayacagi diistiniilmektedir.

2. KAVRAMSAL CERCEVE
2.1. Restoran Degerlendirme Sistemleri

Tiiketiciler, bir inceleme platformunda g¢evrimici incelemeler yayinlayarak iiriin ve hizmetlere yonelik goriis ve
tutumlarin1  paylasabilir, bu da c¢evrimi¢i agizdan agiza iletisimin olusturulmasimi kolaylagtirir. Cevrimigi
derecelendirmeler, tiiketicilerin memnuniyet derecelerini yansitmak igin tiiketim deneyimlerini ayr1 bir puanla
degerlendirmelerini saglayan ¢evrimig¢i agizdan agiza iletisimin en yaygin 6zelligidir (Deng vd., 2022).

Kullanicilar tarafindan yapilan incelemeler, 6zellikle internet servis araglari araciligiyla is performansi iizerinde
giderek daha fazla etkilidir. Restoran endiistrisindeki bir¢ok aktor, ¢evrimici incelemeleri, Michelin Rehberi gibi
geleneksel uzman degerlendirmesiyle rekabet eden ciddi bir yarg: aract olarak gdrmektedir. Kullanicilar tarafindan
yapilan ¢evrimigi incelemelerin, miisterilerin karar verme siirecini ve dolayisiyla restoran performansini dnemli 6l¢iide
etkiledigi bulunmustur (Yoo & Suh, 2022).

Cevrimigi yapilan degerlendirmeler, isletmelerin olumlu tutum gelistirmesi saglamaktadir. Bu nedenle,
cevrimi¢i derecelendirmelerin firmalarin satis performansini ve itibarlarin1 daha fazla etkiledigi disiiniilmektedir
(Deng vd., 2022). Derecelendirmeler toplu bir bicimde goriintiilendiginden, miisteriler farkli tim degerlendirmeleri
kolayca siralayabilir ve iiriinlerle ilgili 6zet bir genel goriisii kontrol edebilir (Wang, Kim & Kim, 2021). Restoran
incelemeleri lizerine yapilan bir arastirma, yemek kalitesinin hizmet, fiziksel ¢evre ve fiyatindan daha Onemli
oldugunu dogrulamaktadir (Nakayama & Wan, 2018). Restoranlarin misteri degerlendirmelerine iliskin 6nceki
aragtirmalar da yemek kalitesi ve hizmetinin 6nemini vurgulamistir (Kostromitina vd., 2021). Genellikle sayisal
derecelendirmelerin, metin incelemelerinde iletilen duygularla uyumlu oldugu varsayilmaktadir. Ancak, bir miisteri
tarafindan saglanan yildiz derecelendirmesi bazen inceleme baglamiyla tutarsiz olabilir. Kullanicilar,
TripAdvisor.com'da 1'den (Berbat) 5'e (Miilkemmel) kadar sayisal bir dlgekte 4 veya 5 yildiz bildirmelerine ragmen
genellikle olumsuz ciimleler yazmaktadir. Bu tutarsiz incelemelerin, puan ve yorum tutumunu saglayan incelemelere
gore daha fazla dikkat ¢ektigi ifade edilmistir (Luo & Xu, 2021).

Bircok dercelendirme sistemi bulunmaktadir. Bunlardan en {inlii ve prestijli iki restoran derecelendirme sistemi
Fransiz Michelin Rehberi ve New York'tan gelen Amerikan Zagat Restoran Anketi'dir. Gastronomi diinyasinda
Michelin Guide, en yetkili ve popiiler restoran rehberlerinden biridir. Michelin Rehberi, kiiresel olarak yeme igme
sektoriindeki kapsamli etkisine ragmen, yildiz seviyeleri icin (3 yildiz-2 yildiz-1 yildiz) gerekli olan kosullarin ne
oldugunu higbir zaman agiklamamigtir. Michelin Rehberi, restoranlari degerlendirmek igin gizli miisterileri
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"denetciler" olarak gorevlendirmektedir. Gizli, hayalet veya anonim miisteri olarak da bilinen gizli miisteri, ¢esitli
endiistrilerde uygulanan bir pazar arastirmasi teknigidir (Liu vd., 2014). 1926'da rehber, kaliteli yemek mekanlarin
yildizlarla 6diillendirmeye baslamis ve baslangicta onlar1 yalnizca tek bir yildizla isaretlemistir. Bes yil sonra sifir, bir,
iki ve li¢ y1ldiz hiyerarsisi getirilmis ve 1936'da yildizli siralama kriterleri yayinlanmistir (Michelin Guide, 2022). Bir
restorana Michelin Y1ldiz1 verildikten sonra, igletmeyi ziyaret etmek isteyen ziyaretgi sayis1 onemli 6l¢iide artmaktadir
(Chiang & Guo, 2021). World’s 50 Best Restaurants, Forbes Travel Guide, AAA Diamonds, Gault & Millau ve Yedy
gibi bircok derecelendirme veya degerlendirme sistemleri bulunmaktadir (Bilir, 2020).

Degerlendirme sistemlerinden biri olan Zagat, Amerikal1 Tim ve Nina Zagat, 1979'da arkadaslarinin New York
City restoranlartyla ilgili anketlerini derleyerek ilk Zagat Restoran Arastirmasini kurmuslardir. Zagat's, o zamandan
beri ABD'deki ve diinyadaki turistler igin en giivenilir restoran rehberlerinden biri haline gelmistir. Degerlendirmeler
yapmak icin gizli miifettisler kullanan Michelin Rehberinin aksine, Zagat kullanilan anketin agiklanmasi gerektigini
savunmaktadir. Restoranlar1 degerlendirmek i¢in tiiketicilere giivenir, objektif ve dogru bilgiyi saglamak i¢in sonuglari
derlemektedir (Liu vd., 2014). Zagat, yemek konusunda sefler ve restoran yoneticileri ile derinlemesine, samimi ve
kisisel roportajlar da icermektedir. Bu rOportajlar kullanicilarla video, fotograf ve metinler araciligiyla
paylasilmaktadir (Zagat, 2022).

Diger bir degerlendirme sistemi ise World’s 50 Best Restaurants, diinyadaki mutfak ¢esitliligini yansitmaktadir.
Diinyanin En Iyi 50 Restoran1 sadece bir liste degil, ayn1 zamanda kesfedilen mutfaklarin evrenselligi ve gesitliliginin
ortaya konulmasini saglamaktadir. Asya'nin en iyi 50 Restorani ve Latin Amerika'nin en iyi 50 Restorani, Orta Dogu
ve Kuzey Afrikanin yeni listesi gibi belirli bir bolgenin gastronomik agidan gii¢lii yonlerine odaklanmaktadir
(World’s 50 Best Restaurants, 2022).

Forbes Travel Guide, liikks konukseverlik konusunda kiiresel bir yapiya sahip bir derecelendirme sistemidir.
1958'de ABD'li siiriiciiler i¢in bir rehber olan “Mobil Seyahat Rehberi” olarak baslamistir. Bes yildizli derecelendirme
sistemi olusturulmus ve konuklara nerede kalacaklar1 konusunda yardime1 olmaktadir. Profesyonel miifettisler, 900
adet kritere gore otelleri, restoranlar1 ve spalart degerlendirmek igin diinyay1 dolagsmaktadir. Yildiz puan verilen her
oteli, restoran1 ve spa'y1 ziyaret etmektedir ve aym1 zamanda tipik bir misafir olarak (gizli miisteri) olarak
kalmaktadirlar (Forbes Travel Guide, 2022).

AAA Diamonds, bir tesisin kalitesine, temizligine ve durumuna iliskin ayrintili bir incelemeyi icermektedir.
Denetimler, konuk deneyimini degerlendiren egitimli uzmanlar tarafindan gerceklestirilmektedir. Restoranlar,
Diamond miilkii olarak onaylanabilmek i¢in en az 13 gereklilik ve 57 unsur iceren degerlendirmeden ge¢mektedir
(AAA Diamonds, 2022).

Gault&Millau, 1972'de yemek elestirmeni haline gelen iki Fransiz gazeteci ve kdse yazart Henri Gault ve
Christian Millau tarafindan kurulan bir Fransiz gastronomi rehberidir. Gault & Millau, restoranlar1 1 ila 20 arasinda
bir puanla degerlendirir. Bu puanlama, yemeklerin kalitesi, servis, atmosfer ve fiyat-performans dengesi gibi kriterlere
dayanmaktadir (Gault & Millau, 2022).

Tiirkiye genelinde gastronomik faaliyetlerin etik kurallara uygun bir sekilde derecelendirilmesi amaciyla
kurulan Yedy, mutfak tutkunlarina en dogru adresleri sunmanin yani sira Tirk mutfagini diinya ¢apinda tanitmay1 ve
mutfak standartlarini yiikseltmeyi hedeflemektedir (YEDY, 2022).

Bu degerlendirme sistemlerinin ¢iktilari, restoranlar i¢in hizmetlerini iyilestirme adina 6nemli bir adimken,
yemek tutukunlari ve gastronomi meraklilari i¢in 6nemli bir referans kaynagidir.

2.2. Yelp

Cevrimigi yapilan degerlendirmeler, bir liriine yonelik tutum ve memnuniyeti temsil etmektedir (Wang, Kim & Kim,
2021). Bu da, kullanicilarin restoranlar hakkindaki algilarii etkileyerek rekabet avantaji elde edilebilecegi anlamina
gelmektedir. Miisteriler aldigi hizmeti Yelp veya TripAdvisor gibi g¢evrimigi platformlar araciligiyla paylagma
egilimindedir (Hajek & Sahut, 2022). Yelp, kullanicilarin yerel igletmeler hakkinda yorum yapmasina olanak
tamimaktadir. Yelp, bir isletme i¢in yapilan tiim yorumlar1 toplamakta ve ortalama puani agiklamaktadir. Yelp'de bir
degerlendirme yapilirken, kullanici 1 ila 5 yildiz arasinda bir derecelendirme yapmaktadir. Ancak, Yelp ortalama
derecelendirmeyi hesaplarken en yakin yildiza yuvarlamaktadir. Benzer ortalama degerlendirmesine sahip iki restoran
bu nedenle ¢ok farkli kalitede goriinebilir. Ornegin, ortalama puani 3,24 olan bir restoran ile ortalama 3,26 puana
sahip bir restoran 3,5 yildizli puan gosterirken, yuvarlandiginda 3 yildizli puan gostermektedir (Anderson &
Magruder, 2012). Yelp puanindaki bir yildizli artig, restoranin gelirinde %5-9'luk bir artisa yol acabileceginden,
¢evrimig¢i incelemeler restoran endiistrisi i¢in oldukca énemlidir (Luo & Xu, 2021).

Yelp veri seti ve benzeri derecelendirme sistemleri lizerinden bircok arastirma yapilmistir. Literatiirde yer alan
bazi galigmalar ise su sekildedir (Luo & Xu, 2021);
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Qiu ve ark. (2018), Yelp.com'dan 1.569.263 yorum kullanarak, incelemedeki yonlerin duyarliligini ve olumlu
ve olumsuz yonlerin sayisini dikkate alarak bir derecelendirme tahmin modeli 6nermistir.

Asghar (2016), Yelp.com'dan 1.125.458 restoran incelemesi iizerinde derecelendirmeleri tahmin etmek igin dort
ozellik ¢ikarma yontemini dort makine 6grenme algoritmasiyla birlestirerek 16 farkli tahmin modeli olusturmustur.

Shan vd., (2018), Yelp'teki 24.539 restoran incelemesinin derecelendirme tahminlerini yapmak i¢in sozliik
tabanli bir yaklagim kullanmustir.

Antonio vd., (2018), Booking.com ve Tripadvisor.com olmak tizere iki farkli kaynaktan toplanan 23.322 yorum
kullanarak bir otel ¢evrimi¢i yorum puani tahmin modeli gelistirmek icin uygulanan makine 6grenimi ve dogal dil
isleme yaklagimlarini kullanmisglardir.

3. YONTEM

Arastirma kapsaminda c¢alismanin amacina uygun olarak segilen veri seti analize tabi tutularak kesifsel veri
analizinden yararlanilmistir. Arastirma verileri Kaggle veri tabaninda yer alan Yelp veri setinden olugmaktadir.
Arastirmanin evreni veri bilimi i¢in kullanilan, kod ve verilere erisim sunan veri tabam Kaggle’daki veri setleri
olusturup 6rneklemini ise Yelp veri seti olusturmaktadir. Bu veri setinde 32.049 farkli restoran ve 1.364.404 farkh
kullanic1 yorumu bulunmaktadir. Yelp veri seti bes farkli dosyadan olugsmaktadir. Bu dosyalar Business, Review,
User, Check-in ve Tips’den olugmaktadir (Yelp Dataset, 2022). S6z konusu data seti Python programlama dilinde
analiz edilmistir.

Kaggle, ¢evrimigi veri bilimcileri ve makine 6grenimi uygulayicilarmin bir araya geldigi bir topluluktur ve
Google LLC'nin bir yan kurulusudur. Kaggle, kullanicilarin veri kiimelerini kesfetmelerine ve paylagsmalarina olanak
tanirken, ayn1 zamanda web tabanli bir veri bilimi ortaminda modeller olusturmayi, diger veri bilimcileri ve makine
Ogrenimi miihendisleriyle isbirligi yapmay1 ve veri bilimi zorluklarina ¢6ziim bulmak i¢in yarigmalara katilmayi
saglamaktadir (Kaggle, 2022). Kesifsel Veri Analizi ise genellikle istatistiksel grafikler ve diger veri gorsellestirme
yontemlerini kullanarak veri kiimelerini analiz etmeyi igermektedir. Bu analiz, istatistik¢ilerin verileri kesfetmeye
tesvik etmekte ve muhtemelen yeni veri toplama ve deneylere yol acabilecek hipotezler formiile etmelerine yardimci
olmaktadir (Kesifsel Veri Analizi, 2022).

Bu ¢aligsma, etik kurul izni gerektiren ¢alisma grubunda yer almamaktadir.
4. BULGULAR

Arastirma kapsaminda elde edilen veri seti analize tabi tutulmus ve s6z konusu analizlere iligkin grafik ve yorumlar
asagida yer almaktadir.

Grafik 1: Kullanic1 Yorumlarina Gore Restoranlarin Derecelendirilmesi
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Yelp uygulamasinda kullanicilarin yaptigi yorumlar dogrultusunda bir derecelendirme yapilmaktadir. Bu
dercelendirme iglemine gore yapilan tiim yorumlarda restoranlara verilen derecelerin yorum sayilarina gére dagilim
Grafik 1’de belirtilmistir. Olusan bu grafige gore restoranlar tecriibe eden kullanicilar ¢ok yiiksek ve ¢ok diisiik puan
verme konusunda ¢ekimser kalmaktadirlar.
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Grafik 2: Farkh Kullanicilarin Yillara Gore Yorum Sayilarindaki Dagilimi
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Yelp uygulamasinda restoranlara yapilan yorum sayilari da hem uygulamanin popiilerligi hem de restoranin
tercih edilebilirligi agisindan olduk¢a Onemlidir. Uygulamanin olusturuldugu ve kullanima sundugu yildan beri
deneyim ve yorumlamanin giderek arttifi Grafik 2’de gosterilmektedir. 2019 yilindan sonra 2020 ve 2021 yilinda
pandemi ve kisitlamalarin getirilmesi yorumlardaki diisiisiin sebebi olarak gosterilebilir (year_over base yillara gore
dagilim ifade etmektedir).

Grafik 3: Yelp Kullamecilarimin Yillar Icerisindeki Dagilim
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Yelp uygulamasina iiye olup uygulamay1 aktif bir sekilde kullanan kullanici sayilarinin yillar i¢indeki dagilimi
Grafik 3’te gorlilmektedir. Uygulamanin popiilerligi, pandemi, ekonomik durumlar gibi nedenler, iiye sayisindaki
diistisiin  sebebi olarak gosterilebilir (yelping since, Yelp’in kurulus tarihinden 2021°e¢ kadar ki yillar1 ifade
etmektedir).
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Grafik 4: Kullanicilarin Yorumlarda En Sik Kullandigi Kelimelerin Dagilimm
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Yelp uygulamasinda kullanicilarin yaptigi yorumlar diger kullanicilarin o restoran i¢in tercih durumunu
etkilemektedir. Tiim yorumlar dikkate alindiginda yorumlarda kullanilan en sik kelimeler Grafik 4’te gosterilmektedir.
“harika, ask ve koti” yorumlarda kullanilan en sik kelimeler olarak goriilmektedir. Olumlu kelimelerin daha ¢ok
kullanilmasi memnuniyetin de olumlu anlamda yiiksek oldugunu ifade etmektedir.

Grafik 5: En Yiiksek Restoran Sayisina Sahip ilk 10 Sehir ve Restoran Sayilari
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Yelp uygulamasi Avrupa’da yogun olarak kullanilan bir derecelendirme uygulamasidir. Bu uygulamanin
igerisinde bulunan restoran sayilarinin sehir bazinda gruplandirilmasi Grafik 5’te gosterilmektedir. Bu grafige gore

restoranlarin en ¢ok tecriibe edildigi sehir “Toronto” olarak goriilmektedir.
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Grafik 6: Olumlu Yorumlarda En Cok Kullanilan Kelimelerin Kelime Bulutu (Word Cloud) Olarak Analizi
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Kullanicilarin tecriibe ettikleri restoranlar igin yaptiklar: olumlu yorumlarda kullandiklar1 kelimelerin grafik ve
kelime bulutu (word cloud) Grafik 6’da gdsterilmektedir. Olumlu yorumlarda en ¢ok kullanilan kelimeler harika, yer,
yemek, iyi, hizmet, zaman, en 1iyi, birinci, geri, git, ger¢ekten, ask, ayrica, sasirtici, canli, her zaman, lezzetli, arkadas
canlis1 seklindedir.

Grafik 7: Olumsuz Yorumlarda En Cok Kullanilan Kelimelerin Kelime Bulutu (Word Cloud) Olarak Analizi
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Kullanicilarin deneyimledikleri restoranlar i¢in yaptiklart olumsuz yorumlarda kullandiklart kelimelerin grafik
ve kelime bulutu (word cloud) Grafik 7°de gosterilmektedir. Olumsuz yorumlarda en ¢ok kullanilan kelimeler
yiyecek, yer, hizmet, bir, geri, zaman, gibi, asla, hatta, git, yapma, yapmadi, siparis, iyi seklindedir.

Grafik 8: Yorum Uzunluguna Gore Begeni Durumu
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Grafik 8’de yorum uzunlugu arttikca begenme durumunun diistiigli gériilmektedir. 1. Sirada yer alan restorana
yapilan yorum kisa ve yildiz1 yiiksek iken, 5. Sirada yer alan restorana yapilan yorum uzun ve yildiz sayis1 diisiiktiir.
Bu durum, miigteriyi memnun edemeyen restoran sahiplerini daha fazla elestiriye maruz birakmaktadir seklinde
yorumlanabilir. Kullanicilar memnuniyetlerini daha kisa ifadelerle belirtirken memnuniyetsizliklerini daha uzun
climleler ile belirtmektedir. Bunu da almis olduklar1 y1ldiza gore degerlendirmek miimkiindiir.
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Grafik 9: Restoran Ozelliklerinin Derecelendirme Uzerine Negatif-Pozitif Etkisi
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Restoran &zelliklerinin yildiz 6zelligine gore etkisi pozitif veya negatif yonde olabilmektedir. Ornegin Wifi’nin
olmamasi yildiz verilme etkisine negatif etki ederken deniz iiriinleri bulundurmasi pozitif etkilemektedir. Grafik 9°da
restoran 6zelliklerinin derecelendirme {izerine negatif (kirmizi renk) veya pozitif (mavi renk) etkisini gostermektedir.

SONUC

Yelp uygulamasi, isletmeler hakkinda kullanicilar sayesinde bilgi paylasan bir platformdur. Kullanicilarin yillar
icindeki yorum artis miktar1 analiz edilerek pandemi etkisi fark edilmistir. Kullanicilarin deneyimledikleri igletmeler
icin yaptiklar1 yorumlarda en sik hangi kelimeler kullanildigi ve uzun yapilan yorumlarin daha diisiik puan
verilecegini gosterdigi grafikler elde edilmistir. Restoran 6zelliklerinin o isletmenin tercih edilebilirligini arttirabildigi
fakat yiiksek yildiz derecelendirmesine sahip olmay1 da garantilemedigi yapilan analizlerden goriilmiistiir. Kullanici
yorumlarina gore restoran derecelendirmesi, farkli kullanicilarin yillara gére yorum sayilarindaki dagilimi, Yelp
kullanicilarinin yillar igerisindeki dagilimi, kullanicilarin yorumlarda en sik kullandig1 kelimelerin dagilimi, en yiiksek
restoran sayisina sahip ilk 10 sehir ve restoran sayilari, olumlu ve olumsuz yorumlarda en ¢ok kullanilan kelimelerin
kelime bulutu olarak analizi, yorum uzunluguna gore begeni durumu ve restoran 6zelliklerinin derecelendirme iizerine
negatif-pozitif etkisi ortaya konmustur. Bu elde edilen bulgularin en 6nemli ¢iktisi ise hem restoran agisindan hem de
miisteri/tiiketici agisindan olduk¢a oOnemlidir. Restoran agisindan degerlendirildiginde isletmenin mevcut durum
analizi i¢in bu veriler kullanilabilir ve herhangi bir olumsuz sonug ile karsilagildiginda isletmenin iyilestirilmesi adina
kaynak saglayabilir. Miisteri/tiikketici agisindan degerlendirildiginde ise tercih noktasinda restoranlara iligkin yapilan
degerlendirmeler kisinin kendi kararinda etkili olabilir. Dolayisiyla bu tiir derecelendirme sistemleri yada
uygulamalar tiiketici tercih noktasinda 6nemli bir adimdir. Bir diger avantaj ise miisteri restoranla ilgili herhangi bir
olumsuz durum yasadiginda bu durumu rahatca dile getirebilecegini bilerek bu tiir uygulamalar iizerinden
memnuniyetini yada sikayetini rahatca dile getirebilir.

Bir inceleme olumlu oldugunda, restoranlar i¢in daha yiiksek kalite derecelendirmelerine yol actigini ve bir
incelemenin olumsuz oldugunda, genel incelemelerin restoranlar i¢in daha diisiik kalite derecelendirmelerine yol agtig1
sonucuna vartlmistir (Yoo & Suh, 2022). Bu sonu¢ mevcut arastirmanin sonucunu destekler niteliktedir. Restoran
incelemesinde “great, love, amazing, awesome ve bad” gibi duygulari ifade eden kelimeler kullanildigi goriilmektedir.
Tian, Lu & Mclntosh (2021) tarafindan Yelp {izerinden gida ile ilgili tiiketici duygularini ve tepkilerini dlgmek i¢in
yapilan aragtirmada ise en sik kullanilan soézciikler “staff, service, food” gibi daha kategorize edilen kelimelerin
kullanildig: tespit edilmistir.

Elde edilen bulgular dogrultusunda arastirmamn sonuglarina iliskin gelistirilebilecek oneriler su sekildedir:

. Uzman ve halk tarafindan yapilan derecelendirme sistemlerindeki yorumlar karsilagtirmali incelenebilir.

. Sehir bazinda diisliniildiigiinde 6rneklem grubu tek sehir veya restoran tizerinden secilip analiz edilebilir.

. Analiz noktasinda yapilan yorumdan verilecek olan puani tahmin etmek i¢in makine Ogrenmesi
uygulanabilir.

. Dogru kullanildiginda restoran yoneticileri i¢in miisteri memnuniyeti saglama ve artirmada derecelendirme

sistemleri ciddi fark yaratabilir.
Miisteri agisindan diisiiniildiigiinde restoran tercihi noktasinda derecelendirme sistemleri tercih edilebilir.
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Etik Onay

Bu calisma, katilimcilardan birebir veri toplamay:1 gerektiren arastirma kapsamina girmedigi ve veriler ikincil veri
olarak elde edildigi icin etik kurul onay1 gerektirmeyen ¢alismalar arasinda yer almaktadir.

Arastirmacilarin Katki Oram

Yazarlar ¢calismaya esit katkida bulunmustur.
Cikar Catismasi

Bu calismada potansiyel bir ¢gikar ¢atismasi yoktur.
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INTRODUCTION

Emotions influence individuals' behaviors and psychological responses, shaping their interactions with the world
around them (Ashkanasy & Dorris, 2017). Acting as both a catalyst for adaptation and a barrier to adjustment,
emotions play a multifaceted role in the human experience (Bellini et al., 2022). While some emotions, such as
happiness, contribute positively to well-being, others, like fear, can harm individuals' lives (Sincer & Baskan, 2017).
Fear, in particular, is a potent emotion commonly experienced in various social and professional contexts, often
permeating the landscape of business environments (Appelbaum et al., 1998). In business settings, employees
frequently contend with fear stemming from diverse sources, leading to a pervasive culture of fear within
organizations.

Factors such as job insecurity, performance pressure, managerial intimidation, and workplace conflict can
contribute to generating fear among employees (Sincer & Baskan, 2017). Fear is the emotional reaction of individuals
towards developments perceived as threats (Kiewitz et al., 2016). In organizations, employees experience fear for
different reasons, such as managers, coworkers, or changes. Due to the dominance of the culture of fear in some
organizations, the fear state of the employees is continuous. When employees feel and experience fear intensely, it can
cause negative consequences (Dahm & Greenbaum, 2019). Employees who experience fear feel weak and fragile and
experience a loss of motivation (Keegan, 2015). Employees' well-being weakens, and they think of job insecurity
(Goussinsky, 2011). Dorado and Solarte (2016) state that when employees experience fear, their creativity,
collaboration, commitment, and performance decrease. Due to fear, employees may lose their self-confidence (Hasan
et al., 2021). Consequently, fear-induced behaviors, such as avoidance, compliance, and self-censorship, may become
prevalent within the organizational culture, detrimentally impacting employee morale, productivity, and overall
organizational effectiveness. Grasping the origins and expressions of fear in the workplace is not just a matter of
interest but a necessity for organizations aiming to nurture a positive and supportive work environment. By tackling
the underlying causes of fear and introducing measures to enhance psychological safety, transparency, and trust,
businesses can alleviate the detrimental effects of fear and foster an environment that promotes employee well-being,
engagement, and success. It is seen that employees face different negative consequences as a result of experiencing
fear. One of the areas where these negativities occur is hotel businesses.

Since the service's production and consumption occur simultaneously in hotel businesses, the employees must
fulfill their duties with the slightest error. Service errors can reduce customer satisfaction and negatively affect the
service quality of the hotel business. Being aware of these negativities, the hotel management raises the expectations
from the employees to the highest level and increases the pressure (Balli & Cakici, 2019). As a result of the managers
increasing the pressure on the employees to complete the service process without errors, the employees move away
from the comfortable working environment. With increasing pressure and inspections becoming commonplace, a
culture of fear occurs in the organization (Orhun & Merig, 2019). It is known that the culture of fear in hotel
businesses has negative effects. Dalgi¢ (2019) states that the culture of fear in hotel businesses negatively affects the
creativity and cooperation of employees. Yasar (2022) states that the fear of managers in hotel businesses supports the
formation of a culture of fear and that this fear perception differs according to the personality traits of the employees.

Despite the importance of the fear experienced by employees in hotel businesses, it is apparent that not enough
research has been conducted (Dalgig, 2019; Yasar, 2022). It's noteworthy that there has been no determination of the
causes and consequences of the fear culture in hotel businesses and the emotional experiences of employees in this
process. This research aims to explain the causes and consequences of fear culture in hotel businesses from the
employees' perspective. This research intends to draw attention to the significance of the culture of fear in the tourism
industry, especially in hotel businesses. It is also considered original because it offers a different perspective on the
related literature.

2. CONCEPTUAL FRAMEWORK
2.1. Fear in Employees

Fear is basically an emotional state that includes feelings of anxiety and threat (Ashkanasy & Nicholson, 2003). It is a
mechanism that enables an individual to survive mentally against an unexpected situation or event (Furedi, 2014).
High-intensity emotional arousal in response to threat perception explains fear (Thongsukmag, 2003). Fear occurs
when employees evaluate themselves in a dangerous situation or perceive the presence of threats against them (Cure,
2009). Employees experience fear as an emotional reaction to events or situations that have strong negative
consequences for them in the future (Jordan et al., 2020). Threat perception is the basis for employees to feel fear. In
the business environment, different reasons can be perceived as threats by employees.

Fear in business context can stem from various sources, with managerial behavior playing a central role.
Authoritarian management styles, instances of exclusion, punishment, and threats contribute significantly to fostering
a culture of fear among employees (Thongsukmag, 2003). Employees often experience fear related to making
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mistakes, facing dismissal, encountering failure, and dealing with uncertainty about their job security, which inhibits
their willingness to take risks (Appelbaum et al.,, 1998). Furthermore, employees may fear not receiving fair
compensation for their work, facing criticism or humiliation from managers, or experiencing job loss (Gibaldi &
Cusack, 2019). Concerns about unemployment, organizational changes, loss of status or power, and missed
opportunities for advancement can also contribute to employees' feelings of fear and insecurity within the workplace
(Pelletier & Bligh, 2008; Lebel, 2013). Additionally, fear can arise from experiences of workplace bullying, unfair
treatment in terms of salaries and promotions, and the potential repercussions of being involved in legal processes
such as lawsuits (Yasar, 2022). These various factors collectively contribute to creating a pervasive atmosphere of fear
within business organizations, significantly impacting employee morale, motivation, and overall well-being.

Business organizations where employees experience a pervasive culture of fear often exhibit distinct
characteristics that contribute to this environment. One such characteristic is the belief that employees need to be
pressured into performing their duties, indicating a lack of trust in their intrinsic motivation. In such environments,
employee participation in decision-making processes is limited, with managerial decisions taking precedence over
employee input. This hierarchical structure prioritizes the organization's interests above all else and discourages
dissent or objection from employees (Kasmer, 2009). Furthermore, businesses fostering a culture of fear tend to rely
on control and coercion tactics to manage their workforce effectively (Yasar, 2022). Employees may feel
disempowered and unaware of their rights, with authority concentrated in the hands of a select few individuals within
the organization (Kavak, 2015). The absence of mechanisms for employees to voice their opinions or concerns further
reinforces this culture of fear and contributes to a climate of intimidation and compliance. In times of crisis,
employees may feel compelled to remain silent rather than offer suggestions, fearing reprisal or retaliation (Kagmer,
2009).

Fear affects decisions and behaviors. It is necessary to examine fear to explain and understand the behavior of
employees in the business (Aleassa, 2023). When they start to feel fear, employees either fight with fear or run away
from it (Eren, 2005). Yasar (2022) explains that non-acceptance comes first in employees' reactions when they feel
fear. Some employees accept and abstain from the fear situation. Employees may prefer to remain silent due to the
fear they feel from different sources in the business environment (Magbool et al., 2019) because the psychology
created by fear causes employees to see silence as a savior (Shojaie et al., 2011). Employees who prefer to remain
silent think that they will thus avoid punishment or attention (Cakir et al., 2021). Silence is preferred, especially in
situations of fear arising from management or that will result in unemployment (Cakici, 2008). Employees subjected
to pressure from their managers tend not to oppose their managers. If they go against their managers, they may lose
their rights within the organization and experience misunderstanding (Selem et al., 2023).

3. METHODOLOGY

There is limited research on the effects of fear culture on employees in hotel businesses (Dalgig, 2019; Yasar, 2022).
To the best of our knowledge, there is no research evaluating why employees feel fear in hotel businesses, how they
feel as a result of fear, and how they overcome fear. With this research, it is aimed to fill this literature gap. This
research comprehensively addresses the effects of fear in hotel businesses from the employees' perspective. Since it is
necessary to obtain comprehensive information about the effects of fear from the employees' perspective, a qualitative
research method was adopted in this study. With the qualitative research method, the thoughts and feelings of
individuals about any subject or situation are comprehensively revealed (Creswell, 2013).

In this research, the semi-structured interview technique, a qualitative data collection method, was utilized to
reveal the effects of fear on employees. The semi-structured interview technique starts with questions prepared by the
researchers and continues according to the answers obtained (Brinkmann, 2014). In this context, an interview form
was created. The interview form includes four demographic questions and four questions to learn the effects of fear on
employees. These questions, created to learn the effects of fear on employees, were inspired by Yasar (2022) study.
The questions in the interview form are as follows;

1. What did you fear in the business during your employment? Can you explain?

2. How did you feel when you felt fear in the enterprise? How was your emotional state? Can you explain?
3. When you felt fear in the business, did you respond to it? If not, why not? Can you explain?

4. How was your perspective on your job and the business shaped after you felt fear? Can you explain?

Purposive sampling was used in the study. In purposive sampling, it is essential to include participants in line
with certain criteria in accordance with the purpose of the research (Bernard, 2017). In this study, there are some
criteria for selecting the participants. The participants included in the research are individuals actively working in
hotel businesses. Individuals who previously worked in the hotel business but are not currently working were not
included in the study. Within the scope of these criteria, interviews were conducted with 15 employees. In qualitative
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research method, there is no need to increase the number of participants when the interviews continue within a certain
repetition and the researcher is convinced that they have reached sufficient data saturation (Miles & Huberman, 1994).
Marshall (1996) emphasizes that the interviews should be ended when the participants' responses become repetitive.
Creswell (2013) explains that 5-25 participants are sufficient in interviews. Within the scope of this information, the
interviews were completed with 15 participants. Approval was obtained from Isparta University of Applied Sciences
Scientific Research and Publication Ethics Board with the decision dated 10.02.2023 and numbered 03 for the
realization of the research.

The interviews were conducted between October 20, 2023, and November 20, 2023, at mutually agreed-upon
times between the participants and the researcher. On average, each interview lasted approximately 23 minutes.
Before commencing the interviews, participants were provided information about the research topic, and their
voluntary participation was sought. All participants consented to be recorded during the interviews. Following the
completion of the interviews, the recordings were transcribed verbatim. The audio recordings and the transcriptions
underwent a thorough review process to ensure the accuracy and consistency of the data. This included cross-checking
the tapes and transcripts for any discrepancies or errors.

The data analysis was conducted using thematic analysis following the framework outlined by Braun and
Clarke (2006). This method involves several stages, including becoming familiar with the data, determining initial
codes to describe the content, identifying recurring themes, refining and organizing the themes, defining and naming
the themes, completing the analysis, and preparing the report. To ensure the accuracy of the analysis, two academics
familiar with the research methodology independently reviewed the themes and codes, thus enhancing reliability and
validity.

Demographic characteristics of the participants are shown in Table 1. Nine of the participants were male, and
six were female. There were participants from three different departments. The age range of the participants varies
between 28-45 years. The education level of the participants is between high school and master's degree. The duration
of the participants' experience is between 6 and 20 years.

Table 1: Demographic Characteristics of the Participants

Participant Gender Age Education Experience Department
P1 Male 36 Undergraduate 12 Years F&B
P2 Male 35 Associate Degree 15 Years F&B
P3 Female 36 Undergraduate 12 Years F&B
P4 Female 45 Master's Degree 20 Years Front Office
P5 Male 42 Associate Degree 20 Years Front Office
P6 Male 32 Master's Degree 7 Years F&B
P7 Female 33 High School 16 Years Front Office
P8 Male 40 High School 20 Years F&B
P9 Male 39 Undergraduate 12 Years Front Office
P10 Female 30 Undergraduate 6 Years Housekeeping
P11 Male 37 High School 17 Years Housekeeping
P12 Female 32 Undergraduate 8 Years F&B
P13 Female 29 Associate Degree 6 Years Front Office
P14 Male 28 Associate Degree 6 Years F&B
P15 Male 33 Master's Degree 10 Years Front Office

4. ANALYSIS AND FINDINGS

Upon analyzing the responses from participants, four main themes emerged: fears experienced in hotel businesses,
emotional state after fear, response to fear, and perspective on the business after fear. The main theme of fears
experienced in hotel businesses encompasses the various fears encountered by participants in their work environments.
Table 2 outlines the sub-themes associated with this main theme.

Table 2: Fears Experienced in Hotel Businesses

Main Theme Sub Themes Participants
Fear of change P1
Fear of not getting promotion P2, P5
Manager pressure P3,P4,P10, P15
Fears Experienced in Hotel Mobbing P7
Businesses Not being included in the winter staff P6, P8
Not receiving regular salary P9
Fear of making mistakes P11, P14
Gender discrimination P12, P13
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Participants expressed the fears they experienced in hotel businesses during their working processes. P1 stated
that he experienced fear of change and was worried about being unemployed due to this change. P1 said, "I started
working in an important position. It had an established staff. There had been a few changes before. Honestly, [ was
afraid of being a part of that change.” P2 and P5 expressed their fear of not being promoted. So much so that they say
they could not get promoted in this process and were replaced by less qualified employees. P2 said, "I experienced
something like this. 1 would be promoted to a higher position, and another friend was with me. I developed
professionally and worked in my current position for many years. During the promotion process, 1 felt mobbed and
pressured. It was obvious that they wanted to promote the other friend, and that is what happened in the end.” In
addition to the fear of not being promoted, both P2 and P5 also experienced mobbing.

P3, P4, P10 and P15 stated that they experienced fear due to pressure from managers. Participants stated that
managers were not satisfied with the work done and constantly interfered in the work done. P3 said, "We had a very
grumpy manager. I mean, no matter what we did, he would not be satisfied. His character was such a grumpy person
that when we saw him, we would look for a place to run away. Even the simplest tasks we always did would be
complicated when he was present. His presence was enough to demotivate us. I always felt pressure in his presence”.
P7 stated that she was subjected to mobbing and that she felt fear because of this. P7 stated, "I had just started at the
business in a good position. There were a few other colleagues in the same position with me, but because I had just
started, I was doing many things. I was the one who worked more and was oppressed. Being exposed to this situation
scared me for the future.”

P6 and P8 voiced anxieties about not being included in the winter staff, a common fear among tourism sector
employees. The cyclical nature of hotel businesses, with staff levels fluctuating based on seasonality, breeds this fear.
P8 further elaborated, highlighting the personal ramifications of not securing winter employment. P8 shared, "My
biggest reservation and fear was being unable to stay on winter staff. Because if I don't work in the winter, I have to
go home, which would be a difficult situation at home after graduating from university. I just didn't want to experience
that."

P9 explained that he was afraid of not receiving his salary regularly and that this happened to him. P9 said, "We
always had problems with salaries in a business. They did not pay salaries properly, and we had a lot of trouble. |
could never make a proper financial planning.” P11 and P14 stated that they were afraid of making mistakes. They
experienced fear of embarrassment by making a mistake. P14 said, "I was assigned to a different place from where |
have always worked. I would serve important people, and this service would last a season. It was a job that did not
tolerate mistakes. The tension of it wore me out. The people I was dealing with were not ordinary, they had many
responsibilities, so it was not the job I wanted. I was agitated during that job. The fear of making a mistake was at its
peak.”

P12 and P13 stated that they experienced gender discrimination because they were women. As a result of gender
discrimination, they were exposed to problems such as mobbing and not being promoted. P13 said, "/ think I was
exposed to certain things because of my gender. The most important one is mobbing. In other words, they caused
problems in promotion with the idea that you would not continue in the sector as a woman anyway.” P12 shared,
"There were certain situations such as blocking me because I am a woman. In other words, once during a promotion,
because I was a woman, it was not given to me, but to someone who was in the same position as me but who had just
come to that position.”

The main theme of the emotional state after fear aims to understand how employees feel during and after
experiencing fear in the workplace. This theme encompasses various sub-themes that shed light on the psychological
impact of fear on individuals. Table 2 outlines the sub-themes associated with this main theme.

Table 3: Emotional State After Fear

Main Theme Sub-Themes Participants
Stressful P1, P3, P6, P9, P14
Unmotivated P2, P4, P5
Emotional State After Fear Nervous P11, P13, P15
Motivated P8, P10
Disappointment P12
Regret P7

P1, P3, P6, P9, and P14 stated they were emotionally stressed after the fear. The participants indicated that they
experienced more stress due to fear and tried to do their jobs in a panicked manner. Regardless of the source of fear, it
is seen that employees are stressed after fear. P1 stated, "I can say that being unable to manage this fear causes stress.
It is also necessary to cope with it.”” P14 said, "In general, there were feelings like stress. I think these are natural
things, but sometimes they were too much, and it was difficult to cope.”” P2, P4, and P5 stated that they experienced
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loss of motivation after fear and felt unmotivated. P2 said, "First of all, there is a lack of motivation; you get the
feeling that whatever I do will not work.”” P5 said, "In general, it causes me to lose motivation. I don't do my job with
the same enthusiasm as before because I know nothing will happen. I can say that I have become aimless.”’

P11, P13, and P15 expressed feeling tense after experiencing fear. They attributed this tension to the increased
pressure they felt, as they were constantly under scrutiny. P11 remarked, "There was a pervasive sense of tension. It
always felt like we were on the edge." P12 conveyed a feeling of disappointment, stating, "There was a general sense
of disappointment." Similarly, P7 mentioned experiencing regret after the fear, noting, "There were other job offers
available. When faced with such issues, I felt a lot of regret." In contrast, P8 and P10, unlike others, felt motivated
after experiencing fear because they felt they had something to prove. P10 explained, "It didn't have a negative impact
on me because I'm confident in myself and my abilities. I could say this situation actually fueled my motivation
further."

The main theme of response to fear examines whether employees responded to fear or not. Table 4 presents the
sub-themes and additional details regarding this main theme.

Table 4: Response Fear

Main Theme Sub Themes Participants
Not accepting fear P2, P4, P5, P6, P9, P12, P13
Response to Fear Accepting the fear P1, P3, P7, P8, P10, P11, P14, P15

Participants exhibit different attitudes towards accepting and not accepting fear after feeling fear. Some
employees do not accept this situation after feeling fear, regardless of the source of fear. Employees may show non-
acceptance behavior to claim their rights and prove that they are right. P5 stated, "I expressed this often, but it did not
help. They told me that I should wait for time.”” P6 said, "When I learned about this situation, I talked to the necessary
managers. | reminded them about myself, my job, and my position. I made a noise and told them that I would not
continue in the organization in case of such a situation.”” Some employees show fear-acceptance behavior after feeling
fear. They think that nothing will change, even if they object to the source of fear. For this reason, employees exhibit
fear-acceptance behavior. P3 stated, "I couldn't make much noise because I didn't think our manager who caused this
situation would understand. If I knew that he would understand, I probably would have made my voice louder, but I
didn't think it would be like that, and I kept silent in general.”” P15 said, "He was not someone who would listen to us
and take us into consideration, so we would not say much.”’

The main theme of the perspective towards the business after the fear determines whether there is a change in
the perspective of the employees towards the business after the fear. The sub-themes and other information on the
main theme of the perspective towards the business after fear are shown in Table 5.

Table 5: The Perspective Towards the Business After Fear

Main Theme Sub Themes Participant
Perspective towards business has P1, P2, P4, P5, P6, P7, P9, P10,
The Perspective Towards the become negative P12, P13
Business After Fear Perspective towards business has P3, P8, P11, P14, P15
not changed

Most participants (10 participants) stated that their perspective towards the business became negative after the
fear. Participants who stated that their performance and belonging decreased after the fear emphasized that their
perspective towards the business has become negative. P2 noted that he could not get the reward for his labor and lost
his sense of belonging to the business. P2 said, "I lost my sense of belonging to the business. I never thought that |
would be rewarded for my labor in that business after that hour.”” Similarly, P9 shares the same opinion. P9 said, "The
heart connection with the enterprise had disappeared. I mean, think about it: you work day and night, you make
money, but your salary is not paid on time and in full.”

Participants whose perspective towards the business did not change after the fear state that the anger they have
due to fear is towards people or themselves. For example, if the manager in the business causes fear, a negative
attitude is shown towards the manager, not the business. P3 said, "My perspective towards the business has not
changed much, but I felt anger and anger towards those who caused this situation.”” P15 stated, "I was happy at the
business, but when there was a problem with the boss, I thought about changing jobs.”’

CONCLUSION

One of the issues individuals face in social and business life today is fear culture. Individuals are exposed to a culture
of fear, especially when working in businesses. One of these businesses is hotel businesses (Dalgic, 2019). The focus
of this research is on the causes and consequences of fear experienced by employees in hotel businesses. The
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employees were interviewed to determine their fears and what they experienced after they experienced them. After the
interviews, four main themes were identified. The first main theme is the fears experienced by employees in hotel
businesses.

Hotel business employees experience various fears, including fear of change, not being promoted, managerial
pressure, mobbing, not being included in the winter staff, irregular salary payments, making mistakes, and gender
discrimination. The fear of change stems from concerns about potential unemployment or difficulties adapting to
changes in business operations. Kozak and Gen¢ (2014) also echo similar sentiments, noting that uncertainty
surrounding changes and fear of negative repercussions contribute to employees' anxiety in hotel businesses. Oriicii
and Kambur (2019) suggest that the fear of failure significantly influences employees' resistance to change, as they
worry about the consequences of potential failure, including job loss. Additionally, employees fear making mistakes in
public and facing ridicule, leading to psychological tension and self-imposed pressure (Nergiz, 2015). Fears about
promotion and irregular salary payments align with Yasar's (2022) research findings.

Yasar (2022) notes that hotel business employees experience fears about not being promoted and being unfairly
compensated. Another source of employee fear is managerial pressure, as managers often exert pressure to ensure
tasks are completed promptly and to enhance customer satisfaction. This pressure creates a sense of fear among
employees, as they feel unsatisfied with their work environment. Akgiindiiz (2014) suggests that fear of managers
negatively impacts employee behavior. Moreover, the lack of support from managers exacerbates employees' fear and
increases stress levels (Aydin, 2004). Concerns about not being hired for winter staff positions stem from the seasonal
nature of the tourism sector, with hotels reducing staff during off-peak months. Consequently, employees fear
exclusion from winter staff rotations. Mobbing, characterized by discriminatory practices such as overloading certain
employees with excessive workloads and mistreating them, is another significant source of fear in hotel businesses
(Giiven & Donmez, 2023). Additionally, gender discrimination poses a substantial fear for female employees in the
tourism sector, as highlighted by Zengin (2022), who identifies gender-related obstacles faced by female employees.

The second main theme, the emotional state after experiencing fear, explores how employees feel following
such experiences. The research findings indicate that employees commonly feel stressed, demotivated, nervous,
disappointed, and regretful after encountering fear. Employees often perceive themselves as mistreated after
experiencing fear, particularly in situations involving unjustified fear, such as managerial pressure and mobbing,
which exacerbate their stress levels. Elevated stress levels contribute to feelings of frustration and tension among
employees. Additionally, employees experience a decline in motivation, leading to a failure to fulfill their duties
effectively. Consequently, the performance of hotel employees deteriorates, exacerbating existing challenges. For
instance, Dalgic (2019) notes that exposure to fear in hotel businesses leads to decreased employee creativity and
collaboration.

The third main theme, responding to fear, elucidates how employees navigate the fears they encounter. Our
findings, which align with the observations made by Yasar (2022), reveal that many employees refuse to accept fear-
inducing situations. When confronted with fear, these employees assert their rights by resisting acceptance. On the
other hand, some employees take the fear, refraining from objecting and passively waiting for the situation to resolve
itself.

In the fourth main theme, employees' perspectives toward the business after experiencing fear, it becomes
evident that employees develop a negative outlook toward the business following such experiences. They tend to
attribute responsibility for their fears to the business, leading to a significant decrease in their loyalty and a notable
increase in their intention to leave the organization. This finding echoes Kasmer's (2009) assertion that employees
subjected to fear gradually disengage from the business and begin prioritizing their own interests.

When the research results are evaluated in general, it is determined that the types of fear experienced by the
employees in hotel businesses vary considerably. Employees are generally dragged into a negative emotional state
after fear. Employees in a negative emotional state exit from businesses, and their commitment decreases. Because the
employees are aware that there will be no change even if they do not accept the fear and oppose the business or their
managers. Some suggestions can be presented within the scope of the research results. First, the factors that employees
will fear in terms of material or moral aspects should be reduced in hotel businesses. Employees should feel that they
are valuable by exhibiting positive approaches. Secondly, the employees' opinions should be considered by giving
importance to their thoughts in specific periods. In this way, it can be conveyed that the employees are valuable to the
business and that their opinions are valued. Thirdly, psychological support should be created against possible
negativities that the employees may experience. Employees should be prevented from feeling lonely in the business.

This research has some limitations. The main limitation of the research is that the data were obtained by
interviewing only hotel business employees. In future research, data can also be collected from employees of
businesses such as travel agencies and restaurants. Thus, a comparison can be made between businesses regarding the

47



Yasar and Oztiirk / International Journal of Contemporary Tourism Research, 1 (2024) 41-49

culture of fear in the tourism sector. In addition, it is recommended that research be planned and conducted using
qualitative and quantitative methods.
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Uluslararasi Balinacilik Kurulu’na (IWC) gore “Balinalar1 dogal ortamlarinda gézlemek amaglt
yapilan ticari aktivite” olarak tanimlanan balina ve yunus tiirlerinin hepsi i¢in gegerli olan
balina gozlemleri, 1950°li yillarin baginda Amerika’da ortaya ¢ikmis olsa da 1980°’li yillardan
sonra hiz kazanarak Diinya’nin bir¢cok bolgesine yayilmis ve kiiresel olarak milyar dolarlik bir
sektor olarak kendine yer edinmistir. 1970’li yillarda baslayan balina avciligi karsiti
hareketlerin 1986 yilinda IWC tarafindan balina av yasagini baslatmasiyla sonug¢lanmasinin
ardindan balinalar denizel koruma caligmalarinin énemli tiirii haline gelmistir. Diinya ¢apinda
1980°li yillardan itibaren basarili c¢alismalarin yapildigi balina korumacilifi acgisindan
iilkemizin potansiyeli incelendiginde, sekiz balina ve yunus (Cetacea) tiiriiniin iilkemizin farkli
denizlerinde bulunmasmin lokal ekonomiye ve denizel koruma caligmalarina 6nemli katki
yapabilecegi ongoriilmiistiir. Dogru uygulandiginda sosyo-ekonomik, egitim ve koruma gibi
birgok baglikta katki saglamasinin yaninda vatandas bilimi ekseninde yapilacak ¢aligmalarla
ilkemizdeki Cetacea tiirleri igin siirekli veri akisi saglayabilecegi disiiniilmektedir. Bu
caligmada pozitif ve negatif etkileriyle {ilkemizde ticari amaglh Cetacean gdzleminin potansiyeli
degerlendirilmistir.

Abstract

According to the International Whaling Commision (IWC), whale watching, which is
defined as “commercial activity aimed at observing whales in their natural habitat” and is
valid for all whale and dolphin species, emerged in America in the early 1950s, but gained
momentum after the 1980s and spread to many parts of the world, and has established itself
as a billion-dollar industry globally. After the anti-whaling movements that started in the
1970s resulted in the IWC initiating a whaling ban in 1986, whales became an important
charismatic species for marine conservation efforts. When the potential of our country was
examined in terms of this sector, which has had successful examples worldwide since the
1980s, it was predicted that the presence of eight whale and dolphin (Cetacea) species in
different seas of our country could make a significant contribution to the local economy
and marine conservation efforts. It is known that when applied correctly, it can contribute
to many topics such as socio-economic, education and conservation, as well as providing a
continuous data flow for cetacea species in our country with its studies on the axis of
citizen science. In this study, the potential of commercial cetacean observation in our
country, together with its positive and negative effects, was evaluated.
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GIRIS

Diinya Turizm Orgiitii, turizmi,“Siirekli yasam alanlar1 disinda 24 saatten kisa olmamak ve art arda bir yildan uzun
olmamak {iizere konaklama amacl yapilan is, eglence ve diger geziler” olarak tamimlamaktadir. Turizm yapisi
itibariyle gergeklestigi bolgelere pozitif ve negatif olarak; ekonomik, politik, sosyo-kiiltiirel ve gevre gibi bircok baglik
altinda etki etmekte ve bolgeleri sekillendirmektedir (Glossary of Tourism Terms | UNWTO, 2019).

Ekoturizm ise alisila geldik kitle turizminden farkli olarak doga ve egitim odakli turistik bir aktivite
sunmaktadir. Uluslararas1 Doga Koruma Birligi (IUCN) ekoturizmi “Dogay1 ve kiiltiirel kaynaklar1 anlayarak
korumay1 destekleyen, diisiik ziyaret¢i etkisi altinda olan ve yerel halka sosyo-ekonomik fayda saglayan, bozulmamig
dogal alanlara ¢evresel acidan sorumlu seyahat ve ziyaret” olarak tanimlamaktadir. Ekoturizm genel olarak sinirl
kapasiteye sahip kii¢iik gruplar halinde hizmetlerin lokal igletmelerden karsilandigi etkinliklerdir. Ekoturizm dogru
uygulandiginda doga koruma ¢alismalarina, b6lgenin sosyo-ekonomik yapisina, g¢evre bilincine, yerel komiinitelerin
politik haklarinin kuvvetlendirilmesine katki saglayabilmektedir (Ceballos-Lascurain, 1996).

Ekoturizmin odak noktalarinda flora, fauna ve kiiltiirel miras alanlar1 yer almaktadir. Bu bolgelerde geleneksel
turizmin negatif etkilerini minimalize etmek amach diisiik etkili, bilinglendirme ve yarar saglama amagli etkinlikler
diizenlemek, ekoturizm etkinlikleri icerisinde yer almaktadir. Bu anlamda denizel ekoturizm nispeten yeni bir
alternatif olarak farkli alanlardaki etkinlikleriyle one c¢ikmaktadir. Balina, yunus, fok, kopekbaligt vb. deniz
canlilarmin gozlemi, denizel kus gdzlemi, scuba ve snorkel daliglari, mavi turlar, kiyr gezileri, kaya ve gelgit
havuzlarinin incelenmesi gibi bircok etkinlik bu alanin igine girmektedir. 1950’li Amerika’nin giiney Kaliforniya
kiyilarinda ortaya ¢ikan ticari amagh balina gozlem aktivitesi 1980°li yillarda Avustralya, Yeni Zelanda, Kanarya
Adalari, Japonya ve Norveg gibi iilkelere yayilmis ve buralarda basarili 6rnekler vermistir. Bu 6rneklerin goriildiigii
yerler giiniimiizde hala bu alanda 6ncii ¢alismalara ev sahipligi yapmaktadir (Meynecke ve .ark., 2017). 2.1 milyar
Amerikan Dolar1 hacme sahip Cetacean gézlem ekoturizminin diinya iizerindeki basarili 6rnekleri vardir (O’connor ve
ark., 2009; Cisneros-Montemayor ve ark., 2010).

Cetacea gozlem turizmi geleneksel turizm tiirlerine kiyasla oldukca yenidir. 1980’lerin ortasinda kadar yavas,
bu siliregten sonra hizli bir artig gostermis ama 6zellikle 1980°1i yillarin sonunda farkli {ilkeler arasinda hiz kazanmis
ekoturizm aktivitesidir (Hoyt, 2001). Yerel halk tarafindan isletilen teknelerle bdlge populasyonuna minimum negatif
etki amaciyla yapilan gozlem/egitim aktivitesi olan balina gozlemi, IWC tarafindan; “halkin Cetaceanlar
gozlemlemesi amaciyla yapilan herhangi bir ticari aktivite” (IWC, 1994) olarak tanimlanmistir. IWC, etkinligi “balina
gbzlemi” olarak adlandirmistir ancak burada Cetacean tiirlerinin tamami kast edilmektedir (Parsons ve ark., 2006).
Gozlem etkinlikleri bir¢ok farkli platform iistiinden gerceklestirilebilmektedir. En sik karsilagilan tiirli deniz tasitlar
istiinden olsa da sicak hava balonlari, ucaklar gibi hava tasitlar1 ve kara platformlarimina kullanilabilecegi
belirtilmigtir. Ancak motorlu hava araglarinin irettikleri yiiksek ses ile cetaceanlar iistiinde etkileri olabilcegine dair
caligmalar vardir (Likksemburg ve Parsons, 2009; IWC, 2009). Norveg gibi iilkelerde gergeklestirilen balina
gozlemlerinde bazi firmalar misafirlerine odak tiirlerle beraber snorkel dalist imkani sunmaktadir. Bu geziler
gerceklesme tiirlerine gore pasif ve aktif aktiviteler olarak ikiye ayrilmaktadir. Pasif aktivitelerde Cetaceanlar sudaki
insanlarla kendi tercihleriyle etkilesime gecerler. Aktif aktivitelerde ise cetaceanlarin rotalarina ya da bulunduklar
bolgereinsanlar tarafindan etkilesim saglanirak Cetaceanlar takip edilebilir (Parsons ve ark., 2006). Bir baska aktivite
tirii ise dogal ortamindaki Cetacealarin insanlar tarafindan beslenmesini icermektedir. Cetacea tiirlerinin dogal
davranislarindaki bozulma ve insan—Cetacea tiirleri arasindaki etkilesime dair bir¢ok endiseye sebep olmaktadir
(Mann ve ark., 2000; Orams 2002; Mann ve Kemps 2003; Neil ve Holmes 2008; Donaldson ve ark., 2010; Orams ve
ark.1996; Smith ve ark., 2008). Bu sebeplerle Cetacea tiirlerinin gozlem aktivitelerinin planlamalarinin ve
sinirlandirilmalarinin dogru bir bigimde yapilmasi gerekmektedir. Bolgenin tasima kapasitesine uygun planlan
aktiviteler lokal ekonomi ve koruma ¢alismalarina pozitif katki saglamaktadir.

2. KAVRAMSAL CERCEVE
2.1. Cetacea Gozleminin Pozitif Etkileri ve Ekoturizmdeki Yeri

Cetecean tiirlerinin gozlemi diinya ¢apindaki basarili d6rnekleriyle birden fazla konuda pozitif etki saglayabilecegini
gostermigtir. Bolgeye kazang saglayip kalkindirmasi, bolgedeki artan yogunluga bagli olarak lokaldeki konaklama vb
gibi hizmetlerde dolayli yoldan bolgeye ek gelir girdisi saglamaktadir (Parsons ve ark., 2003). Balina gozlemciligi
ekoturizm faaliyetleri icerisinde ¢evreye en az etkisi olan ancak katma degeri yliksek olan bir faaliyettir. Ayrica
etkinlik sirasinda ve Oncesinde gerceklestirilen egitimler sayesinde hem lokal halka hem de turistlere yonelik ¢evre
bilinci ve c¢evre egitimlerine katki saglamaktadir. Bolgenin korunmasiyla ilgili biyogesitliliginin kamuoyunun
olusturulmasinda 6nemli bir role sahiptir.

Bati Iskogya’da 2000°li yillarda gerceklestirilen bir ¢alismaya gore balina gdzlem amaciyla turizm
aktivitesinde bulunan turistlerin,6.4 gece olan ortalama konaklama siirelerinin, ortalamasi 4.8 gece olan genel
turistlere oranla {i¢te bir oraninda daha uzun oldugu fark edilmistir. Ancak ¢alismada gdsterilen bir bagka durum ise
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nispeten kisa 2-3 gecelik konaklama gosteren turistlerin de %33 ’niin balina gdzlem etkinliklerine gittiklerini
gostermistir. Calismanin devaminda turistlerin bolgedeki Cetacean tiirleri bilgisi konusunda bolgedeki tiirlerden ii¢
tirii belirtmeleri seklinde anket yapildiginda balina gdzlem igin gelen turistlerin %75 nin bir ila {i¢ tiirii dogru
belirttigi gosterilmistir. Bu oran genel amagli turistlerde %45.9 olmustur (Parsons ve ark., 2003).

Diinya genelinde lokal halk tarafindan kiigiik isletmelerle yapilan Cetacean gbzlem turizminde yerel gelisime
yonelik girdiler biiyilkk 6nem tasimaktadir. Bolgedeki Cetacean popiilasyonun siirekli takibinin yapilabiliyor olusu
bilimsel acidan biiyiik bir 6neme sahiptir. Bu nedenle hem ekonomik hem de bilimsel agidan Cetacea gozlemi,
siirdiiriilebilir olmasi, gevre bilincini artirmak ve getirisi yliksek olmasi nedeniyle ekoturizm alaninda en onemli
faaliyet alanlarindan birisidir.

2.2. Cetacea Gozleminin Negatif Etkileri

Cetacea gozlemi pozitif etkilleri yiiksek olan bir ekoturizm big¢imidir. Ancak tasima kapasitesi asildiginda ya da
sinirlar1 net belirlenmediginde ciddi negatif etkilere sebep olabilecek bir yaklasimdir. Balina gézleminin lokal sakinler
ve balina populasyonlar1 sosyal (Horn ve ark., 1998; IFAW, 1999), egitimsel (Forestel, 1993; Orams, 1996; IFAW,
1997; Russel, 2001), gevresel ve biyolojik etkileri (IFAW, 1995; Bass, 2000; Williams ve ark., 2002) iistiine negatif
sonuclari i¢in endise yaratilmistir. Gézlenen tiirler tistiinde ciddi stres bozukluklarina ve davranis degisimlerine neden
olmaktadir (Parsons, 2012). Balina gbzleminin negatif etkilerini literatiir tistiinden degerlendiren ¢aligmasinda hedef
tiirler Gistiinde yiizeyde bulunma/dalis (Janik ve Thompson 1996, Hastie ve ark., 2003; Lusseau, 2003b; Lusseau,
2006; Seuront ve Cribb, 2011), kuyruk vurma ve sudan ziplama (tail slapping, breaching) (Lusseau 2006), akustik
karakterlerde (Buckstaff, 2004; Scarpaci ve ark., 2000; Richter ve ark., 2006), grup yapisi ve boyutunda (Bejder ve
ark., 2006; Mattson ve ark., 2005), yiizme hiz1 ve yoniinde (Bejder ve ark., 2006; Mattson ve ark., 2005; Matsuda ve
ark., 2011), beslenme aktivitesinde degisimler (Allen ve Read, 2000; Lusseau, 2003a; Constantine ve ark., 2004;
Arcangeli ve ark., 2009; Stockin ve ark., 2008; Visser ve ark., 2011) oldugunu gostermistir. Bu degisimlerin uzun
siireli sonuclarini ise net olarak belirlemek zor olsa bile muhtemel olarak devamli stres maruziyetine bagli olarak
tiirlerin saglig1 iistiinde negatif etkilere sebep olabilecegi bilinmektedir. Ayrica beslenme aktivitesinde meydana gelen
degisimler tiirlerin uzun siireli bolgede bulunmalar1 {istiinde negatif etkileri olabilecektir.

Bolgedeki tekne ya da hava araci trafigine bagl olarak hedef tiirlerin davranislarinda degisim olabilecegi
belirtilmistir (Wiirsig ve Jefferson, 1974). Gozlem tekneleri tarafindan g¢ikarilan seslerin Cetacean akustik seslerini
maskeleyebilecegi/bastirabilecegi gosterilmistir (Jensen ve ark., 2008). Richter ve ark., (2006) calismasinda Yeni
Zelanda kiyisinda sezonluk bulunan ve yerlesik yasayan iki ispermecget balinasi grubu incelendiginde, akustik
performanslarinda gozlem araclarinin bulunuslarina tepkilerin degistigi goriilmiistiir. Ozellikle sezonluk bireylerin,
yerlesik grupla karsilastirildiginda daha giiclii tepkiler verdigi goriilmiistiir. Bu grup Ispermeget balinalarinin dalis
oncesi kuyruk gosterme (Fluke up) pozisyonu sonrasi daliglarinda ekolokasyon igin ses ¢ikarmaya (clicking) baslangig
stirelerinde degisimler fark edilmistir. Yerlesik yasayan ispermegetler balinalar, gézlem teknelerinin varliginda daha
erken vokalizasyona baglamistir. Bu erken baglangicin sebebi tekne giiriiltiisiine bagli olarak efektifligi diisen
ekolokasyon dan daha fazla verim elde etmek i¢in verimi maksimize etmek olabilecegi diisiiniilmektedir. Ekolokasyon
ile avlarini ve yonlerini belirleyen ispermegetler igin ekolokasyon efektifligi hayati bir 6nem tagimaktadir (Madsen ve
ark., 2002).

Balina gézlem turizminin balinalar iistiinde gosterebilecegi bir diger direkt negatif etki ise deniz tasitlariyla
meydana gelebilecek kazalardir. Bu kazalar sonucunda odak tiirlin yaralanmasi ya da 6lmesi miimkiindiir IWC, 2007;
Leaper, 2001).

2.3. Diinyada Balina ve Yunus Go6zlemi

Yeni Zelanda'nin dogu kisminda bulunan Kaikoura bolgesinin birkag deniz mili agiklarinda ispermecet balinalar yil
boyu gdzlenmektedir. Genel olarak erkek ispermeget bireylerinin gozlendigi Kaikoura’da ender olarak disi bireylerde
goriilmistiir (Richter ve ark., 2006). Bu sebeple Kaikoura erkek ispermecet balinalarinin odak gézlem tiirii oldugu ii¢
alandan biri olmaktadir (Hoyt, 2001). Kaikoura da bulunan ispermecet bireylerine baktigimizda iki temel grupla
karsilasilmaktadir. Bunlar kiyiya yakin olarak giinler ve haftalar boyu gézlemlenen bilen “yerlesik grup” ve daha derin
bolgede ve sezonda bir kez gozlemlenen olarak bulunan gézlemlenen “gecici grup” olarak siniflandirilir (Childerhouse
ve ark., 1995; Jaquet ve ark., 2000).

Yeni Zelanda’da ticari amagli Cetacean gézlemi Koruma Departmani’nin denetimi altinda yapilmaktadir. Bu
sayede bolgede yapilan aktivitenin etkileri kayitlanabilmektedir. Richter ve ark. (2006), calismasinda, bolgede aktif
olarak tur yapan ii¢ sirket oldugunu belirtmistir. Bu sirketlerden ikisi hava araglariyla gézlem yaparken sadece bir
sirketin tekne ile gozlem icin gerekli izne sahip oldugu bildirilmistir. Bes tekne kapasitesi olan sirketin 228 turist
kapasiteli filosu bulunmaktadir. Ugaklar ile yapilan gozlem aktivitelerinin yaklagik 30-50 dakika siirdiigii, tekne
gozlemlerinin ise 2,5-3 saat siirdiigiinii belirtmistir.
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Britanya’da ticari amagl balina gozlem etkinliklerinin 1989 yilinda Bati Iskogya’nin Mull Adasi’nda basladig
belirtilmistir (Hoyt, 2001). Bat1 Iskogya zengin Cetacean tiir gesitliligine sahiptir (Parsons ve ark., 1999; Shrimpton ve
Parsons, 2000). Bu sebeple Kuzey Avrupa’daki gézde Cetacean gdzlem destinasyonlarindan biri sayilmaktadir.
Bolgede siklikla karsilasilan tiirler arasinda Muturlar, Minke balinasi, Katil balina, Afalina, Tirtak, Beyaz gagali yunus
ve Boz yunus yer almaktadir (Boran ve ark., 2000; Shrimpton ve Parsons, 2000). Cetacean gozlemi, Birlesik Krallik
bolgesinde hizli bir ¢ikis basaramamis olsa da kisa siire iginde 400 turist ve 192 000 £ hacimden 15000 turiste ve 6,5
milyon £ hacime ulasmis 14 sirket bu siirece dahil olmustur (Hoyt, 1994; Arnold, 1997; Hoyt, 1995). Ote yandan
Parsons ve ark., (2003) ¢alismasinda, Iskogya 6zelinde bu endiistrinin nispeten yeni oldugununu belirtmesine ragmen
Bat1 Iskogya sahilinde 35 sirketin tagra bolgesi icin 7.8 milyon £ gelir elde ettigini belirtmistir.

Woods-Ballard ve ark. (2003), Iskogya’daki gdzlem sirketlerini, “Bir operatdr ve bes tam zamanli lokal
caligsanlardan olusan ve olumsuz etkileri minimalize etmek i¢in mesleki ahlak kurallarini takip eden firmalar” olarak
tanimlamustir.

Kuzey Norveg¢ bolgesinde balina gozlem etkinlikleri genel olarak Kambur balina ve Katil balina
gozlemlerinden olugsmaktadir. Bu bolgedeki gbzlemler giiniibirlik yahut 4-5 giinliik olarak yapilabilmektedir. Uzun
kaliglt etkinlikler ise diger turistik aktivitelerle (Kuzey isiklart izlemek vb) beraber paket halinde turistlere
sunulmaktadir. Iki tiir arag ile yapilan bu gdzlemlerde 12 kisiden az kapasiteli RIB yahut yiiksek kapasiteli tekneler
kullanilmaktadir. Bolgedeki az sayidaki operatdr ise turistlere Cetaceanlarla beraber snorkel aktivitesi sunmaktadir.
Giiniibirlik gézlem yedi ila dokuz saat siirmektedir (Tao, 2022).

2.4. Cetacea Gozlemimi Acisindan Tiirkiye’nin Potansiyeli

Ulkemizde turizm 6nemli gelir kaynaklarindan biridir. Tarihi yapis1 ve dogal zenginlikleriyle Akdeniz’in &nemli
seyahat destinasyonlarindan biridir. 2000°1i yillarin basindan itibaren Tiirkiye’de turizm sektérii hiz kazanmistir
(UNTWO, 2019). Tiirkiye Seyahat Acentalar1 Birligi raporuna goére 2023 yili Ocak-Eyliil donemine bakildiginda
41.999.592.000 dolar gelir elde edilmistir (Tablo 1). Bir 6nceki yilin ayni dénemine bakildiginda %20lik bir artis
oldugu goriilmiistiir. Ayrica gelen ziyaretgiler icinde “Gezi, Eglence, Sportif ve Kiiltiirel faaliyetler” amaciyla gelenler
ile %76.2 ile ilk siray1 elde ettiler.

Tablo 1: Tiirkiye Turizm Istatistikleri 2020-2023

Tiirkiye Turizm Istatistikleri

40246899

20866783

Turizm Geliri (X1000%)

2023 2022 2021 2020

Kaynak: (TURSAB, 2023 raporundan uyarlanmistir.)

Tiirkiye Akdeniz, Ege denizi, Marmara denizi ve Karadeniz kiyilari ile birlikte 8500 kilometrelik kiy1 seridine
sahiptir. Bu kiy1 seridi ve denizel alanlar i¢inde zengin bir biyogesitlilige sahiptir. Tiirkiye’nin denizlerinde Akdeniz
foku (Monachus monachus), deniz kaplumbagalar1 (Caretta caretta ve Chelonia mydas), orfoz (Epinephelus
marginatus) ve ispermeget balinasi gibi kiiresel 6lgekte korunan birgok tiirin de dahil oldugu 3000°nin {izerinde bitki
ve hayvan tliriinii barindirmaktadir. Bu biyogesitlilik zenginligi iilkemizde tiir temelli ekoturizm potansiyeli i¢in
olduk¢a 6nemlidir.

Ulkemiz kiyilarinda 2300 yildan beri Cetacea tiirlerinin varhi@ bilinmektedir. Fakat Tiirkiye kiyilarindaki
Cetacealara iliskin akademik calismalar ¢cok az sayida olup yaklasik bir asir dncesinde baglamistir. Ulkemizde konuyla
ilgili yapilan ilk ¢alismalardan biri Deveciyan (1926) tarafindan yapilmistir. Marmara denizindeki Afalina (Tursiops
truncatus), Tirtak (Delphinus delphis) ve mutur (Phocoena phocena) tiirlerinin varhgini gostermistir. Ulkemizde 1983
yilina kadar Cetacea avciliglr yapilmistir. Bu tarihten itibaren ise sularimizdaki Cetacea tiirleri giivence altina
almmustir.
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Ulkemiz karasularinda ii¢ balina, dort yunus ve bir adet mutur tiirii yasamaktadir(Tablo 2). Bunlar Ispermeget
balinas1 (Physeter macrocephalus), Cuvier’in gagali balinasi (Ziphious caviostris), Oluklu balina (Balaenoptera
physalus), Afalina (Tursiops truncatus), Tirtak (Delphinus delphis), Cizgili yunus (Stenella coeruleoalba), Boz yunus
(Grampus griseus) ve Mutur (Phocoena phocoena)dir. Ayrica Tirtak ve Afalina tiirlerinin karadenizde yasayan iki alt
tiirii (Delphinus delphis ponticus ve Tursiops truncatus ponticus) vardir. Bu tiirlerin denizlerimizdeki dagilimlari ise
su sekildedir; Karadeniz’de Tirtak, Afalina ve Mutur bulunmaktadir. Marmara Denizi’nde Cizgili yunus, Afalina,
Tirtak, Mutur bulunmaktadir lakin bir adet Boz yunus karaya vurma olay1 da yasanmistir. Ege Denizi’'nde Afalina,
Boz yunus, Ispermeget balinasi tiirleri goriilmektedir, bunun yaninda Yalanci Katil Balina (Dede ve ark., 2020) ve
Ispermecet balinasi da (Oztiirk ve ark., 2013) ender olarak kayit altna alinmis. Akdeniz Bélgesi'nde Afalina, Tirtak,
Cizgili yunus ve nadir olarak Boz yunusla karsilasilmakla beraber 2016 yilinda Kambur yunus dort bireyin Mersin
ilinde avlandig1 kayit altina alimmmustir (Ozbilgin ve ark., 2018). Finike Sualt1 Daglar1 Ozel Cevre Koruma Bélgesi ve
Kas-Finike aras1 Ispermeget balinasi igin énemli alanlardan biridir. Antalya Kérfezi Cuvier’in gagali balinasi igin
iilkemizdeki énemli alanlardandir. Anamur Burnu ile Kilikya Havzas1 ve Iskenderun Kérfezi arasi ise Oluklu balina
i¢in 6nemli alanlardandir.

Tablo 2: Tiirkiye Denizlerinde Bulunan Cetacea Tiirleri (Literatiirde sik karsilasilan tiirler tabloya dahil edilmistir.)

Tiirkiye Denizlerinde Bulunan Cetacea Tiirleri

Ege Denizi Akdeniz Karadeniz
e Afalina e Ispermecet Balinasi o Tirtak
e Tirtak e Oluklu Balina e Afalina
e Boz yunus e Cuvier’in Gagal1 Balinasi e Mutur

e Afalina

e Cizgili Yunus
o Tirtak

e Boz yunus

Kaynak: (Yazarlar tarafindan olusturulmustur.)

Ulkemizde bulunan Cetacean tiirlerine bakildiginda efektif bir gdzlem turizmi igin bdlge 6zelli yaklagimlar
gelistirilebilecegi géz oniine alinmalidir. Ancak tiirlerin gozlem siklig1 konusunda bilgi kisithdir. Bu konuda yapilan
caligmalarin artirilmasi tilkemizin potansiyelinin 6n goriilmesine yardimci olacaktir. Akkaya ve ark. (2020), yaptiklari
Tiirkiye’nin Dogu Akdenizinde Cetacea gézlemlerin 6n ¢iktilarinda Nisan 2018 ve Temmuz 2019 tarihleri arasinda 49
giinliik 4384.75 kilometrelik seferlerinin 39 giinlinde Cetacea tiirleri ile karsilagtiklarini belirtmistir. Yaptiklari
calismalarda Delphinid tiirleri icin 100 km’de 2.78 grup ve Ispermecet balinasi icin 100’km de 0.55 grup olarak
literatiirdeki Onceki ¢aligmalardan daha yiiksek bir oran kayit etmislerdir. Ayrica ¢aligma alti mevsimlik bir siire¢
kapsanmig ve karsilagtirmasi yapilmistir. Bu karsilagtirma sonucunda ilkbahar ve yaz aylarinda karsilagsmalarin daha
fazla oldugu ve yaklasik gozlemlerin %70’ nin gergeklestigi goriilmiistiir.

Deniz turizmi yelken, tekne ve tatil aktivitelerini birlestiren bir turizm ¢esididir. Genel olarak yaz aylarinda
daha popiiler olan bir turizm bi¢imidir. Teknelerle yapilan gezilerle olabilecegi gibi kruvaziyer gemisiyle limanlar
arast yapilacak yolculuklar da bu tiire girmektedir. Ulkemiz sahip oldugu Akdeniz ve Ege sahilleriyle deniz turzimi
acisindan Onemli bir destinasyon merkezidir. Jeolojik yapisi nedeniyle ve mevsim igeriginin yil boyu uygun
olabilmesi sebebiyle deniz turizmine uygun bir iilkedir. Batida Izmir ilinin orta kesiminden (Cesme) baslayan Mugla
ilinin i¢ine alan ve doguda Antalya ilinin sonunda biten kiy1 seridi bolgesin kisaca Tiirk Rivieras: (Sekil 1) olarak
isimlendirilen; koylari, dogal plajlar1 ve antik kentleri ile mavi turizm ig¢in iilkemizin 6nemli odak noktalarindandir.
Ayrica bu bolgenin orta kismu iilkemizdeki ispermeget gozlemlerinin sik gerceklestigi dnemli alanlardandir (Akkaya
ve ark., 2020). Bolge ispermecet balinasinin yaninda delphinid tiirleri ve Akdeniz foku gibi koruma altinda olan birgok
karizmatik tiire ev sahipligi yapmaktadir.
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Sekil 1: Tiirk Rivierasi (Cesme-Alanya Arasi Bolge)

0 75 150 km

Kaynak: (Yazarlar tarafindan olusturulmustur.)

Kiiltir ve Turizm Bakanhigi'min 2019 Deniz Turizmi Tesisleri ve Deniz Turizmi Araglar Istatistiklerine
baktigimizda (Tablo 3) 31.12.2019 itibariyle iilkemizde toplam olarak “Turizm Isletme Belgeli” 1355 isletme ve 1989
yat oldugunu, bunlarin toplam 19 136 yatak kapasiteli oldugunu goriilmektedir. Raporun “Giiniibirlik Gezi Tekneleri”
istatistigine bakildiginda ise isletme sayisinin 2093, tekne sayisinin ise 2278 oldugunu goriilmektedir. Giiniibirlik gezi
teknelerinin yolcu kapasitesi ise 136 744 oldugu bildirilmektedir.

Tablo 3: Tiirkiye'de Turizm isletme Belgeli Yat ve Tekneler
Tiirkiye'de Turizm Isletme Belgeli Yat ve Tekneler

1989,47% M Yat
Giint Birlik Tekne

2278,53%

Kaynak: (Deniz Turizmi Tesisleri ve Araglar istatistikleri, 2019 calismasindan uyarlanmstir.)
3. YONTEM

Cetacea takimi balina, yunus ve muturlar1 kapsamaktadir. Bu canlilar zekalari, sosyal yapilari, kompleks akustik
performanslar1 ve siki aile baglar1 6ne ¢ikan, ekosistem sagliginin ve iiretimin indikatorii (Katona ve Whitehead, 1988)
olan essiz deniz canlilaridir. Kozmopolit yayilimi olan bu canlilar kiyisal ve acik deniz alanlarinda ayrica bazi aci
yahut tath sularda da bulunurlar. Cetacea tiirlerinin bir kism1 sezonluk gécgler gerceklestirirken, bir kismi belli bir
bolgenin sakini olarak yasamlarini siirdiiriirler. Dig ve balen bulundurmalarina gore “Odontoceti” (Disli Balinalar) ve
“Mysticeti” (Balenli Balinalar) olarak iki alt takimda 89 canl tiirii tarafindan temsil edilirler. Cetacealer uzun yillar
boyunca yaglar1 ve etleri i¢in avlanmiglardir. 1970’lerde baslayan anti balina avciligi hareketlerinin etkisiyle 1986
yilinda Uluslararas1 Balinacilik Kurulu (IWC) balina neslini korumak i¢in ticari balina avciligini yasaklamistir. Bu
tarihten sonrasinda balinalar 6zellikle denizel koruma konusunda dnde gelen tiirlerden olmuslardir. Cetacea takimi
kiiresel ve lokal olarak medya ve halkin ilgisini ¢geken karizmatik tiirlerdir.

2009 yilinda 119 iilkede 13 milyon turistin deniz memelileri ve 6zellikle Cetacea gézlem turizmine katildigi
ve buna bagli 2.1 milyar Amerikan Dolar1 degerinde bir endiistri olusturdugu (O’connor ve ark., 2009; Cisneros-
Montemayor ve ark., 2010), 13 bin insanin istihdam edildigi gbz oniine alindiginda gelismekte olan iilkeler i¢in biiyiik
bir gelir ve istihdam kapisi olacagi da dngoriilmektedir.

Bu c¢alismada deniz memelilerinden Cetaceaec grubu iiyeleri gozlenerek yapilan turizm faaliyetleri
incelenmeye c¢alisilmistir. Bu anlamda 6ncelikle konu ile ilgili literatiir caligmasi yapilmis ve diinyadan 6rnekleri tespit
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edilmistir. Ulkemizde kayitl olarak balina ya da Cetaceae grubu gozlemciligi planli ve diizenli bir sekilde
yapilmamaktadir. Bu noktada iilkemizde sahip olunan biyolojik cesitlilik incelenerek bu konuya 6zdek olabilecek
tiirlerin belirlenmesi yapilmis ve ekoturizm faaliyeti olarak Cetaceae iiyelerinin nasil kaynak olusturabilecegi ve ne
sekilde gozlemlenebilecegi hakkinda bir arastirma yapilmstir.

4. BULGULAR

Literatiirden elde edilen veriler incelendiginde, Cetacean gozlem ekoturizminin diinya genelinde giderek yiikseliste
olan bir turizm aktivitesi oldugunu gérmekteyiz. Global dlcekte diger turistik aktivitelere kiyasla nispeten geng bir dal
olmastyla beraber 13000 kisilik istthdam 2.1 milyar US$ hacimli biiyik bir sektdr haline gelmesi gelecek
potansiyelinin gostergesidir. Giincel olarak 119 iilkenin yer aldigi bu sektér global olarak artan g¢evre bilinciyle
beraber daha da 6nemli hale gelecektir. Ozellikle kirsal/diisiik gelirli bolgelerde lokal odakli ekonomik katkisi
sayesinde hane geliri ve bolgesel kalkinmaya ciddi destek saglayabilcegi bilinmektedir. Turistler ve bolge halkinin
ekolojik bilinclenmesi konusunda getirdigi pozitif etkilerle beraber bodlgeye yonelik koruma g¢aligmalarinda
olusturulabilecek kamuoyu ise ayri bir degere sahiptir. Vatandas bilimi perspektifinden bakildiginda ise siirekli veri
girisi ile Tiirkiye kiyilarindaki Cetacean tiirlerinin populasyonlarina yonelik eksikliklerinin giderilmesi i¢in paydaglara
biiyiik katkilar saglayarak {ilke biyogesitliliginin daha net olarak ortaya koyulmasini saglayacaktir. Cetacean gézlem
aktiviteleri tekne ve hava araglariyla yapildiginda oldukg¢a ciddi harcamalara ve kaynaga gereksinim duymaktadir.
Ulkemizdeki turizm ve deniz turizmi istatistiklerine bakildiginda ii¢ denizimizde de Cetacean tiirlerinin bulunmasi
ozelikle Tiirk Rivierasi bolgesinin Cetacean tiirleri i¢in bayrak tiir konumunda olan ispermeget balinalari tarafindan
yavru yetistirme ve beslenme alan1 olarak kullanilmasi iilkemizin bu konudaki potansiyeli konusunda 6nemli sorulara
cevap vermektedir.

Ulkemizdeki Cetacea gdzlem potansiyeli yogun olarak delphinid tiirleri ve ispermecet balinalar iistiine
dayandigini goriilmektedir. Akdeniz, Ege ve Marmara denizi delphinidler agisindan gézleme uygundur. Fakat
Ispermeget balinalar1 gozlem etkinligi icin Akdeniz daha fazla 6n plana ¢ikmaktadir.

Ulkemiz giiney seridinde delphinid tiileri ve ispermecet balinalarinin turizm sezonu diye bilinen ilkbahar- yaz
aylarinda en yiiksek gozlem araligina sahiptir (Akkaya ve ark., 2020). Bolge 6zelinde denizden gézlem aktivitesinin
bu aylarda gergeklestirilmesi onceliklidir. Bu donemde bolgede karsilasilabilecek ispermeget balinasi gruplarindan
“Sosyal birim” diye ifade edilen gruplarda yavru bulunacagindan etkilesimlerin sosyal birimin strese siiriiklenmemesi
icin daha dikkatli yapilmasi dnerilmektedir.

Istanbul Bogazi, yunus ve mutur gdzlemi icin bir baska 6nemli alandir. Bélgede siklikla Tirtak ve Afalina
tiirleri gozlemlenmektedir. Giincel olarak bélgede Istanbul Biiyiiksehir Belediyesi (IBB) ve Word Wildlife Foundation
Tiirkiye (WWEF-Tiirkiye) yunus gozlem turlart diizenlemektedir. Bolgedeki delphinid varligi mevsimsel ve tiire bagl
olarak degismektedir (Awbery ve ark. 2021, Bas ve ark., 2019).

Ege Bolgesi i¢in bolgedeki temel gozlemin yine delphinid tiirleri {istiinden yapilabilecegi dngoriilmektedir.
[zmir Korfezi 6zelinde yapilan bir ¢alismada yogunluklu olarak Afalina bireyleri gdzlemlenmektedir, ancak halk ve
yerel balikeilarla yapilan etkilesim sonucunda Tirtak ve Cizgili yunus tiirlerininde boélgede goriildiigii bilinmektedir
(Alan, 2015). Bélgede Ispermecet balinasi gdzlemleri az da olsa gerceklesmistir (Oztiirk ve ark., 2013). Ayrica Ege
Denizinde 12 adet Mutur kiyiya vurma olay1r gerceklesmistir. 2020 yilinda yapilan bir ¢alismayla yalanci katil
balinanin Ege Denizi’ndeki ilk gozlemi de gerceklestirilmistir (Dede ve ark., 2020). Bolge icin yapilan ¢alismalarin
yetersizligiyle beraber ¢aligmalarda 6ncii sonuglar sicak mevsimlerde daha yiiksek gozlem goriilmiistiir.

SONUC

Tiirkiyenin Cetacean gozlem potansiyelinin biiyiikk oranda delphinid ve ispermeget balinalarindan olustugu
goriilmektedir. Ispermeget balinalarmin Cetacean gdzlemi igin alisilmadik bir odak tiir olmasi, uzun siireli dalislar
yapmalari ve cinsiyete bagli ayri gruplar olusturmalar1 bu aktivite igin zorluk teskil etmektedir (IFAW 1996).
Cetacean gozlem aktivitelerinde hizla meydana gelebilecek olan tasima kapasitesinin asilmasi bu alandaki donemli
sorunlardan birini olusturmaktadir. Ayrica iyi olusturulmamis cergeve direktifleriyle yapilacak gozlem etkinlikleri
sonucunda odak tiirlerde olusabilecek kronik strese bagli kisa ve uzun doénemli birgok etki literatiir tarafindan géz
ontline almmistir. Davranis degisimlerine bagl olarak ortaya ¢ikabilecek etkilerde bolgenin stressor yogunluguna baglh
olarak tiir tarafindan terk edilmesi tilkemizin biyogesitliligine ve denizlerimizin ekolojik dongiisiine biiylik bir kayip
yasatabilecektir. Ozellikle Ispermeget balinalar1 gibi derin dalan Cetacean tiirlerinin denizlerdeki dikey besin
dongiisiine olan etkileri iyi bilinmektedir. Bu ve benzeri sebeplerden &tiirii gézlem aktivitelerinin iyi analiz edilmis
etkilerle beraber bir cerceve direktifince yonetilmesi énemlidir. Bu konuda olusturulacak direktif ve izinlerde ise
bakanlik ve paydaglara biiyiik bir is diismektedir. Ayrica literatiir iistiinden bir fikir olarak ortaya konulan bu
caligmadaki somut veri eksikligi ve gelir gider caligmalarinin tamamlanmasi ilerleyen donemlerde gerceklestirilecek
net bir kazang haline gelebilecektir.
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Tablo 4: Tiirkiye Denizlerinde Gozlem Aktivitesine Uygun Potansiyel Bolgeler ve Uygun Donemler

Tiirkiye Denizlerinde Balina ve Yunus Gézlemi icin Pilot Bolge Onerileri

Bolge Hedef tiirler Mevsim
Marmara Denizi / Istanbul Bogaz1 Afalina, Tirtak, Mutur, Cizgili Yunus Ilkbahar,Yaz Yiiksek Yogunluklu
Ege denizi/ Karaburun- Mordogan -Foca Bolgesi | Afalina, Tirtak Ilkbahar, Yaz
Akdeniz / Kas-Finike Bolgesi Ispermecet Balinas1, Delphinid Tiirleri Ilkbahar, Yaz
Akdeniz / Antalya Korfezi Cuvier’in Gagali Balinasi , Delphinid Tiirleri Ilkbahar, Yaz

Kaynak: (Yazarlar tarafindan olusturulmustur.)

Cetacean gozlem turizmi bdlge iginde hazir ve var olan yapiya ek bir yatinm gerekmeden baslayabilecegi
bilinmektedir. Bolgedeki kaptan ve tekne sahiplerine canli tiirleri ve yaklagimlar konusunda egitimler verildikten
sonra kisa siire icinde bu etkinlik hayata gecirilebilir. Tabi ki burada bir ¢ergeve direktifiyle tekne sayisi, motor giicii
ve sesi, tekne boyutu gibi konularda global 6rneklerden yola g¢ikarak bir diizenleme yapilmasi sarttir. Ayrica bu
aktiviteden elde edilen gelirin bir kismimin bdlgedeki dogal yasama daha az stres yaratmak amaciyla ekipmanlarin
gelistirilmesi ve gilincellenmesi amaciyla kullanilmasi siirecin yonetimi ve mesleki ahlak kurallar1 bakimindan
onerilmektedir. Tiirkiye’de balina ve yunus gozlemi icin potansiyeli yliksek bolge onerileri (Tablo 4) ve bu bolgelerde
gozlemlerde karsilasilabilecek tiirler yer almaktadir. Bolgelerde gergeklesecek diizenli gbzlemlerle bolgede literatiirde
ender olarak rastlanan tiirler ile karsilagsmalar gerceklesebilecektir. Pilot bolge onerilerinden Marmara denizinde yil
boyu yunus ve muturlarin gézleminin yapilabilmesi bolge i¢in siirekli gelir kaynagi olabilecegini gostermektedir.
Literatiirde yapilan ¢alismalardan bilindigi kadariyla tiim bolgelerimizde sicak mevsimlerde (Ilkbahar-Yaz- Sonbahar
bas1) gorislerinin yiiksek olmast aktivitelerin yogunlu olarak turizm sezonu doneminde gergeklesmesini
Oonermekteyiz. Bunun disinda diisiik yogunluklu olarak y1l boyu delphinid gézlemlerinin devam edebilecektir.

Cetacean gozlem aktiviteleri tekne ve hava araglariyla yapildiginda yiiksek maaliyetlere ve kaynaga
gereksinim duymaktadir. Ancak iilkemizde tekne turizmi yapilan bolgelerin tesvik ve pilot uygulamalarla
baslanmasinda yiiksek bir baglangi¢ yatirnmina gerek olmadigi Ongoriilmektedir. Cetacean gozlem turizminde
giinlibirlik tur tekneleri, balik¢1 tekneleri yahut charter teknelerin kullanildig bilinmektedir. Bu sebeple tilkemizde bu
konuda biiyiik yatirimlara gerek kalmadan mevcut filonun baglangi¢ olarak pilot bdlgelerde kullanilabilecegi on
goriilmektedir. Pilot ¢aligmalar sayesinde bolgedeki istekli turist potansiyelin net bir sekilde ortaya ¢ikarilacagi 6n
goriilmektedir. Ayrica bu caligmalar igin pilot uygulamalar yapilirken bunlarin “Vatandas bilimi” temelli projelerle
desteklenmesi, yerel paydaglarla bu konularda isbirliklerinin olusturulmasi1 “Cetacean Gozlem” turizminin
iilkemizdeki ekoliiniin sekillenmesi ve saglam temellerinin atilmasinda oldukca 6nemlidir. Bolgede pilot ¢alismalarla
eslenecek vatandas bilimcilerden ve yetkili arastirmacilardan olusan bir ag sayesinde toplanacak veriler ve bu verilerin
islemesi kisith kaynagin efektif kullammi konusunda &ncii bir yaklasgim olacaktir. Ulkemizin onemli gelir
kaynaklarindan biri olan turizm ana baslig1 i¢cinde yer alacak ekoloji temelli ekoturizm alt tiirii olan cetacean gozlemi
dogru uygulandiginda Bati Iskogya, Yeni Zelanda iilkelerde oldugu gibi bélgeye yarar saglayabilecegi
ongoriilmektedir.

Sonu¢ olarak deniz memelileri gozlemciligi, balina gdzlemciligi ya da cetaceae gozlemi adi altinda
isimlendirilebilecek bu ekoturizm faaliyeti iilkemiz agisindan dnemli bir potansiyel oldugu agik¢a goriillmektedir. Bu
calisma ile iilkemizde mevcut kaynaklar g6z oniine ¢ikartilarak hali hazirda var olan turizm kaynaklarina ek olarak
alternatif bir turizm dali seklinde gelistirilebilecegi, hem biyolojik ¢esitlilik konusunda kamuoyu olusturma hem de
tilke ekonomisine katki saglayacagina dikkat ¢ekilmesi amaglanmustir.
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Etik Onay

Bu c¢alisma, katilimcilardan birebir veri toplamay1 gerektiren aragtirma kapsamina girmedigi ve veriler ikincil veri
olarak elde edildigi icin etik kurul onay1 gerektirmeyen ¢aligmalar arasinda yer almaktadir.

Arastirmacilarin Katki Oram

Yazarlar caligsmaya esit katkida bulunmustur.
Cikar Catismasi

Bu ¢alismada potansiyel bir ¢ikar ¢catigsmasi yoktur.
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INTRODUCTION

Concerns about the environment and the way people live have changed people's lifestyles and, in turn, their spending
habits in response to these pressing issues. According to Sultana et al. (2022), consumers are increasingly inclined to
support businesses that demonstrate strong dedication to incorporating environmentally friendly practices into their
operations. Consumers are starting to prioritize more ecologically friendly solutions over regular purchases as their
concern for the environment increases. The study of environmental issues has recently grown in popularity and
interest. One of the many growing environmental issues in the last several years is the shift in customer behaviour
towards environmentally friendly items. According to Bulut et al. (2021), this viewpoint has sparked green
consciousness that aims to prevent additional harm to the environment. The same mindset has begun to be applied to
the tourism industry. This is because of the recent growth and diversification of tourism, making it one of the fastest-
expanding economic sectors globally. The sector's dynamics have positioned it as a significant catalyst for global
socioeconomic advancement, accounting for over 10 per cent of the gross domestic product in all nations.
Undoubtedly, the tourism sector is gaining significant influence as an economic powerhouse and is recognized as a
valuable tool for growth (Abdou et al., 2020). The importance of environmental standards in the tourist and hospitality
sectors has grown because of the rapid development of this industry. Maintaining a pristine natural setting is crucial
for the prosperity of the hotel and tourist industries (Manaktola & Jauhari, 2007). Considering this, a growing number
of hotels and other hospitality businesses are promoting eco-friendly practices and helping their clients feel more
responsible for making environmentally conscious purchases (Han et al., 2020).

There is a lot of pressure on hotels to implement eco-friendly policies to satisfy customer demands and
expectations in this area. Guests are increasingly looking for eco-friendly hotels that do their part to protect the planet
(Abdou et al., 2022: ). Global consumers are becoming cognizant of the hospitality industry's disproportionate
contribution to trash and environmental degradation, and they are clearly favouring hotels that take environmental
responsibility seriously by adopting green practices (Sultana et al., 2022:).

Over thousands of years, humans have exerted a great deal of influence on the Earth's biosphere. In recent
times, the detrimental consequences of human behaviour have become apparent in all corners of the globe. One of the
largest industries in the world, the hotel industry, is a major cause of these issues. Hotels use a lot of water and power
when it comes to the tourist and hospitality businesses as a whole. Hotels pose a significant environmental problem
because they consume large amounts of energy and resources daily (Hashish et al., 2022).

As can be understood from these explanations, green tourism is an important issue. Green tourism promotes
responsible and sustainable travel practices that benefit the environment, local communities, and long-term
sustainability of tourist destinations. It also responds to changes in consumer preferences and contributes to global
environmental protection goals. Furthermore, investigating the impact of environmental concerns on green tourism is
crucial for guiding decision-making, adapting to market trends, implementing effective policies, and ultimately
ensuring that tourism practices are in line with sustainable principles. This benefits businesses, destinations, and the
environment. Therefore, this study analyses the effect of environmental concern on attitudes towards green tourism
and the intention to participate in green tourism.

2. THEORETICAL FRAMEWORK
2.1. Concept of Environmental Concern

People are currently confronted with numerous environmental difficulties, such as the diminishing supply of natural
resources, contamination of air and water, and the increasing risk of climate change caused by people (Qiao &
Doewell, 2022). The Earth's natural resources are under increasing strain due to rising populations and economies. As
the global population and economic output continue to rise at an alarming rate, a myriad of environmental problems
have grown in severity. These include climate change, energy depletion, water pollution, biodiversity and land use,
chemicals, heavy metals and toxins, air pollution, waste management, ozone depletion, oceans and fisheries, and
deforestation (Thieme et al., 2015). In recent years, there has been a dramatic worsening of global environmental
concerns including CO2 emissions, biodiversity loss, and severe climate change. The field of environmental
psychology has the potential to contribute significantly to the fight against climate change by illuminating key
elements linked to environmentally conscious actions. Environmental concern is a key component that leads to
environmentally conscious behaviours; thus environmental psychology studies it extensively (Lou & Li, 2021).

One of the earliest conceptual words used in environmental issue research was the characterization of
ecologically responsible behaviours. According to Sultana et al. (2022), being environmentally concerned means
paying close attention to, and being sensitive to, environmental issues. According to Fujii (2006), when people are
concerned about the environment, they feel obligated to do something, which in turn makes them feel that they have a
personal norm or moral obligation to do. According to Chang et al. (2022), environmental concern is the degree to
which people are cognizant of and affected by environmental issues.
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Lee et al. (2014) also described it as an overarching perspective on environmental issues that reveals how
worried consumers are about potential dangers to the planet. When things happen that harm the environment, whether
through human actions or not, it is called environmental concern (Goethals & Ziegelmayer, 2023). Awareness of
environmental challenges and support for efforts to resolve them are indicators of environmental concerns (Paul et al.,
2016).

An individual's degree of ecological awareness and willingness to help alleviate or eradicate ecological
challenges can be defined as their level of concern for the environment. Everyone agrees that caring for the
environment influences people’s actions in this area. Environmentally conscious actions encompass a wide spectrum,
from reducing energy consumption to recycling and buying locally (Mukherjee & Chandra, 2022). Concerns about the
environment tend to heighten an individual's emotional reactions to environmental problems. Furthermore, it is a
subjective quality that reveals the subject's feelings about environmental issues, environmental deterioration, climate
change, and compassion, concern, love, and disdain for the environment. As a result, caring for the environment is
thought to be a powerful influencing attitude component for environmentally conscious actions (Ibnou-Laaroussi et
al., 2020).

2.2. Green Tourism Concept

The goal of "green tourism" is to lessen the toll that vacations take on local ecosystems, cultural traditions, and human
health (Nguyen et al., 2023). The hospitality and tourism industry has adopted new "green" methods that promote
ecologically and sustainably sound expansion. An alternate form of tourism that encourages the preservation of natural
resources is known as "green tourism" (Patwary et al., 2022). Green tourism aims to instill a sense of responsibility for
the environment and the love of its natural wonders for its visitors. Green tourism fosters cultural enrichment for local
communities while minimizing ecological harm. Furthermore, it seeks to address pressing global environmental
concerns such as pollution, greenhouse gas emissions, and climate change, including CO2 emissions. These issues
must be tackled in order to minimize the adverse effects of green tourism on the local environment and anticipate its
worldwide relevance (Ibnou-Laaroussi et al., 2020). Green tourism is a strategy to minimise the negative impacts of
tourism-related activities on nature, culture, society and the environment in the tourism industry (Nguyen et al., 2023).

According to Andari and Setiyorini (2016), this type of ecotourism is known as "green tourism," and its goal
is to enhance a destination's quality of life while minimizing its negative effects on the environment and local
community. Currently, "green tourism" is all about vacation items that try to keep the environment as clean and safe as
possible (Al Fahmawee & Jawabreh, 2023). Ecotourism can be considered "green" not only because of the activities in
which it participates, but also because of the implementation of "green marketing strategies" that include components
such as accommodation, active pursuits, creative industries, nature tourism activities, festivals and events (Nistoreanu
et al., 2020).

Given the many ways in which it contributes to environmental degradation, the hotel and tourist sector can
and should do more to encourage sustainable practices and green consumption. According to Sultana et al. (2022),
tourists are willing to travel great distances to witness the allure of a clean, healthy, and vibrantly coloured
environment. However, there is, rising awareness of the necessity of the tourist sector to adopt more environmentally
friendly procedures. Businesses in the tourist industry can obtaina competitive edge and ensure their growth and
development by embracing sustainable practices (De Bruyn et al., 2023).

2.3. Green Hotel Concept

Sustainable hospitality practices are currently a hot topic in the global hospitality sector (Gupta et al., 2023). Because
of theirhigh consumption of water and other finite resources, hotel businesses can reduce environmental protection by
as much as 75%. In addition to other common forms of industrial waste, hotels can contribute to environmental
pollution through inefficient water, gas, and electricity usage, as well as poor sewage treatment (Sultana et al., 2022).
Even though the hotel industry may not be as harmful to the environment as the chemical or petroleum industry, it
uses a lot of energy and resources and could potentially pollute the air and water (Han & Chan, 2013). Hoteliers must
be more conscientious of environmental issues because of the negative connotations associated with their operations in
terms of resource consumption, waste production, and greenhouse gas emissions (Nimri et al., 2020).

Germany was the birthplace of the "green hotel" movement in the '80s. For example, "Eco-Hotel" or
"Ecological Hotel" is one term for green hotels "Eco-efficient Hotel" and "Eco-friendly Hotel" are others (Ting et al.,
2019). Sustainable hotels, sometimes known as "green hotels," go to great lengths to protect their environment.
According to Gupta et al. (2023), eco-friendly hotels aim to reduce waste, save energy, and support environmental
health. "Green hotels" adhere to sustainable business practices in order to lessen their adverse effects on the
environment. To be considered "green," a hotel must adhere to certain environmental regulations and requirements,
which include reducing energy usage, conserving water, managing solid waste, purchasing environmentally friendly
items, limiting noise pollution, and more (Tan, 2023). Environmentally conscious hotels, also known as "green
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hotels," work to reduce their impact on the planet. According to Zengeni et al. (2013), the most important challenges
are energy efficiency, recycling, water use, and clean air. Green hotel practices include renewable energy, energy-
saving appliances, lights, and a towel-reuse program. Most people follow these practices: using energy-efficient light
bulbs, encouraging guests to reuse linens and towels, teaching employees to be eco-conscious, and using green
cleaning products (Kim et al., 2012). Sustainable practices in the hotel business primarily focus on reducing energy
consumption, water use, and trash production. Digital thermostats in guest rooms, energy-efficient light bulbs and
appliances, automated motion detectors in low-traffic areas, renewable energy systems (solar, wind, etc.), and
reflective or triple-glazed windows are the primary energy-saving practices utilized by hotels (Abdou et al., 2022b)

3. SCOPE AND HYPOTHESES OF RESEARCH
3.1. Environmental Concerns and the Intention to Participate in Green Tourism

The intensity of one's desire to carry out a specific action is correlated with one's intention (Mohd Suki & Mohd Suki,
2015). According to Liao et al. (2020), customers' green purchase intention is a crucial component of their green
purchasing behaviour. The hospitality intention of hotel customers has been defined as their propensity to book a stay
at an eco-friendly establishment, spread the word about their experience, and even pay a premium for the privilege
(Han et al., 2009).

Concern for the environment is on the rise, and consumers are willing to support companies that produce and
sell green products (Thieme et al., 2015). A person's level of environmental care can be described as their awareness
of environmental concerns and their willingness to provide solutions. Being ecologically conscious also means acting
in an eco-conscious manner. Consequently, consumers' intentions and actions towards environmentally conscious
purchases are influenced by their level of environmental concern (Zheng et al., 2020). Environmental protection is
morally commendable and people in environmentally conscious societies are more cognizant of sustainability issues
(Qiao & Doewell, 2022). Concern for the environment increases the likelihood that people will make environmentally
conscious purchases. According to Yue et al. (2020), those who care more about the environment are more inclined to
react to environmental issues and do all they can to preserve it.

Tourists' actions at green hotels are heavily influenced by their concern for the environment. Consequently, it
is believed that eco-conscious travellers prioritize staying at green hotels (Fauzi et al., 2022). Products with a less
environmental impact tend to be more popular among environmentally concerned shoppers, according to research by
Jiang & Kim (2015). Environmental concern significantly influences the inclination to stay in green hotels, according
to a study conducted in Korea. In research on 474 international visitors to Taiwan, Huang and Liu (2017) discovered
that eco-consciousness considerably impacts the desire to return. According to a study conducted by Sultana et al.
(2022) on 213 consumers in Bangladesh, the perception of environmental knowledge and care has a significant impact
on consumers' inclinations to stay at green hotels. According to Adetola et al. (2021) perceived environmental
awareness, concern, and consumption values, significantly influence intentions to visit green hotels In a Chinese
study, Wang et al. (2018) discovered that customers' favourable attitudes and intentions to stay at green hotels are
influenced by their perceived consumer efficacy and environmental importance.

Within this framework, the following is established as the primary research hypothesis:
HI: Environmental concern has a significant positive effect on the intention to participate in green tourism.
3.2. The Effect of Environmental Concern on Attitude towards Green Tourism

According to Jian et al. (2020), eco-conscious consumers are more likely to use green hotels and other
environmentally friendly businesses. According to Hou and Wu (2021), an individual's level of environmental care
reflects their awareness of environmental issues. A higher probability of engaging in environmentally conscious
purchasing behaviour is associated with more optimistic attitudes, which in turn leads to more optimistic intent
(Suhartanto et al., 2023).

Environmental concerns give way to green attitudes, which in turn serve as powerful motivators for pro-
environmental actions (Hou & Wu, 2021). Consumers are increasingly worried about the effects of hotels' operations
on the environment, which is driving demand for eco-friendly lodging options (Tan, 2023).

Concern about the environment influences customers' intentions and actions to safeguard the environment,
according to Yan and Chai (2021) who surveyed 435 individuals in China. Environmental concern greatly influences
attitude, which in turn significantly affects the intention to stay in green hotels, according to a study by Fauzi et al.
(2022) which involved 160 consumers in Malaysia.

In this context, the second hypothesis of the study was established as follows:

H2: Environmental concern has a significant positive effect on attitude towards green tourism.
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3.3. The Effect of Attitude Towards Green Tourism on Intention to Participate in Green Tourism

A person's attitude towards a behaviour determines whether they intend to display that behaviour. The intention to
engage in or abstain from a particular behaviour is influenced by one's attitude towards that behaviour (Teng et al.,
2018: 1146). Those who are environmentally conscious and concerned about the world around them are more likely to
choose ecotourism as their vacation style (Thi Khanh & Phong, 2020). There is a strong correlation between
consumers' environmental beliefs and their propensity to book , rave and even pay a premium for a green hotel
(Sultana et al., 2022).

When consumers have a favourable impression of a green hotel, they are more likely to book a stay there.
Environmental festivals, green hotels, full-service restaurants, and drone restaurants are just a few examples of many
settings where studies in the tourist industry have shown that people's attitudes greatly impact their desires (Kwon &
Ahn, 2021).

Positive consumer attitudes are associated with higher positive purchase intentions (Wang et al., 2020). Mohd
Suki & Mohd Suki (2015) stated that customers' degree of environmental consciousness affects their intent to book a
green hotel. Research on environmentally conscious hotel stays by visitors has revealed that guests' attitudes are
directly correlated with the frequency and quality of their stays (Fauzi et al., 2022). According to Roberts (1996),
consumer attitudes are a significant factor in environmentally conscious consumer behaviour According to the results
of the study, consumers who care about the environment are more inclined to make green purchasing decisions, and
those who think ecological actions might make a difference are even more likely to do the same.. According to
Nguyen et al. (2023), an attitude toward ecotourism has a substantial impact on visitors' willingness to engage in
sustainable tourism, according to research.

According to research by Mohd Suki and Mohd Suki (2015), which surveyed 400 young Malaysian
consumers, visitors' perceptions of their own behavioural control and attitude had a positive effect on their intention to
stay at a green hotel. Researchers Teng et al. (2018) found that among 415 Taiwanese individuals, those with low
carbon knowledge and an appreciation for the environment had a more positive impression of green hotels. This, in
turn, increased the likelihood that consumers would stay at green hotels and be willing to help with their eco-friendly
initiatives. In a study of 262 participants, Tan (2023) discovered that environmental knowledge had a favourable effect
on both the behavioural intention to select a green hotel and all reported green advantages. Perceived environmental
advantages fostered afavourable outlook on staying at a green hotel Nimri et al. (2022) examined at 771 individuals
and discovered that people's knowledge and attitude towards green hotels had a big impact on their intention to stay in
such hotels.

A study by Olya et al. (2019) on 320 Northern Cyprus hotel guests indicated that green attitudes considerably
impact the maintenance of the intention to use green hotels and the suggestion of such hotels. Attitudes towards eco-
friendly hotels considerably impact the propensity to stay in such hotels, according to research by Nimri et al. (2020),
who surveyed 781 Australian customers. According to research by Raza and Farrukh (2023) on 387 Pakistani
individuals, one's mindset has a substantial impact on whether they want to stay at eco-friendly hotels. Those who feel
good about the world around them are more inclined to buy and use eco-friendly products, according to Balderjahn
(1988). The desire to engage in ecotourism is strongly influenced by one's level of environmental consciousness and
outlook, according to research by Cheng et al. (2018). In their study on green tourism consumption in China, Hui-min
et al. (2011) discovered that environmental mindset greatly affects the numbers. Based on their research with 319
individuals in Cambodia, Liao et al. (2020) found that green customer value significantly influences the attitude
towards green products in a favourable way.

In this context, the third hypothesis of the research is established as follows:

H3: Attitude towards green tourism has a significant positive effect on the intention to participate in green tourism.
3.4. The Mediating Role of Attitude towards Green Tourism

Anxieties about the environment are positively associated with people's intention to recycle old mobile phones,
according to Chang et al. (2022), who surveyed 346 individuals in China about their recycling habits. Factors such as

attitudes toward recycling mobile phones and subjective norms mediate the relationship between environmental
concern and recycling intention.

According to a study by Zheng et al. (2020), which involved 305 individuals in the country, attitude, perceived
relevance of environmental problems, environmental concern, and subjective standards all influence green purchasing
behaviour among Bangladeshi consumers, Green purchasing behaviour is influenced by one's attitude, which in turn is
influenced by one's perceived level of environmental responsibility.

Research by Ibnou-Laaroussi et al. (2020) on 395 visitors to Northern Cyprus found that visitors' views on the
long-term viability of ecotourism are positively impacted by their personal worries about the environment.
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Furthermore, according to the data, visitors' attitudes greatly influence their intent to contribute to sustainability of
green tourism. Additionally, eco-conscious traveller actions were positively impacted by both environmental worries
and the desire to contribute to green tourism's long-term viability.

According to Patwary et al. (2021), the perceived environmental responsibility of customers significantly
affects the attitudes and intentionss tourists. A customer's mindset, acts as a mediator between their sense of personal
environmental responsibility and likelihood of booking a stay at a green hotel in Malaysia.

In this context, the fourth hypothesis of the study was established as follows:

H4: Attitude towards green tourism has a mediating role in the effect of environmental concern on the intention to
participate in green tourism.

For the environmental concern scale, Sultan et al. (2020) was adapted and utilised for the current study. As a
result of the validity and reliability analyses for the environmental anxiety scale, the authors calculated the AVE value
as 0.77, the CR value as 0.91 and the alpha coefficient value as 0.88. For the green tourism attitude scale, that of
Ibnou-Laaroussi et al. (2020) was adapted and utilised for the current study. As a result of the validity and reliability
analyses for the scale, the authors calculated the AVE value as 0.611, the CR value as 0.991 and the alpha coefficient
value as 0.824. For green tourism participation, Cheng et al.’s (2018) study scale was utilised. As a result of the
validity and reliability analyses for the scale, the authors calculated the AVE value as 0.930, the CR value as 0.976
and the alpha coefficient value as 0.975. The scale items were analysed using a 5-point likert scale as 1:5 to acquire
the scale data. I completely disagree. 5: I completely agree. The study population consisted of adult consumers who
had received tourism services in Tirkiye. The research sample consisted of 394 people obtained by convenience
sampling. It is stated that the sample number obtained at 95% confidence level is sufficient (Gazeloglu & Erkilig,
2020).

Some of the data were collected online and some were collected by face-to-face interviews. The data collected
online were distributed through social media platforms. Participants were also asked to deliver it to their acquaintances
who volunteered. At the beginning of the questionnaire form, the participants were informed that participation was
completely voluntary, that they could stop participating in the research at any time of the survey application and that
the data obtained would be kept completely confidential. Participants were informed ethically with an informed
consent form. The participants were also asked whether they received tourism services and how often they received
tourism services. Those who received tourism services were included in the study. The data were collected between
October 2023 and January 2024.

For the research, permission was obtained from the Kastamonu University Publication Ethics Board on
07.09.2023 with the decision number 10/13.

Figure 1 illustrates the research model.

Figure 1: Research Model

Environmental H1 Intention to
»| Participate in Green
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Tourism
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Green Tourism
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65 people were from Kayseri, 42 from Batman, 36 from Ankara, 30 from Kastamonu, 21 from Corum, 21
from Istanbul, 18 from Trabzon, 14 from Gaziantep, 8 from izmir and 8 from Kocaeli. The rest were from other
provinces in small numbers.

Some demographic findings about the participants are given in Table 1.
Table 1: Demographic Findings

Gender f n
Woman 116 29,4
Man 278 70,6
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Age f n
18-25 86 21,8
26-35 199 50,5
36-45 76 19,3
46-55 25 6,3
56-65 6 1,5
66 and above 2 5
Education f n
Primary education 10 2,5
Secondary education 71 18,0
Associate degree 102 25,9
Bachelor's degree 136 34,5
Master 35 8,9
PhD 40 10,2
Marital Status f n
Single 154 39,1
Married 240 60,9
Employment Status f n
Public sector 252 64,0
Private sector 50 12,7
Self-employment 20 5,1
Tradesman / Merchant 16 4,1
Retired 7 1,8
Housewife 16 4,1
Student 20 5,1
Other 13 33

In total, 278 participants were men, and 116 were women. Of these, 199 were between 26-35 years old, 86
were between 18-25 years old, 76 were between 36-45 years old, 25 were between 46-55 years old, 6 were between
56-65 years old and 22 were 66 years and over. of these, 136 had bachelor's degrees, 102 had associate's degrees, 71
had secondary education, 40 had doctorate degrees, 35 had master's degrees, and 10 had primary education. Of these,
240 were of them are married, and 154 were single. Also, 252 of them work in the public sector, 50 of them work in
the private sector, 20 are self-employed such as doctors and engineers, 20 are students, 16 are tradesmen, 16 are
housewives and 13 are from groups other than those mentioned above.

To assess the reliability and validity of the scales, researchers used reliability analysis, confirmatory factor
analysis (CFA), and exploratory factor analysis (EFA).

EFA findings are given in Table 2.
Table 2: EFA Findings

Environmental Mean Standard Deviation Skewness Kurtosis
Factor Load
Concern
EALl ,823 3,92 1,288 -1,121 ,085
EA2 ,846 3,88 1,188 -1,173 ,557
EA3 ,874 4,03 1,170 -1,364 1,040
EA4 ,716 3,64 1,238 -, 707 -,466
EAS ,872 4,04 1,146 -1,308 ,924
EA6 ,861 4,08 1,037 -1,477 1,943
EA7 ,838 4,11 1,082 -1,441 1,564
EAS8 ,867 4,28 1,083 -1,752 1,418
KMO: ,940 le 2444228 df: 28 Sig: ,000 Tot. Var. Exp.: %70,324

Attitude Factor Load Mean Standard Deviation Skewness Kurtosis
AT1 915 4,06 1,038 -1,337 1,488
AT2 ,910 3,97 1,047 -1,232 1,229
AT3 ,931 3,98 1,014 -1,182 1,244
AT4 ,923 3,94 1,016 -1,161 1,144
ATS5 ,919 3,97 1,017 -1,256 1,463

KMO: ,910 y2: 2035,916 df: 10 Sig: ,000 Tot. Var. Exp.: %73,084

Intention Factor Load Mean Standard Deviation Skewness Kurtosis
IN1 ,905 3,88 1,004 -1,088 1,037
IN2 915 3,91 977 -1,176 1,462
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IN3 909 3,93 ,992 -1,140 1,222
IN4 918 3,95 1,020 -1,228 1,415
IN5 ,866 3,97 1,011 -1,196 1,287
IN6 ,822 4,07 ,999 -1,287 1,521
IN7 ,829 3,90 1,045 -,984 ,552

KMO: 930 y*: 2743,309 df: 21 Sig: ,000 Tot. Var. Exp.: %77,674

Varimax rotation method was used for EFA. With Factor loadings were obtained above 0.50 for each
dimension (FL>0.5); the KMO value was obtained above 0.60 (KMO>0.6); Barlett’s Test of Sphericity was found to
be significant (sig.<0,05), all scales explained more than 50% of the total variance. These findings indicate that the
data is suitable for factor analysis.

The analysis revealed that the skewness and kurtosis values of the scale items ranged between -2 and +2. This
finding indicated that the scales were normally distributed.

The goodness-of-fit values determined by the CFA are listed in Table 3.

Table 3: CFA Goodness of Fit Values
x¥Y df ¥df GFI CFI TLI NFI RMSEA SRMR

Criteria <5 =290 =90 >90 =90 <.08 <.08
Environmental Concern 57,442 17 3,379 0,967 0,983 0,973 0,977 0,078  0,0210

Attitude 9,9 4 2475 0,99 0997 0,993 0,995 0,061 0,0077

Intention 42,209 12 3,517 0,971 0,989 0,981 0,985 0,08 0,0164

As a result of CFA, it was determined that all scales met acceptable goodness-of-fit criteria (Meidute et al.,
2021).

A reliability study was carried out to assess the scales' dependability following EFA and CFA. Table 4
displays the component validity test results, including the alpha coefficient values, average variance explained (AVE)
values, and component reliability (CR) values.

Table 4: Reliability and Component Validity

Variable Alpha N of Items AVE CR
Environmental Concern ,937 8 0,65 0,93
Attitude ,954 5 0,80 0,95
Intention ,951 7 0,73 0,94

As a result of the reliability analysis, it was found that all scales were highly reliable. As a result of the
calculations, AVE>0.50, CR>0.70 and CR>AVE were obtained for all scales; thus, it was found that the scales
provide component validity.

Initially, the research model and hypotheses were tested using structural equation modelling analysis. The
model under analysis is presented in Figure 2.

Figure 2: Structural Equation Model
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Table 5 presents the goodness of fit values that were acquired for the model following the structural equation

modelling investigation.
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Table 5: Model Goodness of Fit Values

;8 df y*/df GFI CFI TLI NFI RMSEA SRMR
Criteria <5 >.90 >.90 >90 >.90 <.08 <.08
Model 407,644 161 2,532 0,909 0,97 0,965 0,952 0,062 0,0351

The results showed that the model satisfied the required standards for goodness of fit.
The analysis findings of the model are given in Table 6.
Table 6: Model Analysis Findings

Analysis Path B B S.E. C.R. p
Attitude < Environmental Concern 0,831 0,821 0,048 17,42 *kk
Intention <--- Attitude 0,603 0,707 0,056 10,817 Hokk
Intention < Environmental Concern 0,177 0,205 0,048 3,652 *kk

The structural equation model research showed that environmental concern significantly influences both the
attitude toward and the intention to engage in green tourism. Moreover, one's attitude towards green tourism greatly
influences their inclination to engage in green tourism. The effect of environmental concern on attitude towards green
tourism yielded the highest standardised coefficient estimation value of 0.821 when all factors were considered. This
research indicates that there is a strong correlation between environmental concern and attitudes towards green
tourism. In other words, a 0.821-unit increase in attitude toward green tourism corresponds to a 1-unit increase in
environmental concern H1, H2, and H3 were all found to be true when the structural equation model was analysed.

To test the mediating role of attitude towards green tourism in the effect of environmental concern on
intention to participate in green tourism, a process macro mediation test was conducted. The findings of this analysis
are presented in Figure 3.

Figure 3: Mediation Test

B:0.2349, 95% CI [0.1612, 0.3085], t: 6.2675, .
. Intention to
Environmental p<.001 . .
Anxiety Participate in Green
B: 0.6926, 95% CI [0.6327, 0.7526], t: 22.7084, Tourism
p<.001
[:.0.7549 95% CI [0.6931, 0.8163], t: {3:.0,6064 95% CI [0,5311, 0,6817],
15,8324,
p<.001 p<.001

Attitude towards
Green Tourism

B:0.4578, 95% BCA CI[0.3480, 0.5753]

The results of the analysis show that one's attitude towards green tourism is significantly influenced by
environmental concern (Path a) (p<.001). The R-squared is value 0.5953. This data indicates that environmental
concern accounts for 59.53% of the variance in attitudes towards green tourism. (Path b) (p<.001), which indicates the
intention to engage in green tourism, was found to be highly impacted by attitude towards green tourism. A strong
positive correlation was found between environmental concern and intention to engage in green tourism (path c')
(p<.001). The calculated R-squared value was 0.7368. This study indicates that environmental concern and attitudes
towards green tourism account for 73.68 per cent of the intention to participate in green tourism. Even when
intrapreneurship was not accounted for, a substantial (p<.001) effect of environmental concern on the intention to
engage in green tourism (route c), that is, total effects, was still observed.

Attitude toward ecotourism as a mediating variable yielded statistically significant indirect effects (f= 0.4578,
95% BCA CI [0.3480, 0.5753]). This is because the confidence range for indirect effects does not contain zero in
either the upper or the lower bounds. An effect size of 0.4981 was obtained. It can be inferred that there was a
significant effect because this number was approximately 0.25. As a result, it can be inferred that perspectives on
ecotourism have a significant mediating role.

As a result of the analysis, hypothesis H4 was supported.
CONCLUSION AND RECOMMENDATIONS

Examining how environmental concern influences perspectives on green tourism and the likelihood that individuals
will engage in such activities was the primary goal of this study. Furthermore, the impact of perspective on the desire
to engage in ecotourism is examined. Lastly, we examined how environmental concern affected the intention to
participate in green tourism and how one's attitude towards green tourism mediated this effect. To achieve this goal,
394 people from various provinces of Tiirkiye were surveyed using a questionnaire. According to structural equation
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modelling of this research, environmental concern significantly influences a favourable attitude toward and intention
to engage in green tourism are significantly influenced by environmental concern. Moreover, it was found that one's
attitude towards green tourism greatly influences their inclination to engage in green tourism. An attitude toward green
tourism significantly moderates the relationship between environmental concern and the intention to engage in green
tourism, according to the process macro mediation test. According to previous studies, people are more likely to buy
environmentally friendly products and have a favourable outlook on them when they feel a greater sense of personal
responsibility for the planet (Liao et al., 2020). Consistent with other studies in the home literature, this study confirms
what was already known. For instance, in a study by Kement (2018), anxieties about the environment had a substantial
impact on the desire to stay at eco-friendly hotels, A further study by Cavusoglu and Durmaz (2019) showed that the
intention to return to environmentally conscious hotels is highly influenced by a green mindset, whereas Yildiz and
Kiitahyal1 (2021) also found substantial relationship between green purchasing intention and green product attitude.

Wang et al. (2018) conducted a study in China and showed that environmental concern has positive effects on
consumers' attitudes and intention to visit green hotels. Han et al., 2010 reported that consumers' attitudes towards
green behaviour are an important determinant of their intention to give positive recommendations and to revisit a
green hotel. Raza and Farrukh (2023) state that attitude has explanatory power for consumer's green purchasing
behaviour such as intention to visit green hotels. These findings and research findings show that consumers with high
environmental concerns have high willingness to receive green tourism services and stay in green hotels. Therefore,
tourism organisations should give importance to green practices. Because the environmental concern levels of
consumers have increased.

There are not many studies in the literature on the mediating role of attitude towards green tourism in the
effect of environmental concern on the intention to participate in green tourism. Therefore, the mediating effect
finding of this study makes an important contribution to the literature. As a result of the research findings, the
following recommendations were made to tourism managers, governments and researchers.

The highly competitive hotel industry, which is highly dependent on profitable operations, has made
sustainable management a standard practice. Considering this growing concern for environmental degradation,
environmental management is emerging as a major challenge for hoteliers (Khalil et al., 2022).

Educators and marketers may do their part to assist tourists in learning more about the environment, become
more aware of possible sustainability issues, and form more positive attitudes about environmental protection,
according to Huang and Liu (2017).

Gaining a competitive advantage in marketplaces can be achieved by enterprises that understand green
purchasing behaviour and environmental concerns. Consequently, being conscious of eco-friendly purchasing
practices and environmental issues is crucial. Businesses can then implement green strategies to encourage customers
to buy environmentally friendly goods (Bulut et al., 2021). Hotel loyalty programs that prioritize environmental
sustainability can demonstrate gratitude to customers for their informational, attentive, and behavioural preferences.
By providing rewards and incentives, they can encourage guests to participate in eco-friendly activities (Olya et al.,
2019). Green hotels can be identified by their eco-labels or certifications, which show how sustainable they are.
Customers can make better choices with the aid of eco-labels. Additionally, eco-labels can raise knowledge and
sensitivity by recognizing customer values (D'Souza et al., 2021). According to Mohd Noor et al. (2014), green
hoteliers should highlight in their marketing efforts the ways in which their establishments contribute to better and
safer lifestyles for both customers and the environment. Staying at a green hotel may demonstrate to customers how
big of an impact they can have on reducing carbon emissions and conserving resources like water and electricity.
According to Wang et al. (2018), eco-friendly hotels can raise customer awareness about the impact of their everyday
actions on the environment by posting environmental protection signs in public restrooms.

Public relations and advertising campaigns for hotels should highlight eco-friendly amenities and services
(Kim et al., 2012). Marketers can boost the efficacy of hotel advertising campaigns by appealing to consumers'
emotions more. According to Raza & Farrukh (2023), these advertising strategies should target consumers' emotions.
Ads for eco-friendly hotels should reassure viewers about the hotel's commitment to sustainability, the steps used to
achieve this goal, and the triple bottom line those results (Sharma et al., 2023). Advertisements on social media
platforms should feature engaging content that educates consumers about environmental issues and the value of eco-
friendly products and services while also featuring compelling personal narratives from guests' stays at eco-friendly
hotels (Jiang & Kim, 2015).

Energy efficiency, the use of sustainable materials, and the elimination of single-use items are all hallmarks of
a "green" hotel. Using solar power and turning off the power while guest rooms are not in use are just two examples of
the many energy-saving options available. Changing the water flow settings on water-saving shower heads or other
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similar devices should be done in a way that the majority of users won't even notice a difference. If you want to save
water and nobody will notice, install a low-flow shower head (Han & Chan, 2013).

Integrating environmental education into the national education system can help public officials improve
green consumption by enhancing the environmental value of appropriately addressing the link between man and
nature. It is possible to raise consumer awareness and action about environmental issues through many media
platforms, including television and social media (Yue et al., 2020). Public administrators have the power to create
impactful documentaries that bring attention to pressing environmental issues, educate the public about these
challenges, and offer practical guidance and guidelines (Liao et al., 2020).

By working together on environmentally friendly initiatives, public administrators can back green hotels,
which should be a top priority in destination management. In order to achieve this, they might provide green hotels
with financial and technical assistance to improve their air quality, water conservation, and energy efficiency.
According to Olya et al. (2019), these policies will raise everyone's consciousness about the need for environmentally
responsible tourism and hospitality management. This includes green hotel visitors.

There must be a slew of environmental training platforms. During the training, participants will learn how to
identify environmentally friendly products. More people should plant trees and recycle more as part of the
government's sustainability initiatives to promote environmentally conscious behaviour. Zheng et al. (2020) argue that
schools should work together to educate students about environmental issues and how they may make a difference in
protecting the environment. Customers will become more eco-conscious as a result.

Small changes here and there and big investments in new processes and equipment are needed to make hotels
more viable, which could mean higher rates for guests. Consumers are wary of staying at more environmentally
friendly hotels due to the higher price tag (Boronat-Navarro & Pérez-Aranda, 2020). Some hotel owners think their
customers won't pay for questionable eco-friendly policies, say Tang & Lam (2017). Green items, in their view, are
both more costly and of inferior quality. Incorporating and studying the price perception towards green tourism into
the model is thus beneficial.

Wearing et al. (2002) recommends measuring the sociocultural background of green tourism product
customers to gain a better understanding of the industry. Galeazzo et al. (2021) argue that managers should take
cultural factors into account when determining which visitors exhibit environmentally friendly behaviours. It is
important for managers to prioritize services based on the main nationality of tourists served by tourism organizations,
as culture is influenced by nationality. As a result, research into perspectives on ecotourism that account for cultural
and socio-economic factors is crucial.

The significance of staff members' environmental knowledge about sustainability is further shown by the
study results of Sharma et al. (2023). The eco-awareness of those who work in tourist facilities should, therefore, be
studied. Furthermore, it is crucial for the literature to measure the attitudes of facility managers or owners towards
green tourism.
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Appendix: Scale Items

Environmental Concern

I am very concerned about the state of the world environment.

I am ready to reduce my consumption to help protect the environment.

Major social changes are necessary to protect the natural environment.

Major political changes are necessary to protect the natural environment.

I am concerned about the protection of the natural environment (including coastal, and marine area).
I care about the impact of my living habits on natural environments.

Environmental sustainability is crucial for the long-term success of nature tourism (coastal, marine, forest, highland, etc.).
Human beings seriously abuse the natural environment.

Attitude Towards Green Tourism

Green tourism has a positive impact on environmental quality.

Green tourism can stimulate the local tourism industry.

Green tourism has an educational meaning.

Green tourism can enhance my travel experiences.

Green tourism can improve my knowledge on resource conservation.

Intention To Participate in Green Tourism

I will follow green tourism principles when travelling.

I plan to stay in green hotels next time because of their positive contribution to the environment.
I plan to stay in green hotels instead of traditional hotels.

I will consider switching to green tourism for ecological reasons.

If I need to use chemical dishwashing detergent in nature, I will be away from the water source.
1 switch off the electricity of unused devices while in the hotel.

I take care to reduce the use of towels and bed linen during my stay at the hotel.
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Turizm bacasiz sanayi olarak da ifade edilen ve biiyiik ekonomik kazanglar saglayan ve gelisen
bir yapiya sahiptir. Turistlerin ziyaret ettikleri bolgelerden memnuniyetleri turizmin gelismesi
acisindan son derece etkili olmaktadir. Memnuniyet algis1 kisiden kisiye gore farklilik gosterse
bile genel geger memnuniyet degerlerini belli bir standartta tutmak miimkiin ve faydali
olabilmektedir. Bu c¢alismanmn amaci Tirkiye’yi ziyaret eden Suudi Turistlerin bazi
memnuniyet dlgiitleri kapsamimda memnuniyetlerini belirleyebilmektir. Bu dogrultuda Istanbul
ilini ziyaret eden Suudi turistlerle motivasyon, seyahat ve etkinlik boyutlar1 kapsaminda
memnuniyet iizerine gerceklestirilen anket verileri degerlendirilmistir. Istanbul ilinin
motivasyon, seyahat ve etkinlik boyutlar1 kapsamindaki memnuniyet 6l¢iimii vasatin iizerinde
degerlendirilmisken, demografik faktorlere gore yapilan degerlendirmelerde de anlamli
farkliliklar elde edilmistir. Cinsiyet degiskenine gére motivasyon ve seyahat boyutlar1 anlaml
farklilik gosterirken, gelir diizeyi degiskenine goére motivasyon ve etkinlik boyutlari da anlaml
farklilik gostermistir. Buna ek olarak yas ve egitim diizeyi degiskenlerine gére motivasyon,
seyahat ve etkinlik boyutlari, anlaml farkliliklar ortaya koymustur.

Abstract

According Tourism, also referred to as the chimneyless industry, is a developing structure
that provides great economic gains. The satisfaction of tourists with the regions they visit is
extremely effective for the development of tourism. Even though the perception of
satisfaction varies from person to person, it is possible and beneficial to keep general
satisfaction values at a certain standard. The aim of this study is to determine the
satisfaction of Saudi Tourists visiting Turkey within the scope of some satisfaction criteria.
In this regard, the survey data on satisfaction with Saudi tourists visiting Istanbul within the
scope of motivation, travel and activity dimensions were evaluated. While the satisfaction
measurement of Istanbul province within the scope of motivation, travel and activity
dimensions was evaluated as above average, significant differences were also obtained in
the evaluations made according to demographic factors. While motivation and travel
dimensions showed significant differences according to the gender variable, motivation and
activity dimensions showed significant differences according to the income level variable.
According to age and education level variables, motivation, travel and activity dimensions
revealed significant differences.
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GIRIS

Ulkelerin ekonomik giiciinii ve istihdam olanaklarmi biiyiik 6lciide etkileyen turizm kavrami, insanlarin gegici
amaclarla yer degistirmelerinden kaynaklanarak ortaya ¢ikmus sektorlere verilen addir. Ilk olarak 1900’lii yillarin
basinda ortaya ¢ikmis olan bu kavram, yasanilan gelismelere bagli olarak farkli tanimlamalar1 beraberinde getirmistir.
Turizmin en temel aktorleri turistlerdir. Turistlerin gezip-gérme meraklar1 turizmin giinden giine zenginlesmesine ve
cesitlilikle birlikte farkli bir yapiya biiriinmesine olanak saglamaktadir.

Turizmin iilkelerin ekonomisine sagladig: biiylik katkilar ile birlikte {ilkelerin bu devamliligi saglamak icin
turizm potansiyellerini arttirma ¢abalarin1 gérmek miimkiindiir. Ulkelerin turizm sektorlerine yaptiklari tesvikler ve
kolaylastiric1 yasal diizenlemeler turizm potansiyellerini arttirmak i¢in uygun bir yontem olarak goriilebilir.

Tiirkiye’de turizmin gelistirilmesi igin farkli yontemlerin ve diizenlemelerin yapilmasinin yam sira turizmin
temel aktorleri olan turistlerin beklentilerine uygun adimlarin atilmasi ve memnuniyetlerinin arttirilmasi bu anlamda
etkili olabilecek baska bir yontem olabilir. Turizm memnuniyeti gerekse destinasyonlarin g¢esitliligi gerekse de turizm
sektorlerinin uygulayacagi kaliteli hizmet ile dogru orantilidir. Bu baglamda belirlenen turist beklentilerin
karsilanmasi ve turistlerin algilayacagi tatmin diizeyinin optimum diizeye getirilmesi turizm sektdriiniin devamliligi ve
iilke ekonomisinde daha biiylik bir kaynak olabilmesi muhtemel goériinmektedir. Farkli inang, kiiltiir ve karakter
yapilarina sahip lilkelerden Tiirkiye’yi ziyaret eden turistlerin beklentilerinin farkli olmasi ve bu beklentilerin
kargilanabilmesi uygun metodolojiler kullanarak asilmasi gereken bir durumdur. Tiirkiye’nin bu anlamda eksiklerinin
neler oldugunun tespit edilmesi ve bu eksiklerin giderilmesi gerekmektedir.

Dogal giizelliginin cezbediciligi ile farkli uluslardan insanlarin akinina ugrayan Tirkiye, turizm sektoriiniin
daha giiclii bir sekilde devamliligini saglamak igin ortak degerleri korumanin yani sira birbirinden farkli beklentileri
olan turistlerin istek ve ihtiyaclarina uygun yapiya biiriinmelidir.

2. KAVRAMSAL CERCEVE
2.1. Turizm

Turizm kavrami, koken itibariyle eski bir gegmise sahip olmakla birlikte Latincedeki geri donmek, ¢evreyi dolagmak
veya donmek anlamlarma gelebilen ‘tornus’ sozciigiinden tiiretilmistir (Usta, 2009: 1). 1905 yilinda turizmi ilk
tanimlayan Guyer Feuler, turizm tanimi gOyledir. ‘‘Hava degisimi iste§inin gittikge artmasi ve dinlenme
gereksinmelerinin doga ve sanatla beslenenebilecek giizellikte tanima hevesi ve bilhassa ticaret ve sanayinin
gelisebilmesi ve ulagimin kusursuz hale gelebilmesinin bir neticesi olarak, uluslarin ve topluluklarin birbirleriyle daha
cok kaynagmasina olanak saglayan modern ¢aga 6zgii bir durumdur’’ (Kozak vd. 2017: 1).

Cagdas turizm kavramina yonelik ilk tammlama ise, iinlii ekonomistler Isvigreli W. Hunziker ve K. Krapf
tarafindan Ikinci Diinya Savas1 doneminde yapilmigtir. Hunziker ve Kraft’in tanimina gore: “turizm, insanlarin siirekli
calisma ve konutlarmin bulundugu yer disinda yaptiklari seyahat ve konaklamalarindan meydana gelen iligki ve
olaylarin timiidiir.” (Kozak vd., 2017: 29). Uluslararas: Bilimsel Turizm Uzmanlar1 Cemiyeti (AIEST) tarafindan
kabul edilen bu tanim Diinya Turizm Orgiitii (WTO) tarafindan da kabul edilmistir. Turistler i¢in turizm ‘‘yeme-i¢me,
ulasim, konaklama, dinlenme ve eglence gibi ihtiyaglarin karsilandigi bir hizmet bilesimidir.”” Ulkeler agisindan ise
turizm; ‘‘milli gelire katki saglama, istihdami arttirma, 6demeler dengesi agisindan olumlu etki yapma, teknoloji ve
bilgi transferini gelistirme, dis yatirnmlari cezbetme ve iilkelerin kalkinmasinda lokomotif gérevi listlenmek agisindan
onemli bir sektordiir (Bahar ve Kozak, 2005: 2-3).

2.2. Tiirkiye’de Turizm
Tiirkiye’de turizm gelismelerini 1990 6ncesi ve 1990 sonrasi olmak iizere iki boliimde ele almak miimkiindiir.
2.2.1. 1990 Oncesi Dénemde Tiirk Turizmi

1980’11 yillara kadar gozle goriiliir bir gelisme gosteremeyen Tiirk turizmi, planli donemin baslangict ve 1983 yillart
arasinda turizmi gelistirmek i¢in bir takim sartlar olugturmus ve 1983 yil1 sonrasi donem *‘serbestlik’’ dénemi olarak
nitelendirilmistir. Bundan 6nceki donemlerde ise Tiirk turizminin gelisimi i¢in daha once “Tiirk Seyyahin Cemiyeti”
ve sonrasinda *‘Tiirkiye Turing ve Otomobil Kuliibii” olarak anilan 1940’11 yillarda ise “Basin-Yayin ve Turizm Genel
Miidiirliigii” adimi alan kurum 1960’11 yillarda kurulan “Turizm ve Tanitma Bakanligi1” ile Tiirk turizmini gelistirmek
icin calismalar yapmiglardir. Bundan sonraki donemde 1972’de kitle turizminin gelismesi icin ¢ikarilan Seyahat
Acentalar1 ve Seyahat Acentalar1 Birligi Kanunu en 6nemli diizenlemelerden biri olmustur (Giilbahar, 2009).

Tiirk turizminde en biiylik ve hizli gelismelerin yasandigi donem 1980°1i yillar oldugu i¢in bu dénemin iizerinde
yogunlagsmak gerekmektedir. Bu dénemde artan arz kapasitesi ve iilkeye giren doviz ve yabanci sayisindaki artisin
yani sira 24 Ocak 1980°de uygulanan ‘‘Ekonomik Istikrar Tedbirleri.”” iginde

» Devaliiasyon karari,
» Yabanci sermaye ¢ergeve kararnamesi ile ilgili karar,
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Kambiyo mevzuatinin degistirilmesi ile ilgili karar,

2634 sayil1 turizmi tesvik kanunu,

Yurt disina turizm amach cikislar ile ilgili kararlar yer almis ve bu kararlar Tiirk turizminin gelisimini olumlu
yonde etkilemistir.

Y V VY

1984 programinda tur operatorleri ve hava yolu sirketlerinin desteklenmesi, turizmin yerlesim merkezlerinde
gelistirilmesi ve 1980’de alinan kararlarin uygulanmasina devam edilmesi amaglanmistir (Kozak, vd. 2017: 157, 159).

Saglik, kiiltiir, genglik, kis ve diger alternatif turizmlerin ile bireysel turizmin gelistirilmesi 1985 ve 1989
yillar1 arasindaki donemi kapsayan Besinci Kalkinma Planinda ele alinmistir (Devlet Planlama Tegkilati, 1985: 120).

2.2.2.1990°dan Giiniimiize Tiirk Turizmi

1990’11 yillarin basindan itibaren iilkemizde kitle turizminin yani sira, alternatif bazi turizm cesitleriyle ilgili
calismalar hiz kazanmis, talebe bagli olarak bu alanda 6nemli gelismeler kaydedilmeye baslanmistir. 1990-1994
yillarim kapsayan Altinc1 Kalkinma Planinda charter tasimaciliginin gelistirilmesi, tesislerin doluluk oranlarini artiric
ve turizm sezonunu uzatict dnlemlerin alinmasi yaninda, dogal giizelliklerin ve kiiltiirel mirasin korunmasi ve kis,
saglik, kongre, iiclincii yas turizmi gibi alternatif turizm ¢esitlerinin tesvik edilmesi ile ilgili politikalar yer almistir
(Devlet Planlama Tegkilati, 1989: 281-282).

Bu donemde olumlu gelismeler olmasina ragmen, diger iilkelere gore yapilan kiyaslamalarda teknik altyapi,
ulagim, pazarlama, tanitim gibi 6nemli turizm bilesenlerinin yeterli olmadig1 ve bazi bolgelere ait projelerin finansal
yetersizlik nedeniyle gergeklestirilemedigi goriilmiistiir (Devlet Planlama Teskilati, 1995: 162).

1996-2000 yillar1 arasindaki donemi kapsayan Yedinci Kalkinma Planinda turizmin c¢esitlendirilmesi ve
pazarlama c¢aligmalari iizerinde yogunlasilmis ve Tiirkiye turizm agisindan makro diizeyde politikalarin yiiriitiilmeye
calisildigr anlasilmistir (Kozak, vd. 2017: 159-160).

2001 ve 2005 yillar1 arasindaki donemi kapsayan Sekizinci Kalkinma Plani igerisinde sahil turizmi hedeflenen
artisin en biiyiik faktorii iken sezonluk tatiller yerine tiim yil1 kapsayan deniz asir1 seyahat anlayisi ile saglik, yat, kis,
kongre ve ekoturizm gibi gelistirici politikalar yer almistir (Devlet Planlama Teskilati, 2000: 167-168).

2007 ve 2013 yillart arasinda 7 yillik bir siireci kapsayan Dokuzuncu Kalkinma Plami turizm agisindan bolgesel
dengesizlikleri ortadan kaldirmak, tarihi ve sosyal ¢evreyi kollamak, hizmet kalitesini arttirmak mevsimsel ve cografi
dengesizlikleri iyilestirmek, diinya turizminden alinan payi arttirilmasi gibi konular1 kapsamaktadir (Devlet Planlama
Teskilati, 2006: 82).

2014-2018 yillart i¢in Onuncu Bes Yillik Kalkinma Plani kapsaminda Tiirkiye’de turizmin iiriin ve
hizmetlerinin iyilestirilmesi ve ¢esitlendirilmesine yonelik ilkeler yer almig bu sayede daha iist gelir gruplarina hitap
edecek bir turizm anlayisi ve nitelikli isgiicii, tesis ve hizmet kalitesiyle uluslararasi bir marka haline getirilmesi
hedeflenmistir. Ayrica, turizm deger zincirinin her bilesenindeki kalitenin artirllmasi ve siirdiiriilebilirlik ilkesi
cercevesinde bolgesel kalkinmada turizmin Oncili bir sektor haline getirilmesi temel amag olarak belirlenmistir.
Onunca kalkinma déneminde, turizm tiirlerinin ve faaliyetlerinin biitiinciil bir bakis agisiyla ele alinmasi ve Varig
Noktas1 Yonetimi ile ilgili yeni projelerin hayata gecirilmesinin 6nemsendigi dikkat ¢ekmektedir (Kozak, vd. 2017:
160-161).

Fitch Solutions’un 2022 yilina kadar 5 yillik Tiirkiye Turizm Raporu tahminlerine gore yapilan SWOT
analizinde gii¢lii yonler, zay1f yonler, firsatlar ve tehditler asagida belirtilmistir.

Giiclii Yonler
« Istanbul, ¢cok sayida bdlgesel ve kiiresel ulasim baglantis1 olan popiiler bir kiiltiirel tatil yeridir.

* En st diizey kiiresel otel zincirlerinin ¢ogu iilkede zaten giiglii bir varliga sahip ve ¢ok sayida popiiler marka temsil
ediliyor.

* Biitge tatillerinden iist diizey seyahatlere ve liiks tatil yerlerine kadar ¢esitli pazarlar karsilanmaktadir.

» Tiirkiye, Bat1 ve Dogu Avrupa, Orta Dogu ve Asya'dan gelenleri cekmek i¢in cografi olarak iyi bir konumdadir.

» Tiirkiye, onu asimetrik soklardan koruyarak genis bir turizm kaynagi pazarina sahiptir.

Zayif Yonler

» Ziyaretgiler agisindan Temmuz 2016'daki basarisiz darbe girisimi ve i¢ politik huzursuzluklar cesaret kirici olabilir.
* Turizm piyasas1 mevsimsellikten etkilenir ve yaz sezonu digindaki turizmi tegvik etmek i¢in daha fazlasi yapilabilir.

» Bolgesel istikrarsizlik, ozellikle Suriye'deki savas, lilkenin turizm endiistrisi i¢in endise kaynagi olmaya devam
ediyor.
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Firsatlar

* Din, iilkenin kiiltiir ve siyasetinde dnemli bir yer almaya basladigindan, Tiirkiye Orta Dogu'dan gelen ziyaretgiler
arasinda giderek daha popiiler hale geliyor.

* Rusya ile yeniden canlandirilmis diplomatik iligkiler, bir zamanlar kayda deger olan bu kaynak piyasadan gelen
gelismeleri yeniden inga etmek i¢in firsatlar sunmaktadir.

» Avrupa ve Orta Dogu'dan gelen ziyaretgilerin ilgisini ¢ceken medikal turizminin de gelismesi bekleniyor. Hiikiimetin
kis seyahatini artirma planlar1 mevsimsellikten azalacak.

* Sektore devlet destegi, sanayinin zorlu riizgarlara karsi korunmasina yardimer olmalidir.
Tehditler

* Suriye’den gelen siddet ve istikrarsizliklarin dagilmasi terdr saldirilarinin artmasina neden olarak gelismeleri daha da
hafifletebilir.

» 2016'da Cumhurbaskan1 Erdogan'a yonelik askeri darbe girisimi, sosyopolitik sonuclara genis Olciide ulasiyor ve
turizmin iyilegsmesini etkileyebilir.

» Tiirkiye ile ABD ve Ingiltere arasindaki ucuslarda biiyiik elektronik cihazlarin yasaklanmasi, Tiirkiye'nin uluslararasi
bir hava seyahat merkezi olma hedefini tehdit edebilir.

* Baslica pazarlarda, 6zellikle AB ve Rusya'da yasanan gerileme, orantisiz sekilde makbuzlara ve sanayi degerlerine
diisecektir.

2.3. Turizm Alaninda Yapilan Calismalar

Turizmin ¢ok boyutlu olmasi bu alanda yapilan c¢aligsmalarinda ¢ok farkli olmasina imkan saglamistir. Yapilan
caligmalar genel olarak bolgesel ¢alismalar olurken turizmin bilesenleri farkli agilardan ele alinmigtir. Literatiiriin bu
denli kapsamli olmasi arastirilan konularin genel turizm agisindan ele alinan konular olmasimi miimkiin kilmugtir.
Yapilan calismalara en giincel olanlardan baglanarak asagida kisaca deginilmistir.

Sahin ve digerleri (2018) calismalarinda yerli turistlerin Tiirkiye, Istanbul, turizm ve rehberlik acisindan
metaforlarim belirlemek igin arastirma yapmuslardir. Sonug olarak Tiirkiye igin 22, Istanbul icin 19, turizm ve turist
kavramlar igin de 22’ser metaforun gelistirildigi ve metaforlarin ¢ogunun olumlu algilardan meydana geldigini
belirtmislerdir.

Aydin (2017) yaptig1 ¢alismada Islami turizmi ele almustir. Tiirkiye’deki Islami turizm tesvikinin az oldugunu
belirttigi ¢alismasinda Is}ami turizmin turizm sektorii igerisindeki paymin yiizde 4 oldugunu ve ekonomik biiyiime
hedefleyen Tiirkiye icin Islami turizme yo6nelik tesviklerin arttirilmasinin fayda saglayacagini dile getirmistir.

Jaelani (2017) Endonezya’daki helal turizmin endiistrisi lizerine yaptig1 arastirmada Endonezya'daki
Miisliimanlarin ¢ogunlugunun helal turizm endiistrisinin dini uygulamalarindan ayrilamayacagin tespit etmis ve helal
turizmin gelecekte Endonezya'yi diinyadaki helal turizm merkezi olarak konumlandirmak igin ulusal turizm
endiistrisinin bir parcasi haline geldigi sonucuna varmistir.

Dujmovic ve Vitasovic (2015) yaptiklart ¢aligmada postmodern toplum ve turizmi ele almislardir. Calismada
giiniimiiz kosullarinda turizm {iriiniiniin ¢esitlendirilmesi, turist deneyimlerinin gesitliligi ve gesitliligi konusundaki
geleneksel tipolojik agidan kati ve dar teorik gerceveden daha esnek kavramsallagtirmalara dogru ilerlemenin gerekli
oldugunu ortaya koymayi amaglamiglardir. Sonug olarak halihazirda var olan formlari ve temel turizm yapilarini
degistirme veya en azindan degistirme potansiyeline sahip olan yeni turizm bi¢imleri ortaya ¢ikarmislardir. Yeni bir
turizm talebi tiiriiniin, turizm teklifinin niteligini 6nemli ol¢lide degistirdigini ve turizm arz ve talebindeki degisiklikler
ve turizm iirlinliniin dogasinin, genellikle turist sonrasi kavramla iligkilendirildigini belirtmislerdir.

Sarac (2015) Tiirkiye’de site yonetimi ve kiiltiir turizmi {izerine yaptig1 ¢alismada Aspendos ve Alanya Kalesi
Kilisesi’ne yonelik bir arastirma gergeklestirmistir. Caligma sonuglarinin séz konusu site yonetimi girisimlerinin,
Tiirkiye'deki miras alanlartyla ilgili uzun siiredir devam eden ydnetim sorunlarmma ¢6ziim saglama potansiyeli
oldugunu ve Tiirkiye'deki kiiltiirel turizmin geleceginin, kitle turizm politikalariin saglamlagtirilmig etkisinin yani
sira bu politikalardan kaynaklanan yonetisim, planlama ve arastirma sorunlari1 nedeniyle belirsiz oldugunu belirtmistir.

Demir (2014) ¢alismasinda bes yillik kalkinma plan1 ve Tiirkiye’nin 2023 yilina yonelik turizm faaliyetlerini
ele almistir. Farkl bilesenlerdeki verileri kullanarak ayn1 donemdeki turist sayilar1 ve turizm gelirleri agisindan yaptigi
degerlendirmede kalkinma planlarinin 6nceki donemlere gore verimli oldugunu ve turist sayisi ile turizm gelirlerinin
artis gosterdigini belirtmistir.

Karatag ve Babiir (2013) turizm sektoriiniin gelisen diinyadaki yeri iizerine yaptiklari ¢alismada ekonomik
degisimin analizi ile ilgili bir literatiir arastirmasi yapmiglardir. Caligmada sonu¢ olarak ekonomik geligsmelerin
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isletme faaliyetleri ve turistik tiiketicilerin davraniglart ve beklentileri {izerinde biiylik degisimler olusturdugunu
savunmuglardir.

Yildiz (2011) yaptig1 ¢alismada turizm sektoriiniin gelisimini ve istihdam tizerindeki etkisini ele almistir.
Istihdam sorununun ¢6ziimii i¢in turizm ve sanayi sektdrleri agisindan yaptig1 karsilastirma neticesinde Tiirkiye’deki
igsizligin giderilmesinde turizm sektoriiniin 6nemli bir faktor oldugunu dile getirmistir.

Uriely (2009) turist tipolojileri ilizerine yaptigi ¢aligmada arastirmacilara motivasyonlarin ve anlamlarin
seyahat diizenlemeleri uygulamalar ile birlestigi iyi kurulmus turist tipolojilerinin yapisini bozacak analitik bir arag
saglamayr amaclamigtir. Analiz sonucuna gore, ¢agdas sirt ¢antasinin, sirt cantalilarin deneyimlerine atadiklari
anlamlarin cesitliligi ile alt tiirlere ayrilabilecek bir turizm bi¢imi oldugunu ortaya koymustur.

Gtlbahar (2009) yaptig1 calismada kitle turizminin Tiirkiye’deki gelisimini ve alternatif yonelimleri ele almig
ve 1990 yilindan bu yana turizmin gesitlendigini fakat mevcut potansiyelin yeterince degerlendirilmedigini ve
mevsimlik yogunlasma sorununun devam ettigini belirtmistir.

Soybali (2005) yaptig1 calismada Tiirkiye'de turizmin gegici ve 6zel hedefleri iizerine inceleme yapmustir.
Calisma neticesinde zamansal ve mekansal dengesizlik arasinda bir iliski oldugunu ve Tiirk turizminin gelismesinin
halen erken asamada oldugunu belirterek simdiki ve gelecekteki sorunlara karst uygun eylemlerin yarimin zorluklarimi
onleyebilecegini dile getirmistir.

Cimat ve Bahar (2003) yaptiklar1 calismada Tiirkiye ekonomisinde turizm sektdriiniin 6nemini ele almiglardir.
Calismalarinda Tirkiye’nin 1980 yilindan bu yana turizm alaninda biiyilk adimlar attigim1 ve cevreyle uyumlu,
rekabetci ve siirdiiriilebilir politikalar uygulayarak ilerleyen yillarda daha biiyiik gelirler elde edilebilmenin miimkiin
olabilecegini belirtmiglerdir.

Oztiirk ve Yazicioglu (2002) calismalarinda gelismekte olan iilkeler agisindan alternatif turizme ydnelik teorik
bir calisma gergeklestirmiglerdir. Turizm sektoriiniin ekonomi igindeki paymna degindikleri ¢aligmada alternatif
turizmin gelismekte olan llkeler i¢in biiyiik bir kazang oldugunu ve turizmin gesitlendirilmesinin bu anlamda iyi bir
yontem olabilecegini belirtmiglerdir.

3. YONTEM

Her iilkeden turist agirlayabilecek turizm gekiciligine ve potansiyeline sahip Istanbul ili, yerli niifusun yasadig: kiiltiir
ve inang bakimindan benzer kiiltiir ve inanca sahip olan Suudi turistlerin yogun ziyaretini gérmektedir.

Bu ¢alisma da Istanbul ilini ziyaret eden Suudi turistlerin memnuniyetini dlgmek icin gergeklestirilmistir.
Yapilan arastirmalara gore lilkemizi ziyaret eden Suudi turist sayisinin 2017 yilinda 620 bin civarinda oldugu ve 2018
yilmin son 6 aymnda yiizde 35’lik artisla 837 bin turistin iilkemize giris yaptig1 belirtilmistir. 1l Kiiltiir ve Turizm
Miidiirliigiiniin 2017 yili verilerine gére Istanbul ilini ziyaret eden Suudi turist sayisinin 294 bin 401 kisi oldugu
gdriilmiistiir. 2018 yilinda ise 628 bin 577 Suudi turistin Istanbul ilini ziyaret ettigi belirtilmistir.

Kiiltiir ve Turizm Bakanligi tarafindan 2019 Ocak-Temmuz dénemi turizm istatistiklerine gore Tiirkiye’ye
Suudi Arabistan’dan gelen turist sayisi yiizde 16.96 oraninda azalmistir. 2019 Ocak-Temmuz déneminde Istanbul ilini
ziyaret eden Suudi turist sayist 370 bin 265 turiste gerilemistir.

Calismada nicel yontem ile anket uygulamasi ile veri toplanmistir. Saglikli bir sonug elde edebilmek iizere en
giincel ana kiitle verileri lizerinden 6rneklem hacmini belirlemek igin %95 giiven diizeyi ile yapilan hesaplamada 384
orneklemin yeterli oldugu goriilmiigtiir (Www.surveysystem.com.tr).

Veri toplama araglart acgisindan Alreshaidan (2016) ‘‘Suudilerin Uluslararasi Zevk ve Bog Zaman Seyahati
Davranislarinin Bir Analizi’’ {lizerine yapmis oldugu calismasindaki standart 6lgekli bir memnuniyet anketinden
esinlenilerek bir anket formu olusturulmustur (Alreshaidan, 2016: 48-65). Cinsiyet, yas, egitim diizeyi, medeni durum
ve gelir diizeyi gibi demografik 6zelliklerin yani sira motivasyon, seyahat, etkinlik faktorleri olmak tlizere 3 faktor
tizerinden olugturulmus 52 soruluk ankette 5°1i Likert (1 kesinlikle 6nemsiz...5 kesinlikle 6nemli) kullanilmistir.

2019 yili Mart-Nisan aylarinda yiiz yiize ger¢eklestirilen anket uygulamasinda Suriyeli olan arastirmacilardan
birinin yardimiyla Arapca hazirlanmis olan anket sorularinin Suudi turistler tarafindan degerlendirilmesi istenmistir.
Anketlerin eksik ve yanlis doldurulma gibi riskleri gbz oniinde bulundurularak yeterli 6rneklem sayisinin (384)
iizerinde olacak sekilde 400 anketin yapilmasi uygun goriilmiistiir. Yeterli 6rneklem sayisinin iizerinde yapilan
anketlerin hepsi gecerli olarak analizlere dahil edilmistir.

4. BULGULAR

Calismada parametrik ya da parametrik olmayan analiz yontemlerinden hangisinin kullanilacagina karar vermek i¢in
veriler lizerinden normallik testi yapilmistir. Yapilan normallik testine ait degerler tablo 1°de gdsterilmistir.

Tablo 1: Memnuniyet Faktorlerinin Normallik Testi
| Faktorler |  Carpikhk | Basiklik |
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Motivasyon -0,643 -0, 987
Seyahat -0,451 -0, 577
Etkinlik -0,114 -1,171

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 1°de goriildiigii lizere 6lgek puanlarinin normal dagilima uygunlugunun incelenmesi i¢in yapilan temel
islem carpiklik ve basiklik degerlerinin hesaplanmasidir. Olgek puanlarindan elde edilen basiklik ve carpiklik
degerlerinin +3 ile -3 arasinda olmasi normal dagilim icin yeterli goriilmektedir (Groeneveld ve Meeden, 1984;
Hopkins ve Weeks, 1990; De Carlo, 1997). Buna gore tablo 1’de gosterilen dlgek puanlarimin (en yiiksek carpiklik
degeri -0,114, en diisiik -0,643, en yiiksek basiklik degeri -0,577, en diigiik basiklik degeri -1,171) normal dagilim
gosterdigi kabul edilmistir. Bu baglamda analizlerde parametrik yontemler kullanilmstir.

Uygulamaya katilanlara ait bilgileri (cinsiyet, yas, egitim diizeyi, medeni durum ve gelir diizeyi) yansitan
frekans analizi, sorularin gecerliligini test etmek i¢in kullanilan giivenilirlik analizi, faktorlerin ortalamalarini gosteren
orneklem t testi ve ayrica bagimsiz degiskenlerin durumuna gore bagimsiz 6rneklem t testi, tek yonlii anova testi spss
yardimiyla gerceklestirilmistir.

Tablo 2: Uygulamaya Katilanlarin Demografik Ozelliklerine Ait Bilgiler

| Frekans | Y%
Cinsiyet
Kadin 226 56,50
Erkek 174 43,50
Yas
20 Yas Alt1 174 43,50
20-29 76 19
30-39 66 16,50
40-49 37 9,25
50-59 36 9
60 ve Uzeri 11 2,75
Medeni Durum
Evli 125 31,25
Bekar 275 68,75
Egitim Diizeyi
Ilkokul 39 9,75
Ortaokul 74 18,5
Lise 209 52,25
Lisans 67 16,75
Lisansiistii 11 2,75
Gelir Diizeyi
1500 TL ve Alt1 112 28
1501-3000 TL 181 45,25
3001-4500 TL 68 17
4501 TL ve Uzeri 39 9,75
TOPLAM 400 100

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 2 incelendiginde ankete katilanlarin ¢ogunlugunun kadin, 20 yas ve alt1 araliginda, bekar, lise diizeyinde
ve orta diizeyde gelire sahip bireylerden olustugu goriilmektedir.

Maddelerin i¢ tutarliligmmin bir dl¢iisii olan Cronbach alfa katsayisi, olgekte bulunan maddelerin homojen
yapisin1 agiklamak veya sorgulamak iizere kullanilmaktadir. Cronbach alfa katsayis1 yliksek olan 6l¢ekteki maddelerin
birbirleriyle tutarl bir o kadar da ayn1 6zelligi 6lcen maddelerden meydana geldigi anlami tasimaktadir. Cronbach alfa
likert tipli 6lgeklerde siklikla kullanilmaktadir. Cronbach alfa asagidaki gibi ifade edilmektedir:

0 <R2 < 0.40 ise giivenilir degil

0.40 <R2 <0.60 ise diisiik giivenilirlikte

0.60 <R2<0.80 ise oldukga giivenilir

0.80 <R2 < 1.00 ise yiiksek giivenilirlikte (Y1ldiz ve Uzunsakal, 2018: 19).

Olgek verilerine iliskin giivenilirlik analizinde Cronbach's Alpha degeri 0,96 olarak bulunmustur. Olgegin

giivenilirligi yiliksektir. 52 degerlendirme sorusuna iliskin ayrintili analizde 6l¢egin giivenilirligini azaltan herhangi bir
soru olmay1p tiim sorular analize dahil edilmistir.
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Tablo 3: One Sample T Test: Memnuniyet Faktorlerinin Genel Ortalamalari

Faktorler N Ortalama Standart Hata
Motivasyon 400 428 0,036
Seyahat 400 3,90 0,037
Etkinlik 400 3,40 0,048

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 3’e gore belirlenmis olan turizm memnuniyet faktorlerine ait ortalamalarin istatistiksel agidan anlaml
olduklart goriilmektedir (p<0,05). Ortalama degerlere gére memnuniyet degeri en yilksek olan faktorler sirasiyla
motivasyon, seyahat ve etkinlik faktorleri olmustur.

Tablo 4: Independent Samples T Test: Memnuniyet Faktorlerinin Cinsiyete Gore Degerlendirilmesi

Faktorler Cinsiyet N Ortalama t Standart Hata p
. Kadin 226 4,36 0,047
Motivasyon Frkek 174 417 2,665 0.056 0,008
Kadin 226 3,98 0,047
Seyahat Erkek 174 3.80 2,349 0.058 0,019
. Kadin 226 3,41 0,064
Etkinlik Frkek 172 3.39 0,238 0.074 0,811

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 4’e gore motivasyon ve seyahat memnuniyeti faktorlerinin cinsiyete gore farklilik arz etti§i ve bu
farkliligin istatistiksel agidan anlamli oldugu goriilmektedir (p<0,05). Ortalamalara bakildiginda motivasyon
memnuniyet faktoriine ait ortalama degerinin seyahat memnuniyeti faktoriine ait ortalama degerden daha yiiksek
oldugu anlasilmaktadir.

Tablo 5: One Way Anova: Memnuniyet Faktorlerinin Yas Gruplarina Gore Degerlendirilmesi

Faktorler Yas N Ortalama Standart Hata p
20 Yas Alt1 174 4,50 0,040
20-29 76 4,13 0,089
Motivasyon 30-39 66 4,25 0,098 0.000
40-49 37 3,95 0,136 ’
50-59 36 3,93 0,144
60 ve Uzeri 11 4,29 0,209
Toplam 400 428 0,036
20 Yas Alt1 174 4,11 0,043
20-29 76 3,78 0,088
30-39 66 3,91 0,102
Soyahat 40-49 37 3,63 0,132 | 0,000
50-59 36 3,44 0,129
60 ve Uzeri 11 3,89 0,276
Toplam 400 3,90 0,037
20 Yas Alt1 174 3,58 0,074
20-29 76 3,30 0,106
30-39 66 3,40 0,115
Etkinlik 40-49 37 3,35 0,182 | 0,003
50-59 36 3,86 0,126
60 ve Uzeri 11 3,39 0,198
Toplam 400 3,40 0,048

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 5’e gore motivasyon, seyahat ve etkinlik memnuniyeti faktorlerinin yas gruplarina gore farklilik arz
ettigi ve bu farkliligin istatistiksel agidan anlamli oldugu goriilmektedir (p<0,05). Ortalamalara bakildiginda
motivasyon memnuniyet faktdriine ait ortalama degerinin seyahat memnuniyeti ve etkinlik faktoriine ait ortalama
degerlerden daha yiiksek oldugu anlagilmaktadir. Yas gruplarina gore ortalama degerlerde diizensiz bir artig ve azalig
goriilmekle beraber motivasyon ve seyahat memnuniyeti faktdrlerine ait en yiiksek ortalama degerlerin 20 yas ve alti
bireylere ait oldugu, etkinlik memnuniyetine ait en yiiksek ortalama degerin ise 50-59 aras1 yas grubuna ait bireylerin
ait oldugu gorilmektedir.

Tablo 6: Independent Samples T Test: Memnuniyet Faktorlerinin Medeni Duruma Goére Degerlendirilmesi
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Faktorler Mgdeni Durum N Ortalama t Standart Hata p
Morivasyon | EXL 5 oo Goar] 03!
- S 1
Etkinlik EZEér ;; g;‘g 0,695 gzggé 0,474

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 6 incelendiginde motivasyon, seyahat ve etkinlik memnuniyeti faktdrlerinin medeni durum degiskenine
gore degerlendirmelerinde ortalamalar arasindaki farkin istatistiksel acidan anlamli olmadig1 goriilmektedir (p>0,05).

Tablo 7: One Way Anova: Memnuniyet Faktorlerinin Egitim Diizeyine Gore Degerlendirilmesi

Faktorler Egitim Diizeyi N Ortalama Standart Hata p
[Ikogretim 39 3,42 0,122
Ortadgretim 74 3,69 0,085
Motivasyon | Lise 209 4,56 0,033 0.000
Lisans 67 4,44 0,072 |
Lisanstistii 11 4,90 0,050
Toplam 400 4,28 0,036
[Ikogretim 39 3,26 0,129
Ortadgretim 74 3,30 0,078
Lise 209 4,19 0,038
Seyahat Lisans 67 3,95 0,080 | 000
Lisanstistii 11 4,37 0,162
Toplam 400 3,90 0,037
Ikogretim 39 2,86 0,125
Ortadgretim 74 2,97 0,082
. Lise 209 3,69 0,067
Etkinlik Lisans 67 3,27 0,120 | %000
Lisanstistii 11 3,56 0,244
Toplam 400 3,40 0,048

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)

Tablo 7’ye gére motivasyon, seyahat ve etkinlik memnuniyeti faktérlerinin egitim diizeylerine gore farklilik
arz ettigi ve bu farkliligin istatistiksel agidan anlamli oldugu goriilmektedir (p<0,05). Ortalamalara bakildiginda
motivasyon memnuniyet faktoriine ait ortalama degerinin seyahat memnuniyeti ve etkinlik faktoriine ait ortalama
degerlerden daha yiiksek oldugu anlasilmaktadir. Motivasyon, seyahat ve etkinlik memnuniyeti faktorlerinin
ortalamalarina bakildiginda en yiiksek ortalamalarin lisansiistii egitim diizeyine sahip bireylere ait oldugu
goriilmektedir.

Tablo 8: One Way Anova: Memnuniyet Faktorlerinin Gelir Diizeyine Gore Degerlendirilmesi

Faktorler Gelir Diizeyi N Ortalama Standart Hata p

1500 TL ve Alt1 112 4,03 0,071
1501-3000 181 4,27 0,056

Motivasyon | 3001-4500 68 4,42 0,072 | 0,000
4501 TL ve Uzeri 39 4,79 0,035
Toplam 400 428 0,036
1500 TL ve Alt1 112 3,79 0,079
1501-3000 181 3,93 0,056

Seyahat 3001-4500 68 3,93 0,065 | 0,236
4501 TL ve Uzeri 39 4,04 0,102
Toplam 400 3,90 0,037
1500 TL ve Alt1 112 3,49 0,087
1501-3000 181 3,48 0,079

Etkinlik 3001-4500 68 3,11 0,083 | 0,038
4501 TL ve Uzeri 39 3,33 0,142
Toplam 400 3,40 0,048

Kaynak: (Yazarlar Tarafindan Olusturulmustur.)
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Tablo 8’¢ gore motivasyon ve etkinlik faktorlerinin gelir diizeyine gore farklilik arz ettigi ve bu farkliligin
istatistiksel agidan anlamli oldugu gorilmektedir (p<0,05). Ortalamalara bakildiginda motivasyon memnuniyeti
faktoriine iliskin en yiiksek degerlendirmeleri 4501 TL ve iizeri gelir diizeyine ait bireyler degerlendirirken etkinlik
memnuniyeti faktoriine ait en yiiksek degerlendirmeleri 1500 TL ve alt1 gelir diizeyine ait bireylerin degerlendirdikleri
anlasilmaktadir.

SONUC

Turizm, arz ve talebe bagh olarak gelisen biiyiik bir kazang sektoriidiir. Ulke ekonomisine biiyiik katki saglayan
turizmin devamliligr politik, ekonomik, dini sosyo-kiiltiirel ve gerekli arzlarin saglanabilmesi gibi bir¢ok etkene
baghidir. Bir iilkenin turizm potansiyelini optimum seviyeye getirebilmesi igin gerekli olan degerlerden bir tanesi de
siiphesiz iilkeyi ziyaret eden turistlerin memnuniyet diizeylerini yiiksek tutmaktir. Memnuniyetin farkli boyutlari
olmasina ragmen genel gecer durumlar géz oniinde bulundurularak beklentileri belirli bir standartta yiiriitmek son
derece elzemdir.

Bu ¢aligmanin temel amaci, ortak degerlere sahip oldugumuz Suudi Turistlerin Tiirkiye’yi ziyaret ederken
bazi temel durumlar agisindan genel memnuniyetlerini ortaya koymaktir. Bu kapsamda ele alinan bazi memnuniyet
faktorleri Suudi Turistlerden elde edilen veriler sayesinde bir takim analizlerle incelenmistir.

Analizlerden elde edilen bulgulara gore; 5°li likert dlgegi kullanilarak gerceklestirilen degerlendirmelerde
motivasyon, seyahat ve etkinlik memnuniyeti faktorlerinin genel ortalamalarinin vasatin iistiinde oldugu anlasilmistir.
En yiiksek ortalama degerlerin sirasiyla motivasyon, seyahat ve etkinlik memnuniyeti faktorlerine ait oldugu
gOrilmiistiir.

Memnuniyet faktorlerinin, demografik faktdrler agisindan yapilan analizlerde motivasyon ve seyahat
memnuniyeti faktorlerinin cinsiyete gore farklilik arz ettigi ve bu farkliligin istatistiksel agidan anlamli oldugu ve
kadinlarin erkeklere gore bu faktorleri daha yiiksek degerlendirdikleri goriilmiistiir. Yas gruplar1 baz alinarak yapilan
degerlendirmelerde memnuniyet faktorlerinin istatistiksel agidan anlamli farkliliklara sahip olduklari goriilmiistiir.
Motivasyon ve seyahat memnuniyeti faktorlerini 20 yas ve alt1 turistlerin yiiksek degerlendirdigi goriiliirken etkinlik
memnuniyeti faktoriinii 50-59 aras1 yas grubundaki turistlerin yiiksek degerlendirdigi goriilmiistir. Memnuniyet
faktorlerinin, medeni durum degiskenine gore yapilan degerlendirmelerde ortalamalar arasindaki farkin istatistiksel
acidan anlamli olmadigi anlasilmistir. Memnuniyet faktorlerinin, egitim diizeylerine gore farklilik arz ettigi ve bu
farkliligin istatistiksel agidan anlamli oldugu ve biitiin faktorleri en yiiksek degerlendiren turistlerin lisansiistii egitim
diizeyine sahip turistler olduklar1 anlagilmustir.

Gergeklestirilen ¢alismada sonug¢ olarak; turizm memnuniyeti agisindan belirlenen faktorlerin ¢ok yiiksek
olmamakla birlikte vasatin {izerinde bir memnuniyet diizeyine sahip olduklar ve farkli degiskenlere gore farkl
degerlendirildikleri goriilmiistiir. Memnuniyetin her bireyde farkli algilanmasi ve beklentilerin gesitliligi gbz Oniine
almdiginda daha farkli memnuniyet faktorleri ve daha genis turist kitleleri baz alinarak yapilacak ¢aligmalarin daha
somut ve genel gecer neticeler ortaya ¢ikaracag diisliniilmektedir.
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0z

Kiiltiirel miras, toplum iginde bulunan bireylerin gegmis ve gliniimiiz arasinda bag kurabilmeleri ve gegmisi
anlayabilmeleri agisindan Onemli unsurlardan biridir. Yapilar, yapitlar ve eserler disinda bireylerin
yasadiklar1 topluma ait kimliklerinin olusmasinda giiglii islevi olan kiiltirel miras unsurlari, bireylerin
aidiyet duygularim1 da gelistirmekte ve giliclendirmektedir. Kendi igerisinde somut ve somut olmayan
kiiltiirel miraslar olmak tizere iki gruba ayrilmaktadir. Somut olmayan kiiltiirel miras, gelenek ve
goreneklerin aktarilmasma iliskin kullanilan ara¢ ve geregler, uygulamalar olarak tanimlanabilmektedir.
Somut miraslarm onemli 6l¢iide tamamlayicist olarak goriilen somut olmayan kiiltiirel miras, bolgesel
olarak gesitlilik ve degiskenlik gostermektedir. Bu miras unsurlari gegmis ve giiniimiiz arasinda 6nemli bir
koprii gorevi gorerek, gelecek nesillere 6nemli bir zemin hazirlamaktadir. Giiniimiiziin degisen ve geligsen
donem sartlarindan dolayr miras unsurlarinin giderek 6nemini ve degerini yitirdigini, siirdiiriilebilirliginin
giderek zorlastigini gozlemlemek olduk¢a miimkiindiir. Calismada, atadan kalma en eski el sanatlarindan
biri olan bakircilik meslegi somut olmayan kiiltiirel miras bakimindan incelenmistir. Bu ¢alismanin amaci
6nemli bir ortak miras meslegi olan bakircihig: siirdiiriilebilirligi agisindan ele almaktir. Bu ¢aligmada nitel
arastirma yontemleri kullanilmistir. Calisma kapsaminda Kahramanmaras Bakircilar Carsi’sinda is
tecribeleri 30 ve 60 yil araliginda olan 12 bakir ustast ile goriismeler gerceklestirilmistir. Yar
yapilandirilmis goriisme teknigi ile bu gorismeler yiiz yiize yapilmistir. Goriisme sonrasinda ortaya ¢ikan
bulgular, bakirciik mesleginin giin gegtikge degerini kaybettigini, ilgi ve yonelimin azaldigimni
gostermektedir. Usta sayisinin azalmasi, eleman yetigmemesi, reklam ve tanitimin yapilmamasi ve devlet
desteginin smurlt sayida olmasit meslegin yasadiklart zorluklar olarak tespit edilmistir. Bu baglamda,
birtakim Oneriler sunulmustur.

Abstract

Cultural heritage is one of the important elements for individuals in society to establish a connection
between the past and the present and to understand the past. Apart from buildings, artifacts, and
artefacts, cultural heritage elements, which strongly function in forming individuals’ identities in the
society they live in, also develop and strengthen individuals’ sense of belonging. It is divided into two
groups: tangible and intangible cultural heritage. The tools and equipment to transmit intangible
cultural heritage, traditions, and customs can be defined as practices. Intangible cultural heritage, seen
as an important complement to tangible cultural heritage, shows regional diversity and variability.
These heritage elements serve as an important bridge between the past and the present, laying an
important groundwork for future generations. It is quite possible that heritage elements gradually lose
their importance and value due to conditions in today’s changing and developing periods, and their
sustainability is becoming increasingly difficult. The study examined coppersmithing, one of the
oldest handcrafts inherited from ancestors, as an intangible cultural heritage. This study aims to
consider coppersmithing, an important common heritage profession, in terms of its sustainability.
Qualitative research methods were used in this study. Within the scope of the study, 12 copper masters
with work experience between 30 and 60 years were interviewed in Kahramanmaras Coppersmiths’
Bazaar. These interviews were conducted face-to-face using the semi-structured interview technique.
The findings emerging from the interview show that the coppersmith profession is losing its value
daily, and interest and orientation are decreasing. The decrease in the number of masters, lack of
personnel training, lack of advertising and promotion, and limited government support have been
identified as the profession’s difficulties. In this context, some suggestions have been presented.
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GIRIS

Kiiltiirel] miras, toplumlarin alt yapisini olusturan ve toplumun temeline dayali olan, bireylerin gec¢migleri ve
gelecekleri hakkinda dnemli bir kaynak gérevi gérmektedir (Kaya ve Unliiénen, 2021). Kiiltiirel miraslar aracilig1 ile
birey, yasadig1 toplumda kendinden dnce var olan toplumlarin birakmis olduklar eserleri, yapitlar1 ve yapilan ile
gecmis yasam diizeni ve kosullar1 hakkinda bilgi sahibi olur (Geng, 2020). Bu baglamda kiiltiirel miras kavrami somut
ve somut olmayan olarak iki kisma ayrilmistir. Somut olmayan kiiltiirel miras; kisilerin yasamlarinin bir parcasi olarak
gordiikleri davraniglar, uygulamalar, hikayeler, beceriler ve bunlara iligskin kullandiklar1 arag, gereg ve kiiltiirel alanlar
olarak tanimlanabilmektedir (Boztoprak, 2021). Toplumdan topluma farklilik gdsteren bu miraslar, ait olduklari
topluma dair belirgin 6zellikler (sive, gelenek ve gorenekler, giyim tarzi, yasayis bigcimleri vb.) tasimaktadir (Kaya,
2021). Soyut miras unsurlarmin gelecek kusaklara aktarilmasi ve aym1 zamanda bozulmadan korunmasi oldukca
onemlidir (Oncii, 2021). Giiniimiiz kosullarinda metalasma, kiiresellesme, hizli tiikketim anlayis1, maliyetler gibi pek
cok nedenler gelenek ve goreneklerden olusan bu miras unsurlarinin siirdiiriilebilirligini zorlastirmaktadir (Geng,
2020). Siirdiiriilebilir olmak ve gelecek kusaklara aktarim yapmak i¢in ¢abalayan somut olmayan kiiltiirel miraslardan
biri de bakir sanatidir. Atadan kalma en eski el sanatlarindan biri olarak degerlendirilen bakircilik; giiniimiizde ¢ok
fazla emek ve zaman isteyen bir meslek dalidir. Giiniimiiz modern ve postmodern dénem sartlarindan dolay1 giderek
ilgi ve donemini kaybetmektedir (Ozdemir ve Kaya, 2011). Verilen emek ve zaman karsiliginda iiretimin az olmasi,
hammadde pahalilig1 ve tiiketici tercihlerinden dolay1 kaybolma ve 6nemini kaybetme riski olsa da bakircilik, bir¢ok
sehirde hala yasatilmaya ve ayakta tutulmaya calisilan bir el sanatidir. Ayn1 zamanda bakircilik sanati ile ge¢imini
saglayan kisilerin var oldugunu sdylemek miimkiindiir. Bakircilik ge¢misteki konumunu koruyamamakla birlikte,
Tiirkiye nin Istanbul, Ankara, Kahramanmaras, Gaziantep, Sanlurfa, Erzincan, Tokat ve Diyarbakir gibi sehirlerinde
bir el sanati olarak giiniimiizde hala siirdiiriilmektedir (Ozdemir ve Kaya, 2011). Bakircilik sanatinin yapildig
sehirlerden biri olan Kahramanmaras el sanatlari (semercilik, oymacilik, kuyumculuk, yorgancilik vb.) bakimindan
oldukca zengin ve 6nemli bir sehirdir. Diger el sanatlariin yani sira bakircilik 6nemli ve degerli bir konumdadir.
Kahramanmarag’ta bakir oldukga kullanilmakta ve tercih edilmektedir. Ayni zamanda, yapilan bakirlar yurt i¢inde ve
yurt disinda satisa sunulmaktadir. Ancak literatiir incelendiginde bakircilikla ilgili yapilan calismalar oldukga
kisithidir. Bu ¢aligmanin amaci somut olmayan kiiltiirel miras unsuru olan bakircilig1, giiniimiizde icra eden ustalar ile
goriiserek bu meslegin siirdiiriilebilirliginin dnemini ortaya koymaktir. Bu ¢alisma kapsaminda Kahramanmaras bakir
ustalari ile goriismeler yapilmistir. Bundan dolay: ¢alisma ile literatiire teorik ve bakircilik mesleginin korunmasi ve
siirdiiriilebilirligi i¢in bir farkindalik yaratacag: diistiniilmektedir.

2. KAVRAMSAL CERCEVE
2.1. Somut Olmayan Kiiltiirel Miras

Somut olmayan kiiltiirel miras kavrami, 2003 yilinda UNESCO’nun Genel Kurulu’nda kabul edilmistir. Tiirkiye ise
2006 yilinda kanun ile sozlesmeye taraf olmustur. (Arioglu ve Atasoy, 2015). Somut olmayan kiiltiirel mirasi;
bireylerin yasadiklar1 toplumda kazandiklar1 bilgiler ve beceriler, kiiltiirel miras olarak devam ettirme egiliminde
olduklar1 gelenek ve gorenekler, davranislar ve uygulamalar olarak tanimlamak miimkiindiir (Siimbiil, 2019). Somut
olmayan kiiltiirel miras; miizik, tiyatro, edebi eserler, sozlii gelenekler, torenler, solenler, gelenek ve gorenekler, el
sanatlar1 ve yoresel tarzda oyunlardan olugmaktadir (Boztoprak, 2021). Bireylerin yasadiklar1 topluma kars1 aidiyet
duygusunun gelismesine ve artmasina katki saglayan somut olmayan kiiltiirel miras, toplumdan topluma degiskenlik
gostermektedir. Nesilden nesile aktarilan somut olmayan kiiltiirel miras, topluluklarin cevreleriyle, dogayla ve
tarihleriyle etkilesimlerine bagli olarak, siirekli olarak yeniden yaratilmakta ve bu yolla kimlik ve devamlilik duygusu
saglamaktadir. Boylece, kiiltiirel farkliligin yarattigl cesitlilige ve insan yaraticiligina duyulan saygiya katkida
bulunmaktadir (Ar, 2015). Kahramanmarag somut olmayan unsurlar bakimindan olduk¢a zengindir. Bu unsurlar Tablo
1’de yer almaktadir. Bu unsurlardan biri de bakirciliktir.

Tablo 1: Kahramanmaras Somut Olmayan Kiiltiirel Miraslar Listesi

Kiilekgilik, ahsap oyma sanatidir.
Ahsap Oymaciligi-Agag is¢iligi
Kecgecilik
Yorgancilik
Bakircilik
Bicakeilik
S6z
Maras Burmasi
Semercilik
Saraglik
Tas islemeciligi
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Koskerlik
Abacilik
Nisan
Oya islemeciligi
Sim-sirma
Dis hedigi
Hidrellez
Giindeslioglu halk hikayeleri
Asiklik
Salvar giiresi
Marag ¢oregi
Maras tarhanasi
Maras dondurmasi
Sira
Kaynak: (https://kahramanmaras.ktb.gov.tr/, 2023)

2.2. Bakircihk

Bakircilik, hammaddesi bakir olan madenin levha haline getirilmesi ve elde igslenmesi sonucu bir esyaya doniistiiriilme
sanatidir (Geleneksel Meslekler Ansiklopedisi, 2021: 66). Kesfedilmesi ve kullanimi tarih dncesine kadar uzanan
bakir madenin, alet ve silah yapiminda kullanilan ilk madenlerden biri oldugu bilinmektedir. Bakir insanoglu
tarafindan 7000 yildir kullanilmaktadir. Bilinen en eski bakir yataklar1 Kibris’ta bulunmaktadir. Doviilmiis bakir
kullanilarak yapilmis en eski esyalar M.O. 4500 yillarinda kullanilmis olup, bu esyalara da bugiinkii fran arkeolojik
kazilarinda rastlanilmistir. M.O. 3600 yillarinda Misir’m Nil Nehri Vadisi’nde yapilan kazilarda, bakir yiiziikler ve
bilezikler gibi siis esyalar1 bulunmus ve bakirin ¢ok amaclh kullanildigi kanitlanmistir (Tiirkiye ve Diinyada Bakar,
2016: 4). Anadolu’da ise bakirciligin farkl yerler ve alanlarda elde edilen bulgular dogrultusunda giintimiizden 10.000
yil énce Caydnii’nde basladig: tespit edilmistir. Cayonii ve Catalhdyiik’te M.O.7000 yilina ait oldugu belirlenen ve
dovme teknigi ile yapilan igne, biz, kanca gibi aletler ve siis esyalari bulunmustur (Osmanli’dan Giiniimiize Marag’ta
Bakircilik, 2014: 31). Baz1 donemlerde bakir esya kullanimin oldukea fazla oldugunu ve diger madenler kesfedilene
kadar bakir madeninden ¢esitli alet ve esyalarin uygun hale getirilerek iiretilip kullanildigini sdylemek miimkiindiir.
Zamanla gelisen ve degisen tiiketim ihtiyaclari1 beraberinde farkli esya kullanimi da getirmis oldugundan iiretkenligin
farklilasmas1 g6z oniine alinmistir. Farklilasma ile birlikte daha bilingli hale gelerek bireylerin bakir esya iiretimini
kolaylastirarak {iretimi arttirdiginmi gozlemlemek miimkiindiir. Cesitli medeniyetler donemlerinde (Hitit, Urartu, Frig,
Helenistik, Roma ve Bizans vb.) Anadolu’da cesitli tekniklerle calisan gelismis bakirci atdlyelerinin bulundugu
giiniimiize ulagan ¢ok sayida yapit ulasmigtir. Konya, Mardin, Hasankeyf, Diyarbakir, Cizre, Harput, Erzincan ve
Erzurum Selcuklular déneminde atdlyelerin yogunlagtigi yerlesim bdlgeleridir. Biiylik Selguklu Devleti’nin
yikilmasindan Osmanli Devleti’nin yayilma siirecinde Anadolu’da ve Balkanlar’da bakir yataklarinin yogun bir
sekilde isletildigini ve kiiltiirel katkis1 saglanarak en yiiksek noktaya ulastig1 goriilmektedir. Osmanli Imparatorlugu
doneminde bakir madeninin ilk olarak savag ara¢ gereclerinde, sonralari ise sosyal hayattaki ihtiyaglar dogrultusunda
arag, gere¢ ve esyalarin liretilerek kullanildig bilinmektedir (Osmanli’dan Giinlimiize Maras’ta Bakircilik, 2014: 32).
Osmanli Dénemi’nde bakir madeni yataklarinin daha yogun isletilmesi ile birlikte yeni atdlyeler agilmig ve bu sanata
verilen dnem giderek artmistir. Bakir kolay islenebilir bir maden olmasi nedeniyle her devirde kullanilmig, bakirdan
en kiiciik fincan zarflarindan en biiyiik kazanlara varincaya kadar iiriinler iiretilmis ve bu is zamanla bir sanat dah
haline gelmistir. Anadolu’nun 6zellikle belirli bolgelerinde hala tiretimine devam edilen ve yaygin olarak kullanilan
bakir esyalar, sanayi devrimi sonrasinda ortaya c¢ikan makinelesme sonucunda giderek Onemini yitirmis ve eski
degerini koruyamamustir.

2.2.1. Kahramanmaras’ta Bakircihk

Kahramanmaras, el sanatlari bakimindan oldukca zengin bir sehirdir (kahramanmaras.ktb.gov.tr, 20.01.2023). Birgok
el sanatlar1 héla varligim kendi icerisinde siirdiirmekte ve devamliligini saglamaya ¢alismaktadir. Bu el sanatlarindan
biri de bakirciliktir. Kahramanmaras’ta bakirciligin ne zaman basladig1 tam olarak bilinmemektedir. Bununla birlikte
Osmanli arsivlerinden 1784 yilina ait bir belgede, Ergani’den ¢ikarilan bakirin Tokat’a génderilmesi zor oldugundan
bahsedilmektedir. Bu nedenden dolayr Diyarbakir, Kahramanmaras ve Erzurum sehirlerine birer kalhane (bakir
madeninin eritilerek levha haline getirildigi yer) kurulmasinin istendigi yer almaktadir. Bunun {izerine 4 kalhanenin
kuruldugu bilinmektedir (Osmanli’dan Giiniimiize Marag’ta Bakircilik, 2014: 33). Osmanli Donemi’nde esnaf
ahalisinin maddi kazang¢ saglamasi ve iirettikleri bakir iirlinleri satabilmeleri i¢in bircok Anadolu sehrinde bakirci
esnafinin meslegini icra ettigi ve ayni zamanda bakir madeninden iirettigi {riinleri halka sergileyip, pazarladigi
“Bakircilar Carsis1” kurulmustur. Bu garsi icerisinde o donem birlikte yasayan Tiirkler ve Ermeniler bakir ustasi
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meslegini birlikte icra ediyorlardi. Bakirciligin gelisiminde katkisi bulunan Ermeniler, ekonomik faaliyetlerde ve el
sanatlarinda oldukca basarili milletlerdi. iki millette bir arada yasarken birbirlerinden énemli 6l¢iide el sanatlari vb.
bircok faaliyet 6grenmislerdi. Tiirkler ve Ermeniler asirlardir bir arada yasasalar da aralarindaki dostluk Ermenilerin
bagimsiz devlet kurma taleplerinden dolay1r bozulmus, bdylelikle Tiirkler ve Ermeniler arasinda savas baslamuistir.
Maras Savasi’ndan sonra Ermeniler sehri terk etmislerdir. Bunun {izerine, sehirde bakir eritmeyi yani dokiim yapmay1
bilen hi¢ ustanin kalmamasi, bakirciligi yok olma tehlikesi ile yiiz ylize birakmistir (Giinay, 2009). Bu durumun
sikintisin1 yasayan Bakirct Ali (Aras) Usta biiyiik bir cesaret ve 6zveri ile Halep’e giden Ermeni ustasi Artin’in yanina
giderek, bir hafta ustasinin evinde konaklamis ve dokiim yapmayr 6grenmistir. Maras’a dondiigiinde ustasindan
ogrendiklerini bagkalarina da aktararak Maras’ta bakircilik sanatinin yeniden canlanmasina katki saglayanlarin onciisii
olmustur (Glinay, 2009). Kahramanmaras bakirciliginin ayirt edici en 6nemli 6zelligi dovme tekniginin olmasidir. Bu
teknikte bakir, sert bir zemin {izerinde sert bir aragla sayisizca darbelenerek sekillendirilir. Giinlimiizde
Kahramanmaras’ta bakir esya iiretimi devam ettirilmekte olup, ayn1 zaman da hediyelik esya diikkanlarinin artis1 s6z
konusu olmustur. Kendi igerisinde turistik iiriin ve gilinliik kullanim esyasi1 iiretiminde iyi olmasinin yani sira ayni
zamanda cevre illere de katki saglamaktadir. Kahramanmaras’ta iiretilen bakir esyalarin talep iizerine baska illere ve
tilkelere de satis1 yapilmaktadir.

3. YONTEM

Bu calismada nitel arastirma yontemi kullanilmistir. Nitel aragtirma, “gdriisme, goézlem ve dokiiman analizi gibi
araglarla veri toplama tekniklerinin kullanildigi, algilarin, olay ve durumlarin dogal ortamda gergek¢i ve biitlin bir
sekilde ortaya konmasina yonelik bir dizi siirecin izlendigi arastirma yontemi” olarak tanimlanabilmektedir (Karatas,
2015: 63). Calismada amaglhi 6rneklem yonteminden yararlanilmistir. Calisma kapsaminda Kahramanmarag’ta Kapali
Cars1 icerisinde bulunan Bakircilar Carsi’sinda 12 bakir ustasi ile yar1 yapilandirilmis goriisme formunda yer alan 8
soru sorularak goriisiilmiigtiir. Amagli 6rneklem yontemi ile Kahramanmaras’ta bakircilik ustasi olarak meslegini icra
eden kisilerden 6rneklem doyumuna ulasana kadar veri toplanmistir. 12 bakir ustasi ile goriismeler, 31 Ocak ve 1
Subat 2023 tarihleri arasinda yiiz yiize gergeklestirilmistir. Goriisme Oncesinde katilimcilara arastirmanin amaci ve
igerigi hakkinda bilgi verilmistir ve ses kaydi i¢in izin alinmistir. Goériismeler esnasinda bakirci ustalarina yoneltilen
sorulara verdikleri cevaplar ile birlikte jest ve mimik hareketleri gbzlemlenmistir. Katilimcilarin demografik bilgileri
Tablo 2’de yer almaktadir. Katilimcilarin demografik bilgileri incelendiginde tamami Kahramanmaras dogumludur.
Katilimcilarin yas araliklar1 34 ile 74 arasinda degismektedir. Katilimcilar bu meslegi alayli (usta-¢irak iliskisi) olarak
Ogrenmislerdir.

Kaynak: (Bu fotograf yazarlar tarafindan c¢ekilmistir.) (Bakir ustas1 Aladdin Tekerek)

Tablo 2: Calisma Grubuna iliskin Bilgiler

Katilimel Yas Dogum yeri Cinsiyet Egitim is Tecriibesi
K1 48 K.Maras Erkek Tlkokul 35yl
K2 58 K.Maras Erkek Tlkokul 50 yil
K3 74 K.Maras Erkek - 62 yil
K4 72 K.Maras Erkek - 60 y1l
K$§ 52 K.Marasg Erkek - 38 yil
K6 45 K .Maras Erkek Tlkokul 30 yil
K7 51 K.Marasg Erkek - 39 yil
K8 55 K.Marasg Erkek Ortaokul 48 yil
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K9 54 K Maras Erkek Tlkokul 41 yil
K10 34 K.Marasg Erkek - 24 yil
K11 41 K.Marasg Erkek - Cocuk doneminden itibaren
K12 54 K.Maras Erkek Ortaokul 42 yil

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)

Calismada yer alan ¢alisma sorular literatiir taranarak ve ¢alismanin igerigine uygun olarak arastirmacilar
tarafindan olusturulmustur. Oncelikle bir pilot ¢alisma yapilmis ve pilot ¢alisma sonrast birbirine benzer cevaplar
verilen sorular revize edilmistir. Arastirmada kullanilan yar1 yapilandirilmig gériisme sorulari su sekildedir:

1. Bize kendinizden bahseder misiniz? (Yas, meslek, egitim vb.)

Bakircilik meslegini kag yildir icra etmektesiniz?

Bakircilik meslegini tercih etme sebebiniz nedir?

Bakircilik mesleginin siireci nasil basladi?

Bakircilik mesleginin Kahramanmaras ili icin 6nemi nedir? Bu kiiltiirel mirasi yasatmak i¢in neler yapiliyor?
Bakircilik mesleginin siz ve Kahramanmaras ili icin avantaj ve dezavantajlar1 nelerdir?

Gilintimiizde bakir egya kullanimi tercihleri ne yondedir? Hangi alanlarda kullanimi daha ¢oktur?

Bakircilik mesleginin siirdiiriilebilirligi i¢in neler yapilmaktadir veya neler yapilabilir? Bu sozlii gelenegin
unutulmamasi ve yayilmast icin nasil bir yol izlenmelidir? Onerileriniz nelerdir?

PN R WD

Caligma verileri toplama esnasinda bakirci ustalar ile kendi is yerlerinde, yiiz yiize goriismeler yapilmistir.
Ayn1 zamanda ustalarin ¢alisma kosullar1 ve ¢alisma alanlar1 gdzlemlenmistir. Calismada herhangi bir analiz programi
kullanilmamuistir. Analizler arastirmacilar tarafindan manuel olarak desifre edilmistir. Veriler toplandiktan sonra analiz
asamasinda arastirmacilar tarafindan analizler ayr1 ayr1 gergeklestirilmis birliktelik olup olmadigi incelenmistir. Bu
siiregte bazi temalar aragtirmacilar tarafindan fikir birligi ¢cergevesinde birlestirilmistir.

4. BULGULAR
Bu boliimde arastirma sorularina verilen yanitlar dogrultusunda elde edilen verilere gére temalar olusturulmustur.
Tablo 3: Meslegin Secilme Nedenlerine Gore Bulgular

| KATEGORI TEMA ALT TEMA |

Babam beni aldi getirdi, bu meslege
mecburi bagladim.
Onceden  bakircilik  giizel  bir
meslekti. Yani bu yiizden giizel
Hobi oldugu i¢in basladik. Hala da giizel
yani.  Meslegimizden  ¢ok  ¢ok
Meslegin tercih memnunuz.
edilme nedeni Abim ¢alisirken hep ona bakardim
hosuma  giderdi. Ben de bu
Merak meslekten  yapacagim  derdim.
Oylelikle basladik. Bir heves ile
basladi yani.
Atadan kalma meslek  Dededen. Atalarimizdan gelen bir
olmasi meslek, o sekilde baslad.

Zorunluluk

Bakircilik meslegi

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)

K1, K2, K7, K8, K4, K10’dan elde edilen verilere gore ise baslama nedenlerinin bakircilik mesleginin atadan
kalma bir meslek olmasidir. Katilimeilar bakircilik meslegini atadan kalma bir miras olarak gordiiklerini ve siirdiirmek
istediklerini igten bir sekilde dile getirmislerdir.

K5, K6, K3’ten elde edilen verilere gore bakirciliga hobi ve merak duygusu ile basladiklarini sdyleyebiliriz.
[k olarak bakircihigi gdzlemlediklerini sonrasinda ise bu ise atilarak bir heves ile birlikte meslegi icra etmeye
basladiklarini1 sGylemislerdir.

K9, K11, K12’den elde edilen verilere gore bakircilik meslegini is arayisi ve anne-baba karar1 sonrasinda
tercih ettiklerini sdyleyebiliriz. Is arayis1 ve ayn1 zamanda anne-baba yonlendirmesi sonucu katilimeilar egitimlerini
yar1 da birakarak bu ise atildiklarim ilk olarak ¢irak sonrasinda ise ylikselmeler yasayarak meslekte usta olduklarimi
dile getirmislerdir.

90



Onciilokur ve Geng / International Journal of Contemporary Tourism Research, 1 (2024) 86-100

Kaynak: (Bu fotograf yazarlar tarafindan cekilmistir.) (Bakir ustas1 Murat Ardic)

Tablo 4: Bakircihk Mesleginin Siireci ile Tlgili Bulgular

KATEGORI TEMA

ALT TEMA

Bireyin yasadig siire¢

Egitim (Cirak, kalfa,
usta vb.)

Iste ciraklik, kalfalik.
Askere gittik geldik,
ondan sonra ustalik
dénem donem iste. Simdi
bakircilik el sanatlar
birdenbire ogrenilmez.
Bu isin ¢rrakligimi
yapacaksin, yetiseceksin.

Ciraktim, kalfa oldum

Deneyim sonra usta oldum.
Onceden bir 6giin okula
giderdim, bir ogiin

o babamin diikkdnina

Ogrenme

gelirdim. Bu sekilde
calisarak meslegi
ogrendim.

Bakircilik meslegi
siireci

Meslegin gelisim siireci

Talebin artmasi

Yetismiyor yani. Su anda
biraz fiyat istikrarsizlig
falan var. Yarwin bir giin
istiklal oturdugu zaman
yani bakur iireten
arkadaslarimiz,
ustalarimiz yani tiriin
yetistiremeyecek.

Eskiye doniis

Eskiye doniis ¢ok biiyiik,
zamanla bir ara azalsa

da suanda ¢ok biiyiik bir
yonelim var, agilma var.

Uretimin sanayilesmesi

Ve su an da ¢irak ve kalfa
usta bulamadigimiz icin
mecburen sanayilestik.
Mecburen tekniklestik.
Eskiden elimizde
yaptigimiz tiriinleri simdi
makine agirlikli
yapiyoruz. Ciinkii usta
yok mecburen
makinelestik.

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)
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Bakircilik mesleginin siireci acisindan bireyleri ele aldigimizda katilimeilar bu siireg¢ igerisinde ii¢ onemli
noktanin oldugunu dile getirerek siirecin zorlugunu dile getirmektedirler. Meslek egitiminin beraberinde de 6grenme
ve kavramimin biiylikk oranda tecriibe kazandirdigimi ve bununla birlikte meslekte yiikselme yasadiklarini

soylemektedirler.

Kahramanmarag agisindan siireci ele aldigimizda katilimcilar sehrin en 6nemli ve en biiyiik el sanatlarindan
biri olan bakirciligin ge¢cmis dénemlerde maddi ve manevi katki sagladigini soylemektedirler. Ge¢misten giiniimiize
talep de Once bir diisiis sonrasinda ise bir yiikselme yasandigini dile getiren katilimcilar eskiye doniis ve otantiklik
arayiginin bu donemde arttigini fakat bir donem icerisinde fabrikasyon iiriinlere talebin artmasiyla bakira olan ilginin
diistiigiinii  sOylemektedirler. Yeterli sayida eleman olmamasi ve gilinlimiiz kosullarinda bireylerin meslegin
zorlugundan dolay1 meslegi tercih etmemesi ile birlikte iiretimin de makinelestigini {iziilerek ve hayal kiriklig: ile dile

getirmislerdir.

Kaynak: (Bu fotograf yazarlar tarafinda

Sekil 3.

PoRY

n ¢ekilmistir.) (Bakir ustas1 Murat Ardig)

Tablo 5: Bakircihk Mesleginin Onemi ile ilgili Bulgular

KATEGORI TEMA

ALT TEMA

Bakarci igin 6nemi

Maddi gelir
saglamasi

Sinirh sayida usta
olmasi

Bizden sonra son, bizden sonra yok
yani. Son nesiliz.

Talebin artmasi

Hani eskilerimiz bakiri sevdigi i¢in
su anda da bakira ragbet arttigi igin
kiymeti bizim igin ¢ok diyebiliriz.

Bakircilik mesleginin
onemi

Kahramanmaras
icin Onemi

Hammaddenin
yerinde
cikartilmasi

Biitiin ham maddesi de
Kahramanmaras 'ta ¢tkmaktadir.
Yani Kahramanmaras 'ta tiretiliyor.
Plaka haline geliyor. Ve ustalar
alryor. Onu isliyor.

Sehre ekonomik
katki sunmasi

Bakir sanatinin
sehrin en biiyiik ve
en eski el Kkiiltiirel
miraslarindan biri
olmasi

Tarihi bir 6nemi var elbette, bizim
en biiyiik el sanatlarimizdan.

Sehrin tanitiminda
rol oynamasi

Is istihdam

ihracat

Sonra en biiyiik etkinlikleri disariya
tanitmamiz yani tanitiyoruz ve
disariya gonderilmesi.

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)
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Katilimecilara gore bakir ustasi i¢in bakircilik mesleginin en 6nemli kismi talepte artigla birlikte maddi
kazancin yliksek olmasi ve ayn1 zamanda Kahramanmaras ilinde sinirh sayida bakir ustasinin bulunmasi meslegi icra
eden ustalar agisindan oldukca 6nemi oldugundan s6z etmislerdir.

Katilimcilara bakircilik mesleginin Kahramanmarag ili igin dnemi soruldugunda ise hammaddenin yerinde
cikartilmasiyla birlikte sehre ekonomik anlamda biiyiik kazang sagladigini ve is isttihdaminda 6nemli rol oynadigini
sOylemislerdir. Ayn1 zamanda Sehrin en eski ve en biiyiik el sanatlarindan biri olmasinin sehrin imajma katki
sagladigini ihracat ile birlikte sehrin tanitiminin arttigini dile getirmislerdir.

Tablo 6: Bakircilik Mesleginin Olumlu ve Olumsuz Yénlerine iliskin Bulgular

KATEGORI

TEMA

ALT TEMA

Bakircilik mesleginin
olumlu ve olumsuz
yonleri

Bakarel icin olumlu
yonleri

Ekonomik gelir

Bir avantaji su bu isi
baska yapan olmadigi
icin biz istedigimiz
tirtinleri, istedigimiz
fiyata satabilme
avantajimiz var.

Bakirel icin olumsuz
yonleri

Is giicii ve emegin
yogun olmasi

Zor bir meslek. Asamasi
zor. Metalle ugrastyorsun
bunu su anda yapmast
cok zor.

Tamamen giic isteyen bir
is, giicti olmayan birisi
asla yapamaz en biiyiik
sorunda zaten burada
isin yorucu olmasi.

Makinelesme

Eskiden elimizde
yaptigimiz tiriinleri simdi
makine agwrlikl
yapyoruz. Clinkii usta
yok mecburen
makinelestik.

Eleman yetismemesi

Son senelerini yastyor.
Eleman yetigmiyor ki
yani.

Hammadde pahahhg

Bu sene de bakir da
pahalilik, aswrt pahalilik
var.

Fiyatimi da yiiksek
tuttuklart icin bize ham
maddenin yiiksek geldigi
icin gerekli mertebelerde
yetkililer ilgilenmedigi
icin fiyatini yiiksek
tuttuklary igin geri planda
kalvyor.

Kahramanmaras icin
olumlu yonleri

ihracat

Bugiin yurt disina da ¢ok
gidiyor.

Tiiriinde
Kahramanmaras her
zaman ihracat yoniinde,
biitiin diger mutfak
tiirlerinde olsun, sanayi
olarak en iist diizeyde en
yiiksek seviyededir yani.

Sehrin imajina katki
sunmasi

is istihdanm saglamasi

Kahramanmaras icin
avantaji ¢ok kisiye ekmek
kapist olmas.

Kahramanmaras i¢in
olumsuz yonleri

Tanmitim ve reklam
yapilmamasi

Yalniz bu memleketi
tanitan yok. Eger tanitan
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olmus olsa var ya bu
memleketi Avrupa’daki
adam ugaga biner buraya

gelir.
Yeterli destegin
saglanmamasi
Isci ve isveren icin
gerekli kosullarin
saglanmamasi
Isi yapmak icin

hiikiimetimizin biraz
dernek vasitasiyla ¢aba
gostermesi lazim.

Devlet tesvikinin yeterli

diizeyde olmamasi Efendime soyleyeyim

bakir isinde Bag-Kur ve
sigortayt biraz daha az
tutarsin. Nasil bir tegvik
verirse devlet bilemem
de.

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)

Katilimcilara meslegin bireysel olumlu yonleri sorusu yoneltildiginde alinan ortak cevap ekonomik gelir
olmustur. Katilimcilar meslegi yapan ustalarin sinirli sayida olmasi nedeniyle kendilerinden talep edilen iiriinleri
istedikleri fiyata satabildikleri i¢in gelirlerinin yiiksek oldugunu soylemektedirler. Fakat olumsuz yonleri sorusu
yonlendirildiginde katilimcilarin lizgiin ve yorgun bir ifadeyle is giiciiniin agir olmasi1 nedeniyle fiziki giiciin bir siire
sonra tiliketildigini dile getirmislerdir. Eleman yetismemesinin de beraberinde getirdigi emek yogunlugu ve tim is
giiclinii Gistlendikleri igin yorgunlugun giderek arttigini soylemislerdir. Hammadde pahaliligini dile getiren katilimcilar
bu sebepten dolayi talebin az oldugu donemlerde gegim sikintisi yasadiklarini soylemiglerdir.

Katilimcilara bakircilik mesleginin Kahramanmarag ili i¢in olumlu yonleri soruldugunda ise is istihdami
sagladigini, sehrin imaj1 ve ihracat konusunda katki sagladigini sdylemislerdir. Olumsuz yonleri soruldugunda ise K4
gerekli tanitim ve destegin yapilmadigini dile getirerek bakircilik mesleginin ilerleyisinin zor oldugunu ve talebin
diistiigiinii soylemistir.

Sekil 4.
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Tablo 7: Bakir Esyalarin Kullanim Alanlari ve Tercih Edilme Nedenlerine iliskin Bulgular

KATEGORI TEMA ALT TEMA

Mutfak

Halkimiz kullantyor su an
icin genellikle hediyelik
ve mutfak igi.

Kullanim Alanlar Bakar esya Aksesuar

Genelde aksesuar olunca
millet alip aksesuar
agwrlikl olarak
kullanwyor.

Restoran ve otel

Otelcisi faydalaniyor,
yemekgisi faydalaniyor
insanlar faydalaniyor.

Saghk

Mutfak icinde olsun bakir
tencere, kalay, tencereler
yemek agisin daha
saglikli ve lezzetli.

Yemegi daha kisa
siirede ve iyi kivamda

Tercih edilme nedenleri  Bakir esya pistrmest

Kullanim alaninin genis
olmasi

Misal yemegimizin
pisirmemizde, ictigimiz
suyun, ictigimiz ayranin
vesaire iste vasitalarda
her yani her bir alanda
bakir hayatimizda kisaca
onsuz olunmuyor.

Kaynak: (Tablo yazarlar tarafindan olusturulmustur.)

Katilimcilardan elde edilen verilere gore bakir esya kullanim alanlarinin en fazla mutfak ve siis esyasi

olduklarimi sdylemislerdir. K4 bakir esyanin mutfakta tercih edilme nedeni olarak diger kaplara gore hizli pisirdigini

ayn1 zaman da saglik agisindan daha faydali oldugunu dile getirmektedir. K8 ise bakir esya kullanimmnin dekoratif ve

siis egyalarinda kullanmilmak iizere daha fazla satin alindigimi dile getirerek dizi ve film setlerine bakir esya

gonderdiklerini sdylemistir. K12 bakir esya ile lokanta ve restoranlarda servis yapildigini gorsel agidan yogun talep ile

iiriin sattiklarim dile getirmistir.

XY g3 w At S
o ." - & o r
C I s >k

Kaynak: (Bu fotograf yazarlar tarafindan cekilmistir.)
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Sekil 6.

Meslegin
tercih edilme
nedeni

BAKIRCILIK
MESLEGI

BAKIRCILIK

SURECI
J
-
KAHRAMANMARAS
BAKIRCILIGI
\_ J
4 N\
BAKIRCILIK
MESLEGININ
ONEMI \
. J

Bireyin yasadigi
siire¢

MESLEGININ \

Zorunluluk

Hobi

Merak

Atadan
Kalma

Ogrenme

Deneyim

Egitim (Cirak,
kalfa, usta vb.)

Meslegin gelisim
stireci

Talebin
artmasi

Bakirci
i¢in Gnemi

K.Marag
i¢in dnemi

Uretimin
Sanayilesmesi

Eskiye
doniis

Maddi gelir
saglamasi

Sinirli sayida
usta olmasi

Talebin artmasi

Hammaddenin yerinde
cikartilmasi

Sehre ekonomik
katk1 sunmasi

Bakir sanatinin sehrin en biiyiik
ve en eski el kiiltiirel
miraslarindan biri olmasi

Sehrin tanitiminda rol
oynamasi

Is

istthdami

fhracat

Kaynak: (Sekil yazarlar tarafindan olusturulmustur.)
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Bakirci icin Ekonomik
olumlu yonleri gelir
BAKIRCILIK

MESLEGININ OLUMLU [s giicii ve emegin ‘
VE OLUMSUZ Bakirci igin / yogun olmasi

YONLERI olumsuz . )
yonleri \‘ Makinelesme

Sekil 7.

Eleman yetigmemesi

Hammadde
pahalilig

) K Maras Thracat
i¢in olumlu ]

yonleri Sehrin imajina
katki saglamasi

KAHRAMANMARAS
BAKIRCILIGI s istihdam1
saglamasi

) Yeterli destegin
K Maras icin _ saglanmamasi
01111’11811.2 Isci ve isveren igin
yonleri gerekli kosullarin
saglanmamasi

\

yeterli diizeyde
olmamasi

Devlet tegvikinin ]

Tanitim ve reklam
yapilmamasi

Mutfak

Restoran ve otel

KULLANIM Bakir

ALANLARI ve Esya

TERCIH EDILME
NEDENLERI

Aksesuar

Saglik

Yemegi daha kisa
stirede ve iyi
kivamda pisirmesi

Kullanim alaninin genis
olmas1

Kaynak: (Sekil yazarlar tarafindan olusturulmustur.)
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SONUC

Giliniimiizde bakir kullanimi; kiiresellesme, hizli liretim ve tliketim, maliyet kaynakli her ne kadar azalsa da
giinlimiizde gecimini bakircilik meslegini icra ederek saglayan bireyler bulunmaktadir. Bakircilik meslegi somut
olmayan kiiltiirel miras olarak ele alindiginda gegmisten giiniimiize 6nemli bir miras unsuru olarak kalmigtir. Literatiir
incelendiginde somut olmayan kiiltiirel miras unsurlar ile ilgili yapilan ¢alismalara rastlamak olduk¢a miimkiindiir.
Ancak literatiir bakircilik meslegi acisindan incelendiginde daha 6nceden bakircilik meslegi konusunda yapilan birkag
calisma disinda (Yildirim, 2005, Kaya, 2010, Dursun, 2014, Ozdemir ve Kaya, 2014) bakircilik meslegini somut
olmayan kiiltiirel miras kapsaminda inceleyen ve Kahramanmaras bakir sanatini siirdiiriilebilirligi acisindan ele alan
herhangi bir ¢aligmaya rastlanilmamistir. Calisma kapsaminda nesiller boyu devam ederek gelen bu miras is giicliniin
yogunlugu ve agirligindan dolay1 yeterli sayida eleman bulunamamasindan dolay1 el isi yerini makinelesmeye
birakmistir. Kahramanmaras ili bakirciligi da tam da bu nokta da yalnizca el isi yapan ve emek giicii ile ¢alisan 12 adet
bakirct ustasinin meslegi devam ettirmesi ile ayakta kalmistir. Yapilan goriismeler sonucu elde edilen verilerden 6
kategori, 11 adet tema ve 37 alt tema olusturulmustur. Kategoriler bakircilik meslegi, bakircilik mesleginin siireci,
bakircilik mesleginin 6nemi, bakircilik mesleginin olumlu ve olumsuz yonleri, bakirn kullanim alanlar1 ve tercih
edilme nedenleri bagliklar1 altinda olusturulmustur. Kategori ve temalar sonucunda bakirci ustalarinin yoneltilen
sorulara verdikleri cevaplar ile hemen hemen ortak fikirde olduklar1 gézlemlenmistir.

Katilimcilar tarafindan bakircilik meslegi; zorunlu nedenler, hobi, merak, atadan kalma meslek olmasi gibi
nedenler ile tercih edildigi tespit edildi. Ozellikle ailesinde bakircilik meslegini yapanlar ya da kiigiikken girak olarak
bu meslegi yapmalari, sonrasinda katilimcilarin bu meslegi devam etmesinde biiyiik rol oynamigtir. Bakircilik meslegi
siireci, bireyin yasadig1 siire¢ ve meslegin gelisim siireci olarak iki tema belirlenmistir. Bireyin yasadig1 siire¢
temasinda egitim, deneyim ve dgrenme alt temalar1 olusturulmustur. Ozellikle bu temada deneyim unsurunun &nemli
bir rol oynadig1 gézlemlenmistir. Meslegin gelisim siireci incelendiginde ise talebin artmasi, eskiye doniis istegi ve
{iretiminin sanayilesmesi temalar1 belirlenmistir. Uretimin sanayilesmesi durumu somut olmayan Kkiiltiirel miras
acisindan olumsuz olarak degerlendirilebilir.

Uciincii kategoride bakircilik mesleginin énemi; bakirci icin nemi ve Kahramanmaras i¢in 6nemi olmak
iizere iki temada incelenmistir. Bakircilar i¢cin maddi gelir saglamasi, sinirli sayida usta olmasi, talebin artmasi
sOylenebilir. Kahramanmaras i¢in énemine bakildiginda; hammaddenin yerinde ¢ikartilmasi, bakirciligin sehre katki
sunmasi, bakirciligin Kahramanmaras igin 6nemli bir kiiltiire] miras alan1 olmasi, sehrin tanitiminda rol oynamasi, is
istihdami1 saglamasi ve ihracat etkisi gosterilebilir.

Dordiincii kategori bakircilik mesleginin olumlu ve olumsuz yonleri ele alinmistir. Bu kategoride bakirct
acisindan olumlu ve olumsuz yonleri ve Kahramanmarag agisindan olumlu ve olumsuz yonleri degerlendirilmistir.
Bakirci agisindan olumlu yonler ekonomik gelir elde edilmesidir. Bakirci agisindan olumsuz yonleri ise is giicli ve
emeginin yogun olmasi, makinelesme, eleman yetismemesi ve hammadde pahaliligt oldugu sdylenebilir.
Kahramanmaras agisindan olumlu yonleri, ihracat yaratmasi, sehrin imajina katki saglamasi ve ig istihdami saglamasi
gosterilebilir. Kahramanmaras agisindan olumsuz yonleri ise tanitim ve reklam yapilmamasi, yeterli destegin
saglanmamasi, is¢i ve igveren icin gerekli kosullarin saglanmamasi ve devlet tesvikinin yeterli diizeyde olmamasi
sOylenebilir.

Besinci ve Altinct kategori ise bakirciligin kullanim alanlart ve tercih edilme nedenleridir. Bakirciligin
kullanim alanlarinda mutfak, aksesuar ve otel/restoran yer almaktadir. Tercih edilme nedenleri incelendiginde ise
saglik, yemegin daha kisa siirede ve iyi kivamda pisirilmesi yer almaktadir. Bunun disinda kullanim alanlarinin genis
olmasi da yer almaktadir.

Sonug olarak bakirci ustalari ile yapilan goriismelerde bakircilik mesleginin yogun emek gerektiren bir meslek
oldugunu ve gilinlimiiz kosullarinda genglerin bu meslegi tercih etmek istememelerinden kaynakli olarak eleman
yetismemesi Kahramanmarag bakirciliginin sonunun yavas yavas geldigini gozler o6niine sermektedir. Ustalar meslek
liselerinde el sanatlar1 boliimiine bakir sanatinin da eklenmesi gerektigi konusunda hemfikir, bu sayede meslek
liselerinden kendilerine hem meslegi okulda hem de sahada Ogrenebilecek 6grencilerin gelecegini diisiiniiyorlar.
Boylelikle meslegin devamliliginin saglanacagini 6n goriiyorlar. Ustalarin ortak olarak yakindiklar1 bir konu ise
Kahramanmaras bakircilari olarak herhangi bir tanitim levhalarinin dahi olmamasi bu nedenle de diisiinceleri Maras’1
seyahate gelen bireylerin onlar1 ziyaret edemedikleri yoniindedir. Isveren ve isci iliskisinin yogun oldugu bakircilik
mesleginde, ustalarin diisiinceleri devletin igveren ve is¢i igin yeterli destegi saglamadigi yoniindedir. Meslegin
getirisinin yanm sira giderinin de fazlaligt ve hammadde pahalilifindan kaynakli igveren ve is¢i arasinda maddi
problemlerin yasanabildigini dile getiren ustalar bu konuda farkli ve yeni ¢oziimleyici projeler istemektedirler.
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e Ustalarin dile getirdikleri problemlerde goz Oniine alinarak ve ayni zamanda meslegin siirdiiriilebilirligini
saglamak adma oOncelikli olarak meslek okullarinda nitelikli 6grenciler yetistirilip bakir ustalarinin
diikkanlarina staja gidebilirler.

e Meslek liselerinde el sanatlar1 boliimiine bakir sanat1 da eklenebilir.

e Meslek liselerinde bakir sanatlar1 boliimii agilarak ayni zamanda meslegin olumlu ve olumsuz yonleri ile ilgili
bilin¢lendirme yapilarak bakir sanatina yeni ustalar yetistirilebilir.

e Yasakli madde kullanan bireyler tedavi siireclerinde bakircilik meslegi ile ilgili bilgi ve destek alarak devlet
tarafindan bakircilik meslegine kazandirilabilir.

e Devlet destegi i¢in Esnaf ve Sanatkarlar Bakircilar Odas1 bakir ustalari ile goriigmeler yapip, eksikleri ve ortak
sorunlara iyilestirmeler ve diizenlemeler yapabilir.

e Tanitim ve reklam amaci ile birlikte sehrin giris ve ¢ikislarina bakircilarin fotograflart ve tanitim levhalari
koyulabilir.

e Ayni zamanda Kahramanmaras Belediyesi, Bakircilar Carsisi’n1 restore ederek daha gozle goriiliir bir alana
tastyabilir.

Calisma kapsaminda one c¢ikan Oneriler ile bakirci ustalari ilerleyen zamanlarda meslegin siirdiiriilebilirliginin
saglanacagini 6n gormektedirler.
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INTRODUCTION

Because of its high added value, favorable effects on employment, other industries, infrastructure, and superstructure
the tourism industry is regarded as a significant one. It's an important source of revenue, particularly for developing
nations, and it's still growing globally. For many years, mass tourism has been the foundation of the global tourism
industry. However, given the harm that mass tourism causes to the natural and social environments, it is now
necessary to reduce the negative effects of tourism. Consequently, both the environment and tourism will be sustained.

Sustainable environment notion aims to improve, protect and develop environmental values in all areas
(social, economic, physical, etc.) without endangering the existence and quality of the resources that generations to
come will need. Tourism that is both economically sustainable and does not deplete resources that must be transferred
to future generations is referred to as sustainable tourism (Saarinen, 2006). One of a tourist destination's main draws is
its natural settings. However, there's a chance that tourism will degrade the environment. As one of the most
significant of the fundamental resources of tourism, the environment can be protected by acting sustainably when
engaging in recreational activities.

Due to people's growing interest in nature and biodiversity worldwide, in addition to the well-known
traditional tourism activities, there is a trend towards nature-based alternative tourism activities. Among these,
ecotourism is a substitute mode of tourism that is kind to the environment and draws travelers who are eager to see life
in unspoiled places. The term "ecotourism" has gained popularity due to the increasing significance of the relationship
between tourism and the environment and conversations about sustainability (Kaypak, 2010: 94).

With its abundance of natural resources, including mountains, forests, plateaus, beaches, lakes, rivers, flora,
and fauna, Tiirkiye is one of the most favorable countries for ecotourism. Tiirkiye's largest freshwater lake and largest
national park, Lake Beysehir and its surroundings have suitable conditions for many ecotourism activities with its
natural areas, superior landscape beauties, forest ecosystem rich in species diversity, endemic plants, historical and
cultural values. In the literature, studies on tourism in Beysehir Lake and its surroundings include; the general
situation of tourism opportunities in the region (Giingér & Arslan, 2004; Tuncer et al., 2017), the perception of local
people towards alternative tourism opportunities in the area (Uniivar & Atalay, 2019; Karipcin & Ates, 2022), the
tourism potential of the caves in Beysehir (Ocal & Ozcan, 2013), the relationship between the landscape potential of
the region and tourism (Giingor & Arslan, 2003), the examination of the region in terms of ecology and tourism (Ding
& Oztiirk, 2013) and the flora tourism potential (Temizel et al., 2024) of the area. To the best of the researchers'
knowledge, no study has been found in the existing literature to examine ecotourism opportunities related to the
research area using the sustainable environment orientation. Following a brief overview of tourism in Lake Beysehir
and the surrounding area, the study presents a review of the literature on the relationship between the environment,
sustainable tourism, and ecotourism. The study's methodology was then thoroughly described. Next, the results of the
study are given. At the end of the study, several strategies for improving the region's current ecotourism potential are
provided along with a summary of the findings.

2. CONCEPTUAL FRAMEWORK

2.1. Relationship Between Environment, Sustainable Tourism and Ecotourism

The notion “sustainable tourism” started to be used in the 1980s and is a phenomenon based on the concept of
“sustainable development”. Development that satisfies the needs of the current generations without compromising the
ability of future generations to meet their needs is referred to as sustainable development (Brundtland Report, 1987).
Sustainable development is a three-dimensional concept that includes economic growth, social progress and
environmental protection (Munier, 2005: 1). The concept aims to prevent cultural, environmental, natural and
economic systems from being damaged and eliminated over time (Todorov & Marinova, 2011: 1404). Thanks to the
sustainable development approach and the optimum use of resources, later generations will be able to benefit from the
natural capital stock just like current ones.

The environmental protection sub-dimension of sustainable development is a phenomenon that should be
emphasized more in the tourism industry than in all other sectors. One of the most important supply sources of the
tourism industry is the environment. Protecting non-substitutable natural resources and the environment is very
important for the sustainability of tourism. The concepts of environment, economy and tourism are increasingly
developing as parts of each other (Beyhan & Uniigdr, 2005: 80). For this reason, the concept of sustainable tourism
should be emphasized in order to sustain the natural environment and ensure economic development. Implementing
eco-friendly practices in the industry will support both the long-term viability of tourism—which is largely dependent
on the sustainability of the environment—and the sustainability of tourism itself. Considered within this framework,
sustainable tourism aims to eliminate the negative effects of tourism on natural resources by supporting the long-term,
stable and optimal management of the relationship between the environment and tourism. Aside from helping to
preserve the environment and biodiversity, sustainable tourism also involves activities that respect the sociocultural
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traits and way of life of the host community, that aim to achieve harmony and balance between the needs of visitors
and local people, and that create jobs and other sources of income for the host community. Thus, the World Tourism
Organization defines sustainable tourism as; “tourism that addresses the needs of visitors, industry, the environment
and host communities, taking full account of its current and future economic, social and environmental impacts”
(World Tourism Organization, 2013).

The main goal of sustainable tourism is to sustain economic development without harming the environment,
natural and cultural assets, historical texture and social structure. In order to increase tourism revenues and guarantee
that this industry benefits the entire nation, sustainable tourism is also a crucial tool for diversifying and extending
tourism activities throughout the year. With sustainable tourism, which aims to preserve historical, natural and cultural
assets and bring them into tourism, the contribution of these resources to the regional economies will increase. In this
way, not only the coastline that serves mass tourism on the sea-sun-sand axis, but also all regions with touristic
potential throughout the country will be able to benefit from tourism revenues.

The tourism industry has focused on mass tourism for many years. However, when the changing tourist
profiles and expectations and the negative effects caused by mass tourism on the natural and social environment began
to be seen, new alternative tourism types to mass tourism were developed in order to ensure the sustainability of
tourism. Thanks to alternative tourism types that emerged from the perspective of diversifying tourism, countries can
diversify their tourism activities within the framework of their touristic potential and spread the income they earn from
tourism throughout the country. Ecotourism is a form of alternative tourism that has emerged in this sense. The term
ecotourism was first used by Hector Ceballos-Lascurain in 1983 and defined by the researcher as “environmentally
sensitive and respectful tourism activities that recognize the value of natural life, do not harm natural resources and the
environment, contribute to the socio-economic life of the local people without leaving a negative visitor impact”
(Ceballos-Lascurain, 1996). Various terms that can be considered related to ecotourism are used in the literature.
Among these; nature-based tourism, special interest tourism, responsible tourism, soft tourism, green tourism, wildlife
tourism, agrotourism, rural tourism, low-impact tourism, wildlife tourism, environmental tourism can be counted
(Stonehouse, 1999: 176-177; Newsome & Rodger, 2013; Cagatay et al., 2002; Kaypak, 2010). Activities that can be
practiced within the scope of ecotourism vary depending on people's interests. However, forest areas, national parks,
nature conservation areas, nature parks, wetlands, wildlife development areas, regions with a strong cultural identity
and beautiful scenery are generally preferred areas for ecotourism activities. Some examples of ecotourism activities
are hiking, trekking, camping, caravan tourism, agriculture and farm tourism, edible, drinkable and medicinal plant
(ethnobotany) tours, monumental tree tours, safari tourism, photo safari, flora tourism, fauna tourism, cave tourism,
horseback trekking, bird watching, orienteering, hunting, sports fishing, rock climbing, alpinism, bicycle tourism,
paragliding, river tourism (canoe-rafting), water sports, diving, wind surfing, balloon tourism, etc. (Erdogan, 2003;
Irmak & Yilmaz, 2011; Kaypak, 2010; Erken et al., 2019; Aklibasinda et al., 2012).

2.2. Tourism in Lake Beysehir and the Surrounding Area

The study area of this research is Lake Beysehir and the surrounding area, located within the borders of Beysehir
district of Konya province. It’s the third largest lake in Tiirkiye with an altitude of 1,121.5 m and a surface area of 651
km?. Its waters are fresh and it is also the largest freshwater lake in Tiirkiye. Beysehir district, within the borders of
which the lake is located, is 90 km away from Konya province. Konya is one of the largest industrial cities in Tiirkiye.

Beysehir's historical context makes it stand out as well. The history of the district dates back to neolithic
times. The area was used as a settlement center by the Hittites, Phrygians, Lydians, Persians, Romans, Anatolian
Seljuks, Esrefogullari, Karamanogullart and Ottoman Empire civilizations, and this allowed the district to host
important values in terms of historical and cultural assets (Konya Turizm Envanteri, 2000: 144). One of the important
historical ruins of the district is the Eflatunpinar Monument near Sadikhaci Village, 22 km away from Beysehir. The
structure is a Hittite Fountain built during the Hittite period between 1300-1200 BC. It has survived to the present day
without losing its monumental character, consisting of reliefs carved on 14 large rectangular cut stone blocks next to a
water source.

Another historical value of the district is the Fasillar Monument, located on the western skirt of a hill in the
south of Fasillar Village of Beysehir. The structure is one of the largest rock monuments in the world. Fasillar, a
monument from the Hittite period, consists of reliefs of two gods and two lions, one on top of the other, carved on a
20 square meter face of a giant rock weighing 72 tons. The Lukyanus Monument, located to the east of the Fasillar
Monument, is a monument dating back to the Roman Empire period, famous for its horse relief carved on the rock.
The monument, consisting of two parts, is 10 meters high. There is a 19-line inscription engraved on the surface of a
rock 5 meters above the ground on the right side of the monument (Onder et al., 2006: 680).

Kubadabad Palace is yet another significant historical site in Beysehir. Built by Alaeddin Keykubad in 1228 on the
shores of Lake Beysehir, at the foot of Mount Anamas, the building is one of the most important works of the Seljuk
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and Principality periods (Ding & Oztiirk, 2012). The palace exists today as ruins, archaeological excavations are still
continuing. The tiles and other artifacts found in the excavations are exhibited in the Karatay Museum in Konya.
Esrefoglu Mosque, located in the Beysehir district center, is an important work that was built in 1134 by the order of
the Seljuk Khan Sultan Sancar, and was later rebuilt in its current form by Esrefoglu Siileyman Bey in 1297. The
mosque is the most important structure that has survived from the Esrefogullari period. The mosque, designed in the
grand mosque style in accordance with the Seljuk tradition, is the most developed and largest example of mosques
with wooden pillars and flat earthen roofs in Anatolia (Yavas, 1995: 480). The mosque is still open for use today.
Other important historical monuments in the district are the Tag Madrasa and the historical Beysehir Stone Bridge.

Beysehir has an important tourism potential with its natural beauties as well as its history. The area is an
important transition point between the Central Anatolia and the Mediterranean Regions. Beysehir Lake Basin, located
within the district borders, was declared a national park under two different names, "Beysehir Lake National Park" and
"Kizildag National Park" in 1993 (Korucu Ugiincii and Musmal, 2014: 25; Erdogan et al., 2006: 62). There are many
diverse and rare plant species on the southwestern and northwestern shores of the lake, in the Dedegdl Mountains and
Anamas plateaus (Ter et al., 2006: 732; Onder et al., 2006: 682). The biological diversity of the lake and its
surroundings is determined by the climatic and geological structure of the region. In this respect, the region has the
status of an important plant area and constitutes the third largest ecosystem of Tiirkiye (Korucu Ugiincii & Musmal,
2014: 30; Yavuz Ozdemir, 2006: 192).

The study area has suitable conditions for many ecotourism activities. Details about these activities are given
below:

— There are many islands, large and small, in Lake Beysehir. The lake and some of its islands have important
habitats for birds. It has been recorded that 245 bird species live in the lake (Korucu Ugiincii & Musmal, 2014:
35). Lake Beysehir is home to many fish species as well as birds. The ecosystem around the lake also creates a
habitat for wildlife (Yavuz Ozdemir, 2006: 192). Thanks to these qualities, Lake Beysehir is an important
attraction point for bird watching, wildlife watching, and amateur fishing activities.

— Karaburun Beach, which is on the shore of Lake Beysehir, is 2 km long and provides a suitable environment
for swimming and water sports. There is also a camping area on the beach. The beach is an important tourism
attraction for the local people and visitors from the city of Konya, which is 90 km away from the lake.

— Another important feature of Lake Beysehir is its sunset view. The lake is considered one of the places in the
world where the most beautiful sunset can be watched (Alperen, 2001: 9). Lake Beysehir has a significant
potential for nature photography, thanks to both the sunset view specific to the lake and the natural beauties of
the region.

— Lake Beysehir and its surroundings are also popular in terms of cave tourism. The longest and deepest caves
in Konya are located in the high mountainous areas in the western parts of the Beysehir Lake basin (Nazik,
2005). Balatini, Suluin, Koriikini, Pinargdzii, Piarbasi, and Biiyiik Diiden Caves in the region are important
attraction points.

— The forested areas around Lake Beysehir and the hiking trails in this region have a significant potential for
hiking activities, camping, and caravan tourism. There are lanes on the lake shores suitable for bicycle,
motorcycle, off-road, and jeep safari trips (Ding & Oztiirk, 2013: 121). There are also suitable tracks for rock
climbing and mountaineering in the region (Onder et al., 2006: 680; Ter et al., 2006: 732).

— The geographical features of the region create a suitable environment for nature-based activities. Plateau
tourism is one of them. Local people go to the plateaus during the summer months and nomadic festivals are
held there. The region has favorable conditions for plateau tourism.

— The other activities that can be done in the region are paragliding and motorized parachuting. A track built by
Beysehir district municipality in 2009 in Yakamanastir, locating 6 km away from the district center, serves in
a position overlooking the district and the lake (beysehir.gov.tr).

— Dalily tours and optional concept tours are also organized through various yacht tourism companies that serve
visitors who want to see the islands and beaches of Lake Beysehir. The natural beauty and climate of the lake
provide a suitable environment for these tours.

— There are also thermal resources in and around Lake Beysehir that can be used within the scope of thermal
tourism. The springs around Beysehir serve the local people with their healing waters (Alperen, 2001; Onder
et al., 2006).
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3. METHODOLOGY

As part of this investigation, a study employing a quantitative research pattern was conducted to ascertain the
ecotourism potential of the research area. A survey form was used as a data collection tool. The sample group of the
study consists of public organization managers or representatives, local people, ecotourism participants visiting the
region, and academicians who have conducted studies on the research area (n = 270). The sample group was
determined by the guided sample selection technique and the participants of the group were assumed to have expert
opinions about the research area. A summary of the respondents is presented in Table 1. According to the table, 27%
of the participants are private sector employees, 43% are public officers, 14,1% are retired people and 15,9% are
people from other occupations such as housewives or students.

The survey form of this study was created using data gathered from academicians with expert opinions
regarding the ecology and tourism of Lake Beysehir & its environs, as well as the pertinent literature (Temizel et al.,
2024; Ding & Oztiirk, 2013; Erken et al., 2019; Uniivar & Atalay, 2019; Giingdr & Arslan, 2004). A five-point Likert
scale survey form was created in accordance with SWOT analysis method. In order for the data obtained through
SWOT analysis to be supported and interpreted with numerical results, the statements made regarding the strengths,
weaknesses, opportunities and threats of the research area were turned into a survey form. There are two sections to
the form. Five questions are asked in the first section to ascertain the participants' demographic details. There are 46
statements in total in the second section: 19 are about strengths, 10 are about weaknesses, 10 are about opportunities,
and 7 are about threats. The statements in the survey form aim to identify the ecotourism potential of the region and its
strengths and weaknesses in terms of environmental, social, cultural and historical assets. The survey also aims to
determine the opportunities and threats that the study area may face in the future. The developed survey form was
given its final form after a pilot application. The surveys were administered during face-to-face interviews with
participants in February and March 2024. Using the SPSS software, the frequency, reliability, mean, and standard
deviations of the data were assessed; tables were used to interpret the findings.

The study obtained ethical approval from “Scientific Ethics and Evaluation Committee of Selcuk University,
Faculty of Tourism”, with the letter dated 04.03.2024 and numbered 715470.

Table 1: Respondent Characteristics (n =270)

Characteristics Frequency Percentage
Gender
Male 169 62,6
Female 101 374
Marital Status
Married 206 76,3
Single 64 23,7
Age
20 and below 29 10,7
21-30 33 12,2
31-40 71 26,3
41-50 67 24,8
51 and above 70 25,9
Education
Junior School & High school 60 222
College 30 11,1
Degree 126 46,7
Master and above 54 20,0
Occupational Status
Private sector employee 73 27,0
Public officer 116 43,0
Retired 38 14,1
Others (Housewife, student etc.) 42 15,9
4. FINDINGS

4.1. Reliability and Validity Analyzes of the Research Scale

The accuracy and reliability of research data are very important for results of analysis. For this reason, the accuracy of
the data is tested with different methods. One of the most commonly used is Cronbach's Alpha coefficient. Cronbach's
Alpha coefficient is preferred to determine the distribution of data, errors and outliers (Hair et al., 2010). Reliability
and validity analysis results of the scale used in the research are shared in Table 2. In reliability and validity analyzes,
if the scale's Cronbach's Alpha coefficient is less than 0.40, it indicates a lack of reliability; if it is between 0.40 and
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0.60, it indicates a low level of reliability; if it is between 0.60 and 0.80, it indicates a degree of reliability; and if it is
between 0.80 and 1.00, it indicates a high level of reliability (Hair et al., 2010). When Table 2 is examined, it is clear
that the scale is highly reliable since Cronbach's Alpha values for all dimensions are higher than 0.80.

Table 2: Reliability and Validity Analyzes of the Research Scale

Frequency | Mean Cronbach’s Alpha | Skewness Kurtosis
Strengths 19 4,048 0,944 -1,078 1,175
Weaknesses 10 4,087 0,918 -1,418 1,984
Opportunities 10 3,800 0,912 -0,601 -0,259
Threats 7 4,337 0,861 -1,857 1,872

In order to make comparisons between variables, normality analyzes of the data must first be determined. In
this regard, skewness and kurtosis values are examined (George and Mallery, 2010). However, it seems that
researchers do not fully agree on the distribution of data. For normal distribution of the data, Huck (2012) states that it
should be within = 1, Tabachnick and Fidell (2015) within £ 1.5, and George and Mallery (2010) within =+ 2. In the
research conducted by Kline (2011: 63), it is stated that the skewness and kurtosis values should be between = 3 for
the assumption of normality. According to Table 2 it was determined that the skewness and kurtosis values of all
statements related to SWOT analysis were within the range of + 2 and the relevant analyzes were carried out assuming
that the data showed normal distribution.

4.2. Findings of SWOT Analysis

Within the scope of the research, the data obtained from the survey form was subjected to SWOT analysis with the
SPSS program. The results were shared in Table 3.

Table 3: SWOT Analysis of the Ecotourism Opportunities of Lake Beysehir and the Surrounding Area

Strengths X (o)

Beysehir is Tiirkiye's largest freshwater lake 4,59 1,00
Esrefoglu Mosque and Social Complex 4,50 1,05
Historical Beysehir stone bridge 4,41 1,07
Nature photography opportunities around the lake 4,40 0,98
Eflatun Pinari (Hittite Fountain) water monument 4,25 1,11
Hiking trails around the lake 4221 1,08
Lake Beysehir National Park and Kizildag National Park 421 1,12
Topographic features suitable for bicycles/motorcycles around the lake 4,17 1,10
Kubad-Abad Palace ruins 4,13 1,13
Balatini, Koriikini and Suluin caves 4,10 1,10
Karaburun beach 407 | 1,16
Fasillar Monument 404 | 1,17
Natural environment and wildlife around the lake 400| 1,16
Flora and fauna biodiversity 3,80 1,25
Paragliding opportunities 3,771 1,23
Yaka Manastir recreation area 3,76 | 1,24
Landscape beauties 3,71 1,26
Hunting tourism opportunities (pig, partridge, quail, fish) 3,62 1,31
Weaknesses X (o)

Promotion and marketing problems 435] 1,12
Limited public transportation facilities 422 1,13
The area is far from the airport and high-speed train station 4,19 1,23
Insufficient number and quality of accommodation facilities 4,11 1,26
Incomplete lake landscaping 4,10 1,20
Few social and cultural activities 409| 1,19
Limited availability of caravan and camping areas 4,07 1,21
Lack of infrastructure in rural areas 4,03 | 1,27
Lack of infrastructure in historical and touristic places 398| 1,18
Insufficient number and quality of food and beverage establishments 3,73 | 1,33
Opportunities X (o)

Suitable as a camping center for sports clubs with its clean air and abundant oxygen 4,14 1,12
Located in the Lakes Region Eco Tourism Development Zone 4,13 1,20
Tourism potential of the islands in the lake 3,93| 1,31
Recreational activities are possible throughout the year due to climatic conditions 390 1,20
Climatic conditions suitable for water sports such as canoeing, boating and windsurfing 3,79 1,33
Agrotourism (agricultural tourism) potential 3,741 1,29
Threats X (o)
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Construction of touristic facilities in coastal protection zones 4,61 0,92
Decreasing water level in the lake due to global warming and unconscious use 421 1,13
Discharging sewage water into the lake 4,32 1,11
Increase in illegal and unconscious hunting in and around the lake 4,31 1,10
Increasing pollution in the lake and its surroundings 392 1,40
Insufficient support from local governments to tourism 4,40 1,10
Non-overnight / daily tourism activities 4,591 1,00

(1=1I strongly disagree; ...... 5= Absolutely I agree)

As can be seen Table 3, mean values were calculated for each expression in the form, and the expressions
were ranked from highest value to lowest. Standard deviation values were also examined in order to express to what
extent the data in the table varied around the arithmetic mean. In scientific studies the arithmetic mean ranges of
descriptive findings is considered to express: 1.00-1.80; “very low level”, 1.81-2.60; “low level”, 2.61-3.40; “medium
level”, 3.41- 4.20; “high level” and 4.21-5.00; “very high level” of participation (Yaman & Tekin, 2010). In the light
of this information, statements with a mean value of 3.41 and above for the strengths, weaknesses, opportunities and
threats determined by the SWOT analysis are included in the table. Accordingly, five statements in the survey form
with a mean value below 3.41 were not included in the results. The ecotourism potential of Lake Beysehir and its
surroundings is presented in Table 3, along with its strengths, weaknesses, threats, and opportunities. According to the
table it was observed that the participants generally agreed at a very high level (mean between 4.21 and 5.00) on the
statements in the survey form. This situation is noteworthy for the consistency of SWOT analysis results. Examining
Table 3, it is evident that the mostly agreed strength of the study area in terms of ecotourism is that Lake Beysehir is
the largest freshwater lake in Tiirkiye (X=4.59). This expression also has the smallest value (6=1.00) for its standard
deviation. This finding indicates that the research participants' perspectives on the related statement are fairly similar
to one another. According to Table 3, among the weaknesses identified by the SWOT analysis, the fact that there are
marketing and promotion problems has emerged as a weakness that was accepted by the respondents with a very high
level (mean between 4.21 and 5.00) of participation (X=4.35). Additionally, the standard deviation of this expression is
the lowest (c=1.12). This result suggests that the viewpoints of the research participants regarding the relevant
statement are rather similar to each other. Table 3 also lists the strengths and weaknesses identified by the SWOT
analysis, as well as the opportunities and threats regarding the ecotourism potential of the research area. Accordingly,
the fact that the lake and its surroundings are suitable for being a camping center for sports clubs with its clean air and
abundant oxygen was expressed as an opportunity with a high level (mean between 3.41 and 4.20) of participation by
the respondents (Xx=4.61). Also in Table 3, construction of touristic facilities in coastal protection zones was expressed
as a threat with a very high level (mean between 4.21 and 5.00) of participation by the respondents (X=4.14).

CONCLUSION

Sustainable tourism aims to eliminate the negative effects of tourism on natural resources by supporting long-term,
stable and optimal management of the relationship between the environment and tourism. Ecotourism is an
environmentally friendly tourism activity that promotes the sustainability of the environment and tourism. With its
natural settings, Lake Beysehir and its surroundings make ideal locations for a variety of ecotourism activities. This
study uses the sustainable environment concept as a guide to investigate and evaluate Lake Beysehir's ecotourism
opportunities, and to suggest sustainable strategies to protect the environment. For this purpose, the SWOT analysis
method was preferred in the study. According to the SWOT analysis results, the strengths of Lake Beysehir and its
surroundings in terms of ecotourism opportunities highlight the important natural and cultural assets of the region. The
fact that Lake Beysehir has the largest fresh water reserve in Tiirkiye is a feature that makes the lake stand out on a
national scale. It is Tirkiye's largest national park, with an area of 88 thousand 750 hectares covering the lake and its
shores. There are two separate national parks in the area: Beysehir National Park and Kizildag National Park. National
parks are protected areas that play a vital role in both preserving the environment and providing tourists with eco-
friendly travel experiences. Nature photography opportunities, hiking trails, topographic features suitable for bicycles
and motorcycles, natural environment, wildlife, flora and fauna biodiversity, landscape beauties, paragliding
opportunities, caves, Karaburun beach and hunting tourism opportunities are among the strengths of the study area.
The region is also rich with its historical and cultural heritage. Esrefoglu Mosque and Social Complex, Historical
Beysehir Stone Bridge, Eflatun Pinart (Hittite Fountain) water monument, Kubad-Abad Palace ruins and Fasillar
Monument are the prominent structures according to the SWOT analysis results.

The SWOT analysis also revealed some issues that might present opportunities for ecotourism activities in the
study area. Accordingly, it is an important opportunity for the region to be suitable as a camping center for sports
clubs due to its clean air and abundant oxygen. In addition, the climatic conditions are suitable for water sports such as
canoeing, boating, windsurfing and the area is suitable for a set of recreational activities in all seasons. In addition to
the lake and its surroundings, the large and small islands within the lake also have tourism potential.
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The study's findings indicate that Lake Beysehir and the surrounding area have a number of weaknesses when
it comes to tourism-related activities, including insufficient promotion and marketing, poor public transportation
options, incomplete landscaping of the lake and. In addition, the region's distance from the airport and high-speed train
station appears to be a poor quality in terms of accessibility. The region has deficiencies in terms of accommodation
and food & beverage facilities, social and cultural activities, caravan and camping areas. The lack of infrastructure in
rural, historical and touristic areas is also striking.

Some features that may ultimately pose a threat to Lake Beysehir's ecotourism potential were also looked at as
part of the research. Accordingly, the construction of touristic facilities in the coastal protection zones around the lake
and the increasing environmental pollution are noteworthy issues. The lake's water level is dropping as a result of
global warming and careless usage. The natural environment is also threatened by the discharge of sewage water into
the lake, the rise in illegal and careless hunting in the lake's vicinity.

Considering the findings mentioned above regarding SWOT analysis, a number of strategies can be created to
enhance the region's current ecotourism potential and to enable the identified strengths and opportunities to be
transformed into sustainable and environmentally friendly tourism activities. Strategies to counter threats and
strengthen weaknesses can also be developed. One of these strategies can be for local authorities to develop an
ecotourism management plan tailored to the area. The sustainability of the environment can be supported by a number
of projects that will be developed under the guidelines of this plan, as well as by controlled and ecologically friendly
investments.

Preserving the natural settings in the research area is crucial. In this regard, a number of initiatives could be
created to preserve and enhance Lake Beysehir's biodiversity. These initiatives can aid in improving the ecosystem
and preserving the local flora and fauna. For example, local governments can organize environmental education
programs in the region. These programs will encourage environment friendly tourism behaviors by providing tourists
and local people with information about the protection of natural resources, environmental awareness and sustainable
tourism practices. These programs can also support sustainable tourism by increasing community involvement in
protecting natural and cultural heritage.

There are a lot of advantages to ecotourism at Lake Beysehir. Certain tactics can be created to enhance current
operations in a way that promotes tourism and a sustainable environment. Road transportation is available all around
the lake. The road that circles the lake is about 130 kilometers long. Nevertheless, the lake is not entirely encircled by
well-kept walking trails. The surrounding area has a few walking trails and natural paths. Some sections of these roads
may not provide ideal conditions for hiking because they are irregular and neglected. Because of this, it is important to
preserve already-existing natural paths and create hiking and cycling routes without endangering the environment. The
region's topography makes it ideal for motorcycle and cycling activities. Considering the possibility of motor vehicle-
induced environmental damage, establishing motorcycle trails in restricted areas will also enhance the appealing
nature of the lake environment.

Caves such as Balatini, Koriikini and Suluin around Lake Beysehir are open to visitors. These caves have
significant potential to expand ecotourism options in the region. In order to provide a better experience for visitors,
tours to these caves, which are remarkable natural formations, can be organized with expert guides. In order to create
visitor demand for these tours, cooperation can be made with travel agencies serving in the cities of Konya and
Antalya. However, during these visits, care should be taken to ensure that the natural structure of the caves is not
damaged by considering the balance of protection and use.

The region, with its temperate climate, is an ideal place for water sports and recreational activities throughout
most of the year. Environmentally friendly water sports activities such as sailing, windsurfing and canoeing that can
be done on the lake should be increased. Additionally, the islands in the lake have potential for tourism.
Environmentally friendly activities such as hiking, bird watching, camping and guided tours can be organized on the
islands in order to protect wildlife and stimulate tourism.

Among the ecotourism activities available in the area are paragliding and paramotoring. From a location with
a view of the lake, either solo or tandem flights can be undertaken from the Beysehir Aviation Sports Club on Yaka
Manastir Hill in the Anamas Mountains that encircle Lake Beysehir. In Tiirkiye, there are well-known paragliding
locations within the borders of Antalya and Mugla, two nearby cities. However, one of the few locations in the Central
Anatolia Region is the Yaka Manastir paragliding hill at Beysehir Lake. Nevertheless, Lake Beysehir and its environs
are not particularly conducive to paragliding. Because of this, marketing initiatives aimed at raising awareness of the
area should be continued by highlighting the advantage of proximity to big cities such as Konya and Ankara.

With its clean air and plenty of oxygen, the research area's national parks and forest areas make it a potential
great place for sports clubs to camp. In marketing and promotional efforts for the area, it could be important to draw
attention to this feature. Furthermore, there aren't enough eco-camping and caravan camping areas in the region, both
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in terms of quantity and quality. Development of these areas will increase tourists' environmentally friendly
accommodation experiences.

The findings of the study show that some actions are necessary to strengthen the weaknesses of Lake Beysehir
in tourism. In this case, more marketing and promotional activities are needed to increase awareness of the region
throughout the country and even internationally. The region can be promoted to wider audiences through events such
as tourism fairs, social media campaigns and digital marketing strategies. These campaigns can also highlight the
unique historical and cultural characteristics of the region.

Enhancing the area's service infrastructure is another component of tourism that needs to be reinforced.
Infrastructure improvements for lodging and food & beverage should be funded. It should be encouraged to build
more lodging and food & beverage should facilities, both in terms of quantity and quality. Furthermore, the design and
operation of tourism facilities that serve or will serve the region should consider environmental sustainability. Within
the framework of sustainable tourism practices, businesses can implement environmentally beneficial strategies such
as building energy-producing structures with eco-friendly designs, managing facilities using a green management
approach, promoting eco-friendly employee attitudes, implementing energy and water-saving measures, using eco-
friendly cleaning products, and paying close attention to waste management. In order to preserve the environment and
raise environmental awareness, businesses in the area should also be encouraged to obtain environmental certifications
like Green Globe, Green Hotels, and Green Star. These certificates are awarded to establishments that fulfill the
requirements set forth by different organizations. High environmental sensitive ecotourism participants will also be
drawn to these certificates.

Projects for the development of the region's infrastructure should start in its rural and historic areas. Such
initiatives can aid in the preservation of historical and cultural assets while also developing fresh tourist destinations.
Besides, enhancing the area's connectivity to the airport and high-speed rail hubs will facilitate tourist access to the
region.

It is also important to take precautions against tourism-related environmental damage in the area. Increased
investments in environmentally friendly infrastructure by local governments in the region are necessary for the
sustainability of the environment. The environmental impact of tourism may be decreased by bolstering waste
management and recycling initiatives, making investments in renewable energy sources, implementing water-saving
techniques, promoting recycling and waste management policies in tourist destinations, and reducing plastic waste.
Additionally, local governments can create environmentally friendly transportation options by enhancing public
transportation infrastructure, bike lanes, and hiking trails.

Combining these strategies could make it feasible to promote sustainable tourism practices and grow eco-
friendly tourism in Lake Beysehir and the surrounding area. In this sense, protecting the area's natural and cultural
treasures can enhance the benefits of tourism.
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