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Tiirkiye’nin Turizm Yiiksekogretim Programlari: Kronolojik Bir Inceleme’

2 Giilgin OZBAY 2 27 Vildan TUYSUZ * ©2) Serkan SEMINT *

Ozet

Bu galigmanin amaci; 6n lisans ve lisans diizeyinde turizm egitimi veren yiiksekgretim kurumlarini kronolojik
olarak siralamak ve turizm bdliimleriyle ilgili bir durum tespiti yapmaktir. Calismada nitel arastirma
yontemlerinden veri madenciligi tekniginden yararlanilmis ve turizm egitimi alamiyla ilgili ikincil kaynak
verilerinden yararlanilarak derleme yapilmistir. Ik olarak “YOK Atlas” veri tabanindan turizmle ilgili tiim
boliimler taratilmistir. Yapilan tarama sonucunda 6n lisans ve lisans diizeyinde turizm egitimi veren kurumlara
erisilmistir. Daha sonra bu kurumlarin web sayfalarindan kurumlarin tarihgeleri incelenmis, egitim verdikleri
boliimler tespit edilmis ve kronolojik olarak siralama yapilmistir. Arastirma sonucunda 6n lisans diizeyinde
turizm alaninda 10 bdliim ve turizm egitimi veren 332 kurum; lisans diizeyinde ise turizm alaninda 8 boliim
ve turizm egitimi veren 235 kurum oldugu tespit edilmistir. Ayrica on lisans diizeyindeki yiliksekogretim
kurumlarinin %81’inin, lisans diizeyindeki yiiksekdgretim kurumlarinin ise %77’sinin devlet statiisiinde
oldugu goriilmiistiir. Kronolojik analiz, 6n lisans diizeyinde ilk turizm egitiminin 1980 yilinda, lisans
diizeyinde ise 1965 yilinda basladigini ortaya koymustur.

Anahtar Kelimeler: Turizm Egitimi, Kronolojik Inceleme, Yiiksekdgretim Programlari, Tiirkiye

JEL Kodu/Code: L83.

Turkey's Tourism Higher Education Programs: A Chronological Review
Abstract

The purpose of this study; The aim of this study is to chronologically list the higher education institutions that
provide tourism education at associate and undergraduate levels and to make a current assessment of tourism
departments. In the study, data mining technique, one of the qualitative research methods, was used and a
compilation was made using secondary source data related to the field of tourism education. Firstly, all
tourism-related sections were scanned from the "YOK Atlas" database. As a result of the screening, institutions
providing tourism education at associate and undergraduate levels were accessed. Then, the history of these
institutions was examined on their web pages, the departments in which they provided education were
identified, and a chronological order was made. As a result of the research, there are 10 departments in the
field of tourism at the associate degree level and 332 institutions providing tourism education; It has been
determined that there are 8 departments in the field of tourism and 235 institutions providing tourism education
at the undergraduate level. In addition, it was observed that 81% of higher education institutions at the associate
degree level and 77% of higher education institutions at the undergraduate level have state status.
Chronological analysis revealed that the first tourism education at the associate degree level started in 1980,
and at the undergraduate level in 1965.

Keywords: Tourism Education, Chronological Review, Higher Education Programs, Turkey

Referans/Citation: Ozbay, G., Tiiysiiz V. & Semint S. (2024). Tiirkiye’nin turizm yiiksekdgretim programlari:
Kronolojik bir inceleme, Journal of Hospitality and Tourism Issues, Vol. 6, No. 2, 64-84.
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1. GIRIS
Turizm endiistrisinin ekonomik ve sosyal etkileri, diinya genelinde her gecen giin artmaktadir. Bu
etkiler igerisinde en belirgin olanlar1 gelir artis1 ve istihdamdir. Diinya Turizm ve Seyahat
Konseyi’nin ekonomik arastirmasina gore turizm endiistrisinin kiiresel Gayri Safi Yurt I¢i Hasila’ya
2023 yilinda %9,1 katkida bulundugu belirtilmistir (World Travel & Tourism Council, 2024). Bir¢cok
ilke biiylime egilimi gosteren bu pastadan pay oranlarini yiikseltmek istemektedir ve Tiirkiye de bu

tilkeler arasindadir (Unur & Kosker, 2015). Bu pastadan pay alabilmek i¢in egitimli personelin,
sektorel baglamda 6nem arz ettigi diistiniilmektedir.

Turizm egitiminin amaci, sektoriin temel ihtiyaglarina karsi donanimli bir sekilde bilgileri alan,
uygulamali egitimde nitelikli, sosyal anlamda kendini gelistiren, ¢evreye ve topluma karsi sorumluluk
duygusu olan bireyler yetistirmektir. Turizm endiistrisinde hem hizmet hem de {irlin sunumu
yapilmasi sebebiyle turizm egitimlerinde insan faktorii 6nemli bir unsur olarak 6n plana ¢ikmaktadir.
Turizm egitimlerinde sosyal davraniga yonelik derslerin yani1 sira teknik bilgi gerektirecek dersler de
verilmektedir (Akyurt & Ultay, 2021).

Yiiriitilen bu calismada, Tiirkiye’de on lisans ve lisans diizeyinde turizm egitimi veren
ylksekogretim kurumlarini kronolojik olarak siralamak ve turizm boliimleriyle ilgili bir durum tespiti
yapmak amaclanmigtir. Literatlir taramasi sonucunda dogrudan turizm egitiminin kronolojik
siralamasin1 baz alan herhangi bir c¢alismaya rastlanilmamistir. Ayrica turizm egitimi veren
kurumlarm yillar igerisindeki gelisimini gostermesi, turizm arastirmacilarina konuya yonelik bir
bakis agis1 sunmasi, turizm egitimi almak isteyen kisilerin boliimlere iliskin giincel bilgiye ulagsmasi,
turizm egitiminin gerek devlet gerekse 6zel tiniversitelerdeki konumunu ortaya koymasi bakimindan
bu ¢alisma onem arz etmektedir. Bu dogrultuda asagidaki arastirma sorular1 gelistirilmistir:

v Turizm egitimi veren yiiksekégretim kurumlarinin kronolojik siralamasi nasildir?
v On lisans ve lisans diizeyindeki béliimlerin yillar itibariyle gelisimi nasildir?

v On lisans ve lisans diizeyindeki béliimler hangi isimlerle yapilanmistir?

v" On lisans ve lisans diizeyinde turizm egitimi veren kurumlarin statiisii nedir?

Arastirma sorular1 tasarlanirken turizm egitimiyle ilgili literatiir taranmigtir. Turizm egitimi {izerine
yiiriitiilen ¢alismalar incelenmis ve bu alandaki literatiir boslugu tespit edilmistir. Tlk olarak turizm
egitimi veren kurumlar {izerine odaklanilmistir. Calismanin amacina ulasmak icin ikincil kaynaklar
ve veri madenciligi tekniginin ¢alisma i¢in uygun olacagi diistintilmiistiir.

2. KAVRAMSAL CERCEVE

Tiirkiye’de mesleki turizm egitimi yaygin ve drgiin olmak iizere iki sekilde verilmektedir (Onciier,
2006; Hacioglu vd., 2008). Yaygin turizm egitimi 6zel veya resmi kurumlar tarafindan kisa siireli
kurslar olarak verilirken 6rgiin turizm egitimi ortadgretim ve yiiksekdgretim seviyelerindeki okullar
tarafindan verilmektedir (Unliiénen & Boylu, 2005). Tiirkiye’de 1953 yilinda mesleki turizm egitimi,
ilk kez Kiiltiir ve Turizm Bakanlig1 ve Milli Egitim Bakanlig1’nin is birligiyle Izmir ve Ankara Ticaret
Liselerinde “komilik, garsonluk ve ag¢ilik” kurslarinin agilmasiyla verilmistir. Ayrica o donemde
baz1 turizm dernekleri de rehberlik kurslar1 diizenlemeye baslamistir (Olali vd., 1983; Timur, 1992).
1955 yilinda Izmir’de acilan Ticaret Lisesi de benzer miifredati uygulamistir (Avcikurt, 2000).
1963’te Turizm ve Tanitma Bakanligi’nin kurulmasiyla turizm personeli yetistirilmesi konusu 6nem
kazanmistir (Solmaz, 2019). Ayn1 donemde, turistik ve tarihi eserlerin tanitilmasi amaciyla Ankara
Otelcilik Lisesi orglin egitim kapsamina girmistir. 1964-1965 6gretim yili itibariyle 6grenciler,
turistik tesislerde isbasi egitimine baglamistir. 1967-1968 dgretim yilinda Istanbul’da otelcilik okulu
acilmistir. 1975-1976 yillarinda Kusadasi’nda Otelcilik ve Turizm Lisesi agilmistir. 1984-1985

"
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Ogretim yili itibariyle yabanci dilin 6nemi otelcilik liselerinde vurgulanmaya baglanmis ve bazi
dersleri yabanci dilde veren Anadolu Otelcilik ve Turizm Meslek Liseleri agilmigtir. 1975-1976
Ogretim yilindan itibaren mutfak, servis, resepsiyon bdliimleri acgilan bu okullarda, 1993-1994
Ogretim yilinda servis, resepsiyon, mutfak, seyahat hizmetleri ve kat hizmetleri ders ve alanlarinin
eklenmesiyle miifredat son halini almistir (Pehlivan, 2008). Tiirkiye’de 1980’li yillardan itibaren 6n
lisans diizeyinde turizm egitimi verilmeye baslanmistir (Boylu & Arslan, 2013). 1963 yilinda “Ticaret
ve Turizm Yiiksek Ogretmen Okulu” adiyla lisans diizeyinde ilk kez turizm egitimi verilmistir
(Cimen, 2006). 1982°de bu okul Gazi Universitesi’ne bagl olarak Ticaret ve Turizm Egitim Fakiiltesi
adinda egitim vermeye devam ederken 2010 yilinda Turizm Fakiiltesi’ne doniigsmiistiir (Unur &
Koésker, 2015). Tiirkiye’de 1981 yilinda Hacettepe Universitesi biinyesinde ilk kez yiiksek lisans
egitimi verilmistir. Daha sonra sirasiyla Istanbul, Gazi, Dokuz Eyliil, Anadolu Universitesi ve diger
{iniversitelerde yiiksek lisans programlar1 agilmistir. Tiirkiye’de ilk doktora programi ise istanbul
Universitesi biinyesinde agilmistir. Daha sonra sirastyla Dokuz Eyliil, Gazi, Anadolu Universitesi ve
diger iiniversitelerde doktora programlar1 agilmistir (Kozak wvd., 2011). Turizm egitiminin
glinlimiizdeki yapis1 Sekil 1°de yer almaktadir.

s, | e
Ot aceme Turem | %e. Lisans)
?3,?1:13 SE?“’ Otel. ily‘ir"gT(msans)
SN R Meslee‘lﬁgm&;r:aﬁ&reum)
Niteliksiz Personel

Sekil 1. Tiirkiye’deki Turizm Egitim Ogretim Kademeleri ve Boliim Ciktilar:
y g 4
Kaynak: Aksu & Bucak, 2012

Sekil 1°de goriildiigii lizere, turizm egitimini bes basamakta incelemek miimkiindiir. En alt basamak,
turizm alaninda herhangi bir egitim almamis personeli ifade etmektedir. Orta 6gretim basamagi,
turizm egitiminin lise diizeyinde, turizm lisesi veya meslek lisesi ad1 altinda verildigini ifade ederken
On lisans basamag yiiksekogretim kurumlarinda turizm egitiminin iki yillik, lisans basamagi dort
yullik turizm egitiminin verildigini gostermektedir. En {ist basamak ise turizm egitiminin yiiksek
lisans ve doktora gibi lisansiistli egitimlerle verildigini ifade etmektedir.

3. YONTEM

Caligmanin amaci, Tiirkiye’de On lisans ve lisans diizeyinde turizm egitimi veren yiiksekdgretim
kurumlarini kronolojik olarak siralamak ve turizm bdéliimleriyle ilgili bir durum tespiti yapmaktir. Bu
caligmada, nitel arastirma yontemleri kapsaminda yer alan veri madenciligi tekniginden
faydalanilmistir. Veri madenciligi; dnceden bilinmeyen, uygulanabilir ve gecerligi kabul edilmis
bilgilerin veri yiginlarindan saglam bir siire¢le elde edilmesi olarak tanimlanmaktadir (Baykal, 2006).
Calismanin evrenini Tirkiye’de turizm alaninda egitim veren yiiksekogretim kurumlari olustururken
orneklemi ise Tirkiye’de turizm alaninda 6n lisans ve lisans diizeyinde turizm egitim veren

.
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yiiksekdgretim kurumlari olusturmaktadir. Arastirmanin temel amaci dogrultusunda Yiiksekogretim
Program Atlas1 veri tabanindan turizmle ilgili tiim bdliimler taranarak 6n lisans ve lisans diizeyinde
turizm egitimi veren kurumlara ulasilmistir. Daha sonra bu kurumlarin internet sayfalarindan
tarihgeleri incelenmis, kurumlar egitim verdikleri boliimlere gore ayrilarak kronolojik olarak
siralanmistir. Fakat bazi liniversitelerin egitime basladig tarihe iliskin bilgilere internet sayfalarinda
ulasilamamistir. Goriismeler saglanarak bilgi alinmaya calisilmis; ancak boliimlerle ilgili kisilere
telefon ve mail yoluyla ulasilamamistir. Geri doniit alinamayan kurum sayilar1 6n lisans diizeyinde
18 iken lisans diizeyinde 10’dur. Bahsi edilen bu {iniversitelere tablolarda yer verilmis ancak
analizler, ¢ikarimlar ve istatistiki bilgiler olusturulurken degerlendirilmeye alinmamistir. Arastirma
verileri 01.12.2022-27.09.2023 tarihleri arasinda toplanmistir. Veriler toplandiktan sonra Excel
programinda siniflandirilmistir. Grafikler, istatistiki veriler bu program iizerinden elde edilmis ve
amaca uygun olacak sekilde yorumlanmistir. Son olarak arastirma kapsamina alinan iiniversitelerin
zaman igerisinde adi, bagli oldugu kurum, boliim ve programlarinin degistigi goriilmiistiir. Bu
nedenle incelenen kurumlari YOK Atlas veri tabaninda bulunan hali baz alinarak arastirmaya dahil
edilmistir. Arastirma amacindan uzaklasmamak adina bu degisikliklere ¢alismada yer verilmemis
yalnizca ilk ag¢ilis tarihleri goz 6niinde bulundurularak kronolojik bir siralama yapilmstir.

4. BULGULAR

Arastirmanin bulgular iki kisimdan olusmaktadir. ik kistmda turizm alaninda 6n lisans diizeyinde
egitim veren iiniversiteler ve boliimlere iliskin bilgiler yer alirken ikinci kisimda lisans diizeyinde
turizm egitimi veren kurumlar ve béliimleri yer almaktadir.

4.1. Tiirkiye’de On Lisans Diizeyinde Turizm Egitimi Veren Universitelerin Kronolojik
Siralamasi

Tablo 1’de 6n lisans diizeyinde turizm egitimi veren iniversitelerin kronolojik siralamasi yer
almaktadir. Yiiksekogretim kurumlarinin turizm alaninda 6n lisans diizeyinde 10 béliimde egitim
verdigi goriilmektedir. Arastirma kapsaminda 6n lisans diizeyinde turizm alaninda ele alinan 10
boliimiin toplam 332 yiiksekdgretim kurumunda yer aldig1 goriilmiistiir. Bu say1 kurum sayis1 bazinda
verilmistir. Ornegin; Adnan Menderes Universitesi’nde turizm egitiminin 8 farkli kurumda verildigi
goriilmiistiir. Boliim sayilarini ortaya ¢ikarabilmek amactyla bu teknik uygulanmigtir. Bu kurumlarin
neredeyse tamami (330) meslek yiiksekokulu biinyesinde bulunmaktadir. Bu yliksekogretim
kurumlarmin %81°1i devlet statiisiindedir. Tabloda 6n lisans diizeyindeki kurumlar i¢in meslek
yiiksekokulu kavraminin kisaltmasi olarak “MYO” kullanilmistir.

Tablo 1. On Lisans Diizeyinde Turizm Egitimi Veren Universitelerin Kronolojik Siralamasi

Yil Sehir Statii Universite/Program On Lisans Diizeyindeki Kurum
Kiiltiirel Miras ve Turizm Boliimii
Nevsehir Haci Bektasi Veli Urgiip Sebahat ve Erol Tokséz Turizm

2008 Nevsehir Devlet Universitesi MYO

2009 Eskisehir Devlet Anadolu Universitesi Acikdgretim Fakiiltesi

2011 Istanbul Devlet Istanbul Universitesi Acik ve Uzaktan Egitim Fakiiltesi
2016 Izmir Devlet Dokuz Eyliil Universitesi Efes MYO

Saghik Turizmi isletmeciligi Boliimii
1993 Afyonkarahisar ~ Devlet Afyon Kocatepe Universitesi Sandikli MYO

1994 Sanliurfa Devlet Harran Universitesi Sanlurfa Saglik Hizmetleri MYO
2011 Kiitahya Devlet Dumlupinar Universitesi Simav MYO
2013 Tokat Devlet Gaziosmanpasa Universitesi Resadiye MYO
2018 Nevsehir Deviet ~ hevsehir Hact Bektasi Veli 11 vivo

Universitesi
2018 Sivas Devlet Cumbhuriyet Universitesi Cumbhuriyet Sosyal Bilimler MYO
2019 Ankara Vakif Medipol Universitesi Saglik Hizmetleri MYO
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2020 Balikesir Devlet ~ bandima - Onyedi  Eylil b4\ rvo

Universitesi
2020 Sakarya Devlet S.alfarya. Uygulamah Bilimler Akyazi1 Saglik Hizmetleri MYO

Universitesi

Turizm Animasyonu Boliimii

2009 Mersin Devlet Mersin Universitesi Erdemli MYO

Alaaddin Keykubat Alanya Ticaret ve Sanayi Odas1 Turizm
2010 Alanya Devlet  yniversitesi MYO
2012 Mugla Devlet Sitk1 Kogman Universitesi Marmaris Turizm Meslek Yiiksekokulu
2014 Diyarbakir Devlet Dicle Universitesi Diyarbakir Sosyal Bilimler MYO
2014 [zmir Devlet Ege Universitesi Bergama MYO

Turizm ve Seyahat Hizmetleri Boliimii

- Istanbul Vakif Beykent Universitesi MYO
1986 Istanbul Devlet Marmara Universitesi Sosyal Bilimler MYO
1989 Konya Devlet Selcuk Universitesi Aksehir MYO
1992 Mersin Devlet Mersin Universitesi Sosyal Bilimler MYO
1993 Mersin Devlet Mersin Universitesi Anamur MYO
1994 Canakkale Devlet Onsekiz Mart Universitesi Gelibolu Piri Reis MYO
1994 Kocaeli Devlet Kocaeli Universitesi Kartepe Turizm MYO
1995 Sakarya Devlet S_ak.arya. Uygulamah Bilimler Sapanca MYO

Universitesi
1996 Bursa Devlet Uludag Universitesi Sosyal Bilimler MYO
1998 Mugla Devlet Sitk1 Kogman Universitesi Mugla MYO
1999 Mugla Devlet Sitk1 Kogman Universitesi i/fgl (1)ye Ali Sitka-Metharet - Kogman
1999 Mugla Devlet Sitk1 Kogman Universitesi Ortaca MYO
2004 Antalya Devlet Akdeniz Universitesi Manavgat MYO
2004 Antalya Devlet Akdeniz Universitesi Sosyal Bilimler MYO
2004 Ankara Devlet Ankara Universitesi Beypazart MYO
2005 Aydin Devlet Adnan Menderes Universitesi  Didim MYO
2006 Giresun Devlet Giresun Universitesi Tirebolu Mehmet Bayrak MYO
2008 Gaziantep Devlet Gaziantep Universitesi Turizm ve Otelcilik MYO
2008 Giresun Devlet Giresun Universitesi Sosyal Bilimler MYO
2008 Nevsehir Devlet Haci Bektas Veli Universitesi ﬂrgg Sebahat ve Erol Toksdz Turizm
2008 Ankara Vakif Baskent Universitesi MYO
2009 Adana Devlet Cukurova Universitesi Adana MYO
2009 Hatay Devlet Mustafa Kemal Universitesi Antakya MYO
2009 Usak Devlet Usak Universitesi Ulubey MYO
2010 Trabzon Devlet Trabzon Universitesi Turizm ve Otelcilik MYO
2011 Kiitahya Devlet Dumlupinar Universitesi Sosyal Bilimler MYO
2011 Denizli Devlet Pamukkale Universitesi Kale MYO
2012 Bursa Devlet Uludag Universitesi Harmancik MYO
2012 Denizli Devlet Pamukkale Universitesi Sosyal Bilimler MYO
2012 Canakkale Devlet Onsekiz Mart Universitesi Ezine MYO
2013 Adiyaman Devlet Adiyaman Universitesi Kahta MYO
2015 Samsun Devlet Ondokuz May1s Universitesi Bafra MYO
2015 Bartin Devlet Bartin Universitesi Bartin MYO
2016 Rize Devlet I}e{:ep . Tayylp Erdogan Ardesen MYO

Universitesi

Turist Rehberligi Boliimii

- Istanbul Vakif Istanbul Topkap1 Universitesi  Plato MYO
1992 Istanbul Devlet Marmara Universitesi Sosyal Bilimler MYO
1992 Karabiik Devlet Karabiik Universitesi Safranbolu Sefik Yilmaz Dizdar MYO
1994 Kocaeli Devlet Kocaeli Universitesi Kartepe Turizm MYO
1994 Kiitahya Devlet Dumlupinar Universitesi Cavdarhisar MYO
1996 Ankara Devlet Ankara Universitesi Beypazart MYO
1996 Van Devlet Yiiziincii Y1l Universitesi Van MYO
2000 Konya Devlet Selcuk Universitesi Beysehir Ali Akkanat MYO
2003 Konya Devlet Selcuk Universitesi Silitke Tasucu MYO
2006 Bursa Devlet Uludag Universitesi iznik MYO
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2006 Istanbul Vakif Aydim Universitesi Anadolu Bil MYO
2007 Nevsehir Devlet Haci Bektas Veli Universitesi Il\i[rﬁg{g) Sebahat ve Erol Toksoz Turizm
2008 Erzincan Devlet Binali Yildirim Universitesi Turizm ve Otelcilik MYO
2011 Kiitahya Devlet Dumlupinar Universitesi Sosyal Bilimler MYO
2012 Malatya Devlet Turgut Ozal Universitesi Kale Turizm ve Otel Isletmeciligi MYO
2012 Mugla Devlet Sitk1 Kogman Universitesi Ortaca MYO
2012 Denizli Devlet Pamukkale Universitesi Sosyal Bilimler MYO
2012 Antalya Vakif Akev Universitesi MYO
2012 Istanbul Vakif Nisantas1 Universitesi MYO
2014 Nevsehir Vakif Kapadokya Universitesi MYO
2015 Mugla Devlet Sitk1 Kogman Universitesi Marmaris MYO
2015 Istanbul Vakif Arel Universitesi MYO
2016 Burdur Devlet Me.h met. . Akif Ersoy Yesilova Ismail Akin MYO
Universitesi
2017 Konya Devlet Selcuk Universitesi Aksehir MYO
2017 Istanbul Vakif Gelisim Universitesi MYO
2018 Antalya Devlet Akdeniz Universitesi Demre Dr. Hasan Unal MYO
2018 Bingdl Devlet Bingdl Universitesi Bingdl Sosyal Bilimler MYO
2018 Canakkale Devlet Onsekiz Mart Universitesi Ayvacik MYO
2018 Sanliurfa Devlet Harran Universitesi Halfeti MYO
2018 Isparta Devlet Isp grta . Uygulamal1 Bilimler Yalvag MYO
Universitesi
2021 Istanbul Vakif Esenyurt Universitesi MYO
Turizm ve Otel isletmeciligi Béliimii
- Amasya Devlet Amasya Universitesi Sosyal Bilimler MYO
- Van Devlet Yiiziincii Y1l Universitesi Gevas MYO
- Konya Devlet Selguk Universitesi Sosyal Bilimler MYO
1980 Balikesir Devlet Balikesir Universitesi Balikesir MYO
1981 Bolu Devlet Abant izzet Baysal Universitesi Bolu MYO
1982 Erzurum Devlet Atatiirk Universitesi Erzurum MYO
1982 [zmir Devlet Dokuz Eyliil Universitesi [zmir MYO
1986 Elazig Devlet Firat Universitesi Sosyal Bilimler MYO
1986 Istanbul Devlet Istanbul Universitesi Sosyal Bilimler MYO
1986 Nigde Devlet Omer Halis Demir Universitesi Nigde Sosyal Bilimler MYO
1988 Istanbul Devlet Marmara Universitesi Sosyal Bilimler MYO
1988 Trabzon Devlet Trabzon Universitesi Turizm ve Otelcilik MYO
1989 Konya Devlet Selcuk Universitesi Beysehir Ali Akkanat MYO
1990 Eskisehir Devlet Anadolu Universitesi Eskisehir MYO
1990 Konya Devlet Selcuk Universitesi Aksehir MYO
1992 Diizce Devlet Diizce Universitesi Akg¢akoca MYO
1992 Karabiik Devlet Karabiik Universitesi Safranbolu Sefik Yilmaz Dizdar MYO
1992 Konya Devlet Selcuk Universitesi Silifke Tasucu MYO
1992 Tokat Devlet Gaziosmanpasa Universitesi Tokat MYO
1993 Antalya Devlet Akdeniz Universitesi Sosyal Bilimler MYO
1993 Balikesir Devlet Balikesir Universitesi Ayvalik MYO
1993 Balikesir Devlet Balikesir Universitesi Burhaniye MYO
1993 Mersin Devlet Mersin Universitesi Anamur MYO
1993 Mersin Devlet Mersin Universitesi Sosyal Bilimler MYO
1993 Tekirdag Devlet Namik Kemal Universitesi Sarkéy MYO
1994 Balikesir Devlet Balikesir Universitesi Erdek MYO
1994 Edirne Devlet Trakya Universitesi Kesan MYO
1994 Kocaeli Devlet Kocaeli Universitesi Kartepe Turizm MYO
1994 Mugla Devlet Sitk1 Kogman Universitesi Ortaca MYO
1994 Samsun Devlet Ondokuz Mayis Universitesi Samsun MYO
1994 Tekirdag Devlet Namik Kemal Universitesi Marmara Ereglisi MYO
1995 Afyonkarahisar ~ Devlet Afyon Kocatepe Universitesi Afyon MYO
1995 Bursa Devlet Uludag Universitesi Sosyal Bilimler MYO
1995 Isparta Devlet I"spgrta .Uygulamah Bilimler Egirdir MYO
Universitesi
1995 Sakarya Devlet Sakarya Uygulamali Bilimler Sapanca MYO

Universitesi
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1996 Elazig Devlet Firat Universitesi Sivrice MYO
1996 Mugla Devlet Sitk1 Kogman Universitesi Milas MYO
1996 Yalova Devlet Yalova Universitesi Yalova MYO
1997 Aksaray Devlet Aksaray Universitesi Sosyal Bilimler MYO
1997 Canakkale Devlet Onsekiz Mart Universitesi Gelibolu Piri Reis MYO
1997 Malatya Devlet Turgut Ozal Universitesi Kale Turizm ve Otel Isletmeciligi MYO
1998 Mugla Devlet Sitk1 Kogman Universitesi Mugla MYO
1998 Istanbul Vakif Kiiltiir Universitesi MYO
1999 Sanlurfa Devlet Harran Universitesi Sanlrfa Sosyal Bilimler MYO
1999 Mugla Devlet Sitk1 Kogman Universitesi i/fgl (I)ye Ali - Sitki-Mefharet - Kogman
1999 Zonguldak Devlet Biilent Ecevit Universitesi Zonguldak MYO
2000 Aydmm Devlet Adnan Menderes Universitesi ~ Karacasu Memnune Inci MYO
2000 Aydin Devlet Adnan Menderes Universitesi  Yumurtalik MYO
2000 Balikesir Devlet Balikesir Universitesi Goénen MYO
2002 Antalya Devlet Akdeniz Universitesi Serik Giilsiin-Siileyman Siiral MYO
2002 Canakkale Devlet Onsekiz Mart Universitesi Gokgeada MYO
2002 Gaziantep Devlet Gaziantep Universitesi Turizm ve Otelcilik MYO
2002 Samsun Devlet Ondokuz May1s Universitesi Havza MYO
2002 Sivas Devlet Cumbhuriyet Universitesi Cumhuriyet Sosyal Bilimler MYO
2003 Cankirt Devlet Karatekin Universitesi MYO
2003 Trabzon Devlet Karadeniz Teknik Universitesi Macka MYO
2004 Ankara Devlet Hacettepe Universitesi Sosyal Bilimler MYO
2004 Zonguldak Devlet Biilent Ecevit Universitesi Devrek MYO
2005 [zmir Devlet Ege Universitesi Bergama MYO
2005 Mardin Devlet Artuklu Universitesi MYO
2006 Kirklareli Devlet Kurklareli Universitesi Pinarhisar MYO
2006 Mugla Devlet Sitk1 Kogman Universitesi Datca Kazim Yilmaz MYO
2006 Sakarya Devlet S.ak.aryal Uygulamah Bilimler Karasu MYO
Universitesi
2006 Usak Devlet Usak Universitesi Banaz MYO
Alaaddin Keykubat Alanya Ticaret ve Sanayi Odast Turizm
2007 Alanya Devlet Universitesi MYO
2007 Bilecik Devlet Seyh Edebali Universitesi Osmaneli MYO
2007 Corum Devlet Hitit Universitesi Sosyal Bilimler MYO
2007 Istanbul Vakif Dogus Universitesi MYO
2007 Sinop Devlet Sinop Universitesi Gerze MYO
2008 Ankara Vakif Baskent Universitesi Sosyal Bilimler MYO
2008 Aksaray Devlet Aksaray Universitesi Giizelyurt MYO
2008 Antalya Devlet Akdeniz Universitesi Fenike MYO
2008 Balikesir Devlet Balikesir Universitesi Sindirgt MYO
2008 Canakkale Devlet Onsekiz Mart Universitesi Ayvacik MYO
2008 Diizce Devlet Diizce Universitesi Golyaka MYO
2008 Erzincan Devlet Binali Yildirim Universitesi Turizm ve Otelcilik MYO
2008 Isparta Devlet I__spgrta .Uygulamah Bilimler Isparta MYO
Universitesi
2008 Kahramanmaras Devlet Siitcii Imam Universitesi Sosyal Bilimler MYO
2008 Kirikkale Devlet Kirikkale Universitesi Fatma Senses Sosyal Bilimler MYO
2008 Nevsehir Devlet Haci Bektas Veli Universitesi Ihi[gg{lg) Sebahat ve Erol Toksoz Turizm
2009 Eskisehir Devlet Anadolu Universitesi Acik Ogretim Fakiiltesi
2009 Ankara Devlet Ankara Universitesi Beypazart MYO
2009 Bolu Devlet Abant Izzet Baysal Universitesi Mudurnu Siireyya Astarct MYO
2009 Hatay Devlet Mustafa Kemal Universitesi Antakya MYO
2009 Tekirdag Devlet Namik Kemal Universitesi Sosyal Bilimler MYO
2009 Van Devlet Yiiziincii Y1l Universitesi Van MYO
Alaaddin Keykubat Gazipasa Mustafa Rahmi Biiytikball
2010 Alanya Devlet Universitesi MYO
2010 Bingol Devlet Bingo!l Universitesi Sosyal Bilimler MYO
2010 Tokat Devlet Gaziosmanpasa Universitesi Niksar MYO
2010 Edirne Devlet Trakya Universitesi Sosyal Bilimler MYO
2010 Istanbul Vakif Hali¢ Universitesi MYO

(OMoM
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2010 Giimiishane Devlet Giimiishane Universitesi Sosyal Bilimler MYO
2011 Tunceli Devlet Munzur Universitesi Pertek Sakine Geng¢ MYO
2011 Aydin Devlet Adnan Menderes Universitesi  Didim MYO
2012 Aydin Devlet Adnan Menderes Universitesi  Davutlar MYO
2012 Bursa Devlet Uludag Universitesi Harmancik MYO
2012 Giresun Devlet Giresun Universitesi Dereli MYO
2012 Kilis Devlet 7 Aralik Universitesi Turizm ve Otelcilik MYO
2012 Mugla Devlet Sitk1 Kogman Universitesi Marmaris MYO
2012 Ordu Devlet Ordu Universitesi Sosyal Bilimler MYO
2012 Denizli Devlet Pamukkale Universitesi Sosyal Bilimler MYO
2013 Artvin Devlet Coruh Universitesi Arhavi MYO
2013 Karaman Devlet Igayamapog.lu Mehmetbey Sosyal Bilimler MYO
Universitesi
2013 Izmir Vakif Ekonomi Universitesi MYO
2014 Adiyaman Devlet Adiyaman Universitesi Sosyal Bilimler MYO
2014 Diyarbakir Devlet Dicle Universitesi Sosyal Bilimler MYO
2014 Kirsehir Devlet Ahi Evran Universitesi Sosyal Bilimler MYO
2014 Istanbul Vakif Nisantas1 Universitesi MYO
2016 Bartin Devlet Bartin Universitesi Bartin MYO
2016 Burdur Devlet Me.h met. . Akif Ersoy Yesilova Ismail Akin MYO
Universitesi
2016 [zmir Devlet Dokuz Eyliil Universitesi Efes MYO
2016 Rize Devlet I}ec.ep . Tayylp Erdogan Ardesen MYO
Universitesi
2016 Sivas Devlet Cumbhuriyet Universitesi Divrigi Nuri Demirag MYO
2017 Adana Devlet Cukurova Universitesi Pozantt MYO
2017 Yalova Devlet Yalova Universitesi Armutlu MYO
2017 Mus Devlet Alparslan Universitesi Sosyal Bilimler MYO
2018 Izmir Vakif Yasar Universitesi MYO
2019 Hakkari Devlet Hakkari Universitesi Colemerik MYO
2020 Ankara Devlet Ankara Universitesi Acik ve Uzaktan Egitim Fakiiltesi
2020 Istanbul Vakif Sisli Meslek Yiiksekokulu MYO
2021 Istanbul Vakif Aydin Universitesi Aydin Bil MYO
2021 Istanbul Vakif Yeni Yiizy1l Universitesi MYO
2022 Istanbul Vakif Maltepe Universitesi MYO
Pastaciik ve Ekmekcilik Boliimii
- Kibris Vakif Lefke Avrupa Universitesi MYO
2019 Karaman Devlet Karamanoglu Mehmetbey Sosyal Bilimler MYO
Universitesi
2019 Kibris Vakif Dogu Akdeniz Universitesi Turizm ve Otelcilik Yiiksekokulu
2020 Antalya Devlet Akdeniz Universitesi Goyniik Mutfak Sanatlart MYO
2022 Istanbul Vakif Istanbul Gelisim Universitesi Istanbul Gelisim MYO
2022 Istanbul Vakif Istanbul Rumeli Universitesi MYO
2022 Ankara Vakif Baskent Universitesi Sosyal Bilimler MYO
2022 Sakarya Devlet S_ak.arya. Uygulamah Bilimler Sapanca Turizm MYO
Universitesi
Ikram Hizmetleri Boliimii
2008 Gaziantep Devlet Gaziantep Universitesi Turizm ve Otelcilik MYO
2016 Aydin Devlet Adnan Menderes Universitesi  Davutlar MYO
2016 Mugla Devlet Sitk1 Kogman Universitesi Marmaris Turizm MYO
2017 Antalya Devlet Akdeniz Universitesi GOyniik Mutfak Sanatlar1 MYO
Yat Kaptanhgi Boliimii
2008 Mugla Devlet Sitk1 Kogman Universitesi Bodrum Denizcilik MYO
2020 Antalya Vakif Akev Universitesi MYO
Ascihik Boliimii
- Isparta Devlet Isparta Uygulamali Bilimler Yalvag MYO
Universitesi
- Istanbul Vakif Acibadem Mehmet Ali MYO
Aydinlar Universitesi
- Alanya Vakif Hamdullah Emin Paga MYO
Universitesi

O
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- Antalya Vakif Bilim Universitesi MYO

- Istanbul Vakif Arel Universitesi MYO

- Istanbul Vakif Bilgi Universitesi MYO

- Istanbul Vakif Gelisim Universitesi Gelisim MYO

- Istanbul Vakif Okan Universitesi MYO

- Istanbul Vakif Istanbul Saglik ve Sosyal Istanbul Saglik ve Sosyal Bilimler MYO
Bilimler Meslek Yiiksekokulu

- Istanbul Vakif Topkap1 Universitesi Plato MYO

- Kibris Vakif Girne Amerikan Universitesi MYO

- Kibris Vakif Girne Universitesi Turizm ve Otelcilik MYO

- Kibris Vakif Kibris Amerikan Universitesi MYO

1993 Kibris Vakif Yakin Dogu Universitesi Turizm ve Otel Isletmeciligi MYO

1997 Bolu Devlet Abant izzet Baysal Universitesi Mengen MYO

2000 Sanlurfa Devlet Harran Universitesi Sanlurfa Sosyal Bilimler MYO

2001 Afyonkarahisar  Devlet Afyon Kocatepe Universitesi Afyon MYO

2001 Eskisehir Devlet Anadolu Universitesi Eskisehir MYO

2003 Mugla Devlet Sitk1 Kogman Universitesi Mugla MYO

2005 Istanbul Vakif Beykent Universitesi MYO

2008 Amasya Devlet Amasya Universitesi Amasya Sosyal Bilimler MYO

2008 Bursa Devlet Uludag Universitesi Harmancik MYO

2008 Diizce Devlet Diizce Universitesi Golyaka MYO

2008 [zmir Vakif Kavram Meslek Yiiksekokulu  izmir Kavram MYO

2009 Antalya Devlet Akdeniz Universitesi Manavgat MYO

2009 Aksaray Devlet Aksaray Universitesi Giizelyurt MYO

2009 Elazig Devlet Firat Universitesi Sosyal Bilimler MYO

2009 Yalova Devlet Yalova Universitesi Yalova MYO

2010 Kibris Vakif Dogu Akdeniz Universitesi Turizm ve Otelcilik Yiiksekokulu

2010 Bingdl Devlet Bingdl Universitesi Bingdl Sosyal Bilimler MYO

2010 Isparta Devlet Isp arta Uygulamal1 Bilimler Isparta MYO
Universitesi

2010 Nevsehir Vakif Kapadokya Universitesi Kapadokya MYO

2011 Aydin Devlet Adnan Menderes Universitesi  Didim MYO

2011 Isparta Devlet Isp arta Uygulamal1 Bilimler Egirdir MYO
Universitesi

2011 Nevsehir Devlet Hac1 Bektas Veli Universitesi ﬂrgg) Sebahat ve Erol Toksoz Turizm

2011 Zonguldak Devlet Biilent Ecevit Universitesi Devrek MYO

2011 Istanbul Vakif Hali¢ Universitesi MYO

2012 Gaziantep Devlet Gaziantep Universitesi Turizm ve Otelcilik MYO

2012 Mugla Devlet Sitk1 Kogman Universitesi Ortaca MYO

2012 Mugla Devlet Sitk1 Kogman Universitesi Marmaris Turizm MYO

2012 Mugla Devlet Sitk1 Kogman Universitesi Milas MYO

2012 Ordu Devlet Ordu Universitesi Sosyal Bilimler MYO

2013 Diyarbakir Devlet Dicle Universitesi Diyarbakir Sosyal Bilimler MYO

2013 Erzincan Devlet Binali Yildirim Universitesi Turizm ve Otelcilik MYO

2013 Istanbul Vakif Esenyurt Universitesi MYO

2013 Istanbul Vakif Nisantas1 Universitesi MYO

2014 Adiyaman Devlet Adiyaman Universitesi Sosyal Bilimler MYO

2014 Antalya Devlet Akdeniz Universitesi Goyniik Mutfak Sanatlart MYO

2014 Karaman Devlet Igar.amapog'lu Mehmetbey Sosyal Bilimler MYO
Universitesi

2014 Mersin Devlet Mersin Universitesi Anamur MYO

2014 Mugla Devlet Sitk1 Kogman Universitesi MYO

2014 Denizli Devlet Pamukkale Universitesi Tavas MYO

2014 Konya Devlet Selcuk Universitesi Beysehir Ali Akkanat MYO

2015 Giresun Devlet Giresun Universitesi Dereli MYO

2015 Kahramanmaras Devlet Siitcii Imam Universitesi Sosyal Bilimler MYO

2015 Kilis Devlet 7 Aralik Universitesi Turizm ve Otelcilik MYO

2015 Konya Devlet Selcuk Universitesi Silifke Tasucu MYO

2015 Istanbul Vakif Aydim Universitesi Anadolu Bil MYO

2015 Mersin Vakif Toros Universitesi MYO

2015 Ankara Devlet Ankara Universitesi Beypazart MYO
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2016 Agn Devlet Ibrahim Cegen Universitesi Dogubayazit Ahmed-i Hani MYO

2016 Ankara Vakif Baskent Universitesi Sosyal Bilimler MYO

2016 Aydin Devlet Adnan Menderes Universitesi ~ Davutlar MYO

2016 Kirklareli Devlet Kurklareli Universitesi Pinarhisar MYO

2016 Trabzon Vakif Avrasya Universitesi MYO

2016 Kibris Vakif Uluslararasi Final Universitesi  MYO

2017 Igdir Devlet Igdir Universitesi Igdir MYO

2017 Malatya Devlet Turgut Ozal Universitesi Kale Turizm ve Otel Isletmeciligi MYO

2017 Sinop Devlet Sinop Universitesi Gerze MYO

2017 Edirne Devlet Trakya Universitesi Arda MYO

2017 Istanbul Vakif Sisli Meslek Yiiksekokulu Sisli MYO

2017 Istanbul Vakif Istinye Universitesi MYO

2018 Ardahan Devlet Ardahan Universitesi Ardahan Teknik Bilimler MYO

2018 Batman Devlet Batman Universitesi Hasankeyf MYO

2018 Sanliurfa Devlet Harran Universitesi Halfeti MYO

2018 Hatay Devlet Mustafa Kemal Universitesi Antakya MYO

2018 Corum Devlet Hitit Universitesi Alaca Avni Celik MYO

2018 Isparta Devlet Isp grta . Uygulamal1 Bilimler Sarkikaraaga¢ Turizm MYO
Universitesi

2018 Kastamonu Devlet Kastamonu Universitesi Daday Nafi ve Umit Ceri MYO

2018 Sakarya Devlet S.ak.aryal Uygulamah Bilimler Sapanca Turizm MYO
Universitesi

2018 Siirt Devlet Siirt Universitesi Sosyal Bilimler MYO

2018 Istanbul Vakif Gedik Universitesi Gedik MYO

2018 Istanbul Vakif Piri Reis Universitesi Denizcilik MYO

2018 Istanbul Vakif Dogus Universitesi MYO

2018 Istanbul Vakif Rumeli Universitesi MYO

2019 Afyonkarahisar  Devlet Afyon Kocatepe Universitesi Emirdag MYO

2019 Karabiik Devlet Karabiik Universitesi Eflani MYO
Alaaddin Keykubat Alanya Ticaret ve Sanayi Odast Turizm

2019 Alanya Devlet Universitesi MYO

2019 Bayburt Devlet Bayburt Universitesi Sosyal Bilimler MYO

2019 Burdur Devlet Mehmet Akif Ersoy Burdur Gida Tarim ve Hayvancilik MYO
Universitesi

2019 Bilecik Devlet Seyh Edebali Universitesi So6git MYO

2019 Bilecik Devler Seyh Edebali Universitesi Osmaneli MYO

2019 Nigde Devlet Omer Halisdemir Universitesi  Nigde Sosyal Bilimler MYO

2019 Sivas Devlet Cumbhuriyet Universitesi Giirin MYO

2019 Yozgat Devlet Bozok Universitesi Yozgat MYO

2019 Istanbul Vakif Beykoz Universitesi MYO

2020 Artvin Devlet Coruh Universitesi Artvin MYO

2020 Burdur Devlet Me.h met. . Alif Ersoy Yesilova Ismail Akin MYO
Universitesi

2020 Kars Devlet Kafkas Universitesi Sartkamis MYO

2020 Kayseri Devlet Kayseri Universitesi Develi Hiiseyin Sahin MYO

2020 Sivas Devlet Cumbhuriyet Universitesi Cumbhuriyet Sosyal Bilimler MYO

2020 Tunceli Devlet Munzur Universitesi Tunceli MYO

2020 Antalya Vakif Akev Universitesi MYO

2021 Giimiishane Devlet Giimiishane Universitesi Siran Mustafa Beyaz MYO

2021 Konya Devlet Necmettin Erbakan Meram MYO
Universitesi

2021 Istanbul Vakif Galata Universitesi MYO

2021 Mus Devlet Alparslan Universitesi Sosyal Bilimler MYO

2021 Tekirdag Devlet Namik Kemal Universitesi Sarkéy MYO
Alaaddin Keykubat Gazipasa Mustafa Rahmi Biiytikball

2022 Alanya Devlet Universitesi MYO

2022 Mardin Devlet Artuklu Universitesi Midyat MYO

2022 Tokat Devlet Gaziosmanpasa Universitesi Tokat MYO
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On lisans egitimlerinin yillara gére dagilimi1 Sekil 2°de gosterilmistir. Ilgili sekil incelendiginde 6n
lisans diizeyinde turizm programinin en fazla agildigi yilin %7 oranla 2008, 2012 ve 2018 yillart
oldugu tespit edilmistir. 2018 yili Onuncu Bes Yillik Kalkinma Plani igerisinde yer almaktadir.
Kalkinma Plan1 kapsaminda siirdiiriilebilir turizm, yiiksek katma degerli hizmetlerin saglanmasi,
turist basmna diisen gelirin artirilmasi, turizmin ¢esitlendirilmesi, kalitenin arttirilmasi gibi
politikalarin benimsendigi goriilmektedir (Dinger & Cetin, 2015). Bu baglamda Dokuzuncu Besg
Yillik Kalkinma Planinin, 2012 yilinda egitim veren kurumlarin sayisindaki artisa etkili oldugu
diisiiniilmektedir (Resmi Gazete, 2006). Ciinkii kalitenin artirilmasi ancak nitelikli is giicline sahip

personelle saglanmaktadir.
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Sekil 2. Yillara Gore On Lisans Diizeyinde Turizm Egitimine Baslayan Yiiksekogretim Kurum Sayisi

Sekil 3 bolge bazinda tliniversitelerin niceliksel olarak gosterilmesi i¢in arastirmacilar tarafindan
olusturulmustur. Ilgili sekil incelendiginde %30 oranla en fazla {iniversitenin Marmara Bolgesi’nde
en az iniversitenin ise %8 oranla Giineydogu Anadolu Boélgesi’nde oldugu goriilmektedir. Son
donemlerde kamu sektoriinde yenilik farkindaliginin arttig1 gézlemlenmis ve girisimcilik, yaraticilik
gibi konularda toplumun lokomotifi seklinde nitelendirilen yiiksekdgretim kurumlarinin da bu
farkindalik etkisinde gelistigi anlasilmistir (Emini & Eren Ayaz, 2020). Marmara Bdlgesi; insan
kaynaklar1 ve fiziki imkanlartyla 6nemli bir potansiyele sahiptir. Bolgede 6zellikle de endiistriyel
faaliyetler en {ist seviyede yapilmakta ve bolge kendi i¢ potansiyeliyle olusmaya baglayan
ylksekogretim ekosistemine ¢ok yakin bir mekanda yer almaktadir (Tosun, 2022). Marmara
Bolgesi’nde liniversite sayilarindaki artisin bu yapiyla baglantili oldugu goriilmektedir. Diger yandan,
Gilineydogu Anadolu Bolgesi’ndeki devlet liniversiteleri iizerine yapilan bir arastirma, bolgede
kurumsallagsmanin heniiz ger¢eklesmemis olmasi, fiziki alt ve iist yap1 ihtiyaci, alaninda uzman ve
nitelikli idari personel sayisinin azlig1 ve 6grencilerin iiniversiteleri ilk sirada tercih etmemeleri gibi
konular1 bdlgenin zayif yonii olarak ortaya ¢ikarmistir (Engin & Onen, 2019). Bu nedenler, ilgili
bolgedeki turizm yiiksekogretim On lisans boliimlerinin az olmasini agiklamaktadir.
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Sekil 3. Bolgelere Gore On Lisans Diizeyinde Turizm Egitimi

4.2. Tiirkiye’de Lisans Diizeyinde Turizm Egitimi Veren Universitelerin Kronolojik
Siralamasi

Tablo 2’de lisans diizeyinde turizm egitimi veren lniversitelerin kronolojik siralamalarma yer
verilmistir. Yiiksekokul Kurumlarinin 8 boliimde turizm egitimi verdigi tespit edilmistir. Aragtirma
kapsaminda lisans diizeyinde turizm alaninda ele alinan 8 boliimiin toplam 235 yiiksekdgretim
kurumunda yer aldig1 goriilmiistiir. Tipki 6n lisans egitiminde oldugu gibi lisans diizeyinde de bu say1
kurum sayis1 bazinda verilmistir. Ornegin; Canakkale Onsekiz Mart Universitesi’nde turizm
egitiminin ayni fakiiltede 3 farkli boliimde, 1 de yiiksekokul biinyesinde verildigi goriilmiistiir. Boliim
sayilarin1 ortaya ¢ikarabilmek amaciyla bu teknik uygulanmistir. Bu kurumlarin %83’ fakiilte
biinyesinde bulunmaktadir. Fakiilte diizeyindeki yiiksekdgretim kurumlari tek tek incelendiginde
%69 oranla ilk sirada turizm fakiiltesinin yer aldigi tespit edilmistir. Lisans diizeyindeki
yiiksekdgretim kurumlarinin %77’si devlet statiisiindedir.

Tablo 2. Lisans Diizeyinde Turizm Egitimi Veren Universitelerin Kronolojik Siralamasi

Yil Sehir Statii Universite/Boliim Fakiilte/Yiiksekokul
Seyahat Isletmeciligi ve Turizm Rehberligi Boliimii
2012  Canakkale Devlet  Onsekiz Mart Universitesi Turizm Fakiiltesi
2015  Ankara Devlet  Haci Bayram Veli Universitesi Turizm Fakiiltesi
Turizm Rehberligi Boliimii
- Istanbul Vakif  Gelisim Universitesi Iktisadi, Idari ve Sosyal Bilimler Fakiiltesi
- Denizli Devlet  Pamukkale Universitesi Turizm Fakiiltesi
- Konya Devlet  Selcuk Universitesi Turizm Fakiiltesi
- Istanbul Vakif Nisantas1 Universitesi Uygulamali Bilimler Yiiksekokulu
1997  Nevsehir Devlet  Haci Bektas Veli Universitesi Turizm Fakiiltesi
1998  Balikesir Devlet  Balikesir Universitesi Turizm Fakiiltesi
2011  Aydin Devlet  Adnan Menderes Universitesi Turizm Fakiiltesi
2011  Konya Devlet  Necmettin Erbakan Universitesi  Turizm Fakiiltesi
2011  Izmir Vakif  Yasar Universitesi Uygulamal1 Bilimler Yiiksekokulu
2012  Kastamonu Devlet  Kastamonu Universitesi Turizm Fakiiltesi
2013 Antalya Devlet  Akdeniz Universitesi Turizm Fakiiltesi
2013  Eskisehir Devlet  Anadolu Universitesi Turizm Fakiiltesi
2013 Izmir Devlet  Katip Celebi Universitesi Turizm Fakiiltesi
2015  Afyonkarahisar Devlet  Kocatepe Universitesi Turizm Fakiiltesi
2015  Mersin Devlet  Mersin Universitesi Turizm Fakiiltesi
2015  Cankin Devlet  Karatekin Universitesi Ilgaz Turizm Isletmeciligi ve  Oteleilik
Yiiksekokulu
. . . Turizm  Isletmeciligi ve  Otelcilik
2016  Sinop Devlet  Sinop Universitesi Yiiksekokulu
2017  Antalya Devlet  Akdeniz Universitesi Manavgat Turizm Fakiiltesi
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2017  Zonguldak Devlet  Biilent Ecevit Universitesi Karadeniz Eregli Turizm Fakiiltesi
2017  Samsun Devlet  Ondokuz May1s Universitesi Turizm Fakiiltesi
2018  Adiyaman Devlet  Adiyaman Universitesi Turizm Fakiiltesi
2018  Kayseri Devlet  Erciyes Universitesi Turizm Fakiiltesi
2018  Gilimiishane Devlet  Giimiishane Universitesi Turizm Fakiiltesi
2018  Sakarya Devlet S_ak.arya. Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2018  Urfa Devlet  Harran Universitesi Turizm ve Otel Isletmeciligi Yiiksekokulu
2019  Erzurum Devlet  Atatiirk Universitesi Turizm Fakiiltesi
2019  Bolu Devlet  izzet Baysal Universitesi Turizm Fakiiltesi
2019  izmir Devlet  Ege Universitesi Cesme Turizm Fakiiltesi
2019  Isparta Devlet Isp arta Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2019  Karabiik Devlet  Karabiik Universitesi Safranbolu Turizm Fakiiltesi
2019  Mardin Devlet  Artuklu Universitesi Turizm Fakiiltesi
2019  Kirklareli Devlet  Kurklareli Universitesi Turizm Fakiiltesi
2020  Hatay Devlet  Iskenderun Teknik Universitesi  Turizm Fakiiltesi
2021  Batman Devlet  Batman Universitesi Turizm Fakiiltesi
2021  Bilecik Devlet  Seyh Edebali Universitesi Uygulamali Bilimler Fakiiltesi
2021  Karaman Devlet Iﬁa?ama?og.lu Mehmetbey Uygulamali Bilimler Yiiksekokulu
Universitesi
2021  Mugla Devlet  Sitki Kogman Universitesi Turizm Fakiiltesi
Turizm isletmeciligi Boliimii
- Ankara Vakif Atilim Universitesi Isletme Fakiiltesi
- Antalya Vakif Bilim Universitesi Turizm Fakiiltesi
1965  Ankara Devlet  Haci Bayram Veli Universitesi Turizm Fakiiltesi
1984  Nevsehir Devlet  Haci Bektas Veli Universitesi Turizm Fakiiltesi
1986  Antalya Devlet  Akdeniz Universitesi Turizm Fakiiltesi
1991 izmir Devlet  Dokuz Eyliil Universitesi Isletme Fakiiltesi
1993  Eskisehir Devlet  Anadolu Universitesi Turizm Fakiiltesi
1993  Mersin Devlet  Mersin Universitesi Turizm Fakiiltesi
1995 istanbul Devlet  Bogazigi Universitesi Uygulamali Bilimler Yiiksekokulu
1998  Balikesir Devlet  Balikesir Universitesi Turizm Fakiiltesi
1998  izmir Devlet  Ege Universitesi Cesme Turizm Fakiiltesi
1998  lstanbul Devlet  Istanbul Universitesi Iktisat Fakiiltesi
2000  istanbul Vakif Yeditepe Universitesi iktisadi ve Idari Bilimler Fakiiltesi
2001  Hatay Devlet  Iskenderun Teknik Universitesi  Turizm Fakiiltesi
2001  Mugla Devlet  Sitki Kogman Universitesi Turizm Fakiiltesi
2001  Sakarya Devlet S.ak.aryal Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2004  Aydin Devlet  Adnan Menderes Universitesi Turizm Fakiiltesi
2005  Kayseri Devlet  Erciyes Universitesi Turizm Fakiiltesi
2005  Kocaeli Devlet  Kocaeli Universitesi Turizm Fakiiltesi
2006  Diizee Deviet  Diizee Universitesi Alfg:akoca Turizm Igletmeciligi ve Otelcilik
Yiiksekokulu
2006  Tekirdag Devlet  Trakya Universitesi Uygulamali Bilimler Fakiiltesi
2007  Eskisehir Devlet  Osmangazi Universitesi Turizm Fakiiltesi
2007  Kurklareli Devlet  Kurklareli Universitesi Turizm Fakiiltesi
2008  Erzurum Devlet  Atatiirk Universitesi Turizm Fakiiltesi
2008  Balikesir Devlet  Balikesir Universitesi Burhaniye Uygulamali Bilimler Fakiiltesi
2008  Izmir Devlet  Dokuz Eyliil Universitesi Turizm Fakiiltesi
2009  Canakkale Devlet  Onsekiz Mart Universitesi Turizm Fakiiltesi
2009  Denizli Devlet  Pamukkale Universitesi Turizm Fakiiltesi
2009  Van Devlet  Yiiziincii Y1l Universitesi Turizm Fakiiltesi
2010  Istanbul Devlet  Medeniyet Universitesi Turizm Fakiiltesi
2010  Izmir Devlet  Katip Celebi Universitesi Turizm Fakiiltesi
2010  Mardin Devlet  Artuklu Universitesi Turizm Fakiiltesi
2011  Adana Devlet  Alparslan Tiirkes Universitesi Isletme Fakiiltesi
2011  Giresun Devlet  Giresun Universitesi Bp!ancak .. Kadir  Karabas  Uygulamals
Bilimler Yiiksekokulu
2011  Kastamonu Devlet  Kastamonu Universitesi Turizm Fakiiltesi
2011  Konya Devlet  Necmettin Erbakan Universitesi  Turizm Fakiiltesi
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2012 Burdur Devlet ~ Mehmet Akif Ersoy Universitesi T1'1.r12m Isletmeciligi  ve  Oteleilik
Yiiksekokulu
2012  Isparta Devlet  Siileyman Demirel Universitesi  Iktisadi ve Idari Bilimler Fakiiltesi
2013 Afyonkarahisar  Devlet  Afyon Kocatepe Universitesi Turizm Fakiiltesi
2013  Karabiik Devlet  Karabiik Universitesi Safranbolu Turizm Fakiiltesi
2013 Kiitahya Devlet  Dumlupmar Universitesi Tavsanl Uygulamali Bilimler Fakiiltesi
2013  Konya Devlet  Selcuk Universitesi Turizm Fakiiltesi
2013  Samsun Devlet  Ondokuz May1s Universitesi Turizm Fakiiltesi
2013  Istanbul Vakif  Bilgi Universitesi Uygulamal1 Bilimler Fakiiltesi
2014  Antalya Vakif Ianr.ndul.lah' Emin Pasa Iktisadi ve Idari Bilimler Fakiiltesi
Universitesi
2014  Bilecik Devlet  Seyh Edebali Universitesi Uygulamali Bilimler Fakiiltesi
2014  Sivas Devlet  Cumhuriyet Universitesi Turizm Fakiiltesi
2014  Mugla Devlet  Sitki Kogman Universitesi Turizm Fakiiltesi
2016  Antalya Devlet  Akdeniz Universitesi Manavgat Turizm Fakiiltesi
2016  Antalya Devlet  Alaaddin Keykubat Universitesi  Turizm Fakiiltesi
2016  Izmir Devlet  Dokuz Eyliil Universitesi Uygulamal1 Bilimler Yiiksekokulu
2016  Zonguldak Devlet  Biilent Ecevit Universitesi Karadeniz Eregli Turizm Fakiiltesi
2017  Antalya Devlet  Akdeniz Universitesi Serik Isletme Fakiiltesi
2017 Bolu Devlet  izzet Baysal Universitesi Turizm Fakiiltesi
2017  Rize Devlet I}ec.ep . .Tayylp Erdogan Ardesen Turizm Fakiiltesi
Universitesi
2019  Bitlis Devlet  Eren Universitesi Kanik Uygulamali Bilimler Yiiksekokulu
2019  Isparta Devlet [_spgrta . Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2019  Malatya Devlet  Turgut Ozal Universitesi Sosyal ve Beseri Bilimler Fakiiltesi
2021  Ankara Vakif Baskent Universitesi Ticari Bilimler Fakiiltesi
2022 istanbul Vakif Beykent Universitesi Iktisadi ve Idari Bilimler Fakiiltesi
Turizm ve Otel isletmeciligi Boliimii
fhsan  Dogramaci  Bilkent .. L
1988  Ankara Vakif . Uygulamali Bilimler Fakiiltesi
Universitesi
Gastronomi ve Mutfak Sanatlar1 Boliimii
- Kibris Vakif Girne Amerikan Universitesi Uygulamali Sosyal Bilimler Yiiksekokulu
- Kibris Vakif Uluslararas1 Kibris Universitesi  Turizm ve Otel Isletmeciligi Yiiksekokulu
- Alanya Vakif Hamdullah Emin Pasa Sanat ve Tasarim Fakiiltesi
Universitesi
- Istanbul Vakif Topkap1 Universitesi Giizel Sanatlar, Tasarim ve Mimarlik
Fakiiltesi
2003 istanbul Vakif Yeditepe Universitesi Gilizel Sanatlar Fakiiltesi
2007  Kibris Vakif Lefke Avrupa Universitesi Turizm ve Otel Isletmeciligi Yiiksekokulu
2008  izmir Vakif Ekonomi Universitesi Uygulamali Yonetim Bilimleri
Yiiksekokulu
2009  istanbul Vakif Okan Universitesi Uygulamali Bilimler Fakiiltesi
2010  Ankara Devlet  Haci Bayram Veli Universitesi Turizm Fakiiltesi
2010  Nevsehir Devlet  Haci Bektas Veli Universitesi Turizm Fakiiltesi
2011  Erzurum Devlet  Atatiirk Universitesi Turizm Fakiiltesi
2012 Antalya Devlet  Akdeniz Universitesi Turizm Fakiiltesi
2012 istanbul Vakif Beykent Universitesi Gilizel Sanatlar Fakiiltesi
2012 istanbul Vakif Ozyegin Universitesi Uygulamali Bilimler Yiiksekokulu
2012 Bolu Devlet  Abant Izzet Baysal Universitesi  Turizm Fakiiltesi
2012 istanbul Vakif Gelisim Universitesi Uygulamali Bilimler Fakiiltesi
2012  Kirgizistan Devlet  Kirgizistan-Tiirkiye Manas Turizm Fakiiltesi
Universitesi
2012 Konya Devlet  Necmettin Erbakan Universitesi  Turizm Fakiiltesi
2012 Mersin Devlet  Mersin Universitesi Turizm Fakiiltesi
2012 Kibris Vakif Dogu Akdeniz Universitesi Turizm ve Otelcilik Yiiksekokulu
2013  Istanbul Vakif Nisantas1 Universitesi Sanat ve Tasarim Fakiiltesi
2013  Istanbul Vakif  Maltepe Universitesi Giizel Sanatlar Fakiiltesi
2013  Trabzon Vakif Avrasya Universitesi Uygulamali Bilimler Yiiksekokulu
2013  Eskisehir Devlet  Anadolu Universitesi Turizm Fakiiltesi
2014  Afyonkarahisar Devlet  Afyon Kocatepe Universitesi Turizm Fakiiltesi
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2014  Balikesir Devlet  Balikesir Universitesi Turizm Fakiiltesi
2014  Istanbul Vakif  Aydin Universitesi Giizel Sanatlar Fakiiltesi
2014  Istanbul Vakif  Bilgi Universitesi Uygulamal1 Bilimler Fakiiltesi
2014  Denizli Devlet  Pamukkale Universitesi Turizm Fakiiltesi
2015  Canakkale Devlet  Onsekiz Mart Universitesi Turizm Fakiiltesi
2015  Istanbul Vakif  Gelisim Universitesi Giizel Sanatlar Fakiiltesi
2015  Izmir Devlet  Katip Celebi Universitesi Turizm Fakiiltesi
2016  Antalya Devlet  Akdeniz Universitesi Manavgat Turizm Fakiiltesi
2016  Izmir Devlet  Dokuz Eyliil Universitesi Uygulamal1 Bilimler Yiiksekokulu
2016  Istanbul Vakif Dogus Universitesi Sanat ve Tasarim Fakiiltesi
2016  Ankara Vakif Baskent Universitesi Giizel Sanatlar Tasarim ve Mimarlik
Fakiiltesi
2016  Kocaeli Devlet  Kocaeli Universitesi Turizm Fakiiltesi
2016  Sivas Devlet  Cumbhuriyet Universitesi Turizm Fakiiltesi
2016  Kibris Vakif Yakin Dogu Universitesi Turizm ve Otelcilik Yiiksekokulu
2017  Alanya Devlet  Alaaddin Keykubat Universitesi  Turizm Fakiiltesi
2017  Antalya Vakif Akev Universitesi Sanat ve Tasarim Fakiiltesi
2017  Antalya Vakif Bilim Universitesi Turizm Fakiiltesi
2017 istanbul Vakif Altinbas Universitesi Uygulamali Bilimler Fakiiltesi
2017  Burdur Devlet  Mehmet Akif Ersoy Universitesi Tl.l.rlzm Isletmeciligi  ve  Otelcilik
Yiiksekokulu
2017  Canakkale Devlet  Onsekiz Mart Universitesi G?k(;eada Uygulamal Bilimler
Yiiksekokulu
2017  istanbul Devlet  Medeniyet Universitesi Turizm Fakiiltesi
2017  Konya Devlet  Selcuk Universitesi Turizm Fakiiltesi
2017  Mardin Devlet  Artuklu Universitesi Turizm Fakiiltesi
2017  Osmaniye Devlet  Korkut Ata Universitesi Kadirli Uygulamal1 Bilimler Fakiiltesi
2017 izmir Vakif Yasar Universitesi Uygulamali Bilimler Yiiksekokulu
2017  Istanbul Vakif Medipol Universitesi Giizel Sanatlar Tasarim ve Mimarlik
Fakiiltesi
2018  izmir Devlet  Dokuz Eyliil Universitesi Turizm Fakiiltesi
2018  Istanbul Vakif Gedik Universitesi Mimarlik ve Tasarim Fakiiltesi
2018  Istanbul Vakif Istinye Universitesi Giizel Sanatlar Tasarim ve Mimarlik
Fakiiltesi
2018  istanbul Vakif Beykoz Universitesi Sanat ve Tasarim Fakiiltesi
2018  Istanbul Vakif Rumeli Universitesi Sanat, Tasarim ve Mimarlik Fakiiltesi
2018  Eskisehir Devlet  Osmangazi Universitesi Turizm Fakiiltesi
2018  Karabiik Devlet  Karabiik Universitesi Safranbolu Turizm Fakiiltesi
2018  Kastamonu Devlet  Kastamonu Universitesi Turizm Fakiiltesi
2018  Nevsehir Vakif Kapadokya Universitesi Uygulamali Bilimler Yiiksekokulu
2018  Sakarya Devlet S_ak.arya. Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2018  Kibris Vakif Uluslararasi Final Universitesi Turizm ve Mutfak Sanatlar1 Yiiksekokulu
2019  Bitlis Devlet  Eren Universitesi Kanik Uygulamali Bilimler Yiiksekokulu
2019  Gaziantep Devlet  Gaziantep Universitesi Turizm Fakiiltesi
2019  Giresun Devlet  Giresun Universitesi Turizm Fakiiltesi
2019  Igdir Devlet  Igdir Universitesi Turizm Fakiiltesi
2019  Istanbul Vakif Kent Universitesi Sanat ve Tasarim Fakiiltesi
2019  Karaman Devlet Igar.amapog'lu Mehmetbey Uygulamali1 Bilimler Yiiksekokulu
Universitesi
2019  Tunceli Devlet  Munzur Universitesi Gquzl Sanatlar, Tasanim ve  Mimarhk
Fakiiltesi
2019  Rize Devlet Begep . 'Tayylp Erdogan Ardesen Turizm Fakiiltesi
Universitesi
. . . Turizm  Isletmeciligi ve  Otelcilik
2019  Sinop Devlet  Sinop Universitesi Yiiksekokulu
2019  Sirnak Devlet  Sirnak Universitesi Turizm ve Otel Isletmeciligi Yiiksekokulu
2019  Tokat Devlet  Gaziosmanpasa Universitesi éltﬁcill?linéz'rlizrekgliﬂim Isletmeciligi ve
2019  Kirklareli Devlet  Kurklareli Universitesi Turizm Fakiiltesi
- . . L Turizm  Isletmeciligi  ve  Otelcilik
2020 Agn Devlet  Ibrahim Cecen Universitesi Yiiksekokulu
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2020  Istanbul Vakif  Arel Universitesi Giizel Sanatlar Fakiiltesi
2020  Ankara Vakif Medipol Universitesi Gilizel Sanatlar Tasarim ve Mimarlik
Fakiiltesi
2020  Istanbul Vakif  Esenyurt Universitesi Uygulamal1 Bilimler Yiiksekokulu
2020 Diizee Deviet  Diizee Universitesi Alfgakoca Turizm Isletmeciligi ve Otelcilik
Yiiksekokulu
2020  Erzincan Devlet  Binali Yildirim Universitesi K.er.nahye "Ha01 Ali Ak Uygulamal
Bilimler Yiiksekokulu
2020  Hatay Devlet  Mustafa Kemal Universitesi Tl.l.rlzm Isletmeciligi  ve  Otelcilik
Yiiksekokulu
2020  Kibris Vakif Girne Universitesi Turizm Fakiiltesi
2020  Giimiigshane Devlet  Giimiishane Universitesi Turizm Fakiiltesi
2020  Istanbul Vakif Hali¢ Universitesi Giizel Sanatlar Fakiiltesi
2020  istanbul Vakif Galata Universitesi Sanat ve Sosyal Bilimler Fakiiltesi
2020  Hatay Devlet  Iskenderun Teknik Universitesi  Turizm Fakiiltesi
2020  Kars Devlet  Kafkas Universitesi Sarikamig Turizm Fakiiltesi
2020 Kahramanmaras Devlet Igalllram.ann.lar% Istiklal Mﬁ}.l-endi.slik, Mimarlik ve Tasarim
Universitesi Fakiiltesi
2020  Kibris Vakif Kibris {lim Universitesi Turizm Fakiiltesi
2020  Kiitahya Devlet  Dumlupmar Universitesi Tavsanl Uygulamali Bilimler Fakiiltesi
2021  Ardahan Devlet  Ardahan Universitesi Turizm  Isletmeciligi  ve  Otelcilik
Yiiksekokulu
2021  Artvin Devlet  Coruh Universitesi Uygulamali Bilimler Yiiksekokulu
2021  istanbul Vakif Bahgesehir Universitesi Uygulamali Bilimler Yiiksekokulu
2021  Balikesir Devlet  Balikesir Universitesi Burhaniye Uygulamali Bilimler Fakiiltesi
2021  Batman Devlet  Batman Universitesi Turizm Fakiiltesi
2021  Mersin Vakif Toros Universitesi Giizel Sanatlar, Tasarim ve Mimarlik
Fakiiltesi
2021  Mugla Devlet  Sitki Kogman Universitesi Turizm Fakiiltesi
2021  Ordu Devlet  Ordu Universitesi Turizm Fakiiltesi
2021 Siirt Devlet  Siirt Universitesi Turizm ~ Isletmeciligi ~— ve  Otelcilik
Yiiksekokulu
2021  Van Devlet  Yiiziincii Y1l Universitesi Turizm Fakiiltesi
2021  Gaziantep Vakif Hasan Kalyoncu Universitesi Glizel Sanatlar ve Mimarlik Fakiiltesi
. Gaziantep Islam Bilim ve Gilizel Sanatlar Tasarim ve Mimarlik
2022 Gaziantep Devlet Teknolojri) Universitesi Fakiiltesi
2022  Konya Devlet  Selcuk Universitesi Beysehir Ali Akkanat Turizm Fakiiltesi
2022  Sanlurfa Devlet  Harran Universitesi Turizm ve Otel Isletmeciligi Yiiksekokulu
Rekreasyon Yonetimi Boliimii
2010  Ankara Devlet  Haci Bayram Veli Universitesi Turizm Fakiiltesi
2010  Ankara Devlet g&c}galzr? m Veli Universitesi Turizm Fakiiltesi
2015 Konya Devlet  Necmettin Erbakan Universitesi  Turizm Fakiiltesi
2016  Antalya Devlet  Akdeniz Universitesi Turizm Fakiiltesi
2017  Antalya Devlet  Akdeniz Universitesi Manavgat Turizm Fakiiltesi
2018  Balikesir Devlet  Balikesir Universitesi Turizm Fakiiltesi
2018  Karaman Devlet Igar.amapog'lu Mehmetbey Uygulamali Bilimler Yiiksekokulu
Universitesi
2018  Siirt Devlet  Siirt Universitesi Tl.l.rlzm Isletmeciligi - ve  Otelcilik
Yiiksekokulu
. . o Turizm  Isletmeciligi  ve  Otelcilik
2018  Sinop Devlet  Sinop Universitesi Yiiksekokulu
2019  Bingdl Devlet  Bingdl Universitesi Spor Bilimleri Fakiiltesi
2019  Giresun Devlet  Giresun Universitesi Turizm Fakiiltesi
2019  Kirklareli Devlet  Kurklareli Universitesi Turizm Fakiiltesi
2019  Osmaniye Devlet  Korkut Ata Universitesi Kadirli Uygulamali Bilimler Fakiiltesi
2019  Van Devlet  Yiiziincii Y1l Universitesi Turizm Fakiiltesi
2020  Sakarya Devlet S.ak.aryal Uygulamah Bilimler Turizm Fakiiltesi
Universitesi
2020  Sanlwrfa Devlet  Harran Universitesi Turizm ve Otel Isletmeciligi Yiiksekokulu
2020  Tokat Devlet  Gaziosmanpasa Universitesi Zile Dingerler Turizm Isletmeciligi ve

Otelcilik Yiksekokulu
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2020  Mersin Devlet  Mersin Universitesi Turizm Fakiiltesi
2021  Karabiik Devlet  Karabiik Universitesi Safranbolu Turizm Fakiiltesi
2021  Konya Devlet  Selcuk Universitesi Turizm Fakiiltesi
2021  Kiitahya Devlet  Dumlupmar Universitesi Tavsanli Uygulamali Bilimler Fakiiltesi
2022  Denizli Devlet  Pamukkale Universitesi Turizm Fakiiltesi
Rekreasyon Boliimii
1999  Kocaeli Devlet  Kocaeli Universitesi Spor Bilimleri Fakiiltesi
2010  Ankara Devlet  Gazi Universitesi Spor Bilimleri Fakiiltesi
2014  Bartin Devlet  Bartin Universitesi Spor Bilimleri Fakiiltesi
2020  Erzurum Devlet  Atatiirk Universitesi Acik ve Uzaktan Ogretim Fakiiltesi
2020  istanbul Devlet  istanbul Universitesi Acik ve Uzaktan Egitim Fakiiltesi
2021  Usak Devlet  Usak Universitesi Spor Bilimleri Fakiiltesi
2021  Izmir Devlet  Dokuz Eyliil Universitesi Necat Hepkon Spor Bilimleri Fakiiltesi
Yiyecek ve Icecek Isletmeciligi Boliimii
2013 Aydin Devlet  Adnan Menderes Universitesi Turizm Fakiiltesi
2013 Mugla Devlet  Sitki Kogman Universitesi Turizm Fakiiltesi

Sekil 4 incelendiginde lisans diizeyinde de yiizdelik oranlar1 en fazla olan yillar esas alinmistir. Elde
edilen verilere gore lisans diizeyinde en fazla turizm programinin agildigi yilin %12 oranla 2019
oldugu saptanmustir. 2019 y1l1 On Birinci Bes Yillik Kalkinma Plani kapsaminda yer almaktadir. Bu
kalkinma planinda nitelikli isgiliciiniin ve fiziksel kalitenin arttiritlmasi amag¢ edinmistir (Resmi
Gazete, 2019). Nitelikli isgiicli de turizm egitimi almis personelden gegcmektedir. Bu baglamda On
Birinci Bes Yillik Kalkinma Plani’nin turizm egitimi veren kurum sayilarinin artmasinda etkili
oldugu soylenebilir.
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Sekil 4. Yillara Gore Lisans Diizeyinde Turizm Egitimine Baslayan Yiiksekogretim Kurum Sayisi

Sekil 5 verilerine bakildiginda %27 oranla en fazla iiniversitenin Marmara Bdlgesi’nde, en az
liniversitenin ise %7 oranla Gilineydogu Anadolu boélgesinde oldugu tespit edilmistir. Haritalarda
bolgelere gore degerlendirilen iiniversitelerin 6n lisans ve lisans egitimlerinin yiizdelik dagilimlar
benzerlik gostermektedir. Her iki sekilde de (Sekil 3 ve 5) Marmara Boélgesi 1. sirada, Giineydogu
Anadolu Bolgesi ise son sirada yerini almistir.

@ 80



Ozbay, Tiiysiiz & Semint (2024), Johti, 6(2), 64-84

Keredeniz Bélgest
24 Universite

Ie Anedolu Bélgesi
37 Universite

Sekil 5. Bolgelere Gore Lisans Diizeyinde Turizm Egitimi

5. SONUC VE ONERILER

Turizm endiistrisi, isletmelerin rekabet avantaji elde etmek i¢in turistik iiriin iireten, isleten, yoneten
ve kaliteli personelin mevcudiyetine bagli emek yogun bir hizmet endiistrisidir. Turizmde bir igveren
olarak zayif imaj, vasifli personelin kalitesi ve mevcudiyeti, odiiller ve faydalar, isgiicii devri, caligma
saatleri ve kosullari, yabanci isgiiclinlin kullanimi, istthdamin oniindeki engeller, geleneksel olarak
diisiik egitim ve 6gretim diizeyi gibi insan kaynaklar1 sorunlart ¢ok boyutludur (Zagonari, 2009). Bu
sorunlart gidermek icin egitim kurumlar1 ve endiistri paydaslari, daha isbirlikgi bir iligki gelistirmenin
karsilikli faydalarini ve aralarindaki u¢urumu daraltmanin 6nemini giderek daha fazla kabul
etmektedir (Cooper & Shepherd, 1997). Turizm mesleki egitiminin amaci, turizm alaninda uzmanligi
olan veya olmayan bireyleri, turizm endiistrisine hazirlamak, sektoriin beklentilerine cevap verecek
bilgi ve beceriyle donatarak turizm endiistrisine kazandirmaktir (Olcay, 2008).

Yapilan bu arastirmada turizm egitiminin 6n lisans diizeyinde toplam 10 bodlimde verildigi
goriilmiistiir. Ulasilan bilgilere gore 6n lisans diizeyinde ilk turizm egitiminin 1980 yilinda Balikesir
Universitesi biinyesinde Turizm ve Otel Isletmeciligi béliimiinde verildigi, en giincel boliimiin ise
2019 y1linda Karamanoglu Mehmetbey Universitesi ve Dogu Akdeniz Universitesi biinyesinde ag1lan
Pastacilik ve Ekmekgilik béliimiiniin oldugu tespit edilmistir. On lisans diizeyinde turizm egitimi
veren toplam 332 kurum oldugu, bu kurumlarin %81 inin devlet statiisiinde oldugu, egitim veren
kurumlarin biiyiik ¢ogunlugunun Marmara Bdélgesi’nde bulundugu, en fazla turizm programlarinin
acildig yillarin 2008 ve 2018 yillar1 oldugu goriilmiistiir. Lisans diizeyinde ise turizm egitiminin
toplam 8 boliimde verildigi tespit edilmistir. Lisans diizeyinde ilk turizm egitiminin 1965 yilinda Hac1
Bayram Veli Universitesi biinyesinde Turizm Isletmeciligi béliimiinde verildigi, en giincel béliimiin
ise 2013 yilinda Adnan Menderes Universitesi ve Sitki Kogman Universitesi biinyesinde agilan
Yiyecek ve Igecek Isletmeciligi boliimiiniin oldugu ortaya ¢ikarilmustir. Lisans diizeyinde turizm
egitimi veren toplam 235 kurum oldugu, bu kurumlarin %77’sinin devlet statiisiinde oldugu, egitim
veren kurumlarin biiylik ¢cogunlugunun yine Marmara Bdlgesi’'nde bulundugu, en fazla turizm
programlarinin agildigi yillarin 2019 ve 2020 yillar1 oldugu tespit edilmistir.

Aragtirma kapsaminda turizm ve otelcilik boliim ve programlarinin agilmasinda sektorel gelismelerin
etkili oldugunu sdylemek miimkiindiir. Bu duruma Bes Yillik Kalkinma Planlar1 6rnek olarak
verilebilir. Turizm ve otelcilik boliim ve programlar1 Tiirkiye’nin her bolgesinde yer almaktadir. Bu
durum turizmin gelismesi ve poplilaritesinin artmasiyla birlikte nitelikli personele ihtiyag
duyulmasiyla iliskilendirilebilir. Arastirma kapsaminda gelistirilen dneriler sunlardir:
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v Hem turizm egitimiyle ilgili gelecekte yapilabilecek ¢aligmalara katki saglamasi hem de bu
egitimleri talep eden Ogrencilere tam bilgi verilebilmesi amaciyla iiniversitelerin web
sitelerinde ilgili boliimlerin egitim-0gretim tarihlerine iligkin bilgilere yer verilmelidir. Bu
konuda Yiiksekdgretim Kurulu tarafindan standart bir format onerilebilir.

v Turizm egitiminin ortadgretim diizeyinde tarihsel olarak incelendigi ¢alismalar yapilabilir. Bu
sayede ortadgretim diizeyinde turizm egitiminin verileri glincel olarak takip edilebilir. Ayrica
ylksekogretim ve ortadgretim karsilastirmasi yapilarak gelisimde goriillen degisikliklerin
nedenleri tartigilabilir ve tespit edilen sorunlar ortaya koyularak ¢6ziim Onerileri
gelistirilebilir.

v' Turizmde 6n lisans ve lisans diizeyinde egitim veren kurumlarin vermis oldugu derslerin
incelendigi ¢caligmalar yapilabilir.

v' Arastirma kapsaminda yiiksekogretim kisitlamasi yapilmistir. Bu sebeple aragtirma turizm
alaninda On lisans ve lisans diizeyinde egitim veren Universitelerle smirlandirilmastir.
Gelecekte turizm alaninda yiiksek lisans ve doktora diizeyinde egitim veren kurumlar
incelenebilir.

Yapilan literatiir taramas1 sonucunda 0n lisans ve lisans diizeyinde turizm alaninin genis ¢ergevede
kronolojik olarak ele alindig1 herhangi bir calismaya rastlanilmamaistir. Bu sebeple yapilan bu ¢aligma
Ozglin olmasi, literatiire katki saglamasi, turizm arastirmacilarina turizmle ilgili yapacaklar
calismalarda sektor ve egitim konularini degerlendirmeye iliskin fikir sunmasi, diger disiplinlere
yonelik caligma yapacak arastirmacilara kendi alanlarini egitim bakimindan degerlendirebilmelerine
yonelik bir bakis agisi sunmasi, turizm alaninda egitim veren kurumlarin mevcut durumunu
belirlemesi bakimindan 6nem arz etmektedir.
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Hiiziin Turizminin Hatay’da Uygulanabilirligi Acisindan Soylem Analizi*
2 Gokhan KARAKECILI! ““/ Meryem SAMIRKAS KOMSU?2

Ozet

Turizm sektoriiniin, dogal afetlerden en ¢ok etkilenen sektorlerin basinda gelmesi, dis olaylara kars1 dayaniksiz
ve hassas oldugunu gostermektedir. Turizm sektoriiniin kontrol edemedigi, dogal afetler, ekonomik-siyasi
krizler, terér ve dis olaylar karsisinda ¢ok hassas bir yapis1 vardir. Bu olaylarin meydana getirdigi yikimlar1 ve
kayiplari bir an evvel toparlama islemlerinde de turizmin en etkili yollardan biri oldugu sdylenebilir. Karanlik
(Dark) turizmin tiirlerinden olan hiiziin turizmi, empati yoluyla ziyaretgilerin yasanan olay1 hissetmeleri ve
kendilerinden sonraki nesillere aktarmalarini amaglar. Bu amagla yapilan s6z konusu ¢aligmada nitel arastirma
yontemlerinden olan soylem analizi kullanilmistir. Bu amag¢ ve ¢erceve dogrultusunda 6 Subat 2023 ile 31
Mart 2024 tarihleri arasinda T.C. Turizm Bakanligi’nin Hatay ili i¢in yapmis oldugu agiklamalar incelenmistir.
Bu kapsamda T.C. Turizm Bakanlii’min ve depremzede yerel halkin hiiziin turizmine bakis agisi
degerlendirilmistir. Sonug olarak bulunan verilere goére T.C. Turizm Bakanligi’nin Hiizlin turizmini, “Bellek
Miizesi” olarak dile getirdikleri ve yerel halkin ise bu duruma pek sicak bakmadig tespit edilmistir.

Anahtar Kelimeler: Turizm, Alternatif Turizm, Hiiziin Turizmi, 6 Subat Depremleri, Hatay Turizmi
The Applicability of Dark Tourism in Hatay: A Discourse Analysis
Abstract

The tourism sector is one of the sectors most affected by natural disasters and shows that it is resilient and
sensitive to external events. The tourism sector is very sensitive to natural disasters, economic crises, terrorism
and external events that it cannot control. The destruction and losses caused by these events turned out to be
one of the most effective ways of recovering from the previous one. Sad tourism, which is one of the types of
dark tourism, generalizes the feelings of the experienced event of the person managed through empathy and
their distribution to the next generations. For this purpose, narrative analysis, one of the qualitative research
methods, was used. With this purpose and framework, T.R. between 6 February 2023 and 31 March 2024.
These are the statements made by the Ministry of Tourism for Hatay province. This ability is T.R. The Ministry
of Tourism's perspective on sadness tourism of the earthquake-affected local people was evaluated. As a
result, according to what is shown, T.R. It was determined that the Ministry of Tourism described Huzun
tourism as "Memory Museum" and the local people did not approve of this situation.

Key Words: Tourism, Alternative Tourism, Dark Tourism, February 6 Earthquakes, Hatay Tourism.
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1. GIRIS

Dogal afetlerin en korkulani olan deprem felaketi, Tiirkiye gibi fay hatlari iizerine kurulu olan iilkeler
icin ciddi bir tehdittir. Tiirkiye, bu deprem felaketi tehdidi ile yillardir miicadele etmekte ve bu
felaketlerde cok kayip vermektedir. Afetler, sadece can ve mal kaybina degil ayn1 zamanda birgok
sektoriin ciddi hasar gérmesine hatta durmasina sebep olmaktadir (Artantas ve Giirsoy, 2024, s.193-
194). 6 Subat 2023 Kahramanmaras ve Hatay merkezli depremlerde Tiirkiye’'nin 11 ili (Adana,
Adiyaman, Diyarbakir, Elaz1g, Gaziantep, Hatay, Kahramanmaras, Kilis, Malatya, Osmaniye,
Sanlrfa) etkilenmis, binlerce can kaybi yasanmis ve ¢ok biiyilk yikimlar meydana gelmistir
(Cumhurbagkanligi, 2023). Bu yikimlarin i¢inde birgok sektoriin de yer aldig1 yadsinamaz. Deprem
felaketinin yikiminin ¢ok yonli oldugu diisiiniiliirse bu yikimlarin toparlanmast amaciyla
miicadelenin de ¢ok yonlii olmasi gerekir (Duman ve Giines, 2023: 5.98). Turizm dar bogazdan ¢ikis
icin kisa siireli yiiksek kazang getirebilecek bir sektordiir (Kog, 2021). Bu amag ¢ercevesinde 6 Subat
deprem felaketinin sonunda, turizm kaynaklarmin hasar gormesi ve gelirlerinin sekteye
ugramasindan dolay1 turizm alaninda da bir miicadele yapilmasi gerekmektedir. Yapilacak olan
miicadelede turizmin alternatif tiirleri 6n plana ¢ikarilip degerlendirilebilir. Bu tiirlerin i¢inde hiiziin
turizmi hem mevcut degerlerin korunmasindaki rolii hem de kisa siirede siirdiiriilebilir bir sekilde
uygulanabilirliginden dolayi tercih edilebilir (Colakoglu ve ark., 2023: 5.147).

Alternatif turizm tiirlerinden olan hiiziin turizmi; dogal afetler, savaglar, gegmiste meydana gelen
toplu oliimler, kaza ve deprem gibi ac1 veren olaylarin diger nesillere aktarilmak amaciyla tercih
edilen bir turizm tiiriidiir (Ergun & Oktay, 2022: s.16-17). Hiiziin turizmi, son yillarda genellikle
tarihi olaylar veya dogal felaketlerin izlerini tagiyan yerlerde 6n plana ¢ikmis olsa da aslinda bu tiir
ziyaretler tarihten bu yana hep vardi. Ornegin, Orta cagda kamuya acik idamlar, hac yolculuklari, Hz.
[sa’nin garmiha gerilmeden 6nce yiiriidiigii azap yolu, Misir’da firavunlarin mezarlarinin ziyareti
ylizyillardir bu turizm tiiriiniin var oldugunu gostermektedir. (Sharpley, 2009). Ciinkii ziyaretciler,
felaketlerin magdurlar iizerinde yarattig1 ruhsal ve kiiltiirel ¢okiintiileri gézlemlemek, anlamak ve
toplumsal dayanismanin 6nemini arttirmak i¢in ziyaret ve tatil tercihlerini degistirebilmektedirler
(Stone, 2012: s.1569). Japonya’nin Kobe sehri 1995 yilinda yasamis oldugu biiyiik deprem
sonrasinda, hiiziin turizminin en 6énemli cazibe merkezlerinden biri haline geldi. insanlarmn buralar:
ziyaretlerinde sadece o felaketi anlamak ve anmak degil, ayn1 zamanda yerel halkin felaketten sonra
gecirdigi doniisiimii de gozlemleyip, refah seviyelerine katkida bulunmak gibi motivasyonlar1 da
vardir (Bahtiyar Karadeniz, 2023: s. 44).

UNESCO tarafindan tescillenen birgok tarihi yapisi olan, kiiltiirel mirasimizin bir¢ok g¢esidine ev
sahipligi yapan, sadece somut degerleri ile degil somut olmayan Kkiiltiirel zenginliklerimize de ev
sahipligi yapan Hatay ilinin hiiziin turizmi a¢isindan degerlendirilmesi onem arz etmektedir. Bu
nedenle bu ¢alismada 6 Subat deprem felaketinin Hatay ilinin ekonomisindeki hasarlarini azaltmaya
yonelik turizm agisindan oOnerilerde bulunmak ve iilke alternatif turizm tiirlerine katki saglamak
amaciyla Hatay ilinin hiiziin turizmi acisindan degerlendirilmesi yapilmistir. Caligmada nitel
arastirma yontemlerinden olan sdylem analizi kullanilmigtir. Kullanilan sdylem analizi tekniginin sik
kullanilan bir teknik olmamasindan dolay:r hiiziin turizmine farkli bakis acis1 kazandiracagi
diistiniilmektedir. Ayrica ¢aligmanin deprem sonrasi siklikla dile getirilen hiiziin turizmi olgusuna
politikacilarin bakis agisindan bakabilmeyi kismen saglayacagi diisiiniilmektedir. Bu amag¢ ve
cercevede 6 Subat 2023 ile 31 Mart 2024 tarihleri arasinda T.C. Turizm Bakanligi’nin Hatay ili i¢in
yapmis oldugu agiklamalar ve yerel halkin “Deprem miizesi”, “Bellek miizesi” ile ilgili agiklamalari
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degerlendirilmistir. Yapilan degerlendirme sonucu Hatay ili i¢in alternatif turizm tiirlerine T.C.
Kiiltiir ve Turizm Bakanligi’nin ve yerel depremzedelerin bakis agis1 degerlendirilip, hiiziin turizmi
uygulanabilirligi arastirilmis ve bulgular 1s181nda 6nerilerde bulunulmustur.

2. KAVRAMSAL CERCEVE
2.1. Deprem ve Turizm

Dogal afetler icerisinde yer alan deprem felaketi; iilkemizde neden oldugu can, mal ve saglik
kayiplarinin olusturdugu korku ve toplumsal travmalardan dolay1 afet ile es anlamli olarak
anilmaktadir (Bilen & Polat, 2022: s.157). Oysaki afet ve felaket kelimeleri birbirine karistirilsa da
afet, yikic1 boyuttaki olumsuzluklarin (deprem, sel, yangin vb.) genel adlandirilmasi iken; felaket, bu
afetin tiirlerini belirler: deprem felaketi, sel felaketi gibi (Gonliial, 2014: s.171). Deprem felaketi
Onlenemese de depremin yarattig1 hasari en aza indirebilmek i¢in 6nlemler alinabilir (Bilen & Polat,
2022: s.158). Deprem gergegi ile yasamak zorunda kalan iilkeler, onlemlere yeteri kadar dnem
vermezse yikimin sonuglarint daha agir yasayabilir. Bu agir sonuclar, yagsami tamamen durdurabilir
hatta yasamin can damari olan (altyapi, ulasim, barinma vb.) sistemleri yok edebilir (McFarlane &
Norris, 2006). Deprem felaketinin biiyiikliigii neden oldugu yikimlarin yami sira, kamu
harcamalarinin artmasi, iktisadi biiyiimede gerileme, O0demeler dengesindeki bozulma gibi
makroekonomik sorunlarin biiyiikliigii ile degerlendirilir (Kara & Sezgin, 2023:s.21). Meydana gelen
ekonomik yikimlarla miicadele edebilmek ise turizm gibi lokomotif sektorlerle miimkiin olabilir
(Bahar, 2006: s.138).

Turizm, 20. yiizyilin ikinci yarisindan itibaren diinya ekonomisinde hizla gelisen ve genisleyen
sektorlerin icinde en On siralarda yer almaktadir. Diinyada ekonomik agidan ilk ii¢ sektdrden biri olan
turizm, Batida ilk iki sektdriin i¢inde yer alirken Tiirkiye’de ise ilk ii¢ sektoriin i¢cinde yer alarak
ekonomideki yerini ve Onemini gdstermistir (Samirkas, 2013: s.105). Ancak bu kadar onemli
konumda olan turizm sektorii, kendine has Ozellikleri itibari ile afet, terér, siyasi kriz, savas gibi
tehditlere karsi duyarli ve c¢ok savunmasizdir. Ciinkii turizm sektorii, arz kaynaklarindan olan
konaklama, yiyecek i¢ecek isletmeleri, seyahat igletmeleri, ulasim, alt yap1 ve {ist yapilarin birbirini
olumsuz yonde tetikledigi veya olumlu yonde destekledigi ekonomik bir sarmal i¢indedir (Bahtiyar
Karadeniz, 2023: 5.49). Bu sarmalda tek bir etki tiim dinamikleri harekete gecirebilir. Afetlerin turizm
sektoriine olan etkileri, direkt etkiler (alt ve {ist yapilarin gordiiklerin hasar, gelir kayiplari), dolayl
etkiler (iyi hizmetin aksamasi) ve ikincil etkiler (6demeler dengesinin bozulmasi) olmak iizere ii¢
baslikta toplamak miimkiindiir (CAST, 2015: 5.19-21).

Tirkiye’de turizmi etkileyen s6z konusu tehditlerin (afet, terdr, siyasi krizler vb.) i¢inde en ¢ok
rastlananlardan biri deprem felaketidir (Cosandal & Partigog, 2022: 5.259). 6 Subat depremlerinde,
bolgede yikilan, agir, orta, az hasar alan konaklama isletmelerinin toplamda 127 oldugu ve bu
konaklama isletmelerinin maliyetinde meydana gelen yaklasik 115 milyon dolarlik kayip (sbb.gov.tr,
2023:5.130) Tiirkiye turizmini etkileyen 6nemli felaketlerin basinda depremin geldigini gosterir. T.C.
Cumhurbaskanlig1 Strateji ve Biitge Baskanli§i’nin hazirladigi “2023 Kahramanmaras ve Hatay
Depremleri Raporu” na gore 2022 yilinda bolgede 7 milyonun {izerinde geceleme oldugu, iilke geneli
konaklamanin % 3,9’unu olusturdugu tespit edilmistir (sbb.gov.tr, 2023; s.130). Deprem bdlgesinin
gelisiminde turizm sektoriinlin 6nemli yere sahip oldugu yine ayni raporda dile getirilse de 2023
gelirlerinde aksama olacagi da dngoriilmiistiir. Bu 6ngoriiniin sebepleri ise su sekilde siralanmistir;
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tarthi eserlerin, alt ve st yapilarin hasar gormesi, konaklama isletmelerinin hizla faaliyete
gecemeyecek olmasi ve turistlerin bolge ziyaretine karsi kaygili olmalar1 gibi nedenler belirtilmistir.
Tiim bu faktorlerin 2023 yil1 cari islemler dengesinde, yaklasik olarak 5 milyar dolarlik bir bozulmaya
yol agabilecegi tahmin edilmistir (sbb.gov.tr, 2023; s.122).

Bu kadar yiiksek kayiplarla multidisipliner olarak miicadele edilmelidir. Az gelismis ve gelismekte
olan iilkelerde deprem felaketinin meydana getirdigi bu makroekonomik sorunlarin ve dar bogazdan
¢ikmanin ¢ozlimiinde turizm 6nemli bir yere sahiptir (Kara & Sezgin, 2023: s.23). Giiniimiizdeki
afetlerin siklig1, ekonomik ve kiiltiirel agidan meydana gelen yikimlar turizm sektorii taleplerinin ve
arzinin hizla degisimine yol acip, yeni turizm tiirlerinin dogmasina neden olmustur (Alaeddinoglu &
Aliagaoglu, 2005: s.89-90; Arican, 2023: s.170). Bu nedenle yeni turizm tiirlerinin olusumu, iilke
ekonomisine yliksek getiri saglayarak deprem felaketinden sonra meydana gelen hasar ve kayiplar
en aza indirgemede etkin bir rol oynayabilir.

2.2. Hiiziin Turizmi

Diinya Turizm ve Seyahat Konseyi, 2016 yilinda diinyadaki dogal afetlerin verdigi ekonomik
zararlarin toplamda 149 milyar ABD dolar1 oldugu tespit edilmistir (WTTC, 2019). S6z konusu
miktar turizm sektorii i¢in dogal afetlerin ne denli tehlike arz ettigini gostermektedir. Turizm 6zellikle
son yillarda diinya genelinde sik sik meydana gelen afetlerin zararlarini karsilamada, yerel halkin
refahin1 artirmak ve destinasyonun kalkinma stratejisinde turizm, onemli Sl¢iide kullanilmaya
baslanmistir (Y1lmaz, 2023: s.82). 6 Subat tarihinde, ¢ok ciddi hasara ve yikima yol acan deprem
felaketinden sonra Tiirkiye’de turizm sektoriiniin s6z konusu kayiplardan dogan zararlar i¢in aktif
olarak kullanilabilecegi bir¢ok arastirmaci tarafindan desteklenmistir (Yigitoglu, 2023; Colakoglu
vd., 2023; Zhang vd., 2023). Alternatif turizm tiirlerinin, kalkinma ve toparlanma siirecinde etkili
olacagi diisiliniiliirken bu tiirlerden en ¢ok dile getirilenin ise hiiziin turizmi oldugu goriilmiistiir.
Ciinkii hiiziin turizminin i¢inde barindirdigi, empati kurma, duygusal bag kurma, merak ve aidiyet
gibi duygular bu dénemde ¢ok sik hissedildi (Samirkas Komsu vd., 2024: 5.196). Onceleri daha ¢ok
savag alanlarinin, cezaevlerinin, toplu katliamlarin oldugu yerler hiiziin turizmi olarak degerlendirilse
de son yillarda afetlerin birakti§i deprem, sel, orman yanginlar1 gibi felaketlerin oldugu
destinasyonlar da hiiziin turizmi i¢inde degerlendirilmistir (Bahtiyar Karadeniz, 2023: s.39).

Ozel ilgi Turizminin tiirlerinden olan hiiziin turizmi, baz1 kaynaklarda dark turizm olarak da
anilmaktadir (Lennon & Foley, 1996; Stone, 2006; Stone & Sharpley, 2008; Miller & Gonzalez,
2013). Lennon & Foley (1996) Dark turizmi, gercek ve metalasmis 6liim ve/veya felaket yerlerinin
sunumu ve tiiketimi olarak tanimlamislardir. Tarlow (2005) ise trajedilerin ya da tarihsel olarak
onemli Olimlerin gerceklestigi ve giiniimiizde etkisi devam eden yerlerin ziyareti olarak
tanimlamistir. Genel olarak alan yazinda konu ile ilgili farkli kavramlar ve tanimlar kullanilsa da dark
turizm ve hiiziin turizmi kavramlarinin temelde ayn fikre hizmet ettigi sOylenebilir. Hiizlin turizmi,
Oliimiin etkilerinin gozlenebildigi ya da iizlintii verici olaylarin izlerini tagiyan alanlara yapilan
ziyaretler, ziyaret eden turistlerin kendilerini olayin magdurlarinin veya kahramanlarinin yerine
koyarak, bir anlik da olsa onlarla o aciy1 yasamasi ve yasanan olaydan ders ¢ikartilmasi: amaciyla
yapilmaktadir (Kdleoglu, 2018: 145). Hiizlin turizminin diger amagclart ise, ge¢cmisin izlerini
yansitarak nostaljik bir bag kurmak, 6limi hatirlatip insanlarin kendileriyle yiiz ylize gelmesini
saglamak, deger yargilarin yasatilmasini saglamak ve tiim bu durumlan gelir kaynagina ¢evirmek
olarak siralanabilir (Samirkas Komsu vd, 2024: s.198). Hiiziin turizmi destinasyonlar1 doga olaylarina
dayal1 ve insan faktoriine dayali olmak iizere ikiye ayrilmaktadir (Colakoglu vd., 2023: s.149). Insan
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faktoriine dayali hiiziin turizmi destinasyonlarina ornek olarak; Austchwitz-Birkenau Toplama
Kampi, Cernobil, Hirogsima, Anitkabir, Saritkamis, Sinop Cezaevi, Ulucanlar Cezaevi ve Gelibolu
Yarmmadas: Ornekleri verilebilir. Doga olaylarina dayali hiiziin turizmi destinasyonlarina 6rnek
olarak; Pompei, Tohoku deprem miizesi, Lizbon deprem miizesi, Erzincan deprem aniti, 17 Agustos
deprem anit1 6rnekleri verilebilir (Karavelic, 2022: 5.27-28; Celikel vd.., 2023: 5.150).

Hiiziin turizminin uygulanabilirligi her ne kadar kolay gibi gdriinse de bu turizm tiirliniin ilk kabul
asamas1 yoneticilerin ve/veya politikacilarin siyasi kaygilar1 acisindan o kadar da kolay
olmamaktadir. Bunun yani sira hiiziin turizmi de her turizm tiirtinde oldugu gibi yerel halkin destegini
almakla miimkiindiir, hatta en ¢ok hiiziin turizminde yerel halkin destegi onem arz etmektedir. Clinkii
burada kullanilan turizm {iriinii, yerel halkin deger yargilari, acilar1 veya travmalar1 olabilir
(Karavelic, 2022: s.6). Turistlerin, hiiziin turizmi destinasyonunda tiikettikleri turistik iiriin aslinda
bir hikayedir. Bu hikayeler tiiketicilere sunulmadan ©nce hikdayenin muhataplarindan
(magdurlarindan veya kahramanlarindan) goriis alinmali ve bu durum onlara dogru bir sekilde
aktarilip deger yargilarina, acilarina, anilarina karsi saygi unsuru 6n plana ¢ikarilmadir (Heather,
2017; Karavelic, 2022; s. 87-88).

3. YONTEM

Calisma genel tarama modelinde, gegmiste veya mevcut zamanda durumu oldugu gibi tanimlayan bir
yaklasima dayali olarak tasarlanmistir (Karasar, 2007). Veri toplama yontemi olarak nitel arastirma
yontemlerinden olan dokiiman incelemesi teknigi tercih edilmistir. Nitel arastirmalarda veri toplama
teknigi olarak kullanilan dokiiman incelemesi; arastirilacak konu ile ilgili belgelerin ve kayitlarin
amacina uygun bir sekilde incelenerek siniflandirilmasina dayali bir tekniktir. Bu teknikte amaca
uygun belge ve kayitlar farkli kaynaklardan toplanip analiz edilir (Yildirim & Simsek, 2021; Karasar,
2022).

Dokiiman incelemesinde kullanilmak {izere sec¢ilen belgeler, web tabanli arama motorunda ¢ikan
haberlerden se¢ilmistir. T. C. Turizm Bakanligi’nin yapmis oldugu agiklamalarin ve bélge halkinin
fikirlerinin basina yansiyan kisminin rahat bulunmasi nedeniyle bu mecra tercih edilmistir.
Aragtirmanin evrenini T.C. Turizm Bakanligi’nin ve yerel halkin 6 Subat depremleri sonras1 Hatay
turizmi ile ilgili yapmis olduklar1 agiklamalar olustururken, 6rneklemini ise 6 Subat 2023 ile 31 Mart
2024 tarihleri arasinda yapmis olduklar1 agiklamalar olusturmaktadir. Yapilan alan yazin taramasi
sonucu Hatay turizmi, hiiziin turizmi ve 6 Subat depremlerinde turizm ile ilgili ¢aligmalarda sik
kullanilan anahtar kelimeler ve basliklar belirlenmistir. Bunlar; “6 Subat Depremleri, Hatay Depremi,
Deprem Sonrasi, Hatay Turizmi ve Deprem, Deprem Sonrasi Turizm Gelecegi, Turizm Ve Deprem”
olarak tespit edilmistir (Uniisan & ark., 2023; Celikel vd., 2023; Aygiin & Uniivar, 2023; Bahtiyar
Karadeniz, 2023). 6 Subat 2023 ila 31 Mart 2024 tarihleri arasinda T.C. Turizm Bakanliginin Hatay
ili i¢in yapmis olduklar1 agiklamalar ve yerel halkin “Deprem miizesi” ile ilgili agiklamalarini
degerlendirilmek {izere internet arama motorlarindan bu bilgiler 1s1ginda olusturulan anahtar
kelimeler ile aramalar yapilmistir. Bu basliklar ve anahtar kelimeler 1s18inda ¢aligmanin amacina
uygun olacag1 diisiiniilen aranan anahtar kelimeler; “6 Subat Depremlerinden sonra Hatay Turizmi
(42/16), Hatay’da deprem sonrasi turizm planlamas1 (98/43), Turizm bakanligi Hatay depremleri
(85/48), Hafiza miizeleri (72/46), Deprem Miizeleri (134/63)”. Parantez i¢inde belirtilen rakamlar her
bir anahtar kelime ile ¢ikan ilk haber sayisin1 ve filtrelemeden sonra kalan haber sayilarim
belirtmektedir. Bu anahtar kelimelerle ¢ikan 431 haberden “yinelenen haberleri gosterme” filtresi
kullanilarak 206 haber kaynagina ulasilmistir. Bu 206 haber kaynagindan Hatay ili disindakiler,
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Hatay turizminin gelecek planlamasi olmayanlar ve Deprem (Hafiza, Bellek) miizeleri ile ilgili
olmayanlar elenmistir ve geriye kalan 12 haber kaynagi 6rneklem biiyiikliigiinii olusturmustur.

Ayrica calisma siirecinde konuyla ilgili daha fazla sdylem tespit edilmis olsa da bu sdylemler,
belirlenen ¢aligma evrenini olusturan 6rneklemin disinda kalmasi sebebi ile elenmistir. Ancak s6z
konusu sdylemlerin konuyla ilgili oldugu disiiniiliip 6rneklem diginda olsa da analizleri ve sonucu
destekleyecegi diislintildiigii icin paylasiimasinda fayda olacag diistiniilmiistir.

Sosyal ve beserl bilimlerin bircok alaninda kullanilmakla birlikte 6zellikle iletisim ve medya
faaliyetlerinde biraz daha one ¢ikan sdylem analizi, nitel arastirma yontemlerindendir. Bu yontem
araciligiyla iletisim ve medya faaliyetlerinde yer verilen iletilerin anlamsal karsiliginin gosterilmesi
amaclanmaktadir (Dalkiran & Demir, 2020; s.95). Elestirel sdylem analizi, haber metinlerinin acgik
dilsel yapilarindan gizli ideolojik yapilarina erismeyi hedefler. Bu analiz teknigi, séylemi toplumsal
giic ve iktidar iligkilerinin bir yansimasi olarak goriir ve sdylemin dilsel ve anlatisal diizenlenisi ile
ilgilenir (Giinay, 2013: s.161). Bu nedenle, haber sdylemi firetildigi toplumun politik, ekonomik,
sosyal ve kiiltiirel dinamikleriyle birlikte degerlendirilmelidir (Karaduman, 2017: s.38).

Van Dijk’e (2015) gore, haber ¢oziimlemelerinde tematik ve sematik yapilar 6n plana ¢ikar. Tematik
c¢oziimlemede basliklar, girigler, baslik-haber iliskileri ve olaylar zinciri gibi hiyerarsik yapilar dikkat
ceker. Sematik ¢ozlimlemede ise daha ¢ok durumsallik 6n plana alinir. Mikro yap1 ¢oziimlemelerinde
ise haberin ciimle yapilar1 ve anlamlari irdelenir (Inceoglu & Comak, 2009: 5.32). Séylem analizinin
kisitliliklarinin basinda siibjektiflie yakin olmasi gelmektedir. S6zen’ e (1999) gore, Foucault
sOylem analiziyle “yiizyilin diisiincesinde mini devrim gerceklestirmis” bir sosyal bilimcidir.
Foucault, sdylemlerin i¢inde daha gecerli, daha tarafsiz, daha evrensel bir sdylemin olmadigini bunun
yerine daha gii¢lii sdylemlerin oldugunu savunur. Ona gore her sdylem evrensel olmasa da bulundugu
toplumda giiclii ise gecerlidir (S6zen, 1999: s.17; Sallan Giil & Kahya Nizam, 2021: 189-190).

4. BULGULAR

6 Subat depremleri Tiirkiye tarihinde acinin, hiizniin ve trajedilerin yasandig1 bir giin olarak yer
edinmistir. Boylesine tarihi bir olaymn ilk yilinda turizm agisindan neler yapilabilir veya neler
yapilacaginin degerlendirilmesinde politika unsurlarinin sdylemleri 6nem arz etmektedir. Tiirkiye’de
turizmle ilgili yapilacak sdylem analizinde turizm politikalarindan sorumlu olan, T.C. Turizm
Bakanliginin sdylemlerinin dikkate alinmasi gerekliligi bu ¢alismanin bulgularini olusturmustur.
Kronolojik siralamaya gore olusturulan ¢alisma evreninde, elde edilen bulgular Van Dijk’in (2015)
sOylem analizi teknigi ile ortaya konulmustur.

Ik olarak 17 Subat 2023 tarihinde T.C. Kiiltiir ve Turizm Bakanligi’nin basin ve halkla iliskiler
miisavirligi tarafindan yapilan agiklama da Turizm Bakaninin;

e “...mart aymda ¢aligmalara bagliyoruz...”
e  “...sehrin yeni rotasi kiiltiir, turizm ve gastronomi olmali...”
e “...artik burasi (Hatay), sanatla bulusarak yeni bir hikdye yazmasi gerekiyor. Burada oncii rolii bizim

bakanligimiz iistelenecek.” agiklamalart deprem ve turizm iligkisine dikkatleri ¢ekmistir (basin.ktb.gov.tr, 2023;
hiirriyet.com.tr, 2023; milliyet.com.tr, 2023; trthaber, 2023).

Depremin artgilarinin devam ettigi bu tarihlerde yapilan bu agiklamalar, Hatay turizminin bakanlik
diizeyinde 6nem arz ettigini gostermektedir. Ciinkii T.C. Turizm Bakanligiin yapmis olduklar1 s6z
konusu yayin 17.02.2024 tarihinde yani ilk depremden 11 giin sonra yayinlanmistir ve bu yayinda
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Hatay’in yeniden yapilanma siirecinde turizmin etkili ve Oncii olacagr vurgulanmistir
((basin.ktb.gov.tr, 2023). Ayrica bu agiklamalardan kisa bir siire sonra (2023 Mart) T.C.
Cumhurbagkanlig1 Strateji ve Biitce Baskanligi tarafindan yayinlanan, “2023 Kahramanmaras ve
Hatay Depremleri Raporu” unda yer alan “...bolgenin yeniden yapilanirken biitiinciil bir turizm
perspektifiyle kalkinmasina yénelik bir vizyonla eskisinden daha iyi bir altyapiya kavusturulmast
saglanmahdir.” ifadesi de Bakanligin yapmuis oldugu agiklamalarin, Cumhurbaskanlig1 diizeyinde de
destek buldugunu kanitlar niteliktedir (sbb.gov.tr, 2023: 5.103). Yapilan bu agiklamalar ve yayinlanan
raporlardaki sOylemler, literatiirdeki multidisipliner miicadele yapilmasi gerekliligini (Duman &
Giines, 2023) destekler noktadir. Bagska bir bakis agisina gore, turizm sektoriiniin kalkinma, biiylime
yatirimlar ve istihdam {izerine olan etkilerinden dolay1 kalkinmanin ilk agamasinda tesvik edilen
sektorlerin basinda gelir (Terzioglu ve Gokovali, 2017).

21 Mart 2023 tarihinde katildig1 bir televizyon programinda agiklamalarda bulunan Turizm bakani,
depremden sonra ilk defa bolge turizmi icin farkli turizm tiirlerinden bahsetmistir. S6ylemleri iginde
yer alan su agiklamalar kismen de olsa hiiziin turizmine atif olarak degerlendirilebilir.

e “...Deprem unutulmasin diye deprem kdsesi de yapacagiz koruma alaninin i¢ine. Bir hafiza miizesi yapilacak.”
(haberturk.com, 2023; hiirriyet.com.tr, 2023; turizmguncel.com, 2023).

e  Turizm bakanmin yapmis oldugu bu agiklamada yer alan “hafiza miizesi”, akademide dark turizm tiirlerinden
olan hiiziin turizmi olarak adlandirilmaktadir. Cilinkii hiiziin turizminin tanimi i¢inde yer alan “ ..yasanilani
aktarmak i¢in yapilan turizm..” (Kéleoglu, 2018; Ergun & Oktay, 2022; Colakoglu vd., 2023) tanimu ile
uyusmaktadir. Ayrica bu agiklama ile turizmin iyilestirici ve destekleyici giiclinden de yararlanmak gerektiginin
Oonemi vurgulanmistir. Soyle ki dogal afetler turizm i¢in olumsuz etkiler yarattigi gibi ¢esitli firsatlarla olumlu
etkilere de yol agabilir. Tlk basta meydana gelen afet bdlgesine kars1 olusan korku iklimi, zamanla yerini merak
unsuruna gevirerek ziyaret sebebi olabilir (Celik & Dogantekin, 2023: 5.226).

e  Turizm bakanimin, 3 Agustos 2023 tarihinde Hatay il afet koordinasyon merkezinde yaptig1 aciklamada ise;

e “._kent kimligini korumay1 ve gelecek nesillere aktarmay1 da hedeflerimiz arasina alip buna gore yeni miizeler
insa edilecegiz.” demistir (ahaber.com.tr, 2023; milliyet.com.tr, 2023).

e Turizm bakanin yapmis oldugu bu agiklama Cumhurbagkanligi Strateji ve Biitge Baskanligiin, deprem
raporundaki uzun vade politika dnerilerinde yer alan “turizmin tiim gesitleri ile tanitim yapilmali” dnerisi ile de
ortismektedir (sbb.gov.tr, 2023: s.104). Hiiziin turizminin temel amaglarindan olan yasanan acimin
unutulmamast ve gelecek nesillere aktarilmas: diisiiniildiigiinde, bu agiklamasindaki yeni miizelerin i¢inde daha
once de belirttigi gibi hafiza miizelerinin yer alacag diisliniilebilir.

Deprem miizesinin giindeme gelmesi sonucu, depremi yasayan yerel halkin tepkileri de dikkate
alinmasi1 gereken etmenlerdendir. Ciinkii yerel halkin desteklemedigi turizm olgusunun basariya
ulasmasi pek miimkiin degildir (Alaeddinoglu, 2008; Samirkas, 2013; Cicek & Sar1, 2018). Ozellikle
hiizlin turizminde, yerel halkin roliine olan dikkat eksikligi ciddi endiselere yol agmaktadir. Ciinkii
hiiziin turizminde yer alan, s6z konusu turistik iirtin aslinda yerel halkin acilarindan veya
hiiziinlerinden olugsmaktadir (Karavelic, 2022: s.4; Heater, 2017). Bu nedenle yapilan arastirmalarda
yerel depremzedelerin konuya iligkin goriislerine de yer verilmistir ve bu konuya sicak bakan kisiler
olsa da genel anlamda kars1 ¢ikildigi tespit edilmistir.

e “...miizelerin Oniinden her gectikge acilarimizin tazelenmesini istemiyoruz...” (hiirriyet.com.tr, 2023).

e “._her seyin miizesini yapma fikri ¢igirindan c¢ikti. Depremzedelere destek bdyle verilmez... biz unutmak
istedikce hatirlatmaya ve unutturulmamaya calismak hi¢ dogru degil...” (9koy.org, 2023).

e ‘.. .sehirlerimizi yeniden insa ederken bu yasadigimiz acilar1 unutmamamiz gerekiyor. Cocuklarimizin ders
cikarmast i¢in, bizden sonrakilerin bu acilar1 yagsamamasi i¢in hatirlamamiz ve hatirlatmamiz gerekiyor... Agik
hava deprem miizeleri yapilmali.” (8gun.haber.com, 2023).
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e Aragtirmanin drneklemi disinda kalsa da bulgular1 desteleyecek diger sdylemlerde tespit edilmistir. {1k olarak 6
Subat depremlerinde en ¢ok anilan il Kahramanmaras’in Biiyiiksehir Belediye Baskanindan yapilan deprem
miizesi agiklamasi ve s6z konusu agiklamaya yerel halkin verdigi tepki tespit edildi.

e “...Hayata gecirilecek projede (deprem miizesi), enkazlardan bulunan o gece yasananlari unutturmayacak sanat
eseri niteligindeki esyalar sergilenecek, egitsel ve interaktif alanlar, tematik ve anitsal mekanlar ile atolyelerin
yer alacagi bir proje de miize i¢in planlaniyor.” (haber46.com.tr, 2023).

e Kahramanmaras Biiyiiksehir Belediye Bagkaninin yapmis oldugu bu agiklama da her ne kadar deprem miizesi
olarak anilsa da s6z konusu projenin hiiziin turizmine hizmet edecek bir yap1 olacagi goriilmektedir. Ancak diger
illerde oldugu gibi Kahramanmaras’taki depremzedelerin de konuyla ilgili ortak bir yorumlarmin oldugu
goriilmemistir. Genel olarak s6z konusu agiklamalara bakildiginda, duruma sicak bakmayanlarin daha fazla
oldugunu gosteren agiklamalar mevcuttur.

e “...Asla ve asla kardeslerime, annelerime, babalarima, evlatlarima mezar olan Ebrar Sitesi’nin enkazina
yapilacak olan miizeyi kabul etmiyorum...” diyerek karsi ¢ikan ve yakinlarini kaybeden bir depremzedenin bu
aciklamasi da dikkat ¢ekici bir agiklamadir (Cumbhuriyet, 2023).

e “...bolgeye deprem miizesi yapilmasini istemiyoruz, her gelip gectikge acilarimizin tazelenmesini
istemiyoruz...” (yesilafsin.com, 2023).

e “...Burasi bizim i¢in anit niteliginde zaten. Ebrar Sitesi sehrin merkezinde, acik spor alanina ya da farkli bir
alana ¢evrilmesini, anitimiz olan bir yerde giiliip eglenilmesini istemeyiz. Buraya miize yapilmasi ¢ok dogru bir
hareket olur.” (haber46.com.tr, 2023).

e Agciklamalarin bu derecede taban tabana karsit olmasinin nedeni acinin heniiz ¢ok taze olmasi ve deprem miizesi
kavraminin tam agiklanamamasindan kaynaklandigi sdylenebilir. Bunlarin disinda kars1 ¢ikan depremzedelerin
deprem miizesinden dnce halledilmesini istedikleri bagka sorunlarinin oldugunu da belirtmislerdir (Cumhuriyet,
2023; yesilafsin.com, 2023).

e Bir diger benzer agiklamasi ise Gaziantep Biiyiiksehir Belediye Baskanindan gelmistir. Bilyiiksehir Belediye
Baskani, 15 Subat 2024 tarihinde katildig1 “Deprem Bolgesi Zirvesi” inde su aciklamay1 yapmaistir;

e “...Nurdagi’nda Deprem Anma ve Egitim Miizesi hayata geciriyoruz. Bu baglamda ilgenin tam girisinde yer
ayirdik. Bu bolgeye giren her vatandasimiz i¢in bilin¢lendirmenin yani sira simiilasyon ve zaman tiineli ile
bulusturacagiz. Boylelikle ziyaretciler hangi yapinin neden az hasarli, cok hasarli veya sapasaglam oldugunu
anlayabilecek. Japonya bu 6rnegini daha 6nce hayata gegirdi. Biz de bu projenin bir benzerini hayata gecirmek
i¢in ¢alistyoruz. Bu projede akademisyenlerimizden ve bilim insanlarimizdan bir istegim var. Bu proje de sizlerin
de destekleri bulunmali. Sizin 6nerileriniz bizim i¢in ¢ok énemli...”

Gaziantep Biiyliksehir Belediye Baskaninin yapmis oldugu bu agiklama aslinda hiiziin turizminin
amaclarina hizmet edecek bir projeye isaret etmektedir. SOyle ki, gecmisin izlerini yansitmak,
yasanilan olaydan ders ¢ikarmak, yasanan acilar1 gelecek nesillere aktararak unutulmasinin oniine
geemek gibi hedefler hiiziin turizminin temelinde vardir (Kéleoglu, 2018; Samirkas Komsu vd.,
2024). Biiyiiksehir Belediye Baskaninin agiklamalari bu hedeflere hizmet edecek bir projedir. Ayrica
Gaziantep Biiyiiksehir Belediye Baskaninin bu siireci 6rneklendirerek (Japonya 6rnegi) anlatmasi,
akademisyenlerden ve bilim insanlarindan destek beklemesi ise s6z konusu projeyi planl bir sekilde
ilerletmek istedigini gosterir niteliktedir (Gaziantep.bel.tr, 2024).

Ayrica alan yazin incelendiginde hiizlin turizmini sdylem analizi ile ele alan tek Tiirk¢e caligmanin
Gilindem’in (2022) yapmis oldugu mimarlik, hiiziin turizmi ve sdylem analizi liggeninde yaptigi
arastirma oldugu goriilmistiir. Bu ¢alismada Gilindem (2022) hiizlin turizmi ve sOylem analizi,
mekanlarin toplumsal hafiza, anma ve kimlik lizerindeki etkilerini anlamak i¢in bir ¢erceve sunmakta
ve bu mekanlarin anma ve hafiza mekanlar1 olarak algilandigimi ve deneyimlendigini
vurgulamaktadir. Uluslararasi kaynaklarda ise Krisjanous’un (2016) yapmis oldugu web sitelerindeki
sOylemleri hiiziin turizmi agisindan degerlendirdigi ¢alisma 6n plana ¢ikmaktadir. Bu ¢alismada
Krisjanous (2016) karanlik turizm operatorlerinin web sitelerini dikkatlice tasarlayarak, sitelerinin
degerini ve Onemini etkili bir sekilde iletmeleri gerektigini, ayn1 zamanda izleyicilerinin ¢esitli
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motivasyonlarini da gz 6niinde bulundurmalar1 gerektigini vurgulamaktadir.

5. SONUC ve ONERILER

Bolgenin kalkinmasinda turizmin etkili ve ncii sektorlerden biri olacag tiim politika mecralarinca
desteklenen bir fikir oldugu tespit edilmistir (ktb.gov.tr, 2023, sbb.gov.tr, 2023; haber46.com.tr,
2023; Gaziantep.bel.tr, 2024). Ancak analizlerde ortaya ¢ikan bulgular 15181inda Turizm Bakanliginca
yapilan agiklamalarda deprem (hafiza, bellek vs.) miizeleri, desteklense de yerel halk olarak
depremzedelerin ortak bir fikirde bulustugu sdylenemez. Hal bdyle iken, bdlge turizminin
kalkinmasinda hiiziin turizminin etkili olacagi diisiiniilse de depremzedelerin fikirlerinin de dikkate
alinmasi gerekir. Ciinkii hi¢bir turizm faaliyeti yerel destek olmaksizin basariya ulasamaz. Yerel
halkin desteginin énem arz ettigi turizm faaliyetlerinde halkin yararina olacak fikirlerin {ist akil
tarafindan dogru bir sekilde aktarilmasi gerekmektedir. Yerel halk olan depremzedelerin vermis
olduklar1 demeglere bakildiginda “acilarmin tekrarlanma, yasanilani unutamama” gibi korkularin
giderilmesi durumunda bdlgede hiizlin turizminin uygulanabilirligi daha kolay bir hal alabilir. S6z
konusu tedirginlikleri ise alan yazinda anlasilabilir bir sekilde yer almaktadir. Karavelic’in (2022)
yapmis oldugu caligmada yerel halkin hiiziin turizmine karsi endiseli oldugu goriilmiistiir. Bu
endiselerinde ise hakli olduklar1 sdylenebilir, ¢linkii hiiziin turizminde kullanilacak turistik tirtiniin
kendi acilar1 olmasi kolay kabul edilecek bir durum degildir (Heater, 2017). Bu ragmen olumsuz
diisiinceler kadar olumlu diislincelerin olmasi da hiizlin turizminin uygulanabilirligi agisindan {imit
verici bir boyuttadir.

Sine Nazli ve Soylu’ nun (2023) yapmis olduklar1 6 Subat depremlerinin medyadaki yerini arastiran
calisma da sOylem analizi olarak ele alinmistir. Calismanin sonucunda acinin ve felaketin ¢ok biiytik
olmasi bile medya araglarinin kendi ideolojik diisiincelerinden ¢ikip ortak paydada bulugmalarini
saglayamamigtir. Bu durum yerel halkin hiiziin turizmine olan olumlu bakislarinin, medyada fazla
yer bulmamasmi da saglamis olabilir. Ulkemizdeki turizm algisinin eglence anlayisiyla
bagdastirilmasi da depremzedelerin tepkilerine yol agmis olabilir. Ciinkii bu acinin unutulmamasi, bu
acidan gerekli derslerin ¢ikarilmasi gerektigi ve kaybettiklerinin anilarinin yasatilmasi konusunda
hemfikir olduklar1 verilen demeclerle sabittir. Aslina bakilirsa acinin en yogun yasandigi yerlerde
depremzedeler turizme yonelik eglence merkezlerinin kurulmasindan ¢ok saygi gosterilen bir alan
olmasi isteniyor. Oysaki turizmin sadece eglence amagli olmadigi, farkli tiirlerinin de oldugu
belirtilmelidir. Depremzedelerin korkularni giderecek sekilde aktarilmasi ve bu turizm tiiriiniin
aslinda tam da onlarin endiselerine hitap ettigi uzman destegi ile ve 6rnek yerlerle aktarildiginda
kabul edilebilecegi diisiiniilmektedir.

T.C. Cumhurbaskanlig1 Strateji ve Biitce Bagkanligi tarafindan yayinlanan, “2023 Kahramanmarag
ve Hatay Depremleri Raporu” unda yer alan “Bolgesel bazda, turizmin tiim c¢esitleri ile turistlerin
kullanimina sunulmasi, etkin tanitim ¢aligmalarinin yiiriitiilmesi.” ibaresinden de yola ¢ikarak bolge
icin 6nemli olan bu turizm tiirliniin de desteklenmesi gerekmektedir.

Bu sonuglar 1s181inda arastirmanin alan yazina yapmis oldugu teorik katki farkli bir bakis agisindan
hiizlin turizminin degerlendirilmesidir. Yerel yoneticilerin ve politika iireticilerin bolge halkinin
kalkinmasinda turizmin farkl tiirlerini gz onlinde bulundurup yeni gelir kaynaklart olusturmalar1
icin fikir saglamasi da pratik katki olarak degerlendirilebilir. Arastirmanin ulusal basinla kisith
tutulmasi, 11 deprem ilinden sadece Hatay’in alinmasi, depremin yakin zamanda meydana
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gelmesinden dolayr stirenin  darhigr  (06.02.2024-31.03.2024 tarihleri arasindaki yayinlar)
arastirmanin kisitlamalarini olugturmaktadir. Sonraki arastirmalara; yerel halkin hiiziin turizmine
bakis acisi, yerel yonetimlerin hiiziin turizmine kars1 tutumlari, hiizin turizminin bolgede
uygulanabilirligi acisindan SWOT analizi yapilmast ve yerel halkin korkularinin politikacilarca
giderilebilmesi icin neler yapilabilecegine yonelik aragtirmalar yapilmasi onerilebilir. Bu 6nerilerin
disinda;

e Deprem miizeleri ve anit alanlar1 olusturulurken yerel halkla yakin is birligi yapilmalidir.

e Deprem miizeleri ve anit alanlarinin tasarimi ve igerigi, depremzedelerin goriislerini ve
duygularini yansitacak sekilde yapilmalidir.

e Hiiziin turizmi, bolgedeki diger turizm tiirleri ile entegre edilerek gelistirilmelidir.

e Hiiziin turizmi, bolgedeki ekonomik kalkinmaya katkida bulunacak sekilde gelistirilmelidir.
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Science is love, love requeries honesty

Konaklama lsletmesi Misafirlerinin E-Sikdyet Davramslar1 Uzerine Bir
Arastirma: Mardin Ornegi
2 Basak Arik UCAN ! () Betiil KODAS 2

Ozet

Bu ¢alismada, Mardin il genelinde faaliyet gosteren otel isletmelerine yonelik ¢evrim i¢i ortamda yapilan
olumsuz tiiketici yorumlar1 incelemek ve sikdyet unsurlarmin nedenlerini ortaya ¢ikarmak amacglanmigtir.
Mevcut caligmada kullanilan veriler diinyada en Onemli online seyahat platformlarindan biri olan
TripAdvisor yorum sitesi iizerinden elde edilmistir. Caligmada Mardin de hizmet veren 45 konaklama
isletmesine yonelik TripAdvisor.com sayfalarinda bulunan yorumlar ele alimmistir. Otel isletmelerinin almig
olduklar1 “berbat”, “kotii” ve “ortalama” yorumlar incelenmis ve toplamda 1533 adet yorum arastirmanin
veri setine dahil edilmistir. Veri analizi olarak icerik analizi kullanilmistir. Analiz sonucunda elde edilen
bulgulara gore sikayet kategorilerinin sirasiyla; yiyecek igecek, oda, ¢alisanlar, temizlik, hizmet kalitesi,
fiyat, genel, yonetim ve spa seklinde ortaya ¢iktigi sonucuna ulasilmistir. Aragtirmanin sonunda isletme
yoneticilerine uygulanabilir dneriler sunulmustur.
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A Research on E-Complaining Behavior of Accommodation Guests: Case of Mardin
Abstract

This study aimed to examine the negative consumer comments made online about hotels operating in Mardin
province and to find the reasons for the complaints. The data used in the study was obtained from the
TripAdvisor review site. The study examined comments on TripAdvisor.com pages of 45 accommodation
establishments serving in Mardin. The "horrible", "bad" and "average" comments received by hotel
businesses were examined and a total of 1533 comments were included in the data set of the research.
Content analysis was used in data analysis and themes were determined as a result of the analysis. According
to the findings, the complaint categories are as follows; It has been concluded that these factors are food and
beverage, room, employees, cleaning, service quality, price, general, management and SPA. Managerial
suggestions are presented to business managers at the end of the study.
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1. GIRIS

Internet ve sosyal medya kullanmimi giiniimiiziin vazgecilmez bir araci haline gelmistir. En ¢ok
zaman harcadigimiz internet ortamlarinda destinasyon se¢imleri, restoran veya kafe se¢imleri karar
verme siirecinde oldukga etkili olmaktadir (Fotis vd., 2012). Giiniimiizde bir bdlgeye giderken
destinasyonu daha Once deneyimlemis olan bireylerin olumlu olumsuz yorumlarma ulasmak
internet kullanimi sayesinde kolaylasmis ve bu yorumlar potansiyel miisteri tercihleri iizerinde etkili
olmaya baslamistir (Davis Mersey vd., 2010; Xiang & Gretzel, 2010; Kodag, 2023). Gliniimiiz
teknolojisi sayesinde mevcut ve potansiyel miisteriler ile isletmeler arasinda anlik etkilesim
olusmaktadir. Isletmelerin veya turistik destinasyonlarin interneti faal sekilde kullanmalari hem
isletme acisindan hem de birey acisindan 6nem arz etmektedir (Er6z & Dogdubay, 2012). Bireyin
isletmede nelerle karsilasacagina dair edinebilecegi bilgiler veya isletmenin kendisini tanitirken
kullandig1 gorseller vb. araglar sayesinde ¢ift yonlil isletisim saglanmaktadir. Yapilan paylasimlar,
gorseller ve yazilar isletmeyi tercih eden tiiketicileri oldukca etkilemektedir. Dogru kullanimla
isletme kendisini yenilemekte ve eksikliklerini gidermektedir. Turizm portallar1 sayesinde birey,
destinasyon veya isletme hakkinda 6nemli bilgileri gorebilmekte ve miisteri tercihleri yorumlara-
elestirilere gore sekillenebilmektedir (Jacobsen & Munar, 2012). Web siteleri ve sosyal medya
araglariin bireyler tarafindan aktif bir sekilde kullanimi, bir¢ok isletme gibi otel isletmelerinin de
imajin1 ve bilinirliligini etkilemektedir (Law & Hsu, 2005).

Gilintimiizde kiiresellesme sonucu tiiketici beklentilerinin artmasiyla birlikte, marka bagimliklarinin
azalmasi, bireylerin tatil anlayislarinin degismesi, bireyin bilinglenip daha segici hale gelmesi gibi
degiskenler, bireyin degisen yapisi olarak gézlemlenmektedir (Kozak vd., 2013). Bir iirlinii satin
almadan Onceki arastirmalari, gidecekleri otelin goriintiilerine internet tizerinden ulasmalari,
yorumlarin1 incelemeleri bireylerin tercihlerini belirlemede 6nemli etken olmustur. Giinlimiiz
rekabet kosullarinin artmasiyla birlikte otel isletmelerinin pazardaki konumlarinin devamliligin
saglayabilmeleri, biinyelerinde sadik miisteri profili olusturabilmeleri, yeni miisteriler
kazanabilmeleri igin hizmet ve iiriinlerini iyi bir sekilde sunmalar1 gerekmektedir. Isletmeler icin
sikayetleri yonetebilmek isletmenin gelir ve imajma dogrudan etki etmektedir. Ozellikle bilgi ve
iletisim teknolojilerinde yasanan gelismeler ve ilerlemeler internetin aktif bir sekilde kullanimina
neden olmaktadir. Turistlerin de yogun bir sekilde sosyal medyayr aktif olarak kullanmalar
destinasyon ve otel tercihlerinde sosyal medya platformlarini kullanmalari, almis olduklar1 hizmetin
kalitesine iliskin olumlu/olumsuz degerlendirmelerini ¢evrimigi platformlarda yapmalari isletmeleri
gibi hususlar g6z oOniine alindiginda isletmeler online ortamda yapilan sikayetleri 1iyi
yonetebilmelidir. Bu alanda yapilacak arastirmalar isletme yoneticilerine 6nemli faydalar
sunmaktadir. ilgili turizm literatiirii incelendiginde otellere ydnelik e-sikayetlerin incelenmesi,
degerlendirilmesi ve yonetilmesi hususunda akademik arastirmalar yogun bir sekilde yapilmaktadir
(Tanriverdi & Ciki, 2022; Kafa & Demircioglu, 2022; Kodas & Uziilmez, 2021), Ancak Mardin
ilindeki otel isletmelerine yonelik misafir sikayetlerinin incelendigi ¢alismaya rastlaniimadigindan
bu arastirmanin yapilmasi elzem goériinmektedir. Cilinkii Mardin son yillarda 6nemli 6lglide turist
agirlayan ve onemli bir turizm destinasyonu olma konusunda hizli bir ivme kazanmistir. Dolasiyla
bu calisma Mardin il ve ilgelerinde bulunan {i¢, dort, bes yildizli ve butik otellerin hizmetine
yonelik yapilan sikayet igerikli yorumlarin degerlendirilmesi ve en ¢ok alinan sikayet nedenlerinin
tespit edilmesi amaciyla yapilmistir. Bu yiizden Mardin de bulunan konaklama igletmelerinin
tilkketiciler tarafindan almis olduklar1 sikayetler incelenip konaklama isletmelerine hizmet
iyilestirmeleri konusunda Onerilerde bulunma agisindan bu aragtirmanin bulgular1 6nem arz
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etmektedir. Dolayisiyla bu ¢alismanin sonuglarina bagli olarak Mardin’deki otel yoneticilerine
uygulanabilir 6neriler gelistirilmistir.

2. KAVRAMSAL CERCEVE
2.1. Sikayet Kavram

Sikayet, bireyin deneyimledigi olumsuzluklarin isletmenin sundugu mal ve hizmetlerinden kaynakli
olusan memnuniyetsizlik durumu veya tatminsizligi (Argan, 2014), miisterinin istek ve
beklentilerinin karsilanmamis olmasi sonucunda meydana ¢ikan bir durumdur (Unur vd., 2010).
Bir {iriin veya hizmet satin alan bireylerin verdikleri licretin karsiligin1 alamamasindan veya tatmin
olmamasindan ortaya ¢ikmaktadir (Rottier vd., 2003). Hizmet veren isletmelerde ise sikayetler
genel olarak hizmet veren personelden kaynaklidir (Argan, 2014). Sikayet sadece bireyin
memnuniyetsizliginden kaynaklanmaz ayni zamanda isletmeye olan bagliligindan da
kaynaklanabilmektedir (Burucuoglu, 2011). Bireylerin daha 6nce deneyim yasadigi bir isletmede
yasadig1 olumsuzlugu dile getirmesi, isletmenin hizmet kalitesinin arttirilmasit yoniinde veya
tirlinden kaynakli sikintilarinin ¢6ziilmesi yoniinde olanaklar tanir (Alabay, 2012).

Isletme, miisteri iliskilerini giiclendirecek hizmetler sunarak miisterinin almis oldugu hizmetten
istek ve beklentilerine paralel olarak tatmin olmasini saglayacak ve sadik miisteri yaratacaktir (Er &
Cop, 2019). Sadik miisteri olusturmanin ilk sarti miisterinin almis oldugu hizmetten tatmin
olmasina baglidir (Argan, 2014). Yapilan her bir sikayet isletme i¢in yenilik ve gelisim demektir ve
sikayetlerden kaynaklanan sorunlar1 isletme kendi lehine ¢evirmesi gerekmektedir (Unur vd., 2010).
Sikayet igerikleri, personel davranisi, Uiriiniin kalitesi, isletmenin i¢ dizayni gibi bircok nedenden
kaynaklanabilir (Kili¢ & Ok, 2012). Isletmeler icin yeni miisteri kazanmak ve bir miisterinin sadik
miisteri haline donmesi, giiniimiizde rekabet kosullarinin artmasiyla birlikte isletmeler i¢in 6nem arz
etmektedir (Ozgiiven, 2011). Isletmeler yorumlar1 dikkate alip sunulan hizmetle ilgili
diizenlemelerde bulunarak ve sikayette bulunan tiiketiciyle iletisim halinde olarak isletmeye
verilecek olan zararlardan kaginabilecek (Ekiz & Babacan, 2008) aksi takdirde isletmenin yorumlari
g6z ardi etmesi durumunda tiiketiciler, memnun olmadiklar {iriin veya hizmetleri dile getirerek
isletmenin pazardaki konumuna zarar verecektir (Kilic & Ok, 2012).

Tiiketicinin {iriinii veya hizmeti deneyimlemeden evvelki diisiinceleri ve {irlin ve hizmeti
kullandiktan sonra edindigi deneyimi arasinda farkliliklar olugmasi tiiketici tarafindan sikayette
bulunulmasima yol agar (Kili¢ vd., 2013). Tiiketici beklentisinin az olmast ve aldigi hizmetten
beklentilerinin ilizerinde olmasi durumunda tiiketici hizmetten memnun kalirken, tiiketicinin
beklentilerinin yiiksek olmasi ve isteklerin karsilanmamis olmasi durumunda memnuniyetsizlik
meydana gelmektedir (Blodgett & Anderson, 2000).

2.2. E-Sikayet Kavrami

Internetin hizla gelismesiyle birlikte bireyler yasadiklari deneyimleri olumlu veya olumsuz bir
sekilde sosyal medya ve blog sitelerinde kolayca paylasabilir hale gelmistir (Giizel, 2020). Internet,
cok az bir maliyetle herhangi bir vakitte giris yapilabilen bir teknolojik gelismedir (Kirik, 2017) ve
bu durum ortaya yeni bir sikayet alma kanalini ortaya ¢ikarmistir (Erdem & Yay, 2017). Bu sebeple
internet ortaminda tiiketicilerin yasadiklar1 olumsuz deneyimleri paylagsmalarinda ¢ogalma
gozlenmekte ve ileriki zamanlarda da goriilen ¢ogalmanin hiz kesmeden siirecegi tahmin
edilmektedir (Tripp & Gregoire, 2011). Bireyler artik bir {irlin satin almadan Once veya bir
destinasyonu se¢gmeden Once online kanallardan {iriin ve hizmetler hakkinda bilgi sahibi olma
egilimi ile hareket etmektedirler (Soydas & Thiam, 2022). Bunun yanisira almis olduklari
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hizmetlere iliskin degerlendirmelerini de online platformlar {izerinden gerceklestirebilmektedirler.
Bu nedenle isletmeler internet siteleri ve sosyal medyalar sayesinde miisterilerinin sikayetine ve
yapmis olduklar1 yorumlara ulasarak hizli bir bicimde tiiketicilerle iletisim saglayabilmektedirler
(Argan, 2014). Buna ek olarak sektdrlerin web tabanli internet sayfalarinin kullanmalariyla
miisterilerine daha kolay ulasabilmenin yani sira miisterilerinin isletme hakkindaki fikirlerini
rahatlikla sunmalari isletme agisindan bir dezavantaj olabilmektedir (Lee & Hu, 2005). Sikayetlerin
web siteleri iizerinden yapilmasiyla miisteriler yasadiklari olumsuzluklarini bir¢ok kesime aninda
iletebilmektedir (Inan & Dogan, 2006). Tiiketiciler yaptiklar1 yorumlarla birlikte paylasilan
gorselleri de delil olarak birlikte sunulabilmektedir (Au vd., 2014). Dolayisiyla e-sikayet yonetimi
isletmeler agisindan bir zorunluluk haline gelmektedir.

2.3. Konaklama Isletmelerinde Miisteri Sikayetleri ve Sikayet Yonetimi

Konaklama isletmelerinde hizmet, emegin yogun oldugu bir sektdrdiir (Oztiirk & Seyhan, 2005).
Bu isletmelerde calisanlar ve misafir dogrudan iligki igerisindedir (Kili¢ & Ok, 2012). Konaklama
isletmelerinde hizmetin soyut olmasi, deneyimlenecek olan hizmetin nasil olacagmin tahmin
edilmemesi gibi nedenlerden dolay1 tiiketici nelerle karsilagacagini bilemez ve bu ylizden hizmet
veren isletmenin misafiri karsilamada ve hizmet etmekte son derece dikkatli olmalidir (Oztiirk &
Seyhan 2005).

Sikayetler isletmeler tarafindan iyi bir durum olarak karsilanmaz (Yilmaz, 2014). Miisterilerin
memnuniyeti igin sikdyet kavrami1 6nemli bir konu olarak degerlendirilmektedir (Kodas & Uziilmez
2021). Sikayet kelimesi olumsuz bir ifade olarak goriilse de konaklama isletmeleri i¢in hizmetin
gelistirilmesi, yenilenmesi, mevcut miisteriyi sadik miisteriye doniistiirme ve yeni miisteriler
kazanmak olarak da diisliniilmesi gereken bir durumdur (Kilic & Ok, 2012). Konaklama
isletmelerinde sunulan hizmet kalitesi ne kadar eksiksiz olsa da tiiketici tarafindan mutlaka bir
sikdyet alinmaktadir (Kilig & Ok, 2012). Ozellikle yapilan olumsuz yorumlar hizmet sektoriiniin
soyut olmasindan dolay1 daha &nemli hale gelebilmektedir (Kodas & Uziilmez 2021). Sikayetler
cogu zaman istek ve beklentileri karsilanmamais tiiketici tarafindan yapilmamakta ve kimi zaman
sikdyette bulunan tiiketiciler devamli olarak gittigi isletmelerin daha iyi hizmet sunabilmeleri ve
gelismeleri i¢in Oneride bulunarak sikayet etmektedirler (Y1lmaz, 2014).

Miisteri iliskilerinde miisteriyi anlamak miisteriye deger vermek en onemli amactir (Aksatan &
Aktag, 2012). Miisteri iliskileri yonetimi konaklama isletmelerinde uygulanmasi tiiketici isteklerine
yogunlasarak giiniimiiz rekabet kosullarina ayak uydurmasi i¢in 6nemli bir stratejik planlamadir
(Ozgener & Iraz, 2006). Konaklama isletmelerinde genel anlamiyla sikayetler; iiriin, calisanlar,
hizmet kalitesi, yonetimden kaynakli sikintilar ve fiyat gibi nedenlerden kaynaklanmaktadir
(Yiiksel, 2004). Isletmelerin basarili olabilmeleri i¢in sikdyet yonetiminin 6nemi biiyiiktiir. Sikayet
yonetimi isletmeyle tiiketici arasinda bulunan sikayet yonetimine etki etmekte ve bunun yani sira
tiikketici iizerine odaklanma seviyesini gosterir (Gambetta vd., 2015). Isletmelerin tiiketicilerin
memnuniyetsizlikleriyle ilgilenmeleriyle birlikte yasanan sikintilar iizerinde ¢oziimleyici sorunlar
tiretilebilirken tiiketicinin memnun olmasi saglanir, ayn1 zamanda potansiyel miisterilerini elde tutar
ve sonrasinda olusabilecek sikintilar1 analiz yaparak tiiketici istek ve beklentilerine uygun hizmet
sunmaktadir (Alabay, 2012). Geleneksel olarak isletme sahipleri, tliketici goriislerini elde etmek
i¢in harcadiklar yiiksek maliyetler ve uzun siirece karsmn Internet sitelerinde neredeyse sifir
maliyetlerle 6grenerek, isletmeler kendilerini diizeltme ve yenileme c¢aligmalari yapmaktadirlar
(tripadvisor.com). Hem isletmeler hem de miisteriler agisindan onemli olan ve birbirlerini
anlamanin en ucuz ve kolay yolu olan kanal; internet ortamlar1 olarak énemini korumaya uzun siire
devam edecektir (Argan, 2014).
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2.4. Tlgili Literatiir

Konaklama isletmelerinde, teknolojinin heniiz yayginlasmadigi donemlerde isletme yoneticileri
misafirlerden geri bildirim alabilmek ic¢in gerekli formlar kullanilirken (Su, 2004) bu durum
teknolojinin  gelismesiyle yerini elektronik ortamda deneyimlerin paylasildigi sitelere
dontistiirmiistiir (Guo vd., 2017). Daha onceki donemlerde hizmeti deneyimleyen tiliketicilerin
yorumlart sadece otel yoneticileri tarafindan goriiliirken, teknolojik ilerlemelerle birlikte artik her
tiiketici deneyimlerini diinya ¢apinda paylasabilir hale gelmistir. Daha 6nceleri sayili sayida olan
yorum siteleri, gilinlimiizde yiiksek oranda artis gostermistir. Yorum sitelerine Ornek olarak
TripAdvisor.com sitesinde tiiketiciler bircok destinasyonla ilgili deneyimlerini diger tiiketicilerle ve
isletme sahipleriyle paylasabilmektedir. Arastirma verilerinin kaynagi olan TripAdvisor sitesiyle
ilgili farkli kategorilerde bir¢cok ¢alisma oldugu goriilmiistiir. Alanyazin taramasi yapildiginda Kafa
ve Demircioglu (2022), Oksiiz ve Erkili¢ (2022), Tanriverdi ve Cik1 (2022), Arkadas ve Ayyildiz
(2020), Kizildemir, Ibis ve Cop (2019), Cuhadar ve Akeil (2018), Alrawadieh ve Demirkol (2015),
Gilirkan ve Polat (2014), Culha, Hacioglu ve Kurt (2009), tarafindan yapilan calismalarda
konaklama isletmelerinde misafir sikayetlerine yonelik yapilan yorumlarin incelendigi goriilmiistiir.

Tanriverdi ve Ciki (2022) ¢alismasinda, Kirklareli ilinde faaliyet gosteren konaklama igletmelerinin
cevrimi¢i yorumlar: igerik analizi yOntemiyle incelenmistir. Veriler 2017-2022 yillar1 arasinda
Tiirkce ve Ingilizce olarak toplanmustir. 12 konaklama isletmesinde TripAdvisor sitesi iizerinden
465 yorum degerlendirmeye alinmis ve bulgular sonucu 6 adet ana tema elde edilmistir. Bunlar;
calisan davranisi, yiyecek-icecek hizmet kalitesi ve 6zellikleri, deneyim, atmosfer, fiyat-performans
ve otel konumu seklinde smiflandirilmistir. Yorumlar incelendiginde genel olarak misafirlerin
memnun oldugu ve deneyimlerinden memnun kaldiklar1 sonucuna ulasilmistir. Degerlendirmeye
alinan 465 yorumdan %20,64 iiniin olumsuz yonde oldugu ve bu yorumlarda en sik tekrar edilen
olumsuz kelimelerin kotii, yok, pis ve vasat oldugu sonucuna ulasilmistir.

Oksiiz ve Erkili¢ (2022), calismasinda Trabzon’da bulunan turizm isletme belgeli bes ve dort
yildizli konaklama isletmelerinin aldig1 293 adet olumsuz tiiketici yorumlar1 yedi ana ve 47 alt
kategoride incelenmistir. Arastirma sonuglarina gore en ¢ok sikayet alan kategorinin genel temizlik
oldugu ve bu sikayetlerin ana nedeninin personel tutum ve davranigina bagli oldugu bilgisi elde
edilmistir.

Arkadas ve Ayyildiz (2020) ¢alismasinda, Uludag da bulunan 4 ve 5 yildizli otellerde konaklayan
misafirlerin yorumlari icerik analiziyle incelenmistir. Arastirmanin sonucunda Uludag da bulunan
otellerin neredeyse hepsinin eski yapida oldugu ve yenilenmesi gerektigi, sunulan hizmete karsilik
verilen {icretin es deger olmadig1, her sey dahil paketlerde yemekler disinda olan igeceklerin ticretli
oldugu, otelde bulunan aktivitelerin eksik olmasindan dolayr misafirlerin tatilleri esnasinda
yapabilecekleri etkinliklerinin olmadigi, personellerin genel olarak tavirlarin ilgisiz, kaba ve
saygisiz olduklari, c¢alisan sayisinin az ve egitimsiz oldugu, her hangi bir problem karsisinda
inisiyatif kullanmadiklar1 sonucuna ulagsmistir. Yorumlarda en sik kullanilan ifadelerin, oda kirliligi,
yiyecek ve icecegin lezzetsiz olusu, personel ilgisizligi, kotii hizmet, giiriiltii, otel imkan ve
ozelliklerinin eski olmasi, fiyatlarin pahali olmasi ve kotii yonetim oldugu goriilmiistiir.

Kizildemir, ibis ve Cép (2019) calismasinda Afyonkarahisar’da bulunan 5 yildizli konaklama
isletmelerine yonelik yapilan sikayet icerikli yorumlar1 degerlendirilmis. 2868 adet yorumdan 1004
adet sikayet icerikli yorum oldugu tespit edilmis.1004 adet yorum igerik analiziyle incelenmistir. 10
adet 5 yildizli otel isletmesinden 187 adet kotii, 229 adet berbat yorum alindigi bilgisine
ulasilmigtir. Yorumlar 6 tema altinda toplanmis ve en c¢ok sikayet igerikli yorumlarin sirasiyla
yiyecek-igecek (%24), hizmet kalitesi (%21), oda ve ¢alisanlarin es deger olarak (%19), fiyat (%9)
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ve temizlik (%8) oldugu sonucuna ulasilmistir. Cuhadar ve Akeil (2018), arastirmasinda Kalkan
bolgesinde bulunan konaklama igletmelerinin TripAdvisor.com sitesinden almis olduklari ¢evrimigi
yorumlar analiz edilmistir. Elde edilen bulgulara gore 81 konaklama isletmesinde bulunan
yorumlarin igletme tiirii ve fiyat diizeyi ile anlamli farkliligin oldugu, isletme konumu ve otellerin
yildiz sayilartyla aralarinda anlamli bir farkin olmadig1 goriilmistiir.

Alrawadieh ve Demirkol (2015), calismasinda, Istanbul’daki 5 yildizli konaklama isletmelerinin
almis olduklar sikayet igerikli yorumlar incelenmistir. Veriler TripAdvisor sitesinden 10 adet otelin
yorumlardan elde edilmistir. Bunlarin yani sira 10 otelin almis oldugu toplam 426 yorum departman
bazli kategorize edilmis ve en ¢ok yiyecek-igecek departmaninin (103 yorum) oldugu goriilmiistiir.
Kategorilere ayrilmayan departmanlarin da toplamda 136 sikayet icerikli yorum aldig1 tespit
edilmistir. Sikayetlerinin ¢ogunlugu hizmet kalitesinin (%21,6) olustururken en az alinan sikayetler
ise isletmelerde uygulanan politikalarin (1,9) oldugu sonucuna ulasilmustir. ikinci olarak en gok
alman sikdyet yorumu, tesisin kalitesi ve temizligi (%17,9) olurken iiclincli sirada ise personel
tutum ve performansinin (%16,5) oldugu tespit edilmistir.

Giirkan ve Polat (2014) calisgmasinda, Ege ve Akdeniz boélgesinde faaliyet gosteren resort
konaklama isletmelerinin almis olduklar1 sikayet icerikli yorumlar icerik analizi yontemiyle
incelenmistir. 14 farkli yoreden 34 konaklama igletmese ait 815 yerli misafirlerin yapmis olduklar
yorumlar degerlendirilmis. Verilerden elde edilen sonuglara gore; cogunlukla yiyecek ve igecek
hizmetlerindeki yetersizlik ve kalite, temizlik ve hijyen, odalarda kullanilan buklet malzemelerin
yetersizliginden sikayet ettikleri sonucuna ulasilmistir.

Culha, Hacioglu ve Kurt (2009) ¢alismalarinda, misafir sikayet yorumlarinin agirlikli olarak hangi
konu iizerinden oldugunu bulmak ve sikayetlerin hangi kategori igerisinde bulundugunu belirlemek
icin aragtirmada biiyiik Olgekli bir otel sec¢ilip 2002-2007 yillar1 arasinda bulunan verilerden
yararlanilmistir. Arastirmada 8 temel kategori altinda 495 adet sikayet kategorize edilmistir. En
fazla sikayet yiyecek-igeceklerin sunum, temizlik, lezzet ve miktar oldugu sonucuna ulasilmistir.
Ikinci yiiksek oranda alman sikayetler ise odalarmn temizligi, oda demirbaslarmin bozuk olmasi
seklinde yorumlar alinmistir. Diger bir en ¢ok sikayet olarak alinan durum ise personellerin kaba
davraniglari, misafir isteklerine aninda donilis veya hi¢ doniis saglanamamalari, calisanlarin
birbirleriyle aralarinda olan olumsuz davramis ve giyimleri konusunda sikayetler alindig:
gorilmiistiir.

Yapilan arastirmalarin sonuglar1 incelendiginde sikdyet konulu caligmalarin yogun bir sekilde
yapildig1 ve popiiler bir konu oldugu ilgili literatiirde goriilebilmektedir. Yapilan arastirmalarin
sonuglart irdelendiginde arastirmanin gergeklestigi niifusun yapist ve karakteristik ozellikleri
itibariyle farklilik gosterdigi ancak genel olarak sikayet konularmin temizlik, hizmet kalitesi ve
calisan davraniglari ana temalarina odaklanmildigi goriilmektedir. Ayrica gelecekte yapilacak
caligmalarda farkli destinasyonlardaki turizm isletmelerinin farkli profil ve niteliklere sahip olmasi
ve hedef kitlelerinin farkli tipolojilerden olugsmasi nedeniyle farkli sonuglarin ortaya ¢ikmasi ilgili
literatiirin zenginlesmesine ve konunun oneminin artmasina katki sunacagi ongdriilmektedir. Bu
nedenle bu arastirma Mardin ilinde hizmet veren konaklama isletmelerine ydnelik
gergeklestirildiginden bu arastirmada ortaya c¢ikan yeni temalar ilgili literatiire onemli katkilar
sunmaktadir.

@ 104
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3. YONTEM

Mardin’deki otellere yonelik yapilan ¢evrimici sikayetlerinin incelenmesi ve siniflandirilmasi amaci
tagtyan bu aragtirmada nitel arastirma yaklasimi benimsenmistir. Arastirma sahasini Mardin
merkezde yer alan konaklama isletmeleri olusturmaktadir. 2015-2023 tarihleri arasinda 45
konaklama isletmesine yonelik yapilan kotii-berbat kategorisindeki toplam Tiirk¢e dilinde yapilan
1533 yorum arastirmanin veri setini olusturmaktadir. Calismada verilerin kategorilendirilmesi igin
icerik analizi yonteminden faydalanilmistir. Ierik analizi, birbirine benzeyen verileri belirli bir
tema altinda toplayip ve anlamli bir bigimde yorumlamak olarak ifade edilmektedir (Yildirnm &
Simsek, 2011). Elde edilen veriler temalandirilarak sikayetler kategorize edilmistir. Veri toplama
araci olarak Ibis, Kizildemir ve Cop (2019) yapmus oldugu “Afyonkarahisar’da faaliyet gdsteren bes
yildizli otel isletmelerine yonelik yapilan yorumlarin ve e-sikdyetlerin degerlendirilmesi”
calismasinda bulunan temalar kullanilmis ve Mardin otel isletmelerine uyarlanarak temalarin
siniflandirilmasi yapilmistir. Bu ¢alismadaki siniflandirma baz alinarak ortaya cikarilan temalara ek
olarak c¢alismanin niteligine gore spa, yonetim ve genel olmak iizere 3 farkli tema bu
siniflandirmaya dahil edilmistir. Bulgularin gegerliligini saptamak icin temalar ve gostergelerin
(kodlar) belirlenmesi konusunda arastirmanin konusu ve nitel analiz teknikleri konusunda uzman iki
akademisyen goriisiine bagvurulmustur. Buna ek olarak bulgularin gecerliligini arttirmak igin
betimleyici analizden yararlamilmistir. Bunun i¢in veri transkriptinde yer alan ziyaretgi
yorumlarindan alintilar yapilarak ilgili temanin altinda bu yorumlar sunulmustur. Son olarak
verilere frekans ve icerik ve betimsel analizler uygulanarak bulgulara ulagilmigtir.

4. BULGULAR

Tiketicilerin olumsuz deneyimleriyle ilgili belirlenen ana tema ve alt temalar Tablo 1°’de yer
almaktadir. Mardin il ve ilge otel isletmelerinin TripAdvisor hesaplar1 incelendiginde 45 otel
isletmesinin toplamda 1533 kotili, berbat ve ortalama yorum aldiklar tespit edilmistir. Tablo 1
tizerinde gosterilen temalar isletmelerin almis olduklar1 tiiketici yorumlarina uygun olarak
hazirlanmistir. Alinan yorumlarin yiizdelik oranlar1 Tablo 1’ de gosterilmistir.

Tablo 1. Tiiketici Sikayet Temalar1

TEMALAR SAYI ORAN % SAYI ORAN %

ODA 305 19,90
1.1.Pencere eksikligi 12 3,93
1.2.Ses giiriiltii 51 16,72
1.3.Uriin kalitesi 8 2,62
1.4.0da kapasitesi 4 1,31
1.5.0da ¢esitliligi 76 24,92
1.6.Arizali oda 144 47,21
1.7. Rutubet 10 3,28

YiYECEK-ICECEK 100 342 22,31
2.1.Kalite 181 52,92
2.2.Cesit 72 21,05
2.3.Servis 31 9,06
2.4 Hijyen 21 6,14
2.5 Lezzet 37 10,82

HIiZMET KALITESI 100 213 13,89
3.1.Kotii hizmet 131 61,50
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3.2.1kram 8 3,76
3.3.Internet 19 8,92
3.4.Asansor 6 2,82
3.5. Klima 33 15,49
3.6.Uriin eksikligi / kalite 16 7,51
CALISANLAR 100 251 16,37
4.1 Ilgisizlik 68 27,09
4.2 Davranis, tutum, iletigim 134 53,39
4.3.Personel eksikligi 27 10,76
4.4. Egitim 22 8,76
TEMIZLiK 100 237 15,46
5.1.0da kirliligi 198 83,54
5.2.0rtak alanlarin kirliligi 39 16,46
FIYAT 100 48 3,13
6.1.Pahalilik 39 81,25
6.2. Alinan hizmet 9 18,75
SPA 100 23 1,50
7.1.Uriin 1 4,35
7.2 Kullanim saatleri 1 4,35
7.3.Havuz 3 13,04
7.4. Hizmet 14 60,87
7.5. Temizlik 4 17,39
YONETIM 100 42 2,74
8.1. Davranis sekli 18 42,86
8.2. Isletim sekli 24 57,14
GENEL 100 72 4,70
9.1. Bakim 23 31,94
9.2. Gorliniim 3 4,17
9.3. Konum 18 25,00
9.4. Otopark 22 30,56
9.5. Manzara 6 8,33

1533 100,00

Calismada icerik analizi yontemiyle 1533 adet yorumun temalara ayirarak degerlendirmesi
yapilmistir. Tiiketici yorumlar1 incelendiginde en fazla yorumun yiyecek icecek iizerine ve
toplamda 342 sikayet oldugu bulgulanmistir. Sirasiyla alinan sikayetlerin ana temalar1 ve yorum
sayilar; yiyecek-igecek (342), oda (305), calisanlar (251), temizlik (237), hizmet kalitesi (213),
genel (72), fiyat (48), yonetim (42), SPA (23) seklindedir.

4.1. Yiyecek ve Icecek ile Tlgili Sikayetler

Otel isletmelerinde miisterilerin en ¢ok sikayet ettikleri ana temanin yiyecek icecek ile ilgili
sikayetlerden olustugu saptanmistir. Bu tema altinda en cok sikdyetin, yiyecek ve icecegin
kalitesinin diisiikliigiine yonelik oldugu tespit edilmistir (%52,92). Daha sonra sirasiyla cesit
(%21,05), lezzet (%10,82), servis (%9,06) ve hijyen (%6,14) gelmektedir. Miisteriler genel olarak
yiyecek icecegin kalitesinden, cesitlerin azligindan, yapilan servisten, hijyenden ve yiyecek
icecegin lezzetinden sikayette bulunmuslardir. Bununla ilgili bazi yorumlara asagida yer verilmistir:
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“Sigara icilmeyen oda yerine cocuklarla icilen odada kalmak zorunda kaldik. Kahvalti
utanacak derecede kalitesiz Erken ayrilip temiz bir konakta devam ettik seyahatimize ve otelden
ayrildigimiza pisman olmadik.”

“Giriste kimliklerimizin alinip oda kapisini agmayan kartlar verilmesi, odanin ¢ok ama ¢ok
sicak olmasi, ¢ift kisilik yatak istememize ragmen tek kisiye 2 adet tek kisilik yatak olan oda
verilmesi, kahvalti ¢esitliliginin az olmasi genel olarak karsilastigim olumsuz durumlardi. Cikarken
kimligimizi istemesek, kimliklerimiz otelde kalacakti.”

“Mardin gezi programumizda yorumlara inanarak arkadagslarla bu oteli tercih ettik, en
onemlisi otel temiz degil, yataklar eski ¢ok kotii hi¢bir korona tedbirine uyulmuyor, éksiire oksiire
mutfakta bir seyler hazirlamaya ¢alistyorlar iistelik maskesiz, kahvalti yapmadan ¢ikmak zorunda

’

kaldik. Yorumlara inanmayin pansiyon daha iyidir.’

Genel olarak yiyecek ve igecek icerikli sikayetler incelendiginde misafirlerin Mardin bolgesine ait
yoresel tatlar1 gérmek istedigini yiyecek kalitesinin kotii oldugunu, Covid-19 donemi sonrasi artan
hijyen hassasiyetinin c¢aligsanlar tarafindan gosterilmedigini, isletme ¢alisanlarinin servis konusunda
egitim almalar gerektigi sonuglarina ulagilmistir.

4.2. Oda ile Ilgili Sikayetler

Miisterilerin sikayet ettikleri bir diger konu ise odadan kaynaklanan sorunlardir. Bu ana temada ise
en ¢ok alian sikdyet konusunun arizali oda oldugu ve oda cesitliligi konusunda yetersizliklerin ise
ikinci en ¢ok sikayet alinan konu oldugu goriilmiistiir. Otel isletmeleri disinda butik otellerin almis
oldugu en ¢ok sikayet konusu odalarin penceresiz olusu ve bundan dolay1 odalarin rutubetli
olusudur. Mardin il ve ilgelerinde bulunan eski tas evlerin butik otellere c¢evrilmesi tiiketiciler
tarafindan butik otellerin iyi yonetilemedigini, 6zellikle rutubetten rahatsiz olduklarini ve odalarin
cogunda pencere olmadig1 konusunda olumsuz doniisler alinmistir.

“Giizel bir oteli yalanla pazarliyorlar. Odalarda Pencere yok. Verdigimiz para ¢ope gidiyor.
Elemanlar hicbir seyden anlamiyor. Kisaca verdigimiz paramn karsiliginmi vermiyorlar. Internet
sitesi yalan dolu odalart yansitmiyor.”

“Otele giris ve ¢ikis i¢in ¢alisanlarin géstermis oldugu ilgi iyi ancak tecriibeleri yetersiz ve
istenileni ge¢ veriyorlar. Bardaki hizmet kalitesi ¢ok diisiik. Odadaki lavabolarda sik sik
tikanmalarin meydana gelmesi konaklama yapan kisiyi zor durumda birakvyor. Ayrica en son
konaklamamda ilk odadaki (724 nolu oda) yatak inanilmaz rahatsiz...”

“Internet araciligiyla rezervasyon yapip gittigimiz icin fotograflardan tarihi miikemmel bir
konakta kalacagimizi santyorduk ama gittigimizde tam bir hayal kirikligi yasadik. Otele varmak
icin epey yol kat edip vardigimizda buldugumuz manzara odada valiz bile koyacak yer yok, banyo
ve tuvalet odadan dusa kabin ile ayrilmis (listii acik) basik bir odaydi ve rezervasyonu iptal edip

’

baska bir otele gegtik. Asla kimseye 6nermem.’

“800 yulik bir yapi. Giristen baslayip, odalari, restorant tamamen otantik. Odada kiigiik ama
onemli eksiklikler vardi. Bir kere oda kapisimin oniinde 151k yoktu. Kapyr agmakta zorlandik.
Perdeler otantikti fakat plastik kordonlarla demire siki baglanan perde ne agilabiliyor ne de
kapanabiliyordu. Oda giriginin 151k prizi par¢alanmisti, o kisim karanlikti. Buzdolabt ¢alismiyordu.
Giinler oncesinden odamiz belliydi. Boyle bir mekdanin ¢ok daha iyi yonetilmesi gerekiyor.
Kahvaltisi iyiydi. Teras manzarast giizeldi...”

@ 107
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4.3. Cahsanlar ile ilgili Sikayetler

Isletmelerde bir diger en fazla olumsuz yorum alan tema ise ¢alisanlarla ilgili sikayetlerdir. Tiiketici
yorumlari1 incelendiginde calisanlarin ¢ogunlukla davranis, tutum ve iletisim konusunda eksik
olduklari, misafirin isteklerinde uzun siire sonra veya hi¢ donmedikleri, ayni personelin birden ¢ok
1§ yiikiine sahip oldugu, herhangi bir is tanim1 olmadigi i¢in egitim eksikligi ve bu nedenle serviste
aksama gibi sonuglarin ortaya ¢iktig1 sonucu elde edilmistir.

“Adna yakisir etnik ve ozgiinliikte bir otel olacagin diigiinerek kalmayt tercih ettigimiz otelde
personelin ilgisi yetersizdi. Yoresel bir kahvalti beklerken olduk¢a siradan, ozensiz, hijyen
kosullarindan uzak bir kahvalti verildi. Mardin’e gittiginiz de adindan ve dis goriiniimiinden
etkilenerek kalmamanizi  oneririm. Kalinabilecek ¢ok daha butik ve samimi oteller
bulabileceginizden emin olabilirsiniz.”

“Tek kelime ile pismanlik maalesef parasina degmeyecek odalarda i¢ilmis sular boceklere ne
ararsan odalarda personel davramislarina bir sey deniyorum iyi tarafimi yazacagim yok
sorumsuzluk ilgisizlik alakasizlik”

4.4. Temizlik ile ilgili sikayetler

Tiketiciler tarafindan en ¢ok sikdyet edilen bir diger konunun temizlik oldugu goriilmiistiir.
Misafirlerin odalar igerisinde bulunan {iriinlerin temizligi 6zellikle banyo ve tuvalet gibi alanlarin
hijyenik olmamasi, yapilan temizliklerin iistiin korii olmasi, daha 6nce ayni1 odada konaklayan
misafirlerden kalan atiklarin ve kirliligi kaldigr tiiketici acisindan sikdyet unsuru olarak
belirlenmigtir. Ortak alanlarda kullanilan malzemelerin bir¢cok bdliimde ayni sekilde kullanilmasi ve
ayn1 sekilde ortak alanlarda hasere ve boceklerin bulunmasi tiiketici tarafindan olumsuzluklara yol
acmistir.

“Gap Turu ile 1 gece mecburen konakladik, normalde tercih edecegimiz bir otel degildi.
Temizlik vasat, 1 geceden fazla zaten konaklayamazdik. Yazik, turizm acisindan ¢ok yazik,
kendilerini ¢ok gelistirmeleri lazim.”

“Resepsiyonda ¢alisanlar saygisiz ve kiistah, yataklar kil i¢inde, dus bashigi patlak, dus almak
imkansizdi, telefon c¢alismiyordu, oda servisine internetten buldugumuz numara ile ulagmak
zorunda kaldik. Kahvalti kalitesiz. Mardin'e yakismayan bir otel.”

“Kalmanizi kesinlikle tavsiye etmiyorum. Odalar pislik i¢inde. Allah’tan haviu temizdi de
vastiga sarp yattim. Yorganlar pis. Yerler pis. Banyo pis Bir énce kalan kiginin pislik kalintilar
bile odadaydi. Koridorlar pis. Kahvaltis1 bayat. Siradan bir pansiyondan bile daha kotii. Her tiirlii
hastalik kapabilirsiniz AMAN DIKKAT!!!Buraya isletme ruhsati verenin, 3 Yildiz takana ne demeli
bilinmiyor artik.”

“Biz ailecek kaldik. Kahvaltida ¢esit hi¢ yoktu. Ozensizdi. Peynirler asurt tuzlu. Odalar temiz
otel tarihi. Personeller idare eder. Cok giiler yiizlii sayilmaz. Odada bécek ¢iktigini soylemeden
edemeyecegim.”

4.5. Hizmet Kalitesi ile Tlgili Sikayetler

45 otel isletmesinden alinan sikayet igerikli yorumlarin bir digeri ise hizmet kalitesidir. Tiiketiciler
almis olduklar1 hizmeti ¢ogunlukla kotii olarak degerlendirirken klima veya 1sitma-sogutma
sisteminden kaynakli sorunlar, oda buklet malzemelerinin yeterli sayida olmamasi veya hig
olmamasi ilgili yasadiklar1 olumsuzluklari da dile getirmislerdir.
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“Hizmet kalitesi kotii, temizlik berbat. Koridorlarda ve asansérlerde sigara kokusu var. Ortak
alanlarin ve odalarin temizligi ¢ok kotii. Ayak havlulariyla yiiz havlulart ayni. Yeterli personel yok,

’

giivenlik gorevlisi hem belboyluk hem housekeeper hizmeti veriyor.’

“Resepsiyonist arkadas ¢ok lakayt. Kahvalti var ama yok kahve Vip kahve ¢ay yok terasta
sira gecesi var miisterilerimize ticretsiz denildi tiirkii bar gibiydi miisterilerde iicretliydi. Hizmet
sifir. Aracimiz varsa merkezdeki zincir otellerde kalmak daha mantikl”

“Rezervasyonumuzu 15 giin oncesinden internet tizerinden yapmistik. Biz gittigimiz sirada
otelde tadilat vardi. Odalarda sicak su yoktu. Kaloriferler ¢calismiyordu. Klimalar ise eski model
oldugu icin odayr isutmiyordu. Sikayetimizi gorvevli kisilere soyledigimizde iigiimememiz i¢in
ellerinden geleni yapsalar da bu yeterli degil maalesef. Otel isletmecisi son giin gerekli agiklamay:
yapmis olsa da para verip hizmet bekledigimiz icin otel beklentinin ¢ok altinda kaldi.”

4.6. Genel Durumlar ile Tlgili Sikayetler

Bu temadaki sikayetler bakim, goriiniim, konum, otopark ve manzara seklinde 5 alt baglikta ele
alimmustir. Tiiketicilerin cogunlugu otel konumunun sehre uzak olmasi, otelin eski yapida olmasi,
yillardir yenilenmedigi, rutubetli olmasindan dolay1 sikayet etmislerdir.

“Oldukga islek bir cadde iizerinde. Saginda, solunda diikkanlar marketler var. Otelin i¢i ve
odalar olduk¢a guiriiltiilii. Personel ilgili ve giiler yiizlii ama otelin yeri ¢cok uygun degil. Tek kisilik
oda da kaldim ve ilging bir sekilde yatak da tek kisilikti. Cok temiz goziikmiiyordu.”

“Personel ¢ok ilgili alakali, kaldigim oda ¢ok bakimsizd: tadilata ihtiyaci var, kulak ¢cubugu
gibi benzer iiriinler yoktu odada, agik biife kahvaltisi epey vasatti. Otopark alani epry genis,
konumu giizel, manzarasi gayet iyi bir otel...”

“Otel temizdi. Odalart biraz dardi. Ancak daha genis oda se¢imi de mevcut tabi fiyat farkiyla.
Yeri alisveris acgisindan giizeldi fakat gece giiriiltiiden uyumak mucize. Ayrica otelin otoparki
maalesef yok arabay:r koyacak tek bir bosluk bulamazsiniz Mardin’de segeceginiz otele soracaginiz
ilk soru otopark olmali. Biz rezil olduk. Koca otelde 3 araclik park yeri var o da yol kenari.
Kahvaltisi idare eder. Otelden ayrildiktan sonra sarj cihazimi odada unuttugumu fark ettim oteli
arayp sordum ama bizimle igleri bitmisti galiba ilgilenilmedi maalesef. Miisterinin parasini alana
kadar hizmet anlayis1 dogru degil.”

4.7. Fiyat ile Tlgili Sikayetler
Fiyat kategorisi altinda yalnizca 2 alt baslik ele alinmigtir. Burada miisteriler ¢cogunlukla verdikleri

ticretin karsiligini alamamasindan ¢ikan sikayetleri dile getirmistir. Diger yorumlarda ise rakip
isletmelere gore fiyatin yiiksek oldugunu belirtmislerdir.

“Mardin'e gitmeyi diistinenlerin en en en son tercihi olmali!!!Fiyat kalite oranini diisiiniince
gozlerinize inanamayacaksiniz. Bu otele bu para verilir mi diye pisman olmak istemeyenler icin
sadece sakin diyorum.”

“Oteli is toplantist igin tercih ettik ilgi alaka ¢ok iyiydi otelin genel yapisi da gayet iyi
personellerde ¢cok ilgiliydiler tesekkiir ederiz. Fakat bize otel fiyati biraz u¢uk gelmisti ayrica otel i¢

dizayni daha modern yapilandirilabilir.”

“Tek odasina 500 TL odedigimiz otelde dis seti yoktu aldiralim dediler taksi ile aldirip taksi
ticretinizde bizden aldilar bir daha asla gelip kalmam édedigin paraya hi¢ degmiyor ¢ok daha
uygun fiyata bu konfor baska otellerde bulunur.”
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4.8.Yonetim ile Tlgili Sikayetler
Bu temada miisterilerin yonetimin davranmis sekli ve isletim sekliyle ilgili sikayet wverileri
bulunmaktadir. Bu tema 2 alt baslik altinda incelenmistir ve tiiketicilerin ¢ogunlukla otel

yoneticilerinin isletim seklinden ve miidiirlerin veya yoOneticilerin misafirlere karst olan tutum ve
davraniglarin kaynakla sikayetler alindig1 gorilmiistiir.

“Midyat’a kalmaktan aslinda keyif aldigim ama iiziilerek soylemek zorundayim ki ¢ok kotii
yonetim ile yonetilmekte olan bu otelde bir siire konakladim. Sikayetimizi otel sahibine kadar
bildirmek zorunda kaldik. Otel miidiirii Kaya beyin tutumunu hala unutamiyorum. Nadide bir
mekdanmin boyle yoneticiler Tarafindan kalinmaz hale getirilmesinde Uziicii. Ne yazik ki tavsiye
edemeyecegim.”

“Otel tam bir hayal kirikligi, biiyiileyici manzarasi tercih etmemizde ¢ok etkili olmustu ancak
otele gidip yerlestigimizde ger¢eklerin farkina vardik. Odalar hi¢ temiz degil, kahvalti ¢ok kotii, otel
calisanlart samimiyetleriyle problemleri ¢ozmeye calissalar da otel yonetimi ¢ok ilgisiz. Bu fiyat
kesinlikle hak etmiyor. Bir daha asla tercih etmeyecegim bir otel...”

“Otelin personeli ¢ok iyi giinler yiizlii ancak otel yonetiminde problem var saat 14 de hazir
olmasi gereken oda saat 17 de ancak hazir oldu sicak su sikintist oldu, Yillarca turizm de ¢alismig
biri olarak kahvaltida basimizda birinin oda numaras teyit etmesini de dogru bulmadim verilen
paranmin hakkini verdigini diistinmiiyorum.”

4.9. SPA ile ilgili Sikayetler

Tiiketicilerin SPA hizmetleri ile ilgili yapmis olduklar1 sikayetlerinin diger kategorilere gore daha
az oldugu goriilmiistiir. Bu tema altinda 5 baslik altinda sikayetlerde bulunulmustur ve miisterilerin
cogunlukla SPA temizligi, hizmet ve havuzdan kaynakli sikayette bulunduklar1 gozlemlenmistir.

“2 giinliik is seyahatimde konakladigim otel beklentilerimi karsilamadi. Ozellikle spa ‘nin
olmamasi saunanmin olmamasi Hilton kalitesine yakismadi! Odalardaki eksiklikler goze siirekli
batti! Gene de ¢ok kétii bir otel degil. Bir dahaki geldigimde daha yiiksek puan vermek isterim.”

“Bes yildizli otel ama bes yildizi kesinlikle hakketmiyor en azindan bes yildizli bir oteldeymis
gibi hizmet gormiiyorsunuz kapali havuz igin bone istedim kullanilmis 1slak bir bone verdiler neden
islak oldugunu sordugumda ¢camasirhaneden yeni geldigini soylediler ne kadar sagma sauna igin
mentol istedik kalmamugs dediler personel ilgisiz ukala.”

5. SONUC ve ONERILER

Arastirma kapsaminda olan Mardin il ve ilgelerinde bulunan TripAdvisor kullanan otellerin web
sitelerinde bulunan yorumlar ele alinarak tiiketicilerin en ¢ok sikayet ettigi konularin neler oldugu
incelenmistir. Bulgular sonucunda toplamda 45 otel isletmesinin almis oldugu 1533 yorum analiz
edilmis ve yorumlar ana temalar ve alt temalar olarak kategorize edilmistir. Arastirmadan elde
edilen bulgulara goére misafirlerin konaklama isletmelerine yonelik sikayetleri dokuz tema altinda
incelemistir. Bunlar yiyecek-igecek, oda, calisanlar, temizlik, hizmet kalitesi, genel, fiyat, yonetim,
spa hizmetleri seklinde ortaya ¢ikmistir. Bu arastirmanin bulgular1 genel olarak ile ilgili literatiirde
yer alan ¢alisma bulgular ile oOrtiismektedir (Tanriverdi & Ciki, 2022; Kizildemir vd., 2019;
Cuhadar & Akgil, 2018; Alrawadieh & Demirkol, 2015). Ornegin Tanriverdi ve Ciki (2022) yaptigi
caligmada ortaya c¢ikan temalardan ¢alisanlarin davranisi, yiyecek-icecek hizmet kalitesi ve fiyat-
performans temalar1 ile bu arastirmada ortaya cikan calisanlar, hizmet kalitesi ve fiyat temalar1
benzerlik gostermektedir. Konaklama isletmelerinde tatillerini geciren ziyaretciler genellikle almis
olduklar1 hizmetin fiyatinin dengeli olmasini istemekte, ¢alisanlarin nazik davraniglar géstermesini
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ve hizmet kalitesinin yiiksek olmasini talep etmektedir. Ziyaretgilerin profilleri farkli oldugundan
bazen sikayet temalar1 farklilasabilmektedir. Ornegin yine Tanriverdi ve Ciki (2022) ¢alismasinda
konum Onemli bir tema olarak ortaya ¢ikmistir. Ancak bu ¢alismada konum temasina ziyaretciler
tarafindan ¢ok fazla odaklanilmamistir. Bu ve benzeri ¢alismalarda mevcut ¢alisma ile rtlisen veya
ortiismeyen temalarin olmasi literatiiriin gelismesine ihtiyaci oldugunu gostermektedir. Dolayisiyla
bu konuda yapilan arastirmalarda ortaya ¢ikan bulgular, calismanin niteligine, calismanin sahasina
ve arastirma popllasyonun 6zelliklerine gore farklilagabilmektedir. Dolayisiyla bu ¢alismada da
spa, yonetim ve genel olarak {li¢ farkli tema ortaya ¢ikmistir. Bu konuda yapilan ¢alismalar her ne
kadar benzer sonuglar ortaya koysa da farkli sikdyet konularinin da olabileceginden hareketle farkl
aragtirmalarin yrttiilmesi literatiiriin zenginlesmesine katki saglamaktadir. Bu aragtirmada ortaya
c¢ikan farkli temalar da teorik ag¢idan bu arastirmay1 6nemli kilmaktadir.

Arastirmadan elde edilen bulgular incelendiginde birtakim uygulanabilir Oneriler sunulabilir.
Ornegin isletmelerin aldiklar1 sikayetlerin bir kismu yiyecek-icecekten ve biinyelerinde
caligtirdiklart  kalifiyesiz elemanlardan kaynaklandigi goriilmektedir. Daha az maliyetle
calistirdiklar1 personeller otel isletmesinin biiyliylip gelismesini olumsuz yonde etkilemektedir.
Turizm sektoriinde daha once hi¢ ¢alismamis ve misafirlere karsi olan davranis-tutumlar: olumsuz
sekilde olan, misafirlerin yasadiklar1 sorunlara ¢oziim odakli davranmayip kayitsiz kalan
personeller misafirleri kaybetme ve otel isletmesinin zarara ugramasina neden olmaktadirlar.
Isletme, kalifiyeli eleman bulmak konusunda sikint: yastyorsa hizmet kalitesinin iyilestirilmesi i¢in
mevcut personellerine diizenli olarak egitimler vermelidirler. Isletme icerisinde sunulan yiyecek
iceceklerin tiiketiciler tarafindan daha 6nce hi¢ tadilmamis yoreye ait olan iiriinlerin sunumu veya
hi¢ olmayisi ¢ogu tiiketici tarafindan olumsuz deneyimlenmistir. Buna o6rnek olarak c¢ogu otel
isletmesinin kahvaltida sunmus olduklar1 peynirlerin Mardin yoresine 6zel olmasi ve tuzunun yogun
olmas1 nedeniyle daha 6nce deneyimlememis tiiketiciler agisindan olumsuz sonuglar dogurmustur.
Yasanan bu olumsuzluklar1 6nlemek i¢in yoneticilerin en ¢ok tercih edilen iiriinleri alarak tadina
baktiktan sonra misafirlere sunmalar1 gerekmektedir. Otelin i¢ mimari yapisi, kullanim alanlarinin
hijyenik olmamasi, yonetimin otel isletmesi igerisinde belirlemis oldugu kat1 kurallar miisteriyi
cekmek yerine kaybetmeye yoneltmektedir.

Isletmeler &ncelik olarak misafirlerinin yasadiklari olumsuz deneyimlere dzenle cevap vermeli,
misafir hali hazirda isletmedeyken ¢oziim odakli calisilmali ve yasanan sorun memnuniyete
cevirmek i¢in ¢abalanmalidir. Misafir yasadigi deneyimi konakladiktan sonra yaparsa isletme
misafiriyle iletisim kurarak olumsuzlugu telafi etmek admma bir dahaki konaklamalarin1 ikram
edebilir veya sadakat programi uygulanan bir otelse ekstradan misafirin memnuniyeti saglamak icin
hesaplarina indirim veya puan tanimlamasi yapilabilir. Misafirler henliz konaklamaktayken
belirlenen belli bir saatte misafiri rahatsiz etmemek kaydiyla iletisime gegirilerek veya otelin
herhangi bir yerinde c¢alisan personeller ve yoneticiler tarafindan karsilagildiginda konaklama
stiresinin nasil gectigini, isteklerinin olup olmadigt sorularak olumsuz durumlar varsa aninda
¢Oziimlenmeli. Personeller misafirleri gordiikleri anda giiler yiizle iletisim kurmalan ve o6zel
hayatlarinda yasadiklar1 sikintilar1 misafire hissettirmeden iletisim halinde olmalilardir.

Misafirlere sunulan odalarin konaklayacak kisi sayilarima uygun kapasitede olmasina Ozen
gosterilmelidir. Oda igerisinde bulunan arizalarin aninda giderilmesi gerekirken ariza giderilmedigi
takdirde alternatif oda segenekleri sunulmalidir. Sadik misafirlere onlar1t kendilerini 6zel
hissettirecek ikramlarda bulunarak devamliligi saglanmalidir. Bdylece sadik misafirlerin
memnuniyetlerini ¢evrelerindeki veya sosyal medya hesaplarin da ki takipgileriyle paylasmalari
durumunda yeni misafirler kazanilabilir. Ozel giinlerde yazilan mesaj-mailler tiiketici acisindan
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hatirlandiklarin1 ve 6nemsendiklerini hissettirir. Konaklayan misafirlerin dogum giinleri ise kiiciik
bir pasta ve iyi dilek mektubu hazirlanip odalarina gonderilebilir. Devamli gelen misafirlerin daha
once konakladiklar1 veya siirekli tercih ettikleri odalar misafir profillerine iglenerek misafirin talep
etmesini beklemeden oda hizmetlerine sunulabilir. Bunun yaninda misafirin odalarina daha once
talepte bulunduklari iirlinler 6nceden odaya birakilip hazir hale getirilebilir. Bu durumda yine ayni
sekilde misafir kendini 6zel hissedecektir. Klima sorunun bir¢ok tiiketici tarafindan 6ne sunuldugu
goriilmiistiir. Bu sorunlarin 6niine gecebilmek i¢in eger misafirin giris saati biliniyorsa ondan 1-2
saat oncesinde klimalar hazir hale getirilebilir veya giris saati bilinmiyorsa belli bir saatten sonra
giris yapacak olan misafirlerin klimalar1 agilarak sikdyetin olusmasi Onlenebilir. Sikayet edilen
konulardan bir digeri misafirlerin siklikla sicak su problemi veya otelde su olmamasindan kaynakli
sikintilar oldugu goriilmiistiir. Bu olumsuzluklar1 6nlenmesi i¢in teknik tarafindan hizmetler diizenli
olarak kontrol edilebilir sorun ¢oziilemiyorsa misafirlerin giris yapacaklar1 giin sikinti varsa
misafirler konuyla ilgili bilgilendirilmelidir. Isletmede sularin olmamasimi ¢dziimlemek igin tanker
kullanilarak olusacak olan problemlerin 6niine ge¢ilmelidir.

Aragtirmanin birtakim kisithiliklar1 bulunmaktadir ve bu kisitliklardan hareketle gelecekte yapilacak
arastirmalar bu caligmanin bulgularinin desteklenmesi saglanabilir. Bu arastirma sadece Mardin
ilindeki konaklama isletmelerine yonelik yapilmistir. Dolayisiyla genellikle GAP turlar
kapsaminda ziyaret edilen Mardin iline benzer nitelik ve 6zelliklere sahip diger komsu illerdeki
konaklama isletmelerine yonelik benzer calismalar yapilabilir. Ikinci olarak bu arastirma sadece
Tripadvisor.com sosyal platformunda yer alan otellere yonelik sikayetlere odaklandigindan Trivago,
Booking gibi diger seyahat platformlardaki sikayet yorumlarin incelenmesi sonucunda ortaya
cikacak bulgularla ile bu arastrmanin  bulgulart karsilastirilabilir.  Uglinciisii, konaklama
isletmelerinin sikayetlere yonelik gelistirdikleri ¢6ziim yollar1 yine bu platformlar araciligiyla ya da
goriisme yontemiyle incelenebilir. Son olarak olumsuz yorumlardaki miigteri memnuniyetsizligi ve
bunun ziyaret¢ilerin gelecekteki davranigsal niyetlere etkisi biiylik veri ya da nicel yontemlerle
incelenebilir.
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11. Kalkinma Plani Turizm Hedeflerinin Ger¢eklesme Durumlarinin Analizi!
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Ozet

Bu calismanin amaci turizm sektoriiniin ekonomik etkilerini ve 11. Kalkinma Plani’nda turizm sektoriine
yonelik konulan hedeflerin ne oranda gergeklestigini analiz etmektir. Bu ¢alismada literatiir taramasi ve
dokiiman analizi yapilarak 11. Kalkinma Plani’nda turizm sektoriine 6zgii olan hedefler ii¢ baglik altinda
kategorilestirilerek incelenmistir. Planda turizmin tiirlerinin ve kaynak iilkelerinin ¢esitlendirilmesi hedefinin
tam olarak olmasa da biiyiik oranda gergeklestigi belirlenmistir. Turizm arzi ve altyapisinin genisletilmesi
hedeflerinin ise tam olarak gerceklestigi tespit edilmistir. Planin diger bir hedefi olan turizm gelirlerini ve
turist sayisini arttirma hedefinin ise beklentinin gerisinde kaldig1 tespit edilmistir. Ancak turizm gelirleri ve
turist sayist noktasinda hedeflerin istenilen diizeyde gergeklesmemesinde Covid-19 pandemisinin onemli
etkisinin oldugu ifade edilebilir. Calisma sonucunda elde edilen bulgular bir biitiin olarak diisliniildiiglinde,
stratejik planlama ve etkili politikalarin hem turizm arzi1 hem de turizm gelirlerine 6nemli katkilar sundugu
ifade edilebilir. Bu baglamda turizmin gelisimine katki sunacak hususlarin, tiim turizm paydaslarinca ortak
bir sekilde belirlenmesi ve belirlenen hedeflerin kalkinma planlarinda kayit altina alinarak, gergeklesme
durumlarinin izlenmesi, turizmin gelisimi i¢in dnemli bir husus olarak goriilmektedir.

Anahtar Kelimeler: 11. Kalkinma Plani, Dokiiman analizi, Turizm ve siirdiiriilebilir ekonomik biiyiime

JEL Kodu/Code: QO1.

An Analysis of The 11th Development Plan's Achievement of Tourism Targets
Abstract

The aim of this study is to analyse the impact of the tourism sector on the economy, and to determine to what
extent the targets set for the tourism sector in the 11th Development Plan have been achieved. In order to
achieve this, a literature review and document analysis was carried out, which resulted in the categorisation
and analysis of the objectives specific to the tourism sector in the 11th Development Plan under three
headings. It has been determined that the target of diversifying the types and source countries of tourism in
the plan has been realised to a great extent, although not completely. It has been determined that the targets
of expanding tourism supply and infrastructure have been fully realised. Another objective of the Plan, which
is to increase tourism revenues and the number of tourists, has fallen behind expectations. Nevertheless, it
can be stated that the impact of the Covid-19 pandemic has been significant in terms of the realisation of the
targets in relation to tourism revenues and the number of tourists. When the findings of the study are
considered as a whole, it can be stated that strategic planning and effective policies make a significant
contribution to both tourism supply and tourism revenues. In this context, it is crucial to identify the factors
that will facilitate the advancement of tourism across all sectors. Monitoring the achievement of these
objectives through the formulation of development plans is also essential.

Keywords: 11th Development Plan, Document analysis, Tourism and sustainable economic growth

Referans/Citation: Hiiseyni, 1., Inan, S. & Kadirhan, G. (2024). 11. Kalkinma plani turizm hedeflerinin gergeklesme
durumlarinin analizi, Journal of Hospitality and Tourism Issues, Vol. 6, No.2, 116-129.

! Bu galigma VIII. International West Asia Congress of Tourism Research (IWACT) adli kongrede “Turizm sektdriiniin
onemi: 11. Kalkinma plan1 ¢er¢evesinde bir degerlendirme” ismi ile 6zet olarak sunulmustur.

2Dog. Dr., iktisadi ve Idari Bilimler Fakiiltesi, Sirnak Universitesi, ibrahimhiiseyni@sirnak.edu.tr, Orcid ID: 0000-
0002-5969-0769

3 Dr., Sirnak Universitesi, serdarinan@sirnak.edu.tr, Orcid ID: 0000-0001-6525-7745

4 Dr., Turizm ve Otel Isletmeciligi Yiiksekokulu, Sirnak Universitesi, gokhankadirhan@hotmail.com, Orcid ID: 0000-
0001-6011-7786

116


https://orcid.org/0000-0002-5969-0769
https://orcid.org/0000-0001-6525-7745
https://orcid.org/0000-0001-6011-7786

Hiiseyni, Inan & Kadirhan (2024), Johti, 6(2), 116-129

1. GIRIS

Gelismekte olan iilkelerin (GOU) siirdiiriilebilir bir ekonomik biiyiime performansi gdsterip
geligmis lilkelere yakinsamasi i¢in sabit sermaye yatirimlarini artirmalar1 gerekmektedir. Ancak bu
yatirim mallarmnin ithal edilmesi, GOU’lerde zaten var olan ddemeler bilangosu agiklarinin daha da
artmasima neden olabilmektedir (Bajo-Rubio, 2014; Barro, 1991; De Long & Summers, 1991;
Kormendi & Meguire, 1985; Levine & Renelt, 1992; Thirlwall, 1979). Boyle durumlarda, artan
O0demeler bilangosu agiklarii kapatmak icin faiz oranlarimi yiikseltip, disaridan kisa siireli sermaye
cekmeye calismak, tilkelerin siklikla tercih ettigi bir ¢oziim olarak karsimiza ¢ikmaktadir. Ancak
kisa siireli sermaye yatirimlari, ani ve yiiksek meblaglarda ¢ikislar yapabilmelerinden, doviz
kurlarmin hizla yilikselmesine, buna bagli olarak ekonomik krizlere neden olabilmektedir
(Bhagwati, 1998; Durham, 2004; Goyal & Sharma, 2019; Yayla, 2020). Kurlarin yiikselmesi, ithal
girdi yoluyla enflasyonun artmasina, enflasyon artigina bagli olarak faizlerin daha da yiikselmesine,
yatirimlarin yerel para birimi cinsinden pahalilagmasina bagli olarak yatirimlarin azalmasi ve
issizligin artmasina neden olabilmektedir. Bu baglamda ddemeler bilancosu agiklarmin GOU’lerin
stirdiiriilebilir ekonomik biliyiimelerinin 6niindeki en biiyiik engellerden biri oldugu ifade edilebilir.

Turizm sektorliniin iilkeye sagladig1 yiiksek doviz girdisinin, olusan agiklarin finanse edilmesinde
kullanilmasindan dolay1 kisa siireli sermayeye ihtiyag duyulmamas: ya da daha az ihtiyag
duyulmasi, yukarida ifade edilen olumsuz durumlarin olugsmasini engellemektedir. Bu baglamda
turizm sektdriiniin, GOU’lerin ddviz darbogazlarna daha az maruz kalmalar1 ve ekonomik olarak
kalkinmalar1 i¢in ¢ok 6nemli bir sektor oldugu ifade edilebilir.

2018-2023 wyillar1 i¢in olusturulan 11. Kalkinma Plani’nda (T.C. Cumhurbagkanligi, 2019) da
gelismis tilkelere yakinsama amaci “On Birinci Kalkinma Plani ile Tiirkiye’nin yiiksek gelir grubu
iilkeler ile en yiiksek insani gelismislik seviyesindeki iilkeler arasina girmesi amacglanmaktadir”
ifadesi ile belirtilmis ve bu amag i¢in turizm sektoriiniin sahip oldugu énemin farkindaligi, tarim ve
savunma sanayiyle birlikte turizmin de oncelikli alanlar arasina alinmasi ile ortaya konulmustur. Bu
calismada, 11. Kalkinma Plani’nda turizm sektoriine yonelik konulan hedeflerin ne oranda
gerceklestigi; ayrica plan donemi boyunca turizm gelirlerinin 6demeler bilangosu agiklar
tizerindeki etkisi analiz edilmistir.

2. KAVRAMSAL CERCEVE
2.1. Kalkinma Planlar1 ve Turizm Sektorii

Planhi kalkinma dénemi oncesi (1923-1962) i¢in turizm sektorii ile ilgili verilere ulasmak pek
miimkiin olmamakla birlikte bu donemde sektérde oldukga yavas bir ilerleme kaydedildigi; planl
donemle birlikte turizm sektoriinde bazi dnemli gelismelerin hayata gecirilmis oldugu sdylenebilir
(Akga, 2016; Tuncel, 2019). Birinci Bes Yillik Kalkinma Plani’nda; dogal ve tarihi kaynaklardan
turizm faaliyetlerinde yararlanilarak, turizm sektoriinden elde edilen gelirlerin arttirilmasi, buna
bagli olarak Odemeler dengesindeki acgiklarin kapatilmasi hedeflenmistir (Kozak vd., 2012:
Akt:Tuncel, 2019). Bu plandan sonra yapilan tiim kalkinma planlarinda turizm sektorii ile ilgili
hedefler konulmus, bu hedefler ile turizm sektoriiniin gelisimi ve baglantili olarak diger sektorlerin
bu gelisimden iiretim ve istihdam noktasinda faydalanmasi amaglanmistir. Kalkinma planlar
incelendiginde ilk planlarda kitle turizminin gelisimi saglanmaya ¢alisilmistir. Ancak 6zellikle 1990
sonrasi yapilan planlarda, kitle turizminin olumsuz g¢evresel ve sosyal etkileri goz oniine alinarak,
diinyada ve Tiirkiye’de g¢evresel ve ekonomik olarak daha siirdiiriilebilir oldugu kabul edilen
ekoturizm, kiiltiir, kongre ve saglik turizmi gibi turizm tiirlerine bir yonelis s6z konusu olmustur
(Soyak, 2014; Tuncer, 2024). Turizmin bu sekilde cesitlendirilmesi diger taraftan kalkinma
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planlarinin turizmi 12 aya yayma ve bolgeler arasindaki turizm gelirleri dengesizligini azaltma
amacina da hizmet etmektedir.

Turizm alaninda olusan yazin incelendiginde bes yillik kalkinma planlar1 gibi {ist politika
belgeleriyle turizm endiistrisine odaklanan c¢alismalarin smirli kaldigi  goriilmektedir. Bu
caligmalarda genellikle ikincil veriler kullanilmis ve dokiiman analizi yontemi uygulanmistir.
Calismalarda turizmin siirdiiriilebilirligi, turizm iriinlerinin ¢esitlendirilmesi, kalkinma planlarinda
Oone c¢ikan politikalarin diinya turizmindeki gelismelerle olan paralelligi ve bu politikalarin
gergeklesme durumlart incelenmistir (Batuhan, 2020; Tokmak, 2023; Tuncer, 2024; Tiirkmen,
2023).

Soyak (2014), uluslararasi turizm trendlerinin kalkinma planlarina entegrasyonunu ve bu planlarin
hedefleri dogrultusunda Tiirkiye turizminin doniisiimiinii analiz etmistir. Calismanin sonuglarina
gore turizm faaliyetlerinin deniz, kum ve giines ti¢liisiinden farkli yonlere evrilmeye basladigi ancak
bu doniistimiin heniiz yeterli seviyede olmadigi belirtilmistir. Akc¢a (2016) ise kalkinma planlarinda
ilan edilen turizm politikalarin1 degerlendirmis ve sonraki kalkinma planlar1 i¢in Onerilerde
bulunmustur. Benzer sekilde Tuncel (2019) kalkinma planlarindaki turizm politikalarini inceleyerek
tamamlanan kalkinma planlarinda belirlenen hedeflerin ger¢eklesme durumunu degerlendirmistir.

Sonu¢ olarak, kalkinma planlarinda yer alan turizm politikalarinin degerlendirilmesi ve bu
politikalarin diinya turizm trendleri ile uyumlu hale getirilmesi, Tiirkiye turizminin siirdiiriilebilir ve
cesitli bir yapiya kavusmasi i¢in kritik 6neme sahiptir. Bu planlar1 degerlendiren c¢alismalarda
vurgulanan eksikliklerin giderilmesi ve Onerilen stratejilerin benimsenmesi, gelecekteki kalkinma
planlarinin daha etkili olmasini saglayacaktir.

2.2. Turizm Sektorii ve Ekonomik Kalkinma

Turizm sektoriinden elde edilen gelirler 6zellikle gelismekte olan iilkeler i¢in doviz arzinda bir artis
sagladigindan, ekonomik biiyiime i¢in olduk¢a 6nemli bir parametredir.

Tablo 1. Turizm ve ekonomik gistergeler iizerinde yapilan cahsmalar (yazarlar tarafindan olusturulmustur)

Arastirmacilar Orneklem Sonu¢
Akdag (2021) Tiirkiye Turl%m _g'ehrl' ve t'urlst sayisinin ekonomik biiylime iizerindeki etsisinin pozitif
oldugu gosterilmistir.
o Turizm ekonomik bilyiime iizerinde olumlu bir etki meydana getirmekte ve ikisi
Bahar (2006) Tiirkiye arasinda uzun donemde karsilikl bir iliskinin oldugu tespit edilmistir.
Bahar & Bozkurt Geligsmekte olan . S, .. e T
(2010) 21 iilke Turizm ve ekonomik biiyiime arasinda pozitif ve anlamli bir iliski tespit edilmistir.

Balsalobre-Lorente &
Leitao (2020)

AB iilkeleri

Uluslararasi turizmin ekonomik biiyiimeyi artirdigt gosterilmistir.

Calero & Turner

Bolgesel turizm arastirmalarinin daha da gelistirilerek kalkinmanin gergeklesecegi

(2020) savunulmaktadir.
De Vita & Kyaw . Turizmin ekonomik biiylime {iizerinde olumlu bir etkiye sahip oldugu tespit
129 tilke o
(2016) edilmistir.
Ekanayake & Aubrey Geligmekte olan Gelismekte olan iilkelerde turizm gelirinin ekonomik biiylimeye pozitif yonde
(2012) 140 tilke katkida bulundugu tespit edilmistir.
En ¢ok turist Gelir, fiyat ve doviz kuru gibi ekonomik degiskenlerin turizm talebini etkileyen
Ersungur vd. (2017) ceken 22 iilke faktorler olduklari tespit edilmistir.
.. . .1 Briit sabit sermaye olusumu finanse edilerek gelismis iilkelerle aradaki agigi
Hiseyni vd., 2017) Tiirkiye kapatma cabalarinda turizm sektoriiniin 6nemli bir rol oynadigi gosterilmistir.
Khan vd. (2020) Pakistan Turlgmlr} ekopomlk biiylimeyi pozitif ve anlamli etkiledigi ve yoksullugu azalttigi
tespit edilmistir.
Kiiglilme kavramimin turizm ve kalkinma arasindaki iliskiyi arastirmak igin
Sharpley (2022) potansiyel olarak giiclii ve kritik bir ¢ergeve temsil ettigi one siiriilmiistiir
Antalya, .. . .. . . . N
Yildiz & Saritas (2021)  Nevsehir, Mugla Tur%s't;k _Fe?slelre ilrlsk'}llapgun. u.l.HlSt SilylSII.lln' bu sehirlere ait il bazinda GSYIH yi
ve Aydin pozitif yonlii olarak etkiledigi gdzlemlenmistir.
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Literatiirde turizm ve ekonomik gostergeler arasindaki iligkiye odaklanan bircok ¢alisma
yapilmistir. Bu calismalarin bir kisminda turizmin ekonomik biiylime {izerindeki etkisi analiz
edilirken bir kisminda ise turizmin kalkinma gostergeleri lizerindeki etkileri incelenmistir.
Literatiirde tek {iilkenin verilerine odaklanan c¢alismalar oldugu gibi bircok iilkenin verilerine
dayanan panel veri ¢aligmalar1 da bulunmaktadir. Baz1 ¢alismalarda ise turizmin bolgesel kalkinma
tizerindeki etkisi incelenmistir. Kolaylik olmasi agisindan bu alanda yapilan ¢alismalar ve elde
edilen bulgular Tablo 1’e ¢ikarilmstir.

Calismanin bu boliimiinde turizm gelirlerinin ekonomik etkileri, Tiirkiye’nin de aralarinda yer
aldig1 OECD (Organisation for Economic Co-Operation and Development-Ekonomik Is birligi ve
Kalkinma Orgiitii) iilkelerinde karsilastirmali bir sekilde incelenmistir. Akabinde Tiirkiye icin
turizm gelirleri, GSYH, ihracat ve dis ticaret dengesi degiskenleri 11. Kalkinma Plant dénemi
boyunca tanimlayicr istatistikler yardimi ile karsilastirmali bir sekilde analiz edilmistir. Tablo 2’de
OECD iilkelerinde turizm gelirlerinin plan dénemi baglangic1 ve sonunda GSYH, ihracat ve dis
ticaret dengesine oran1 verilmistir.

Tablo 2. OECD iilkeleri turizm gelirleri

GSYH Uluslararas1 ihracat degeri Dis ticaret  Turizm/ihracat  Turizm/  Turizm/ds ticaret

(Milyar $) turizm geliri (Milyar $) dengesi (Yiizde) GSYH dengesi

(Milyar $) (Milyar $) (Yiizde) (Yiizde)

2018 2023 2018 2023 2018 2023 2018 2023 2018 2023 2018 2023 2018 2023
izlanda 26 33 3 3 6 7 -1 -3 54% 47% 12% 9%  -212%  -108%
Portekiz 242 299 20 27 66 84 -18 -30 30% 32% 8% 9%  -132% -92%
Yunanistan 212 250 19 22 38 55 27 -34 49% 40% 9% 9% -81% -65%
Liiksemburg 71 89 5 6 28 17 2 -8 19% 37% 7% 7% 277% -75%
Ispanya 1.422  1.650 82 92 344 423 -35 -47 24% 22% 6% 6%  -237% -195%
Slovenya 54 72 3 4 36 73 2 2 9% 5% 6% 5% 224% 214%
Avusturya 455 541 23 25 176 224 1 -1 13% 11% 5% 5% 1.813% -2.135%
Tiirkiye 779 1.110 26 50 179 256  -41  -106 14% 19% 3% 4% -90% -47%
Macaristan 161 223 7 8§ 105 161 -3 5 7% 5% 4% 4%  -366% 163%
Estonya 31 43 2 2 15 20 -1 -3 12% 8% 6% 3% -162% -47%
Y. Zelanda 212 258 11 8 40 40 -4 -10 27% 20% 5% 3%  -311% -78%
Litvanya 34 45 1 1 15 23 -3 -5 7% 6% 3% 3% -37% -28%
Avustralya 1.430 1.790 42 47 258 371 21 95 16% 13% 3% 3% 227% 49%
Danimarka 357 410 9 10 119 137 13 10 8% 8% 3% 3% 71% 101%
italya 2.092  2.330 49 56 533 677 54 37 9% 8% 2% 2% 95% 150%
isvicre 726 938 18 21 346 420 73 56 5% 5% 2% 2% 29% 38%
Letonya 54 81 2 2 29 43 -3 -6 5% 4% 3% 2% -45% -31%
Fransa 2.791 3.130 66 69 613 635 -61 -141 11% 11% 2% 2% -119% -49%
Ingiltere 2.871 3.500 56 74 472 519 -189 272 12% 14% 2% 2% -30% -27%
Polonya 589 845 14 15 242 382 -13 11 6% 4% 2% 2% -118% 131%
Hollanda 914 1.140 18 20 573 936 85 93 3% 2% 2% 2% 28% 22%
Kanada 1.725 2.240 27 39 452 568 -17 10 6% 7% 2% 2% -91% 409%
isvec 555 623 10 10 181 198 11 5 6% 5% 2% 2% 90% 187%
irlanda 387 564 7 8 250 210 129 59 3% 4% 2% 1% 12% 13%
Norve¢ 440 527 6 6 122 178 34 81 5% 3% 1% 1% 22% 8%
Belcika 543 655 9 8 327 563 -2 16 3% 1% 2% 1% -515% 48%
Slovakya 106 141 3 2 89 117 0 4 4% 1% 3% 1% -1318% 42%
Japonya 5.041 4.110 42 39 736 718 11 -68 6% 5% 1% 1% 428% -57%
Finlandiya 276 308 4 3 74 82 0 0 5% 3% 1% 1%  1738%  -902%
Giiney Kore  1.725 1.760 19 15 626 632 110 -10 3% 2% 1% 1% 21%  -148%
Almanya 3.974 4.590 43 37 1.525 1.689 263 227 3% 2% 1% 1% 23% 17%
Sili 296 334 3 2 75 100 4 20 4% 2% 1% 1% 89% 12%
ABD 20.533 28.780 201 176 1.677 2.019 -879 -1.153 12% 9% 1% 1% -28% -15%

Kaynak: 2018 yilina ait tim veriler Diinya Bankasinin World Development Indicator (Worldbank, 2024)veri
tabanindan almmustir. Calismanin yapildigi donemde, Diinya bankasinin resmi web sayfasinda, 2023 yili verileri
ulagilabilir olmadigindan, 2023 yilina ait uluslararasi turizm gelirleri UNWTO (2024)’dan (Birlesmis Milletler Turizm
Veri Taban1), GSYH degerleri IMF (2024) veri tabanindan ve ihracat verileri ise UN Comtrade (2024)’ten (Birlesmis
Milletler D1s Ticaret Veri Tabani) alinmistir.
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Tablo 2 incelendiginde hem 2018 hem de 2023 yilinda en yiliksek uluslararasi turizm gelirlerine
sahip bes iilkenin ABD, Ispanya, Fransa, Ingiltere ve Italya olduklari gériilmektedir. Ancak turizm
gelirleri noktasinda ilk bes sirada yer almamasma ragmen Portekiz, Yunanistan, izlanda ve
Liikksemburg’da turizm gelirlerinin GSYH i¢indeki paymin oldukga yiiksek oldugu ve bu iilkelerin
ilk siralarda yer aldig1 goriilmektedir. Bu durum Portekiz, Yunanistan, Izlanda ve Liiksemburg gibi
iilkelerde turizm gelirlerinin iilkenin ekonomik biiylimesine ve refah seviyesine biiyiik katkilar
sundugunu isaret etmektedir. Bu iilkelerde turizm gelirlerinin diger bir doviz kazandirici islem olan
thracata oraninin da nerdeyse %50’ler seviyesinde oldugu goriilmektedir.

Tiirkiye verileri incelendiginde 2023 yilinda Tiirkiye’nin uluslararasi turizm gelirlerinin yaklasik 50
milyar dolar oldugu ve Tiirkiye’de turizm gelirlerinin GSYH’ye oraninin 2018 yilinda %3 iken
2023 yilma gelindiginde bu oranin %4’e ¢iktigi goriilmektedir. Bu oran ile 2023 yilinda,
Tiirkiye’nin OECD {ilkeleri arasinda en 1iyi sekizinci iilke konumunda oldugu miisahede
edilmektedir. Tablo, Tiirkiye’de turizm gelirlerinin ihracata oraninin yaklasik %20’ler seviyesinde
oldugunu isaret etmektedir. Tirkiye ve OECD verileri bir biitiin olarak ele alindiginda, Tiirkiye’de
turizm gelirlerinin GSYH’ye oraninin plan dénemi boyunca artmasina ragmen ekonomik etkilerinin
diger iilkelere kiyasla simirli kaldigi soylenebilir. Turizm gelirlerinin GSYH’ye orani baz
alindiginda, OECD filkelerinin biiylik bir kismina gore turizm potansiyeli daha yiiksek olan
Tiirkiye’nin, bu potansiyeli harekete gecirme noktasinda kismen basarisiz oldugu ifade edilebilir.

Turizmin ekonomik etkileri OECD filkeleri ile karsilastirmali bir sekilde analiz edildikten sonra
Tablo 3’te 11. Kalkinma Plan1 boyunca Tiirkiye’de turizm gelirlerinin dis ticaret agigina orant

verilmistir.
Tablo 3. Turizm gelirleri ve dis ticaret acig:
Turizm geliri Dis Ticaret A¢ig1

Yillar (Bin §) (Bin §) Oran
2018 35.920.910 -53.983.726 67%
2019 42.851.778 -29.512.481 145%
2020 15.169.371 -49.879.052 30%
2021 30.309.722 -46.211.095 66%
2022 49.857.030 -109.540.827 46%
2023 55.874.176 -106.326.953 53%

Kaynak: 2018-2022 yillar1 arasindaki veriler TUIK (2024)’in ilgili veri tabanindan alimirken, 2023 yilina ait veriler
TUIK’in haber biiltenlerinden elde edilmistir.

Tablo 3 incelendiginde, plan donemi boyunca dis ticaret aciginin yaklasik yiizde ellisinin turizm
gelirleri ile finanse edildigi goriilmektedir. 2019 yilinda dis ticaret agiginin beklenenden ¢ok diistiik
olmasindan kaynakli, turizm gelirlerinin dis ticaret agigindan fazla oldugu belirlenmistir. Diger
taraftan diinya genelinde hiikiim siiren Covid-19 pandemisinin etkisiyle, turizm gelirlerinin 2020
yilinda oldukga diisiik seviyelere indigi, 2021 yilindan itibaren toparlanmaya bagladigi ve 2023
yilinda, plan doéneminin en yiiksek seviyesine (Tiim zamanlarin en yiiksek turizm geliri) ulastig
tespit edilmistir. 2022 ve 2023 yilinda turizm gelirleri ¢ok fazla artmasina ragmen dis ticaret
acigindaki yiiksek artig, turizm gelirlerinin dis ticareti finanse etme oraninin diisiik kalmasina neden
olmustur. Turizm gelirlerinin dis ticaret agigina orani verildikten sonra, Tablo 4’te 11. Kalkinma
Plani boyunca, turizm gelirlerinin GSYH’ye ve ihracat rakamlarina orani verilmistir.

Tablo 4. Turizm gelirleri ihracat ve GSYH verileri

GSYH ihracat Turizm geliri . - . s
Yillar (Milyar $) (Milyar $) (Milyar $) Turizm Geliri/GSYH Turizm Geliri/ Ihracat
2018 798 177 36 4,5% 20,3%
2019 760 180 43 5,6% 23,8%
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2020 717 169 15 2,1% 9,0%
2021 808 225 30 3,8% 13,5%
2022 906 254 50 5,5% 19,6%
2023 1.119 255 56 5,0% 21,9%

Kaynak: 2018-2022 yillar1 arasindaki veriler TUIK in ilgili veri tabanindan alinirken, 2023 yilina ait veriler TUIK in
haber biiltenlerinden elde edilmistir.

Bir iilkede iiretilen mal ve hizmetlerin parasal karsiliginin toplamini ifade eden GSYH, bir iilkedeki
refah seviyesini temsil eden en 6nemli degiskenlerden biridir. Tablo 3’te turizm gelirlerinin toplam
GSYH’ye oraninin %5’ler seviyesinde oldugu goriilmektedir. Turizm gelirlerinin iilkelerin diger bir
doviz kazandirict islemi olan, ihracata oraninin da %?20’ler seviyesinde oldugu belirlenmistir. Sekil
1’de kalkinma donemi baslangict olan 2018 yilinin 100 oldugu bir endeks olusturularak GSYH,
ithracat ve turizm gelirinin goreceli degisimi analiz edilmeye caligilmigtir.
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=@ Turizm geliri
(Bin $)

IHRACAT (Milyon $)

2018 2019 2020 2021 2022 2023
Sekil 1. GSYH, ihracat ve turizm gelirlerinin degisim endeksi

Sekil 1 incelendiginde turizm gelirlerinin Kalkinma Plant’nin ilk yilinda 6nemli bir sekilde diger
gostergelerden pozitif ayristign goriilmiistiir. Ancak 2020 yilindaki Covid-19 pandemisinden ¢ok
fazla etkilenen turizm gelirlerinin, bu tarihten sonra Onemli bir yiikselis trendine girdigi
goriilmektedir. Plan doneminin son yil1 olan 2023 yilinda, turizm gelirlerinin diger gostergelerden
pozitif anlamda ayristigi belirlenmistir. Grafik incelendiginde, turizm gelirlerinin Covid-19
pandemisinden diger gdstergelerden daha cok etkilendigi sdylenebilir. Bu olumsuz etkilenmenin
olmamasi durumunda turizm gelirlerinin diger gostergelere gore daha iyi bir seviyede olacagi ifade
edilebilir.

Turizm sektoriiniin ekonomik kalkinma iizerindeki etkisi bir biitiin olarak incelendiginde,
Tiirkiye’nin yillar itibariyle, dis ticaret agiginin yaklasik %350’sinin turizm gelirleri ile finanse
edildigi ve bu durumun Tiirkiye’nin doviz arzina biiyiik katkilar sundugu ifade edilebilir. Diger
taraftan dogrudan turizm gelirlerinin, Tiirkiye’nin toplam GSYH’ye oraninin da %5-6’lar
seviyesinde oldugu belirlenmistir. Bu durum Tiirkiye’deki turizm gelirlerinin igsizlik ve gelir gibi
refah seviyesi ile iliskili degiskenler iizerinde de 6nemli etkisinin oldugunu isaret etmektedir.

3. YONTEM

Bu calismada dokiiman analizi yontemi kullanilmistir. Nitel veri analizi yontemlerinden biri olan
dokiiman analizi, ilgili bilgiyi ¢ikarmak, anlamini anlamak ve sonuca ulagmak i¢in basili veya
elektronik belgeleri sistemli bir sekilde inceleme ve degerlendirme siirecidir (Bowen, 2009). Bu
baglamda ilk olarak 11. Kalkinma Plani'nda turizm sektoriine yonelik hedefler belirlenmis ve bu
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hedeflerin ne oranda gergeklestiginin belirlenmesi i¢in ulusal ve uluslararasi veri tabanlarindan elde
edilen ilgili veriler raporlanmistir. Bunun yaninda turizm sektoriiniin ekonomik biiylime ve
kalkinma tizerindeki etkisini analiz etmek i¢in ilgili veri tabanlarindan alinan zaman serisine dayali
veriler tanimlayici istatistikler yardimiyla analiz edilmistir.

4. BULGULAR
4.1. On Birinci Kalkinma Plan1 Turizm Hedefleri ve Gerc¢eklesme Durumu

11. Kalkinma Plani, Tirkiye'nin turizm sektoriiniin siirdiiriilebilir ve rekabet¢i bir yapiya
kavugmasini hedefleyen stratejik bir yol haritasi olarak belirlenmistir. Bu kapsamda, turizm
hedefleri arasinda iirlin ¢esitliliginin artirilmasi, alternatif turizm tiirlerinin gelistirilmesi, turizm
altyapisinin giiclendirilmesi, turist sayisinin arttirtlmasi, ugak sefer sayilarin arttirilmasi, yat ve
kruvaziyer turizmi ic¢in gerekli alt yap1 hizmetlerinin gelistirilmesi ve iilkenin uluslararas1 turizm
pazarindaki paymin artirilmasi yer almaktadir. Plan genel olarak turizm gelirlerini arttirmayi
amaglansa da hedefler ii¢ baslik altinda incelenebilir;

e Turizm kaynak iilkeleri ve turizm tiirlerinin ¢esitlendirilmesi
e Turizm altyapisinin ve arzinin genisletilmesi
e Turizm geliri ve turist sayisinin yiikseltilmesi

Bu calismada da 11. Kalkinma Plani’nda turizm sektorliniin gelismesini amaglayan hedeflerin
ger¢eklesme durumlari, bu li¢ farkli baslik altinda degerlendirilmistir.

4.2. Turizm kaynak iilkeleri ve turizm tiirlerinin cesitlendirilmesi

Calismada ilk olarak, Planda 6nemli bir hedef olarak belirtilen turizmin hem ¢esit noktasinda hem
de kaynak iilke bakimindan cesitlendirilmesi hedefi incelenecektir. ilk olarak Uzak Dogu
Ulkelerinden gelen turist sayisinin arttirilmas: hedefi incelenmistir. Bu amagla Tablo 5’te plan
doneminde Cin, Japonya ve diger Asya iilkelerinden gelen turist sayilar1 verilmistir.

Tablo 5. Uzak Dogu iilkelerinin yillara gore turist sayilari

2018 2019 2020 2021 2022 2023
Cin 404.078 442.277 31.669 30.091 70.428 238.865
Japonya 85.160 105.328 21.482 9.626 30.584 77.108
Diger Asya Ulkeleri (Cin, Japonya hari) 2.059.282  2.417.696 659.815 1.112.482  2.482.967  2.953.656
TOPLAM 2.548.520  2.965.301 712.966 1.152.199 2583979  3.269.629

Kaynak: Turist sayisi verileri TUIK veri tabanindan alinmustir.

Uzak Dogu iilkelerinin toplam uluslararasi turist sayisindaki paylar1 son yillarda ciddi bir sekilde
artmistir. Ancak Tiirkiye’nin bu pazardan yeteri kadar turist almadig1 soylenebilir. 11. Kalkinma
Plani’nda bu durum “Basta uzak dogu iilkeleri olmak iizere diinyada yiikselen pazar konumundaki
tilkelerden 1iilkemiz igin yeni kaynak pazarlar olusturmaya yonelik c¢alismalar yiiriitiilecektir.”
seklinde ifade edilmistir. Tablo 5 incelendiginde, Covid-19 pandemisinin etkisi goriilmekte, 2021
yilindan itibaren ise Uzak Dogu iilkelerinden gelen toplam turist sayisinda bir artis oldugu
izlenmektedir. Diger taraftan Uzak Dogu iilkelerinin en ¢ok uluslararasi turiste sahip tilkeleri olan,
Cin ve Japonya’dan gelen turist sayisinin ise oldukca sinirl oldugu goriilmektedir. Bu iilkelerden
gelen turist sayilarinda bir artis olmadigi gibi plan doneminin ilk yili olan 2018 yilinin turist
sayilarinin bile yakalanamadigr goriilmektedir. Bu durum belirlenen hedefin tam olarak
gergeklestirilemedigi seklinde yorumlanabilir.
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Turist gelen iilkeleri ¢esitlendirmenin yaninda Planda turizm cesitlerinin de c¢esitlendirilmesi
hedeflenmistir. Bu hedef Planda “Gastronomi, golf, saghk, kruvaziyer, diigiin, inang, kongre ve
alisveris gibi daha fazla gelir birakan turizm c¢esitlerine yonelik talebin yiiksek oldugu pazarlar
tespit edilecek ve bu iilkelerden ziyaret¢i sayisimin artirilmasina iliskin ¢alismalar yiiriitiilecektir”
seklinde ifade edilmistir. Bu hedefin gerceklesme durumunun incelenmesi i¢in Tablo 6’da kitle
turizmi disindaki bazi turizm gesitlerinden elde edilen gelirler raporlanmistir.

Tablo 6. Turizm ¢esitleri gelirleri

Gastronomi (Milyar dolar) Saglik (milyar dotar) Kaltiir Aligveris (Milyar dolar) Toplam
(Milyar dolar)
2018 6,7 1,0 0,4 5,2 13,4
2023 10,9 3,0 0,7 7,7 22,4

Kaynak: Turizm gesitleri gelirleri verileri TUIK veri tabamindan alinmustir.

Tablo 6 incelendiginde, plan doneminde Tiirkiye'de, turizm cesitlerinden elde edilen toplam
gelirlerde yaklasik 1,8 katlik artis oldugu gortilmektedir. 2018 yilinda toplam 13,4 milyar dolar olan
turizm gelirleri, 2023 yilinda 22,4 milyar dolara yiikselmistir. Tiirkiye'nin zengin mutfaginin ve
gastronomi deneyimlerinin etkin bir sekilde tamitilmasinin bir sonucu olarak, gastronomi
turizminde; saglik sektoriinde yasanan teknolojik ilerlemenin yakalanmasinin ve saglik alaninda
beseri sermayenin artmasinin bir sonucu olarak da saglik turizminde gelirlerin arttig1 soylenebilir.
Bunun yaninda, bu iki turizm tiiriinde meydana gelen gelir artiglarinin rekabet¢i kurdan da
etkilendigi ifade edilebilir.

Kiiltiir turizmi gelirlerinin, miitevaz1 da olsa bir artis gdstermesi, bu turizm tiirlinde de olumlu
gelismelerin yasandigini isaret etmektedir. Kurlarda meydana gelen artisa bagli olarak daha
rekabetci bir kurun olusmasina bagl olarak, aligveris turizmi gelirlerinin de belirgin bir sekilde
artig1 belirlenmistir. Genel olarak, 11. Kalkinma Plan1 ¢er¢evesinde gastronomi, saglik, kiiltiir ve
aligveris turizmi alanlarinda yapilan ¢aligmalar ve tanitimlar, bu turizm ¢esitlerinden elde edilen
gelirlerin 6nemli 6l¢iide artmasini yani turizm gelirlerinin daha ¢esitlenmesini saglamstir.

4.3. Turizm altyapisinin ve arzinin genisletilmesi

Turizmde kaynak iilke ve turizm tiirlerinin g¢esitlendirilmesinin yaninda 11. Kalkinma Planinin
turizm alaninda diger bir hedefi de turizm altyapisinin ve arzinin genisletilmesi seklinde
belirlenistir. Bu hedefin gerceklestirilip gerceklestirilmedigini incelemek i¢in Plan donemi boyunca
bu alandaki gelismeler analiz edilmistir.

11. Kalkinma Plani’nda “Deniz turizmine katki saglamak iizere, talebe ve dogal ozelliklere uygun
projelendirilmis yat limanlarimin yapilabilir bulunmasi halinde KOI modeli ile hayata gecirilmesi
saglanacak, Plan doneminde baslanacak yat limam yatirimlari ile yat baglama kapasitesinde
vaklasik 4.500 yatlik kapasite artisi gerceklestivilecektir” ifadesi ile deniz turizminde arz
kapasitesinin arttirtlmas1 hedeflenmistir. Plan donemi boyunca, bu hedefe ulagsmak amaciyla
Fethiye, Kas, Bodrum, Antalya ve Marmaris gibi Tiirkiye'nin en gozde turistik bolgelerindeki yat
limanlarinin kapasiteleri dnemli Ol¢lide genisletilmistir. Bu genisletme ¢aligsmalari, sadece mevcut
limanlarin kapasitelerinin artiritlmastyla sinirli kalmamig, ayni zamanda altyap: iyilestirmeleri ve
modernizasyon projeleriyle desteklenmistir. Fethiye ve Kag'ta gerceklestirilen genisleme projeleri,
bu limanlarin daha fazla yat ve mega yati agirlayabilmesine olanak tanirken, Bodrum ve
Antalya'daki caligmalar, bu bdlgelerin uluslararas1 yat turizmi pazarinda daha rekabetci hale
gelmesini saglamistir. Marmaris'teki yatirimlar ise, bu bolgenin yat turizminde bir cazibe merkezi
olma konumunu gii¢lendirmistir (Izmir Kalkinma Ajansi, 2024) .
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Planda, Tiirkiye’nin kruvaziyer turizmi pazarinda daha rekabetci ve ¢ekici bir destinasyon haline
gelmesine katki saglayacak liman yapim hedefi “Istanbul’u kruvaziyer seyahatin baslangic-bitis
noktasi yapmak amaciyla yeni bir kruvaziyer liman yapilacaktir” seklinde ifade edilmistir. Bu
hedef dogrultusunda, 2021 yilinda Galataport Istanbul kruvaziyer limani acilmistir (Nemlioglu
Koca & Erdogan, 2023).

Planda “Turistik tren seferleri uygulamaya alinacaktir” seklinde ifade edilen hedefle, turistik tren
seferlerinin arttirilmasi amaglanmistir. Plan doneminde, Dogu Ekspresi'nin sefer sayilar1 artirilmis
ayrica Turistik Bolgesel Erzurum-Kars/Kars-Erzurum Treni seferleri baslatilmistir. Bunun yani sira,
Turistik Ankara-Tatvan-Ankara ve Turistik Ankara-Diyarbakir-Ankara seferlerinin altyapilari
olusturulmus ve her iki hattin da 2024 yilinin baslarinda hizmete baslamasi saglanmistir (T.C.
Ulastirma Bakanlig1, 2022).

Plan doneminin ilk yili olan 2018 yilinda, 651.764 olan dis hat ugus sayisi, pandemi déneminde ¢ok
diismesine ragmen, 2023 yilina gelindiginde yaklasik %25°lik bir artisla 813.328’e ¢ikmistir. Bu
artisin “Ana kaynak pazarimiz olan iilkelerin segilmis sehirlerinden konaklama kapasitesinin yiiksek
oldugu turistik bolgelerimize baslatilan dogrudan tarifeli ucus seferleri ve diizenlendigi bolgelerin
sayilart artirldlacaktir” seklinde belirlenen hedefe hizmet ettigi ifade edilebilir (T.C. Ulastirma
Bakanligi, 2024).

Plan doneminin basinda 860.000 olan yatak kapasitesi, 2023 yilinda yaklasik 400.000 artis
gostererek 1.280.000 seviyesine ulagmistir. Bu artig, Kalkinma Plani’nda belirtilen turistik yatak
sayisinin 300.000 artirilmast hedefine ulasildigini géstermektedir (TUIK, 2024).

Planda belirtilen hedeflerden biri de Tiirkiye Turizm Tanitim ve Gelistirme Ajansinin kurulmasidir.
11.7.2019 tarihinde “Tiirkiye Turizm Tanitim ve Gelistirme Ajansi Hakkinda” isimli 7183 numarali
kanun Tiirkiye Biiyiik Millet Meclisinde kabul edilerek resmi gazetede yayimnlanmistir. Ajans,
Tirkiye’nin turizm kapasitesinin ve turizm yatirimlarinin iilke ekonomisindeki payr ve hizmet
kalitesinin arttirilmas1 amaciyla kurulmustur. Ajans kalkinma planinin geri kalan yillarinda
Tiirkiye’nin i¢ ve dis turizm pazarinda bir marka ve cazibe merkezi haline gelmesi i¢in faaliyetlerini
yiriitmiistiir. Ayn1 zamanda Tiirkiye’nin somut ve somut olmayan dogal, kiiltiirel, biyolojik ve
insan iirliinii miraslarin kesfedilmesini, gelistirilmesini ve tanitilmasini saglamak igin kisa, orta ve
uzun vadeli iletisim/pazarlama calismalarini siirdiirmektedir. Kiiltiir ve Turizm Bakanligi’nca
belirlenen turizm strateji ve politikalar1 dogrultusunda Tirkiye’nin turizm hedeflerine ulasmasi,
mevcut turizm olanaklarmin diinya ¢apinda tanitilmasi ve pazarlanmasi icin faaliyetlerini
yiriitmektedir (Tiirkiye Kiiltiir Turizm Bakanligi, 2024). Bu baglamda Tiirkiye Turizm Tanitim ve
Gelistirme Ajansiin Tiirkiye’nin turizm politikalarinin bir biitiin olarak ele alinmasi noktasinda
etkili oldugu ifade edilebilir.

4.4. Turizm geliri ve turist sayisinin yiikseltilmesi

Kalkinma Plani’nda turizm gelirlerini arttirmak ig¢in turizmi c¢esitlendirme ve arzimi arttiracak
hedeflerin yaninda dogrudan turizm gelirlerini arttirmaya yonelik hedefler de konulmustur. Turizm
geliri, Turist sayisini, turist basmma ortalama harcama ve ortalama geceleme sayisini arttirmaya
odaklanan hedefler Tablo 7’de verilmistir. Tabloda ayrica bu hedeflerin gergeklesme degerleri, Plan
doneminde artig oran1 ve belirlenen hedefin gergeklesme orani da verilmistir.

Tablo 7. On Birinci Kalkinma Plam1 hedefleri ve gerceklesme durumlari

2023 2023 Artis  Hedef Gerg¢eklesme

2018 Hedefi Gerg¢eklesme Orani orani

Turizm Geliri (Milyar dolar) 29,5 65 55,9 %89 86%
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Ziyaret¢i Sayist (Milyon) 46,1 75 57,0 %24 76%
Ziyaret¢i Bagina Ortalama Harcama (Dolar) 647 867 979 %51 113%
Ortalama Konaklama Siiresi (Gece) 9,8 10 11,3 %15 113%

Kaynak: 2018 verileri 11. Kalkinma Plani’ndan, 2023 yili verileri ise TUIK'in haber biiltenlerinden alinmistir.

Tablo 7 incelendiginde Kalkinma Plani’nda, turizm gelirlerinin %120, ziyaret¢i sayisinin %60 ve
ziyaret¢i basina ortalama harcamanin %20 arttirilmasi hedeflenmistir. Turist basina ortalama
harcama ve ortalama geceleme sayisinda, Kalkinma Plani’nda konulan hedeflerin gergeklestigi
gorilmektedir. Tablo, turizm geliri ve ziyaret¢i sayisinda ise hedeflerin tutturulamadigini isaret
etmektedir. Bu degiskenlerde hedefin gerceklestirilememesinde pandeminin etkisinin oldugu
sOylenebilir. Turizm geliri ve turist sayisinda hedefler gerceklestirilmis olmasa da son bes yilda
turizm geliri %89 turist sayisi ise %24 artis géstermistir. Turizm gelirinin turist sayisindan ¢ok fazla
artmasi turist basina diisen ortalama harcamadaki artistan kaynaklanmaktadir.

5. SONUC

Turizm sektdriiniin doviz arzinda 6nemli bir artis saglamasi, 0zellikle gelismekte olan iilkeler igin
ekonomik biliylime {iizerinde Onemli etkiler olusturmaktadir. Turizm sektoriiniin doviz arzini
arttirmasi, bir taraftan {ilkenin yatirnm mali ithal etme kapasitesini arttirirken, diger taraftan kur
baskisinin azalmasina olanak saglayarak enflasyon iizerinde de olumlu etkiler olusturmaktadir.
Gelismekte olan bir {ilke olarak Tiirkiye’de de turizmin ekonomik etkilerinin farkinda olundugu,
tiim kalkinma planlarinda turizme yonelik hedeflerin 6nemli bir yer almasindan anlasilmaktadir.
Ancak turizm sektoriinlin sagladigr doviz arzinin siirdiiriilebilir olmasi i¢in kalkinma planlarinda
konulan hedeflerin ger¢eklesme oranlarinin yiliksek olmasi gerekmektedir.

Son yillarda Kalkinma Planlarinda turizm sektorii hedeflerinin ¢aligildigl ¢alismalar bulunmaktadir.
Batuhan (2020) calismasinda ekonomik verilerin analizine dayali olarak, Tiirkiye’nin turizmdeki
bliylime potansiyeli vurgulanmis, ancak yavas yapisal reformlar ve tek tip tesislesmenin kisi basina
harcamanin azalmasina yol actig1 belirtilmistir. Buna ek olarak, sektdrdeki yasal diizenlemelerin
zaman almasinin hedeflere ulasmay1 zorlastirdigi ifade edilmistir. Akca (2016), kalkinma
planlarinin analizi ve rekabet giicii degerlendirmesi yontemini kullanmistir. Kalkinma planlari
cercevesinde, reklam ve tanitim harcamalarinin  etkinligini  degerlendirerek, turizmin
cesitlendirilmesi ve termal, konferans gibi yiiksek gelir getiren faaliyetlerin gelistirilmesi
gerektigine dikkat ¢ekmistir. Tuncel (2019), Bes Yillik Kalkinma Planlarint politika analizi
yontemiyle ele almis ve kitle turizminin g¢evresel ve ekonomik olumsuz etkilerine isaret ederek,
yerel halkin ve diger paydaslarin katilimiyla alternatif turizm tiirlerinin gelistirilmesinin dnemini
vurgulamaistir.

Bu calismada da 2023 yilinda sonuglanan 11. Kalkinma Plani’nda ortaya konulan hedeflerin ne
oranda gerceklestigi analiz edilmis ve turizm sektoriiniin ekonomik etkileri Tirkiye Ozelinde
incelenmigstir. Calismada turizm sektoriiniin  Tiirkiye’nin ekonomik biiylimesine ciddi katkilar
sundugu ve Odemeler bilangosu agiklarmi yiiksek oranda finanse ettigi belirlenmistir. Ancak
Tiirkiye’ nin turizm potansiyeli ve OECD iilkelerinin verileri dikkate alindiginda, Tiirkiye’nin daha
1yi bir performans gosterebilecegi ifade edilebilir.

On Birinci Kalkinma Plani’nda ortaya konulan hedeflerin ger¢eklesme durumlart analiz edildiginde,
Covid-19 pandemisinin hemen hemen tiim gostergeleri etkiledigi ve gostergelerin gerceklesme
oraninin diisiik kalmasina sebep oldugu goriilmektedir. Planin en 6nemli hedeflerinden olan turizm
tiirlerine gore geliri ve turizm kaynak iilkelerini ¢esitlendirme hedefinin biiyiik oranda gerceklestigi
goriilmektedir. Bu baglamda son bes yilda kruvaziyer, gastronomi, aligveris gibi gelir getirici etkisi

125



Hiiseyni, Inan & Kadirhan (2024), Johti, 6(2), 116-129

daha ytiksek olan turizm tiirlerinde gelirlerin arttig1 belirlenmistir. Turizmi kaynak tilke bakimindan
cesitlendirme hedefinde iyilesmeler olsa da 6zellikle hedeflenen Uzak Dogu iilkelerindeki turistlerin
sayisinin istenilen diizeyde artmamasi, bu hedefin yeterli diizeyde ger¢eklesmedigini isaret
etmektedir.

On Birinci Kalkinma Plani’nin turizm alanindaki diger énemli bir hedefi de turizm altyapis1 ve
arzinda onemli iyilesmeler saglamak seklinde belirlenmistir. Bu noktada yat limani sayis1 ve toplam
kapasitenin artirilmasi, kruvaziyer gemi destinasyonunun olusturulmasi, turistik tren seferlerinin
artirilmasi, uluslararast ugus sayilarinin ylikseltilmesi, yatak kapasitesinin arttirilmast gibi
iyilesmeler bu hedefin ger¢eklesmesine biiyiik katkilar sunmustur. Bu baglamda 11. Kalkinma Plani
doneminde Tiirkiye’ nin turizm altyapisinin ve arzinin énemli oranda gelistigi ifade edilebilir.

Kalkinma Plani’nin en 6nemli hedeflerinden biri de turizm gelirlerini arttirma amaciyla turist
sayisini, turistlerin ortalama harcama miktarin1 ve bir turistin konaklama gecesi sayisini arttirmak
seklinde belirlenmistir. Plan déneminde olusan veriler incelendiginde, turizm gelirleri ve turist
sayisinda 6nemli artiglar yasansa da bu iki gostergede, 11. Kalkinma Plani’nda konulan hedeflerin
yakalanamadigi belirlenmistir. Turist basina diisen harcama ve bir turistin ortalama konaklama
gecesi sayisinda ise Kalkinma Plani’nda ortaya konulan hedeflerin gergeklestigi belirlenmistir.

Calisma sonucunda elde edilen bulgular bir biitlin olarak diisiiniildiiglinde, stratejik planlama ve
etkili politikalarin hem turizm arzi hem de turizm gelirlerine 6nemli katkilar sundugu ifade
edilebilir. Bu baglamda turizmin gelisimine katki sunacak hususlarin, tim turizm paydaslarinca
ortak bir sekilde belirlenmesi ve belirlenen hedeflerin kalkinma planlarinda kayit altina alinarak,
ger¢eklesme durumlarinin izlenmesi, turizmin gelisimi i¢in 6nemli bir husus olarak goriilmektedir.
Ayrica bir sonraki Kalkinma Planlarinda 6zellikle yerel halkin turizm siireclerine daha fazla katilimi
tesvik edilmeli, turizm altyapisinin siirdiiriilebilir ve ¢evre dostu bir sekilde gelistirilmesine
odaklanilmalidir.

KAYNAKCA

Akga, Y. (2016). Tiirkiye’nin kalkinma planlarinda turizm politikasi. International Conference on
FEurasian Economies, 721-726.

Akdag, 1. (2021). Tiirkiye’deki turizm sektorii ile ekonomik kalkinma arasinda iliskinin ARDL sinir
testi yaklagimiyla analizi. Istanbul Ticaret Universitesi Sosyal Bilimler Dergisi, 20(42), 1043—
1059. https://doi.org/10.46928/iticusbe.758603

Bahar, O. (2006). Turizm sektoriiniin Tirkiye’nin ekonomik biiylimesi tizerindeki etkisi: VAR
analizi yaklasimi. Yonetim ve Ekonomi: Celal Bayar Universitesi Iktisadi ve Idari Bilimler
Fakiiltesi Dergisi, 13(2), 137-150. www.tcmb.gov.tr.

Bahar, O., & Bozkurt, K. (2010). Gelismekte olan iilkelerde turizm-ekonomik biiyiime iliskisi :
Dinamik panel veri analizi. Anatolia: Turizm Arastirmalari Dergisi, 21(2), 255-265.

Bajo-Rubio, O. (2014). Balance-constrained growth rates: Generalizing Thirlwall’s law. Applied
Economics Letters, 21(9), 593-596. https://doi.org/10.1080/13504851.2013.877563

Balsalobre-Lorente, D., & Leitdao, N. C. (2020). The role of tourism, trade, renewable energy use
and carbon dioxide emissions on economic growth: Evidence of tourism-led growth hypothesis
in EU-28. Environmental Science and Pollution Research, 27(36), 45883-45896.
https://doi.org/10.1007/s11356-020-10375-1

Barro, R. J. (1991). Economic growth in a cross section of countries. I¢cinde Quarterly Journal of



Hiiseyni, Inan & Kadirhan (2024), Johti, 6(2), 116-129
Economics (C. 106, Say1 2). https://doi.org/10.2307/2937943

Batuhan, T. (2020). On birinci kalkinma planinda turizm politikalari. Uluslararas: Global Turizm
Arastirmalart Dergisi, 4(2), 77-84.

Bhagwati, J. (1998). The difference between trade in widgets and dollars. Foreign Affairs, 77(3), 7—
12.

Bowen, G. A. (2009). Document analysis as a qualitative research method. Qualitative research
Jjournal, 9(2), 27-40. https://doi.org/10.3316/QRJ0902027

Calero, C., & Turner, L. W. (2020). Regional economic development and tourism: A literature
review to highlight future directions for regional tourism research. Tourism Economics, 26(1),
3-26. https://doi.org/10.1177/1354816619881244

De Long, J. B., & Summers, L. (1991). Equipment investment and economic growth. The Quarterly
Journal of Economics, 106(2), 445-502.

De Vita, G., & Kyaw, K. S. (2016). Tourism development and growth. Annals of Tourism
Research, 60, 23-26. https://doi.org/10.1016/j.annals.2016.05.011

Durham, J. B. (2004). Absorptive capacity and the effects of foreign direct investment and equity
foreign portfolio investment on economic growth. European Economic Review, 48(2), 285—
306. https://doi.org/10.1016/S0014-2921(02)00264-7

Ekanayake, E., & Aubrey, E. L. (2012). Tourism development and economic growth in developing
countries. The International Journal of Business and Finance Research, 6(1), 51-64.
http://papers.ssrn.com/sol3/papers.cfm?abstract id=1948704

Ersungur, S. M., Doru, O., & Aslan, M. B. (2017). Socio-Economic determinants of international

tourism demand for Turkey: Panel data analysis. International Conference on Eurasian
Economies, July 2017, 433—441. https://doi.org/10.36880/c08.01859

Goyal, A., & Sharma, V. (2019). Estimating the relationship between the current account, the
capital account and 1nvestment for India. Foreign Trade Review, 54(1), 29-45.
https://doi.org/10.1177/0015732518810832

Hiiseyni, 1., Doru, O., & Tung, A. (2017). The effects of tourism revenues on economic growth in
the context of neo- classical growth model: In the case of Turkey. Ecoforum Journal, 6(1), 10.

IMF. (2024). IMF.
https://www.imf.org/external/datamapper/NGDP RPCH@WEO/OEMDC/ADVEC/WEOWO
RLD

Izmir Kalkinma Ajansi. (2024). Mavi biiyiime / Tiirkiye de yat limanlari ve deniz turizmine etkileri.
https://kalkinmaguncesi.izka.org.tr/index.php/2020/05/15/turkiyede-yat-limanlari-ve-deniz-
turizmine-etkileri/

Khan, A., Bibi, S., Lorenzo, A., Lyu, J., & Babar, Z. U. (2020). Tourism and development in
developing economies: A policy implication perspective. Sustainability (Switzerland), 12(4),
1-19. https://doi.org/10.3390/su12041618

Kormendi, R. C., & Meguire, P. G. (1985). Macroeconomic determinants of growth: Cross-country

evidence. Journal of Monetary Economics, 16(2), 141-163. https://doi.org/10.1016/0304-
3932(85)90027-3

127



Hiiseyni, Inan & Kadirhan (2024), Johti, 6(2), 116-129
Kozak, N., Kozak, M. A., & Kozak, M. (2012). Genel turizm: Ilkeler kavramlar. Detay Yaymcilik.

Levine, B. R., & Renelt, D. (1992). American economic association a sensitivity analysis of cross-
country growth regressions. The American Economic Review, 82(4), 942—963.

Nemlioglu Koca, Y., & Erdogan, S. (2023). Kruvaziyer sektoriiniin turizme, ekonomik ve sosyo-
kiiltlirel yapiya etkisinin belirlenmesine yonelik bir ¢alisma: Galataport Kruvaziyer Limani.
Tourism and Recreation, 5(1), 22-34. https://doi.org/10.53601/tourismandrecreation. 1259178

Sharpley, R. (2022). Tourism and development theory: Which way now? Tourism Planning and
Development, 19(1), 1-12. https://doi.org/10.1080/21568316.2021.2021475

Soyak, M. (2014). Uluslararasi turizmde son egilimler ve Tiirkiye’de turizm politikalarinin evrimi.
Marmara Sosyal Arastirmalar Dergisi, 4, 1-18.

T.C. Cumhurbagkanligi. (2019). On Birinci Kalkinma Plana.
T.C. Kiiltiir ve Turizm Bakanlig1. (2024). TGA. https://tga.gov.tr/hakkinda
T.C. Ulastirma Bakanlig1. (2022). TCDD Tasimaciltk 2022 Faaliyet Raporu.

Thirlwall, A. P. (1979). The balance of payments constraint as an explanation of international
growth rate differences. BNL Quarterly Review, 32(128), 45-53.
https://doi.org/10.4324/9780203495360

Tokmak, C. (2023). Politikalarinin siirdiirtilebilir turizm ilkeleri dogrultusunda degerlendirilmesi
(Turkiye Cumbhuriyeti’nin 100. yilinda 41 yillik turizm politikalar1). Gaziantep University
Journal of  Social Sciences, 22(Cumbhuriyet’in 100. Yih), 738-752.
https://doi.org/10.21547/jss.1361469

TUIK. (2024). TUIK. https://data.tuik.gov.tr/Kategori/GetKategori?p=egitim-kultur-spor-ve-turizm-
105&dil=1

Tuncel, V. (2019). Kalkinma planlarinin turizm politikalar1 perspektifinde degerlendirilmesi.
Tourism and Recreation, 1(2), 58—66. https://doi.org/10.18356/2731efb5-en

Tuncer, M. (2024). Cumhuriyet donemi kalkinma planlarinda turizmin tematik nitel veri analizi ile
incelenmesi. Aksaray Universitesi lktisadi ve Idari Bilimler Fakiiltesi Dergisi, 16(1), 29-38.
https://doi.org/10.52791/aksarayiibd.1378388

Tiirkmen, 1. (2023). Tiirkiye’de kalkinma planlarmin  turizm politikalar1  baglaminda
degerlendirilmesi. Anatolia: Turizm Arastirmalar: Dergisi, 34(3), 368-378.

UN. (2024). UN Comtrade. UN. (2024). UN Comtrade. https://www.trademap.org/Index.aspx.
https://www.trademap.org/Index.aspx

UNWTO. (2024). UNWTO. https://www.unwto.org/tourism-data/global-and-regional-tourism-
performance

Worldbank. (2024). World development indicators. https://databank.worldbank.org/source/world-
development-indicators#

Yayla, Y. E. (2020). Vadeli sermaye akimlarinin vergilendirilmesi: Tobin Vergisi. Uluslararasi
Ekonomik Arastirmalar Dergisi, 6(3), 39-48. https://dergipark.org.tr/tr/download/article-
file/792932

128



Hiiseyni, Inan & Kadirhan (2024), Johti, 6(2), 116-129

Yildiz, Z., & Santas, T. (2021). Tirkiye’ de bolgesel kalkinma ve turizm iliskisi Uzerine bir
degerlendime. Insan ve Toplum Bilimleri Arastirmalar: Dergisi, 10(2), 1633—-1654.

Yazar(lar) Hakkinda/About Author(s)

Dog. Dr. ibrahim HUSEYNI/ibrahimhiiseyni@sirnak.edu.tr . _
Doktorasini ve yiiksek lisansim Atatiirk Universitesi Sosyal Bilimler Enstitisii Iktisadi Gelisme ve Uluslararasi Iktisat
Anabilim Dali’nda yapmustir. Sirnak Universitesi [.I.B.F’de 6gretim iiyesi olarak calismaktadir.

Dr. Serdar INAN/serdarinan@sirnak.edu.tr ) )
Doktorasini ve yiiksek lisansini Van Yiiziincii Y1l Universitesi Fen Bilimleri Enstitiisii Istatistik Anabilim Dali’nda
yapmustir. Sirnak Universitesi’nde ¢aligmaktadir.

Dr. Gokhan KADIRHAN/gokhankadirhan@hotmail.com

Yiiksek lisansini Erciyes Universitesi Sosyal Bilimler Enstitiisii Sosyal Bilimler Enstitiisii Turizm Isletmeciligi
Anabilim Dali’'nda yapmustir. Doktorasini Atatiirk Universitesi Sosyal Bilimler Enstitiisii Turizm Isletmeciligi ve
Otelcilik Anabilim Dali’nda yapmustir. Sirnak Universitesi’nde arastirma gérevlisi olarak calismaktadir.

ETiK BEYAN FORMU

Arastirma Destegi Bilgisi: Arastirma destegi alinmamigtir.

Etik Kurul Onay Durumu

() Etik kurul onay1 gerekmektedir.

Etik Kurul Raporunu Veren Kurum

Etik kurul raporu karar tarihi: Karar Say1 No:

( X) Etik kurul onay1 gerekmemektedir. Nedeni asagida belirtilmistir.

() Veriler 2020 tarihinden 6nce toplandigindan etik kurul izni alinmamustir.

(X)) Calismada kullanilan yontem etik kurul izni gerektirmemektedir.

Yazar(lar)in Katki Oram

1.Yazar: %33

2.Yazar: %33

3.Yazar: %33

Bilgilendirilmis Onam Formu: Tiim taraflar kendi rizalar1 ile ¢alismaya dahil olmuslardir.

129

Ot



Journal of Hospitality and Tourism Issues
6(2), 130-148

Makale Tiirii/Article Type

t:___,__g‘;‘ N T kalesi/ h Articl
o .."-':-".‘:-h o I Arastirma Makalesi/ Research Article
e Gelis/Kabul-Received/ Accepted

09/08/2024- 09/10/2024

Science is love, love requeries honesty

Expo02020 Dubai and Tourism Marketing: An Online User-Generated Content

Analysis
2) Asier BAQUERO

Abstract

Dubai is currently one of the world’s leading cities in the tourism field. Expo2020 has placed it in a
remarkable position in sustainable tourism development amongst other tourist destinations. Information
communication technologies (ICTs) have become essential for connecting tourism destinations with their
visitors and other market partners. X (Twitter) facilitates online communication; embracing it has proved to
be critical for boosting the brand image and reputation of tourism spots and augmenting their competitive
advantage in the market. User-generated content (UGC) and electronic word of mouth (eWOM) have
become important key players in this field. The purpose of this research grounded in the Theory of Planned
Behavior and Social Media Engagement Theory, was to deepen the study of the Expo2020 event concerning
tourism within the framework of ICTs. To do so, 3811 tweets posted from April 2021 to March 2022 using
the hashtags #expo2020 and #visitdubai were analyzed. Nvivo software, among others, utilized X’s open
API to collect, filter, and organize tweets for study. Users generated more than 10 tweets daily on this topic.
Dubai’s institutional accounts were highly involved in creating content, leading personal accounts to follow
the eWOM and UGC. Destination marketing organization (DMO) related to the Indian segment account
stood out as one of the main players in the analyzed sample.
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1. INTRODUCTION

Expo2020 was a world exhibition event, a universal exposition, held in Dubai, the United Arab
Emirates (UAE), from 1 October 2021 to 31 March 2022, re-scheduled from 2020 due to the
COVID-19 outbreak, under the primary theme of “connecting minds and creating the future”. It was
the first world expo in the Middle East, Africa, and South Asia region (Alshamlan et al., 2021).
Exp02020 functioned under the belief that uniting the world can facilitate the interchange of fresh
viewpoints and motivate crucial measures to offer practical resolutions to global issues.

Organizations and fairs around the world are pioneers in the promotion and marketing of countries
and cities. With the increase in the promotion of destinations, it increases the mobility of potential
tourists (Zengin and Seyhanlioglu, 2019; Demirbas and Bayram, 2022). Expo events impact the
broader tourism and hospitality sector. Although specific barriers often exist, these events boost a
destination’s image, increasing its rank as a tourist attraction avenue (Herezniak et al., 2018). Apart
from strong international cooperation, expos have facilitated a breakthrough in the tourism industry,
allowing host cities and nations to augment their reputation in the global arena (Seitzhanova, 2018).

Dubai has “developed national strategies to attract Western tourists” (Garrod and Nicholls, 2022)
(p. 3), paying attention to aspects such as cultural expectations. Over the years, it has also
positioned itself as a city that pushes for sustainable development in all its sectors. Al-Dabbagh
(2022) indicated that when organizing Expo2020, Dubai’s administration expected that the event

! Prof. Dr., International University of La Rioja, asier.baquero@unir.net, Orcid ID: 0000-0002-9500-9344

130


https://orcid.org/0000-0002-9500-9344

Baquero (2024), Johti, 6(2), 130-148

would consume roughly half of its electricity from 100% renewable sources. Despite the uncertainty
created by the COVID-19 pandemic, which influenced some planned infrastructural projects to
attain the set projection, Expo2020 has had multiple impacts on Dubai—most notably those that
entail Dubai’s improved brand image and employment creation in the city’s tourism and travel
industry.

Although there are other sources of information, a destination’s image shared on social media can
substantially impact potential customers since it provides information about the place’s outlook
(Khan et al., 2022). With the help of User-generated content (UGC), a tourism destination can
change potential visitors’ preferences and purchase intentions (Zhang et al., 2020). UGC influences
potential visitors by providing authentic, peer-generated insights that shape their perceptions of the
destination. Positive UGC, such as reviews and shared experiences, can increase a visitor’s
likelihood of choosing a destination by building trust and appealing to emotions, ultimately
influencing purchase decisions.

While X, formerly known as Twitter, has been the primary platform of analysis due to its open-
access data and popularity during large events, other social media platforms such as Instagram and
Facebook have also played a significant role in shaping tourism perceptions through user-generated
content. These platforms offer more visual and longer-form content compared to X's concise and
text-driven format. This study focuses on X as a case study for real-time interactions and user
engagement. The gap in the current literature lies in the limited exploration of UGC on X during
mega-events like Expo 2020. This research seeks to fill that gap by analyzing how UGC on X
influenced tourism perceptions and engagement during a major global event.

X was also selected due to its open API, allowing easy access to data and its widespread use during
large events like Expo2020, which facilitates real-time, public conversations. Additionally, X’s
concise format and use of hashtags make it ideal for tracking specific topics and trends in tourism
marketing. X’s linkage with information communication technology (ICT) draws from its
consideration as a social media platform, which scholars consider vital metadata that categorizes
posts and propagates topics and ideas. Currently, despite the limitation of X’s usage by destination
marketing organizations (DMOs), the platform has become an essential social media marketing
strategy. The utilization of ICTs and social network analysis in tourism research is still in its early
stages (Menashy and Verger, 2019). Prior studies in the social sciences have already explored the
use of information and communication technologies (ICTs) and social media to examine systems
with multiple actors, outside of the tourism domain (Myers et al., 2014). X is the predominant
platform in these analyses because of its open nature, which allows users to engage in various
conversations and establish tracking linkages between accounts. Additionally, it provides access to
historical data associated with the hashtags used in the tweets. Network analysis on X has emerged
as a systematic approach to visualizing and understanding the interactions and connections within a
community (Darmon et al., 2015). X data analysis methodology can be extrapolated to several areas
of the social sciences. X can be utilized to ascertain the progression of a network on a particular
subject or to investigate a discourse associated with a specific domain of study by identifying the
individuals who possess the most significant influence (Goritz et al., 2019). There are several ways
to obtain data from X, using one’s own X account together with other APPs or obtaining data from
a third party. X has recently eased access to X (Twitter) API for academic research (Developer X
API, 2024). Software companies are also making it easier to access X data (Netlytic, 2023; Phillips
and Lu, 2018).
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This research aims to explore the role of UGC on X in shaping the tourism landscape during Expo
2020. Specifically, the study seeks to identify key trends in UGC, evaluate the impact on visitor
perceptions and purchase intentions, and assess how institutional and personal accounts contributed
to tourism marketing efforts.

While several studies have explored UGC and social media in tourism, there is limited research
specifically focusing on the impact of X content during a large-scale event like Expo2020. This
study aims to fill that gap by analyzing how UGC on X influenced tourism perceptions and
engagement during Expo 2020. The main aim of this work was to fulfill the research gap in the area
of ICTs’ impact on tourism destinations and events via content users.

The principal conclusions of this research are that during the Expo 2020 event in Dubai, X users
generated a high number of tweets and content related to both the event and tourism. More than 10
tweets a day included the hashtags #exp02020 and #visitdubai, together relating to the area of study.
The explicit hashtag #tourism was also highly used. Institutional X accounts such as
@expo2020dubai and @visitdubai, were highly involved in the creation of content, but also
personal accounts contributed to generating content and achieving the most-liked tweets. This
confirms the importance of public/institutional and private gathering together to achieve destination
awareness and positive development. @visitdubai_ IN, part of Visit Dubai but focused on Indian
visitors, stood up as one of the most retweeted accounts, and one of its tweets was the most
retweeted tweet. This confirms the importance of focusing efforts on specific segments when
generating content on X.

2. LITERATURE REVIEW

2.1. Expo02020 Dubai and Tourism

IISD Hub (2021) highlighted that Expo2020 was rescheduled following the COVID-19 pandemic
from 20 October 2020 to 10 April 2021 to run from 1 October 2021 to 31 March 2022. Organizers
projected approximately 25 million visits by persons “from around the world by the time it ends in
March 2022” (Pfalz, 2021) (p. 1). As a human ingenuity festival, Expo2020 sought to enhance
collaboration to achieve three themes—opportunity, mobility, and sustainability—all of which are
critical for the generation of sustainable solutions (Haneef et al., 2019). Therefore, its successful
organization opened an avenue for Dubai to demonstrate its economic and sociocultural
achievements and projections, raising its profile through tourism.

Scholars describe expo events as international occasions organized by the International Exhibitions
Bureau under the World Fair that expose host nations to the global arena, focusing on cultural
exchange, nation-building, and industrialization. Expos allow countries from all over the world to
gather and display their craftsmanship and goods and to share essential information about their
various hometowns with great pride. Some renowned landmarks, which later became tourist
attraction centers, have occurred through world expos (Vij et al., 2019). By organizing these
occasions, the international community gains an opportunity to have a dialogue platform for
cooperation and growth, establishing new links and driving the world toward success.

Scholars link this process with enhanced tourism development due to expos’ creation of tourism
demand, increased visitor numbers, and stimulated travels for many people. Moreover, they allow
hosts to improve their existing venues and introduce new brands (Alrawabdeh, 2022). These
approaches create tourism opportunities and permit destinations to be among the leading tourism
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hubs even after completing expo events. Drawing from such attractiveness, one can concur that
expo events are essential for improving a destination’s image in the tourism arena.

The brand awareness that expo events create is also critical in employment creation in respective
destinations. Sharma et al. (2019) applied the tourism area life cycle (TALC) model, which was
proven essential in advancing tourist destinations and expanding the involvement of local and
international tourism agencies. Since expos also attract visa facilitation, they stimulate job creation
and growth through tourism (Seitzhanova, 2018). With increased brand awareness, hosting nations
position themselves as the best tourist attraction centers, pushing them to employ more people to
meet the global demand in the tourism sector. Therefore, since this aspect increases global outreach,
having expo events is critical for employment creation in destinations’ tourism sectors.

Expo 2020 has impacted Dubai’s economy, demographics, and infrastructure, making it the Middle
East’s tourism hub (Sharma et al., 2019). By 2017, the UAE had only 317,500 employees in the
tourism and travel industry. However, with Expo2020, stakeholders have projected an improvement
in its tourism sector, targeting a 2.4% increase per annum in employment rates, leading to roughly
410,000 workers by 2027 (Khudhair & Mardani, 2021). The growth from Dubai’s increased
demand for its tourism industry globally will attract more tourists, even past Expo2020
(Alrawabdeh, 2022). Hotels actively seek customer satisfaction with their services and within the
destination (Baquero, 2021). The attractiveness of visiting Expo 2020 certainly added a plus to
Dubai hotel customers during this event and increased employment. Expo 2020 has boosted Dubai’s
brand image, thereby facilitating more tourist attractions. Recent research in the UAE underscores
that entrepreneurial orientation plays a pivotal role in enhancing sustainable performance,
particularly in green technology adoption and innovation (Baquero, 2024). This concept aligns with
the strategies employed during Expo 2020, where sustainability was a key focus, and green
technologies were prominently showcased to promote eco-friendly tourism.

The Hawaii Tourism Authority pays special attention to its visitors’ perception of the place as a
sustainable tourism destination (Linnes et al., 2022). Events such as Expo 2020 have also placed
Dubai on the sustainability roadmap, a critical concept for ecotourism promotion. The cohabitation
between luxury and sustainability has been examined by researchers, highlighting that Expo 2020
has allowed the tourism sector’s stakeholders to incorporate sustainability initiatives to facilitate the
city’s development (Nadkarni, 2019). As one of the most visited cities globally, Expo 2020 has
enabled Dubai to pursue growth without compromising the needs of future generations (Marzouki,
2019). Furthermore, Dubai’s expo offered world-class attractions, including Crocodile Park, fish
markets, and traditional souks, creating sustainable business opportunities for the city “in the run-up
to, and beyond 2020 (Marzouki, 2019:235). Pike et al. (2021) linked the changes to Dubai’s
improved destination image, which they insisted has influenced its travel situation and visitation.

2.2. Information and Communication Technologies (ICTs) and X

Information communication technology (ICT) entails an infrastructural component that enhances
modern computing. Its application has proved essential to organizations and people interacting in
the current digital world. ICTs have changed how people communicate and find information, work,
and conduct business (Roztocki, 2019). Since individuals have embraced technology, ICTs have
augmented their ability to improve businesses and gain market relevance. Moreover, there is
extreme competition in the global market, with many firms opting to use ICTs “as outstanding
strategies to overcome the competitive environment and succeed” (Jameel et al., 2017:15). ICTs
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have created an avenue for companies to confront market challenges and create sustainable
competitive advantages in their respective industries. The same principles can be applied to DMOs.

Companies face competition due to available product features, sellers, location, and information
availability. The same challenge applies to tourism destinations and organizations, which Law et al.
(2019) maintained often struggle to identify market gaps and utilize them to gain competitive
advantages. Therefore, by acquiring ICTs, firms have succeeded in implementing vital technologies
to enhance innovation and help them attain strategic marketing (Faghih et al., 2018). In their view,
Labanauskaité et al. (2020) argued that the tourism business requires the adoption of new
technologies to facilitate the availability of specific services. Companies’ reliance on ICTs to
facilitate innovation has enabled them to boost their customer orientation and adapt to the changing
demands. Despite the shifting of tourists’ behavior patterns, such innovations have helped tourism
destinations to align their services with customers’ preferences, placing them in a competitive
position in the market.

ICTs have also attracted the use of the Internet, with a notable one being the Internet of Things
(IoT), which tourism destinations utilize to connect and exchange crucial data, thereby improving
their operations. While digital innovations have become important in the current market, loT has
allowed tourism businesses to embrace an interactive process and share critical information about
their services with their customers and tourist communities. The transition of the Internet into Web
3.0 has permitted tourists to experience virtual reality, post their reviews, and accept online
bookings (Pencarelli, 2019). Tourism companies have changed their business models (BMs) with
the Internet, adopting Internet-based BMs and configuring them to connect with other
organizations, suppliers, producers, and ecosystem drivers. Therefore, since these processes have
increased standardized data exchange, it is clear that ICTs have become essential (Perelygina et al.,
2022).

ICTs mainly improve communications, marketing, advertising, promotion, and contracting of
tourism services. The current reliance on integrated market communications (IMCs), which has
increased due to social media use, allows tourism companies to advance their marketing
communication (Mulyana et al., 2020). With this process, organizations have had the leeway to
interconnect and synergize their marketing activities, creating powerful messages that communicate
their products with specific purposes. Moreover, the adoption of ICT has revolutionized how
consumers discover, access, and comprehend information, as well as how they strategize and make
purchases, acquire knowledge and engage in discussions, and communicate and engage in activities
(Gossling, 2021). These changes have forced companies to make significant shifts in their
marketing strategies, expanding their online activity to grow their tourist’ market base and augment
profitability. They have also aligned their operations to accommodate online advertisements and
promotions. Law et al. (2019) cited that these measures significantly increase product and service
visibility. Such mechanisms influence tourists’ decisions to visit particular tourism destinations.

ICTs are also crucial for achieving sustainable tourism marketing (STM). Janjua et al. (2021) linked
the process with the triple bottom line (TBL) theory, encouraging tourism firms to align their
sustainability marketing with people, the environment, and profit. By integrating ICTs into tourism
firms, the latter can augment potential tourists’ awareness of their effects on sustainability. The
world is currently grappling with various challenges, with the COVID-19 pandemic being the
prevalent issue (Gossling, 2020). Although such crises negatively impact tourism destinations and
organizations, their management has to assure tourists that the focus is on sustainability. Therefore,
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by using ICTs, tourism companies can communicate with their customers and inform them about
measures to achieve resource use efficiency. This approach is vital for retaining and attracting more
tourists.

X is an online social networking service that permits its users to post and interact, primarily through
messages called tweets. X can be regarded “as a low-level information news flashes portal” (Hou et
al., 2021:5). X allows DMOs “to post information about features that may attract tourists and
promote destinations by retweeting posts” (Bigné et al, 2019:491). Furthermore, the adoption of X
has also enabled destination companies to apply a crowd-sourcing approach, allowing them to tag
data that detect customers’ emotions about offered services (Alkhammash et al., 2019).
Additionally, there are often some less-known tourist spots that hardly attract new customers;
however, with X, affected tourism destinations can supplement their reviews to reach millions of
potential visitors (Silaa et al., 2022). In addition, scholars posit that the site’s simplicity has
established a promising avenue for tourism firms to post tweets daily and to engage people in their
opinions about available events, services, or facilities.

2.3. User-Generated Content (UGC) and e-Word-of-Mouth Effect (eWOM)

User-generated content (UGC) includes an original and specific brand, primarily created by
customers and posted on online platforms, including social media and other channels. Tourism
destinations can increase potential visitors’ attention based on this content, specifically in terms of
effective reaction and persuasion knowledge. Media outlets, such as Forbes and Adweek, encourage
companies to adopt UGC to redefine their marketing goals, especially social media (Mayrhofer et
al., 2020). According to Kiran and Vasantha (2016), the new era of social media, which also applies
to ICTs, requires information creation and sharing through UGC Kiran and Vasantha (2016). This
process influences the purchase intention and revisits of tourists. Moreover, UGC is linked with
relationship intensity, as people often “trust information from close friends rather than information
from casual friends” (Kim & Lee, 2017:1087). Therefore, depending on how firms or DMOs
encourage UGC utilization, it can attract or discourage potential tourists.

UGC also helps improve a tourism destination’s image. Gurung and Goswami (2017) defined
destination image as potential visitors’ perception of an area, drawing from their imagination,
emotional thoughts, and prejudices. This approach, with increased customer satisfaction, is
associated with positively influencing their loyalty behavior (Xu et al., 2021).

UGC has been used as a proxy for primary data in various tourism studies, offering insights into
traveler behavior and destination image. A recent study by Marine-Roig (2022) utilized UGC to
analyze visitor sentiment toward cultural heritage sites, demonstrating its value in understanding
tourist satisfaction and destination branding.

Electronic word-of-mouth (e-WOM) refers to the transmission of favorable or negative opinions
about a service, product, or company by a past, present, or potential consumer, which is then
accessible to a wider audience through the Internet. It differs from traditional word-of-mouth due to
its potential to reach a much larger audience via the internet. eWOM plays a crucial role in
influencing tourist behavior, as consumers tend to trust peer recommendations and review more
than official marketing communications. In the context of tourism, positive eWOM can increase a
destination's appeal by enhancing credibility and creating an emotional connection with potential
visitors. The proliferation of eWOM on platforms like X, where users share their real-time
experiences, has made it a pivotal factor in tourism marketing strategies, significantly shaping

135



Baquero (2024), Johti, 6(2), 130-148

destination images and influencing travel decisions. With the booming information technology (IT)
era, the Internet has become a leading tool that customers use to transfer information to millions of
individuals globally, with e-WOM being critical due to the convincing power of discussions (Le-
Hoang, 2020). In their view, Pour et al. (2020) and Nuseir (2019) regarded e-WOM as a
motivational tool that impacts tourists’ attitudes about various destinations, their purchasing
inclinations, and tourism companies’ decision-making processes. On the contrary, Taryadi and
Miftahuddin (2021) maintained that while e-WOM mainly affects potential customers, tourism
destinations can also use it to improve their services and products to positively influence visitors’
decisions. Thus, regardless of the party using it, e-WOM can change tourists’ perceptions of a
specific place and can influence service delivery for tourism destinations.

Similar to UGC, e-WOM also affects a destination’s image. The concept often changes revisit
intentions and tourist attitudes, depending on the information they receive online (Harahap and
Dwita, 2020). Since the tourism business has become interactive, many customers rely on the
Internet to communicate with others about a destination, with some searching already posted
content. This approach has changed how these customers view particular destinations (Aprilia and
Kusumawati, 2021). Some believe that they would experience great pleasure when visiting specific
areas due to the obtained information. Since e-WOM changes customer behavior, it alters how they
view a tourism organization (Huete-Alcocer, 2017). Therefore, based on the above information, it
remains clear that embracing e-WOM can prove vital for improving a destination’s image among
tourists.

2.4. Research Model and Hypothesis

This study is grounded in the Theory of Planned Behavior and Social Media Engagement Theory,
hypothesizing that UGC influences tourists’ attitudes, perceived behavioral control, and subjective
norms, which in turn affect their intention to visit a destination.

The Theory of Planned Behavior (TPB) was developed by Icek Ajzen in 1985 and is a widely used
psychological theory to predict and understand human behavior in specific contexts. TPB suggests
that an individual's actions are directly impacted by their intention to carry out those actions. This
intention, in turn, is influenced by three primary factors: their attitude toward the behavior,
subjective norms, and perceived behavioral control. In the context of tourism, TPB can be applied
to understand how potential tourists form their intentions to visit a destination. For example,
positive attitudes towards a destination (influenced by marketing or word of mouth), social
influences (friends or influencers advocating for the destination), and the perceived ease of visiting
(accessibility, cost, etc.) all contribute to the intention to visit.

Social Media Engagement Theory is a framework that examines how individuals interact with
content on social media platforms and the effects of these interactions on both the user and the
content provider (e.g., brands, companies, or other users). Engagement on social media typically
includes actions such as liking, sharing, commenting, and posting content. In the context of tourism,
Social Media Engagement Theory helps to understand how users interact with content related to
travel destinations, how these interactions influence their perceptions and behaviors, and how
destinations can strategically use social media to enhance their visibility and attractiveness. For
example, a destination’s use of captivating imagery and engaging narratives on platforms like
Instagram can drive both emotional and behavioral engagement, ultimately leading to increased
tourism.
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The following hypotheses have been formulated by synthesizing existing research on the Theory of
Planned Behavior (TPB) and Social Media Engagement Theory, which both explain how users’
attitudes and behaviors are influenced by their engagement with online content. Studies on UGC
and eWOM have demonstrated that positive online interactions increase users’ likelihood of visiting
a destination (Zhang et al., 2020). Furthermore, research on mega-events (Herezniak et al., 2018;
Sharma et al., 2019) suggests that institutional accounts play a crucial role in shaping public
perceptions, a hypothesis reflected in the prominence of official Expo2020 and Dubai tourism
accounts in this study. Therefore, this research hypotheses are grounded in these theories and
empirical studies, anticipating that both institutional and personal accounts would actively generate
and disseminate content around Expo2020, influencing user engagement and tourism outcomes, as
follows:

Hypothesis 1: Expo2020 and Tourism have together been an active issue of debate on X,
during Expo2020 and six months prior to starting the event, showing an average of at least
one daily tweet with both hashtags #expo2020 and #visitdubai.

Hypothesis 2: The X accounts most mentioned in these tweets were @expo2020dubai, the
official Expo2020 Dubai account, and (@visitdubai, the official Dubai’s tourism account.

Hypothesis 3: The most active X accounts on this issue were not only institutional accounts,
but also personal accounts.

3. MATERIALS AND METHODS

This study follows the methodological approaches used in recent tourism research, such as the work
by Mehra (2023), which utilized social media analytics to assess destination marketing
effectiveness. Ensuring the robustness of our methodology, we employed similar data collection and
analysis techniques to provide valid and transparent results.

The area of research (Expo2020 and Tourism) can be found on the official Expo2020 Dubai website
(Exp02020 Dubai, 2023) and on the official Dubai’s Tourism website (Visit Dubai, 2023). Both are
supported by institutional/official X accounts, @expo2020dubai and @vistidubai, respectively, that
offer information and interact with other X accounts. In the description of @visitdubai, the X
account includes the hashtag #visitdubai and uses it in every Tweet. @exp02020dubai does not
include a specific hashtag in its description, but it uses the hashtag #exp02020 in every tweet. These
were the first hashtags to be analyzed in X for this research. By utilizing an advanced search
feature, which is accessible to all X account holders, the utilization of certain hashtags, either
individually or in combination, was confirmed. It was confirmed that a significant number of
accounts were utilizing this combination, which aligns with the central concept of this research.

In order to obtain X data, it was used a personal account. It was requested an X Developer Account,
which allows one to set up and manage own projects and apps. To do so, it was required to add a
telephone number to an existing X account and to fill in a questionnaire explaining the purpose of
the research using X’s data. Using raw data from X’s API can be difficult, and basic knowledge of
R is at least needed. R is a programming language used for statistical computation (Aizaki et al.,
2014). Specialized software businesses can also provide access to X data (Netlytic, 2023; Phillips
and Lu, 2018; TBinder, 2023). A mix of both options was used for this research. Software
applications are developing resources to analyze X data. NVivo software offers researchers the
possibility of installing a plug-in and retrieving selected tweets according to hashtags, dates, etc.
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Data can easily be exported to Excel or other software for filtering. NVivo software adds significant
value for researchers (Phillips and Lu, 2018).

The search query used was #expo2020 AND #vistidubai. Both hashtags were mandatory terms. The
time frame investigated spanned from 1 April 2021 to 31 March 2022, considering the Expo2020
event (1 October to 31 March 2022) and the Expo2020 pre-event (1 April 2021 to 31 September
2021). There were no limitations on the wording used. Any tweet that incorporated the two hashtags
stated before was included in the study sample.

4. RESULTS

4.1. General Data and Activity about Exp02020 and Tourism

A total of 3811 tweets were identified during the search. The tweets spanned from April 1 2021,
until March 31, 2022. Both hashtags #exp02020 and #visitdubai were used together on a tweet,
representing an average of 10.4 tweets posted daily.

As shown in Graph 1, X activity began barely one month prior to the inauguration of Expo 2020 on
October 1. Despite the event being set for the year 2020, there was little action between April and
August of 2021. During the six months of the Expo, X activity was strong, particularly in October
2021, when the event opened, and from January to March 2022.

2000
1800
1600
1400

No. Tweets Acumul . == Mo. RT Acurmu Mo. Likes Acumul

Graph 1. #exp02020 and #visitdubai Tweets, RT and Likes.
Source: Created by author.
Tweets were posted by 1311 contributors, resulting in an average of 2.91 tweets per contributor. A
high percentage of these tweets were retweets (51.54%), while 48.05% of the 3811 tweets were
original tweets that included links and images. Only 0.31% included text only, and 0.34% were
replies.

Regarding the age of the X accounts, 43.86% of them had been in existence for six years or longer,
11.83% had existed for four to six years, 14.49% had existed for two to four years, and 29.82% had
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recently been created and were less than two years old. In many circumstances, the age of an X
account indicates that it is a genuine account.

The mean length of the tweets was 236.97 characters; 76% of the tweets exceeded 240 characters.

The main sources of use of these tweets were X for iPhone (48%), X for Android (24%), and X’s
web app (15%). The rest of the sources were in the following order: Sprinklr, Hootsuite, X for iPad,
Instagram, Tweet Deck, Sievet Weet, and Sprout Social.

In addition to the two hashtags that were evaluated, six additional hashtags were used, in the
specified sequence: #dubai, #UAE, #mydubai, #dubailife, #emirates, and #tourism.

4.2. Most-Liked Tweet and Most Retweeted Tweet

The tweet that received the greatest number of likes was shared by an individual's own account with
the handle @borneast55. This user's profile photo depicts a male individual, named Abdalla E. Al
Serkal, and describes himself as the “Director of Sheikh Mohammed Centre for Cultural
Understanding,” a Dubai-based NGO (Sheikh Mohammed CCU, 2023). This account had 847
followers and followed 746 accounts.

The mentioned Tweet was posted on 17 January 2022 using the researched hashtags, text, and an
image with a link on it. This Tweet received 1184 likes, 93 retweets, and 22 comments, as can be
seen in Figure 1.

II Abdalla E. Al Serkal Sbomeast an 17
Thamic you LMAE ..thank you to all the resice

o all the HErs an

Open doors. Open minds.

¢

Shiikk Moksmened bin Rasbid A& Maktcum
Centre for Cultural Understanding

whaladsdl SlLajl el85

www.cultures.ae

Figure 1. Most-liked tweet.

Source: Al Serkal (2019)

The subsequent three tweets with the highest number of likes were shared from official accounts:
@yvisitdubai IN, @visitdubai, and @expo2020dubai.

The most retweeted tweet was posted by an institutional X account: @visitdubai IN. This is a
verified X account, run by Visit Dubai, that targets Indian users and thus adapts its content sharing
about Dubai to their likes and interests, as can be seen in Figure 2.
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Visit Disbad IN € SVisitDuba IN - Mar 3 ;
DUBRL iiam Atar & Film Produser @beingssimankhan vishad the India Paviiea

At Pexpo?0didulaai

Hs NOW OR NEVER! Onty Lintil 31 March 2022

s pduDal rERORUE0

& b= B 0 DU B B B

Figure 2. Most retweeted tweet.
Source: Visit Dubai IN https://x.com/VisitDubai_IN

The subsequent tweets with the highest number of retweets were shared by the @visitdubai and
@expo2020dubai accounts.

4.3. Most Mentioned and More Active Accounts

The Expo 2020 Dubai and Visit Dubai accounts were the most often referenced accounts in the
sample: @expo2020dubai and @visitdubai (Figures 3 and 4).

o

@ Gro Erome

_EXPO 2020

DUBAI

B O Following

Expo 2020 Dubai &

Eexpo2020dubal

A World Expo that Ingpired millions of wisitors by showcasing 1he best of
collabaration and nnovatlon from arcund the workd.

3 Dubai, UAE & expod0l0dubai.com  EF Joined November 2011

230 Following  1.3M Followars

Figure 3. Expo2020 Dubai’s official X account.
Source: https://expo2020dubai.com

Dueil

B L5 Following

Visit Dubal &

@nvisibdubai

‘Welcome to Dubai’s officlal tourism account
Folicw us to find out all that our remarkabée city has to offer,

@ Dubal & vishidubal.com [ Jolned February 2013

Figure 4. Dubai’s official tourism account.
Source: https://x.com/visitdubai

The most actives accounts, using the two hashtags #exp02020 and #visitdubai, were @DubaiCRC,
Dubai Camel Racing Club (see Figure 5), and @yvisitdubai.
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Figure 5. Dubai Camel Racing Club’s official X account.
Source: https://x.com/DubaiCRC

4.4. Most Retweeted and Followed Accounts

The most retweeted accounts in the sample were @visitdubai with 1395 retweets and
@visitdubai_IN with 339 retweets.

The verified users with a larger number of followers participating in this sample were:
@AhlamAlIShamsi (see Figure 6), @MapsMaponyane (see Figure 7), and @expo2020dubai.

AHLAM- W AAA W 8

Crfficinl Twitter of The Emirati singer Follow me on

1 P i
£} Born Febouary 13 [

1,238 Foliowing &M Follow
Figure 6. Emirati singer Ahlam Al Shamsi’s official X account.
Source: https://x.com/AhlamAlShamsi

Mr. Buns &

FMapsMapo

G: mmaponyane info@mapsmaponyane.com
B South Africa (&

482 Following 1.4MF

Figure 7. South African actor Maps Maponyane’s official X account.
Source: https://x.com/MapsMaponyane

5. DISCUSSION AND CONCLUSIONS
5.1. Discussion

This research contributes to the existing literature by applying the Theory of Planned Behavior and
Social Media Engagement Theory in the context of a mega-event, demonstrating how UGC not
only reflects but also shapes tourist behavior and destination image in real-time.

It can be confirmed that Expo2020 and tourism were active issues of discussion on X during the
Exp02020 event. Users of this ICT platform used hashtags such as #exp02020, #visitdubai, #dubali,
#UAE, #mydubai, #dubailife, #emirates, and #tourism, mainly for this topic.
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The study sample, comprising 3811 tweets, had a substantial proportion of retweets. This may be
seen as a lack of strong commitment from the UCG on this topic. However, upon closer
examination, we discovered that there was high-quality content generated by official accounts,
which in turn attracted a significant number of users who were interested in Expo2020 and tourism.
They effortlessly shared and amplified the reach of this material on X.

The majority of original tweets included links and images. Those that included only text were
residual (0.31%). Tourism and events such as Expo2020 were definitively a visual issue. DMOs
should focus on visual images that capture the interest of people, thus creating content on ICTs.

The number one source of these tweets was X for iPhone. The use of the iPhone since its arrival in
mid-2007 has been related to a segment of people with a higher-than-average income (Goggin,
2012). This research methodology based on the use of X allows us to assume that the majority of
visitors/residents visiting Expo2020, or just tweeting about Expo2020 and tourism, were iPhone
users and therefore did not have a low income.

The explicit hashtag #tourism was among the most used hashtags, together with #expo2020 and
#visitdubai, confirming the interest of X users in tourism while using the aforementioned
combination of hashtags.

The most-liked tweet was posted by Addalla E. Al Serkal, from his personal X account, on 17
January 2022, receiving 1184 likes. This person seems to work in a managerial position in a Dubai-
based NGO. He generated positive content about the tourism destination event. The use of “pre-set”
hashtags created by an institutional/official X account might have helped this tweet to gather with
other X users and achieve a high number of likes. Tweets posted by @visitdubai and
@expo2020dubai also stood out as most liked.

Surprisingly, an institutional account, part of Visit Dubai but focused on the Indian market, posted
the most retweeted tweet, as well as one of the most-liked tweets in the sample. @visitdubai IN
appears to be a 2.0 evolution of servicing visitors to a destination, catering information for a
specific segment: the Indian population in this case.

Both @exp02020dubai and @visitdubai were the most mentioned accounts in the sample. It can be
said that both entities positively managed their presence in X so that they were at the forefront of
the minds of visitors attending the event.

@DubaiCRC, Dubai Camel Racing’s official X account, was found to be the most active account.
This is an example of the transversality of UGC. Not only can institutional accounts help build
positive content within a touristic destination during an event, but so can local institutions.

Verified personal accounts such as Emirati singer Ashlam Al Shansi and South African actor Maps
Maponyane, both with millions of X followers, stood out as users of the aforementioned hashtag
combination.

5.2 Conclusion and Limitations

The idea of “customer-centric” is very strong in hospitality management. Hotel managers focus on
being where the customers are, which is the physical space of the hotel during their stay or any ICT
during or pre-/post-stay (Baquero, 2022). This allows hospitality companies to know the
preferences of their customers, verify the satisfaction of a new restaurant menu, etc.
Public/institutional entities and DMOs should apply the same principles using a “visitor-centric”
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approach. They should be where visitors are. If customers use ICTs and generate content about a
destination, DMOs should be there too in an active way.

Unfortunately, some tourism destinations do not benefit from this “visitor-centric” approach.
Therefore, such destinations, hotels, etc. are not performing in the best shape that they could
perform.

Luckily for Dubai, its public/institutional entities lead by example. They actively participate,
promote, and support events such as Expo2020. They show their presence in ICTs, they generate
positive content that leads visitors and residents to enjoy the destination, and they amplify the
available information about a destination. As a form of ICT, UGC is vital for providing factual and
emotional information about a tourism destination or company, which augments revisiting
intentions. According to Kaosiri et al. (2017), tourists often have expectations about particular
destinations, with many purchasing or declining the offered services based on the information they
receive. Hence, since UGC communicates to tourists about a place, its embracement by tourism
organizations can increase the latter’s brand image and improve its competitive advantage in the
market. We might argue that the destination image consists of both cognitive and emotive elements.
The image of the destination can be defined as the total mental impression that each individual has
of a place or destination produced by knowledge as well as the feelings that the location evokes in
them. Certainly, through hosting events such as Expo2020 in Dubai, the destination image of Dubai
has improved for all visitors and ICT users.

This study contributes to the theoretical understanding of UGC and eWOM within the context of a
mega-event by applying the Theory of Planned Behavior and Social Media Engagement Theory. It
demonstrates how real-time social media interactions shape tourist behavior and perceptions of
destination branding. The findings suggest that UGC on X not only reflects users' attitudes toward a
destination but also actively contributes to shaping those attitudes through social media
engagement.

For practitioners, this research highlights the importance of leveraging social media platforms like
X to engage potential tourists during major events. Institutional accounts should not only generate
content but also foster user interaction to maximize the reach and impact of their messaging. The
results emphasize the need for targeted content strategies, such as those used by @visitdubai IN to
appeal to specific segments, like Indian visitors, which proved highly effective during Expo2020.

This study had some limitations that future research could address. Future research should explore
the longitudinal effects of such engagement on tourism sustainability and destination loyalty. Future
studies could focus on sentiment analysis, as the current research has not approached or benefitted
from the development of new software applications that ease the access of this analysis for
researchers. The research uses only Twitter data, it is important to note the need for cross-platform
analysis in future studies. Future studies could focus on developing the relationship between India
and Indian communities and Dubai. It was surprising to learn of the high impact of an X account
that caters to information about Dubai as a destination for Indian visitors and/or residents, namely,
@visitdubai_IN.

The results of this research offer points of reflection for public institutions, DMOs, hospitality
firms, and those in similar areas, as well as new approaches for scientific research in the area of
tourism.

143

Ot



Baquero (2024), Johti, 6(2), 130-148

REFERENCES

Ahlam Al Shamsi [@AhlamAlShamsi]. [X profile]. X. Retrieved 01.08.2024, from
https://x.com/AhlamAlShamsi

Aizaki, H., Nakatani, T., & Sato, K. (2014). Stated Preference Methods Using R. CRC Press Taylor
& Francis Group: Boca Raton, FL, USA.

Al-Dabbagh, R. (2022). Dubai, the sustainable, smart city. Renewable Energy and Environmental
Sustainability, 7(3), 1-12.

Alkhammash, E., Jussila, J., Lytras, M., & Visvizi, A. (2019). Annotation of smart cities twitter
micro-contents for enhanced citizen’s engagement. /[EEE Access, 7, 116267-116276.

Aprilia, F., & Kusumawati, A. (2021). Influence of electronic word of mouth on visitor’s interest to
tourism destinations. Journal of Asian Finance, Economics and Business, 8(2), 993—1003.

Alrawabdeh, W. (2022). Seasonal balancing of revenue and demand in hotel industry: The case of
Dubai city. Journal of Revenue and Pricing Management, 21(1), 36—49.

Alshamlan, M., Fernandez, V., & Fernandez, M. (2021). Foreign direct investment in the United
Arab Emirates: A study on the main contributors. European Journal of Business and
Management Research, 6(1), 97-101.

Al Serkal, A. E. [@borneast55]. (23.02.2019). #Dubai _Intelligence Every Emirati is proud of his
country, tolerant, humble and co-operative with guests. Residents and tourists of the UAE, may
God protect our creative leaders. X. https://x.com/borneast55.

Baquero, A. (2021). Enfoque en el cliente como modelo de gestion. Uno Editorial: Albacete/Spain.

Baquero, A. (2022). Customer and Employee Satisfaction in Hotels. Journal of Hospitality and
Tourism Issues, 4(2), 69—83.

Baquero, A. (2024). Optimizing green knowledge acquisition through entrepreneurial orientation and
resource orchestration for sustainable business performance. Marketing Intelligence &
Planning. Vol. and No. ahead of print. https://doi.org/10.1108/MIP-07-2023-0330

Bigné, E., Oltra, E., & Andreu, L. (2019). Harnessing stakeholder input on Twitter: A case study of
short breaks in Spanish tourist cities. Tourism Management, 71(6), 490-503.

Darmon, D., Omodei, E. & Garland, J. (2015). Followers are not enough: A multifaceted approach to
community detection in online social networks. PLoS ONE, 10(8), 1-20.

Demirbas, S., & Bayram, M. (2022). Destinasyon yoOnetimi ve pazarlamasi arastirmalari {izerine
sistematik literatiir incelemesi. GSI Journals Serie A: Advancements in Tourism Recreation
and Sports Sciences, 5(2), 223-241.

Developer X, API Academic Research. Available online: https://developer.x.com/en/products/twitter-
api/academic-research (accessed on 1 August 2024).

Dubai Camel Racing Club [@DubaiCRC]. [X profile]. X. Retrieved 01.08.2024, from
https://x.com/DubaiCRC

Expo 2022 Dubai. Available online: https://www.expo2020dubai.com/ (accessed on 1 August 2024).

Faghih, N., Dastourian, B., Sajadi, S., Henten, A., & Foroudi, P. (2018). A framework for business
model with strategic innovation in ICT firms: The importance of information. The Bottom
Line, 31(7), 16-41.

Garrod, B., & Nicholls, S. (2022). British tourists’ adjustment to cultural expectations in Muslim-
majority countries. Tourism Management, 91(4), 104500.

Goggin, G. (2012). The iPhone and communication. In Studying Mobile Media: Cultural
Technologies, Mobile Communication, and the iPhone (pp. 11-27), Routledge: New York,
NY, USA.

144



Baquero (2024), Johti, 6(2), 130-148

Goritz, A., Kolleck, N., & Jorgens, H. (2019). Education for sustainable development and climate
change education: The potential of social network analysis based on Twitter data.
Sustainability, 11(19), 5499.

Gossling, S. (2021). Tourism, technology, and ICT: A critical review of affordances and concessions.
Journal of Sustainable Tourism, 29(5), 733-750.

Gossling, S. (2020). Technology, ICT and tourism: From big data to the big picture. Journal of
Sustainable Tourism, 29(5), 849—858.

Gurung, D., & Goswami, C. (2017). Role of user generated content in destination image formation.
International Journal of Tourism and Travel, 10(1), 1-16.

Haneef, S., Ansari, Z., & Bhavani, G. (2019). Attractions of Dubai and Expo 2020: An exploratory
study. Worldwide Hospitality and Tourism Themes, 11(3), 266-278.

Harahap, M., & Dwita, V. (2020). Effect of e-WOM on revisit intention: Attitude and destination
image as mediation variables (study in Pasaman regency tourism destinations). Advances in
Economics, Business and Management Research, 152, 599—609.

Herezniak, M., & Florek, M. (2018). Citizen involvement, place branding and mega events: Insights
from expo host cities. Place Branding and Public Diplomacy, 14, 89—100.

Hou, Q., Han, M., Qu, F., & He, J. (2021). Understanding social media beyond text: A reliable
practice on Twitter. Computational Social Networks, 8(4), 1-20.

Huete-Alcocer, N. (2017). A Literature review of word of mouth and electronic word of mouth:
Implications for consumer behavior. Frontiers in Psychology, 8, 1-4.

IISD Hub (2021). Event: World Expo 2020. SDG Knowledge Hub. Available online:
https://sdg.iisd.org/events/expo-2020/ (accessed on 1 August 2024).

Jameel, A., Abdul-Karem, M., & Mahmood, N. (2017). A review of the impact of ICT on business
firms. International Journal of Latest Engineering and Management Research, 2(1), 15-19.

Janjua, Z., Krishnapillai, G., & Rehman, M. (2021). Information and communication technology
(ICT) competency and sustainable tourism marketing. Journal of Marketing and Information
Systems, 4(1), 20-32.

Kaosiri, Y., Callarisa Fiol, L., Moliner Tena, M., Rodriguez Artola, R., & Sanchez Garcia, J. (2017).
User-generated content sources in social media: A new approach to explore tourist
satisfaction. Journal of Travel Research, 58(2), 1-13.

Khan, A., Senin, A., Zulfigar, U., & Ashfaq, J. (2022). Influence of user generated content (UGC) on
tourist satisfaction in pre-purchase period of tourism in Pakistan. International Journal of
Academic Research in Business and Social Sciences, 12(1), 2512-2522.

Khudhair, H., & Mardani, A. (2021). The positive role of the tourism industry for Dubai city in the
United Arab Emirates. International Journal of Economics and Management Systems, 6, 185—
199.

Kim, M., & Lee, M. (2017). Brand-related user-generated content on social media: The roles of
source and sponsorship. Internet Research, 27(2), 1085-1103.

Kiran, P., & Vasantha, S. (2016). Analysing the role of user generated content on consumer purchase
intention in the new era of social media and big data. Indian Journal of Science and
Technology, 9(43), 1-7.

Labanauskaité, D., Fiore, M., & StaSys, R. (2020). Use of e-marketing tools as communication
management in the tourism industry. Tourism Management Perspectives, 34(2), 100652.

145

Ot



Baquero (2024), Johti, 6(2), 130-148

Law, R., Leung, D., & Chan, 1. (2019). Progression and development of information and
communication technology research in hospitality and tourism. International Journal of
Contemporary Hospitality Management, 32(2), 511-534.

Le-Hoang, P. (2020). The effects of electronic word of mouth (e-WOM) on the adoption of consumer
e-WOM information. Independent Journal of Management & Production, 11(6), 1749—1766.

Linnes, C., Agrusa, J., Ronzoni, G., & Lema, J. (2022). What tourist want, a sustainable paradise.
Tourism and Hospitality, 3(1), 164—183. https://doi.org/10.3390/tourhosp3010013

Marine-Roig, E. (2022). Content Analysis of Online Travel Reviews. In: Xiang, Z., Fuchs, M.,
Gretzel, U., Hopken, W. (eds) Handbook of e-Tourism. Springer, Cham.
https://doi.org/10.1007/978-3-030-48652-5 31

Maps Maponyane [@MapsMaponyane]. [X profile]l. X. Retrieved 01.08.2024, from
https://x.com/MapsMaponyane

Marzouki, S. (2019). The role of special events in branding Egypt as a tourist destination: A case
study of EXPO 2020 Dubai. International Academic Journal Faculty of Tourism and Hotel
Management, 5(1), 223-242.

Mayrhofer, M., Matthes, J., Einwiller, S., & Naderer, B. (2020). User-generated content presenting
brands on social media increases young adults’ purchase intention. International Journal of
Advertising, 39(1), 166—186.

Menashy, F., & Verger, A. (2019). Network analysis, education policy, and international
development: An introduction. International Journal of Educational Development, 64, 58—61.

Mehra, P. (2023). Unexpected surprise: Emotion analysis and aspect based sentiment analysis
(ABSA) of user generated comments to study behavioral intentions of tourists. Tourism
Management Perspectives, 45, 101063. https://doi.org/10.1016/j.tmp.2022.101063

Mulyana, A., Briandana, R., & Rekarti, E. (2020). ICT and social media as a marketing
communication platform in facilitating social engagement in the digital era. International
Journal of Innovation, Creativity and Change, 13(5), 1-16.

Myers, S.A., Sharma, A., Gupta, P., & Lin, J. (2014). Information network or social network? The
structure of the twitter follow graph. In Proceedings of the 23rd International Conference on
World Wide Web (pp. 493—498), 7-11 April, Seoul, Korea.

Nadkarni, S. (2019). Conclusions: Expo 2020 and its impact on Dubai. Worldwide Hospitality and
Tourism Themes, 11(3), 341-345.

Netlytic: Software for Automated Text and Social Network Analysis. Available online:
https://netlytic.org/ (accessed on 1 August 2024).

Nuseir, M. (2019). The impact of electronic word of mouth (e-WOM) on the online purchase
intention of consumers in the Islamic countries—A case of (UAE). Journal of Islamic
Marketing, 10(3), 759-767.

Pencarelli, T. (2019). The digital revolution in the travel and tourism industry. Information
Technology & Tourism, 22, 455-476.

Perelygina, M., Kucukusta, D., & Law, R. (2022). Digital business model configurations in the travel
industry. Tourism Management, 88, 104408.

Pfalz, L. (2021). How The Expo 2020 Dubai is Making Accessibility a Priority. Travel Pulse.
Available online: https://www.travelpulse.com/news/features/how-the-expo-2020-dubai-is-
making-accessibility-a-priority.html (accessed on 1 August 2024).

Phillips, M., & Lu, J. (2018). A quick look at NVivo. Journal of Electronics Resources
Librarianship, 30(2), 104—106. https://doi.org/10.1080/1941126X.2018.1465535.

146



Baquero (2024), Johti, 6(2), 130-148

Pike, S., Pontes, N., and Kotsi, F. (2021). Stopover destination attractiveness: A quasi-experimental
approach. Journal of Destination Marketing and Management, 19(4), 100514.

Pour, R., Darani, H., & Rahnama, A. (2020). Electronic word of mouth as a motivation tool in
searching, using information and travel decision: An empirical study in Shiraz. International
Journal of Tourism & Hospitality in Asia Pacific, 3(2), 1-12.

Roztocki, N., Soja, P., & Weistroffer, H. (2019). The role of information and communication
technologies in socioeconomic development: Towards a multi-dimensional framework.
Information Technology for Development, 25(2), 171-183.

Seitzhanova, A. (2018). The impact of Astana Expo2017 on tourist destinations. Athens Journal of
Tourism, 5(4), 305-316.

Sharma, S., Stranjancevi¢, A., & Kleber, D. (2019). The effects of hosting events on destination
branding: Dubai Expo 2020. KINERJA, 23(2), 91-102.

Sheikh Mohammed Centre for Cultural Understanding. Available online: https://www.cultures.ae/
(accessed on 1 August 2024).

Silaa, V., Masui, F., & Ptaszynski, M. (2022). A method of supplementing reviews to less-known
tourist spots using geotagged tweets. Applied Sciences, 12(5), 2321.

Taryadi, A., & Miftahuddin, M. (2021). The role of mediation electronic word of mouth (e-WOM) in
relationship quality of services and tourism products against visiting decisions. Journal of
Economics Research and Social Sciences, 5(1), 64—76.

Tbinder. Available online: https://www.tweetbinder.com/ (accessed on 1 August 2024).

Vij, M., Upadhya, A., Vij, A., & Kumar, M. (2019). Exploring residents’ perceptions of mega event-
Dubai Expo 2020: A pre-event perspective. Sustainability, 11(5), 1322.

Visit Dubai. Available online: https://www.visitdubai.com/ (accessed on 1 August 2024).

Visit Dubai INN [@VisitDubai IN]. (03.03.2022). Indian Actor & Film Producer @beingsalmankhan
visited the India Pavilion at @expo2020dubai It’s NOW OR NEVER! Only Until 31 March
2022. X. https://x.com/VisitDubai IN.

Xu, H., Cheung, L., Lovett, J., Duan, X., Pei, Q., & Liang, D. (2021). Understanding the influence of
user-generated content on tourist loyalty behavior in a cultural world heritage site. Tourism
Recreation Research, 48(2), 173—187. https://doi.org/10.1080/02508281.2021.1913022

Visit Dubai [@visitdubai]. [X profile]. X: Retrieved 01.08.2024, from https://x.com/visitdubai

Zengin, B. & Seyhanlioglu, H. O. (2019). Destinasyon Pazarlamasinin Yerel Kalkinmaya Etkileri:
Sanliurfa Ornegi. Journal of Tourism and Gastronomy Studies, 7(4), 2977-2992.

Zhang, Y., Gao, J., Cole, S., & Ricci, P. (2020). How the spread of user-generated contents (UGC)
shapes international tourism distribution: Using agent-based modeling to inform strategic
UGC marketing. Journal of Travel Research, 60(7), 1469—1491

About Author

Asier BAQUERQO /asier.baquero@unir.net

Professor at UNIR University, accredited by the Spanish ANECA, with a wealth of prior lecturing experience at
universities including UCAM, Les Roches Marbella, Zaragoza Hotel Management School (Spain), University Ciego de
Avila, University Central Las Villas (Cuba), Westford University College (UAE), and Amity University (Dubai &
India). Active as a reviewer for several indexed journals, contributing expertise and insights to the academic
community.

147

Ot



Baquero (2024), Johti, 6(2), 130-148

ETHIC STATEMENT FORM

Research Support Information: This research has received no funding from any source.

() Ethics committee approval was required.

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

() Since the data were collected before 2020, ethical committee approval was not obtained.

( X') The method used in the study does not require ethics committee approval.

Contribution Rate of Author(s)

1. Author: 100%

Informed Consent Form: N/A

148

Ot




Journal of Hospitality and Tourism Issues
6(2), 149-164
Makale Tiirii/Article Type

ol @
LA
t:{"g/;_"::_h Oht I Arastirma Makalesi/ Research Article
' ' Gelis/Kabul-Received/ Accepted

21/09/2024- 17/11/2024

Science is love, love requeries honesty

Traditional and Complementary Medicine in Health Tourism: Cupping and

Leech Therapy Case from Kayseri!
) Nihat CESMECi 2 2’ Fadime DEMIRTEPE 3

Abstract

The primary objective of this research is to investigate the potential of traditional and complementary
medicine (T&CM) practices, especially cupping and leech therapy, in the context of health tourism. The
research aims to ascertain the extent of tourist mobility on national and international levels related to these
two practices and identify potential future trends in this field. First, a literature review was undertaken to
figure out the role of cupping and leech therapies in health tourism, which informed the development of the
qualitative study research design. Subsequently, a semi-structured interview was employed to collect data
from twelve health professionals, mostly working in T&CM units within hospitals in Kayseri. Findings
obtained after content analysis demonstrate a growing interest in cupping and leech therapy as T&CM
practices in health tourism, particularly after the COVID-19 pandemic. The study noted that most health
tourists coming to Kayseri for these therapies are expatriates or regional tourists rather than international
tourists traveling specifically for these treatments. Based on findings, the study suggests that growth in this
area depends on better promotion of these therapies which can also be seen as intangible cultural heritage.
Additionally, the findings indicate that T&CM practices, including acupuncture, ozone therapy, homeopathy,
and phytotherapy, could have significant potential to contribute to the future development of health tourism.
Keywords: Health Tourism, Traditional and Complementary Medicine, Cupping, Leech Therapy, Kayseri
JEL Kodu/Code: L83.

Saghk Turizminde Geleneksel ve Tamamlayic1 Tip: Kupa ve Siiliik Uygulamalar1 Kayseri Ornegi
Ozet

Bu aragtirmanin temel amaci, basta kupa (hacamat) ve siiliik tedavileri olmak {izere, gelencksel ve
tamamlayici tip uygulamalarinin saglik turizmi baglamindaki potansiyelini aragtirmaktir. Arastirma, bu iki
uygulamayla ilgili ulusal ve uluslararasi diizeyde turist hareketliliginin boyutunu tespit etmeyi ve bu alanda
gelecekteki potansiyel egilimleri belirlemeyi amaglamaktadir. Ilk olarak, kupa ve siiliik tedavilerinin saglik
turizmindeki roliinii belirlemek i¢in literatiir taramasi yapilmis ve buna dayali olarak nitel arastirma tasarimi
gelistirilmistir. Daha sonra, ¢ogunlugu Kayseri'deki hastanelerin geleneksel ve tamamlayici tip (GETAT)
birimlerinde c¢alisan on iki saglik profesyonelinden yari yapilandirilmig goriisme teknigi ile birincil veri
toplanmustir. Icerik analizi sonrasinda elde edilen bulgular, 6zellikle COVID-19 pandemisi sonrasinda saglik
turizminde geleneksel ve tamamlayici tip uygulamalar1 olan kupa ve siilik tedavilerine artan bir ilgi
oldugunu gostermektedir. Bu tedaviler i¢in Kayseri'ye gelen saglik turistlerinin ¢gogunun, bu tedaviler igin
ozellikle seyahat eden uluslararasi turistlerden ziyade, gurbetgiler veya yerli turistler oldugu belirlenmistir.
Bulgulara dayanarak, bu alandaki gelismenin, somut olmayan kiiltiirel miras olarak da goriilebilecek bu iki
terapinin daha iyi tanitilmasina bagli oldugu tespit edilmistir. Ayrica bulgular, akupunktur, ozon tedavisi,
homeopati ve fitoterapi gibi geleneksel ve tamamlayici tip uygulamalarinin da saglik turizminin geligimine
katki saglayabilecek 6nemli potansiyele sahip oldugunu gostermektedir.
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1. INTRODUCTION

Since the advent of humanity, diseases have manifested in various forms and the historical quest to
combat these ailments paved the way for the emergence of traditional therapeutic modalities, which
have been shaped by an array of factors, including insights gleaned from nature, religious tenets,
cultural norms, and lived experiences (Biger & Yalgin Balgik, 2019; Talhaoglu, 2021). Even though
the average life expectancy at birth is on the rise today (Gulland, 2016), the utilization of traditional
and complementary medicine (T&CM) practices has proliferated on a global scale for a multitude
of reasons. These include the emergence of novel diseases, the escalating treatment expenses,
skepticism surrounding the use of pharmaceuticals in conventional medicine, and the desire to
circumvent the adverse effects of pharmaceuticals (Yiikselir Alasirt & Yalgin Balgik, 2022).
Notably, there has been a significant increase in the demand for T&CM practices, particularly
during and in the aftermath of the global pandemic caused by the SARS-CoV-2 virus. This is
evidenced by studies that indicate a substantial rise in the utilization of such practices during the
initial phase of the pandemic (Portella et al., 2020; Paudyal et al., 2021). Consequently, over the last
quarter century, T&CM has become an increasingly popular alternative option in global healthcare.
For example, Pan et al. (2012) examined complementary and alternative medicine use in some
developed countries. Their findings revealed that in 2002 in the USA, 33.4% of the population used
these methods and by 2010, the usage rate had reached 60%. In Germany, the adult population
using these methods was 32% in 1997, by 2011 this rate had reached 91% of the total population.
Al-Bedah et al. (2013) found that in the Qassim province of Saudi Arabia, approximately 325
million dollars are spent annually on the purchase of T&CM services and products. However, it can
also be stated that T&CM practices are becoming an important attraction for tourists engaged in
health tourism (Naaz & Khan, 2016; Ebrahim & Ganguli, 2019) and even cultural tourism (Masoud
et al., 2019; Peng et al., 2023). For instance, in a comparative analysis of gaining a competitive
advantage in the global medical tourism market, Ebrahim and Ganguli (2019) attribute India's
success to its low-cost strategy and diversification of healthcare services combining traditional and
modern medical practices. Tosun et al. (2020) posited that T&CM practices can be regarded as a
by-product with the capacity to bolster health tourism and that they can contribute to health tourism
if implemented correctly. Additionally, they emphasize that Tiirkiye’s richness in medicinal plants,
the prevalence of physicians certified in T&CM practices, and the relative affordability of these
practices compared to other countries suggest that tourists may have a unique experience using
these services in Tiirkiye. Similarly, Tuna (2021) states that Tiirkiye has significant potential for
both domestic and foreign T&CM tourism.

Following these assessments, this study aims to examine the health tourism potential of T&CM
practices, with a special focus on cupping and leech therapy. Additionally, the research seeks to
evaluate these two T&CM methods to ascertain the extent of tourist mobility in this field and
identify potential future trends. In this study cupping and leech therapies were chosen as research
subjects because they have historical roots in Anatolian culture and can be seen mostly as part of
the local cultural heritage, attracting health tourists. Kayseri was selected as a research area because
it's an emerging health tourism destination and the foundation of the Anatolia Health Tourism
Association (ASTUDER) is a significant indicator of the institutionalization of health tourism in the
city. Additionally, the growing body of academic literature on health tourism in Kayseri, as
observed by Cesmeci and Ertan (2023), further substantiates this claim. Given the scarcity of
empirical studies on T&CM in health tourism, it is anticipated that the research will make a notable
contribution to this field.
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2. CONCEPTUAL FRAMEWORK

2.1. Traditional and Complimentary Medicine

Jiang et al. (2019) describe traditional medicine as one of the most significant disciplines in human
history, and as an experiential medical technology, developed through a continuous process of
practice, integration, and re-practice. World Health Organization (2024) defines traditional
medicine as “the sum total of the knowledge, skill, and practices based on the theories, beliefs, and
experiences indigenous to different cultures, whether explicable or not, used in the maintenance of
health as well as in the prevention, diagnosis, improvement or treatment of physical and mental
illness”. In some countries, interchangeably with the "traditional medicine" term, the terms
"complementary medicine" and "alternative medicine" are used. According to World Health
Organization (2019) “complementary medicine” and “alternative medicine” terms describe a
diverse range of healthcare practices that are not aligned with a given country's traditional or
conventional medicine and not fully incorporated into the dominant healthcare system. As
Mollahaliloglu, et al. (2015) note, in Tiirkiye, these terms have been used interchangeably for a long
time but, in recent years, the concept of “Traditional and Complementary Medicine” has been
widely used to describe this kind of practices. Today the term "Traditional and Complementary
Medicine” (T&CM) is globally used to refer to both “traditional medicine” and “complementary
medicine”, thereby encompassing products, practices, and practitioners associated with both terms
(WHO, 2019).

As stated in the WHO Global Report on Traditional and Complementary Medicine 2019, there has
been a notable and consistent improvement in T&CM on a global scale in recent years. WHO
member states following the WHO Traditional Medicine Strategy 2002—2005 and 20142023, are
implementing measures to advance the promotion of T&CM and to guarantee its suitable
incorporation into their existing health systems (Burton et al., 2015; WHO, 2019). In parallel with
these global developments, Tiirkiye has also witnessed significant changes. The Department of
T&CM Practices was constituted in 2012 as a division of the General Directorate of Health
Services. In 2014 the T&CM Institute was established, and the "T&CM Practices Regulation" was
issued (Ciftci, 2019). The certification of T&CM practitioners began, the centers where these
practices can be performed, and the characteristics of the personnel who can perform these practices
were determined (Tosun et al., 2020; Parlakpinar & Polat, 2020; 2021). Currently, 79 T&CM
application centers (GETAT centers) offer 14 distinct types of T&CM practices in hospitals
affiliated with the Ministry of Health or university hospitals across Tiirkiye (Ozcan, 2024).
Additionally, numerous private medical clinics and private hospitals, offer T&CM services
provided by certified professionals. The 14 T&CM practices certified by the Ministry of Health are
the following: Acupuncture, Cupping, Ozone, Phytotherapy, Hypnosis, Leech therapy,
Mesotherapy, Apitherapy, Prolotherapy, Homeopathy, Music Therapy, Larvae Application,
Osteopathy, and Reflexology. According to data from the Republic of Tiirkiye Ministry of Health,
23712 health professionals in Tiirkiye have certificates in these 14 different T&CM practices, with
the highest proportion of cupping certificated professionals - 6378 (26.9%). Although the number of
leech therapy certified specialists is relatively low with 1792 (7.6%) professionals, it is among the 5
most common certified T&CM practices in Tiirkiye (Ozcan, 2024).

2.2. Cupping Therapy (Hijama)

Cupping, or “Al-hijamah” in Arabic, is an ancient and holistic method widely used for the treatment
of various diseases, for more than five thousand years (Okumus, 2016). Although the historical
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origin of cupping therapy is a matter of debate, El Sayed et al. (2013) state that the Assyrians first
applied this method using animal horns and bamboo around 3500 BC. The fact that near Kayseri,
Assyrian trade colony named Kanesh (Kiiltepe) was founded in the second millennium BC
(Kulakoglu, 2011), suggests that this treatment method may have been brought and used here as
well. The first documented use of cupping was in 1550 BC by Egyptian and Chinese medical
practitioners (Igbal & Ansari, 2013; Qureshi et al., 2017) but different civilizations have contributed
to the historical development and continuation of this treatment (Qureshi et al., 2017). The pioneer
of modern medicine Hippocrates (460 BC-370 BC), distinguished between two forms of cupping:
dry and wet. Galen (129-216 AD) was one of the practitioners of these two methods (Igbal &
Ansari, 2013; Qureshi et al., 2017). Dry cupping aims to increase blood circulation by creating a
regional vacuum in the body (Nayab et al., 2017; Ciftci, 2019). Wet cupping is an application
performed by creating incisions at certain body points and removing bad blood and impurities from
the body. It involves firstly cleaning an area with disinfectants and attaching glass or bamboo cups,
creating a vacuum with fire support (El Sayed et al., 2013, Ciftci, 2019). The cups are mostly
applied to areas with pain or mainly to the interscapular area (area between shoulder blades),
frequently targeted due to proximity to key anatomical structures and energy meridians in
traditional medicine (Ghods et al., 2016). Typically, a wet cupping session takes about 20 minutes
(Al-Bedah et al., 2016; Al-Bedah et al., 2019) and the healing time of small incisions made during
the procedure can vary based on individual factors such as skin type and overall health. Generally,
they heal within a few days to three weeks (Al-Rubaye, 2012). It is recommended to avoid protein
intake two days before and two days after wet cupping and is generally applied on the 17th, 19th,
21st, and 23rd days of the lunar calendar due to changes in blood pressure according to the
gravitational force of the moon (Okumus, 2016: 372). In Islamic culture, cupping is most associated
with wet cupping. This practice has a longstanding history and is a common form of treatment in
Islamic communities because specifically mentioned and encouraged by the prophet Muhammad
(El Sayed et al., 2013; Al-Bedah et al., 2011).

Since it has been practiced in the Anatolian peninsula for centuries, cupping is among the most
frequently used T&CM practices in modern Tiirkiye. As mentioned above, today in Tiirkiye there’s
a legal framework for cupping therapy prepared by the Ministry of Health in 2014 (Ciftci, 2019).
According to Regulation on T&CM Practices, cupping is used to strengthen the immune system in
patients without an organic disorder, in the treatment of fibromyalgia syndrome, in cases such as
chronic pain, joint movement limitation, morning stiffness, fatigue related to rheumatic diseases,
mechanical pains of the musculoskeletal system, knee pain (osteoarthritis, etc.), headaches without
organic causes such as migraine and tension headache, non-organic sleep disorders, nausea,
vomiting, constipation related to digestive system diseases, pain due to neuralgia and hiccups due to
paralysis, fatigue, aphasia (Traditional and Complementary Medicine Practices Regulation, 2014).

2.3. Leech Therapy (Hirudotherapy)

Leech therapy, also called hirudotherapy has a history of thousands of years and is used today as a
complementary and supportive treatment method. It is an application using sterile leeches, applied
to reduce pain in degenerative joint diseases, lower extremity varicose vein diseases, and lateral
epicondylitis (Traditional and Complementary Medicine Practices Regulation, 2014). Leech species
of the genus Hirudo can be used for medical purposes (Godekmerdan et al., 2011) and
approximately 15 of these species are widely used in therapies (Kii¢iik & Yaman, 2019). During the
application, pain is felt in the first bite, then pain is not felt due to the anesthetic effect released by
the leech. The duration of treatment lasts between 20-60 minutes on average, during which time a
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leech can suck 5-15 ml of blood. Leeches secrete a complex mixture rich in biologically active
substances during blood-sucking. This mixture in the saliva of the leech is known to reduce
inflammation and pain in joint movement (Ayhan & Mollahaliloglu, 2018). Leech therapy aims to
keep the biological fluids in the body in balance by expelling the diseased formations through
leeches (Singh, 2010).

The historical development of leeches' therapeutic use is unclear, but recorded use can be traced
back to ancient Egyptian civilization. Around 1500 BC paintings depicting the application of
leeches are found in the tombs of pharaohs (Munshi et al., 2008; Parlakpinar & Polat, 2021).
Nicander of Colophon, who lived in Anatolia in the 2nd century BC (Munshi et al., 2008), and
Themison of Laodicea, who lived in present-day Syria in the 1st century BC, are mentioned as the
first to use leeches for therapeutic purposes (Hyson, 2005). Galen also supported leech treatment.
Ibn Sina mentioned in his work "EI Kanun Fi't-Tibb" that leeches suck blood much deeper and are
more effective than the wet cupping method and provided details on treatment and application
methods (Munshi et al., 2008). Leeches were extensively used for therapy in 19th-century Europe.
In France, demand exceeded supply, leading to the importation of over 41 million leeches in 1833
(Hyson, 2005). Similar shortages were recorded at the Ottoman Palace in 1860 (Baran, 2013).
Although the use of leech therapy gradually decreased in the early twentieth century, with the
discovery of the substance "hirudin" in leech secretion, became widespread again and its application
has expanded in numerous fields, along with modern medicine (Godekmerdan et al., 2011; Unal &
Erol, 2022).

2.4. Cupping and Leech Therapy in Health Tourism

Although there are several studies on the use of T&CM medicine in health tourism, the number of
studies on the use of cupping and especially leech therapy in health tourism is quite limited. A
scoping review conducted by Majeed et al. (2017) to investigate the evolution of medical tourism
and the demand for T&CM methods indicates that medical and wellness treatments, when coupled
with tourism alternatives, represent a comprehensive travel motivation for healthcare consumers.
They posit that a robust medical tourism system can be established by integrating natural
treatments, conventional medicine, and T&CM, with tourism services. In another study, Majeed and
Kim (2022) conducted a comprehensive review of the literature to identify new trends in wellness
tourism. Identically, they found that tourists expect wellness tourism to offer a triple mix of
conventional medical treatments, alternative medical treatments (T&CM), and destination
attractions as components of wellness tourism to improve their health and well-being. Similarly,
Deniz et al. (2021) emphasized that countries could contribute to the advancement of health tourism
if they established reliable and effective T&CM practices.

In a study on the application of ethical principles in the implementation of complementary medicine
in health tourism, Krsti¢ and Zivanovi¢ (2020) conclude that the potential of complementary
medicine in this context remains largely underexplored in Serbia. Krsti¢ et al. (2020) examining the
attitudes of spa tourists toward complementary medicine, explored the potential for its integration
into spa services. They found that complementary medicine is a crucial element in the sustainable
development of health tourism in spa destinations in Serbia and that its implementation has the
potential to enhance tourists' visiting motivations. A similar study was conducted in Tiirkiye by
Buluk Esitti and Giizel (2020) with 212 participants, who had visited thermal facilities and
benefited from cupping at least once. It was determined that the participants perceived cupping as a
complementary treatment method without adverse effects. It was posited also that this therapy can
be used in thermal facilities and can be regarded as a means of enhancing product diversity in health
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tourism (Buluk Esitti & Giizel, 2020). In Egypt, Saad (2015) conducted interviews with officials
from Ministry of Health and collected data from 150 physicians by a questionnaire to analyze
cupping therapy in terms of health tourism. According to the findings of the study, cupping therapy
is practiced mostly illegally by doctors in private clinics and even in homes by illiterate people.
Saad (2015) emphasizes that the government should focus on providing tourists with a safe and
authentic experience by revitalizing the practice of cupping as a creative solution to develop health
tourism. Majeed et al. (2019) aimed to investigate the effect of dry cupping therapy on the wellness
and quality of life of health tourism travelers in Pakistan. A questionnaire was administered to 187
participants before and after cupping. According to the results of the study, dry cupping can
positively affect the physical and psychological health perceptions of health tourism travelers and
improve their health and overall quality of life. Elassal et al. (2024), based on a document review,
examined the cupping therapy as documented in the manuscripts and miniatures of two 15th-
century Muslim physicians from the Ottoman Empire and Andalusia. Exploring the historical
application of cupping as a heritage medical treatment still used in Muslim culture, they proposed
that it can be used for sustainable health tourism.

3. METHOD
3.1. Purpose and Design

This research aims to determine the role of traditional and complementary medicine in today's
health tourism sector, focusing on cupping and leech therapies, and thus projecting potential future
developments in this field. A qualitative research design was deemed the most suitable
methodology to pursue the specified research objective. Kayseri was selected as a study area
because it represents an emerging health tourism destination within Tiirkiye, boasting a variety of
diverse cultural and natural tourist attractions and situated close to a well-known tourist destination,
namely Cappadocia (Akin & Orhan, 2024). Kayseri’s health tourism is experiencing sustained
growth with its numerous private and public health institutions, direct international flights, and
affordable high-quality health services (Cesmeci, 2022). Furthermore, according to the report
prepared by Bayram and Akkiilah (2020), the legal status given to T&CM practices is seen as an
opportunity for the future development of health tourism in Kayseri because, for some health
tourists, these treatments are characterized as must-try experiences not available in their own
countries.

3.2. Research Questions

To achieve the research objective, a qualitative case study research design with the following
research questions was developed:

RQ 1. Are cupping and medicinal leech therapy (hirudotherapy) becoming more popular
worldwide?

RQ 2. Are there any tourists (patients) traveling to Kayseri from abroad or from other
provinces for cupping or leech therapy?

RQ 3. Could there be an increase in the number of foreign tourists coming to Kayseri for
cupping and leech therapy in the future?

RQ 4. Which other traditional and complementary (or alternative) medicine practices could
become widespread and contribute to the future development of health tourism?
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3.3. Sampling and Data Collection

The study's research population consisted of clinical and non-clinical health professionals in
Kayseri who had the opportunity to observe the tourist/patient flow and meet and interact with
individuals coming for T&CM procedures. Before initiating the data collection process, approval
was obtained from the Ethics Committee of a state university (Application Number: 538) on 26
December 2023. A maximum variation (heterogeneity) sampling type of purposeful sampling
approach was employed as a sampling method. Purposeful sampling requires the involvement of
key informants in the field, as they can provide a substantial amount of knowledge (Schreier, 2018).
Furthermore, the maximum variation sample can be constructed by identifying the key dimensions
of variation and locating cases or individuals that vary from each other as much as possible along
those dimensions (Suri, 2011). Dimensions or factors that could lead to variation in our study along
with the age and gender of interviewees were their working positions (physicians/nurses/medical
secretaries, etc.), and the types of hospitals (state/university/private etc.) they work in. There are
various views about the sample size of qualitative research. Francis et al. (2010) propose an initial
sample size of 10 cases/units, after which if the degree of saturation is not reached, new cases must
be added, and the degree of saturation re-examined. Guest et al. (2006) identified the point of
saturation in their study to occur within the initial 12 interviews, although the fundamental
components of themes were present as early as after the sixth interview. In another study examining
25 in-depth interviews, Hennink et al. (2017) found that code saturation was reached with 9
interviews. They point out that when the research question is narrow, saturation can be reached with
fewer interviews, while broader questions may require more extensive sampling (Hennink et al.,
2017). Malterud et al. (2016) suggest that sampling strategies that focus on new knowledge gained
from qualitative interview studies may be more beneficial than those solely focusing on participant
count. Based on these views, our sampling process continued until the saturation point was reached
at 12 participants.

Data were gathered with semi-structured interviews. Considering the literature and aim of the study,
four open-ended interview questions were derived from research questions and aligned with them.
Face-to-face interviews were conducted between January 8 and 31, 2024 and each lasted an average
of 10 minutes. Interviews involved three phases. The first phase outlined the research's aim and the
importance of respondent privacy, stating that personal information would only be used for
scientific purposes. In this phase, the participants were also asked to sign a previously prepared
informed consent form. The request for a voice recording was also made, but most of the
respondents didn't agree and the author took notes. The second phase included demographic
questions about respondents' age, gender, and job position. The principal third phase comprised four
open-ended questions to address the study's objective.

3.4. Data Analysis

Thematic content analysis using MAXQDA 2020 was conducted to analyze the data. Data collected
from the interviews were coded thematically to extract themes and subthemes derived from the
research objectives, as suggested by Walters (2016). The codes were generated through a
meticulous line-by-line examination of each interview, employing an inductive and deductive
(hybrid) coding approach proposed by Fereday and Muir-Cochrane (2006). To guarantee rigor and
credibility, each researcher read and reread the interview transcripts, analyzed the data
independently, and extracted codes separately, thus fulfilling investigator triangulation (Archibald,
2015).
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4. FINDINGS

Examination of the demographic characteristics of the interview respondents indicates that most of
them are middle-aged health professionals, with an equal distribution of males and females. One of
the interviewees was a health tourism association executive while the other 11 were physicians,
nurses, or administrative staff of T&CM units from four different hospitals in the city (Table 1).

Table 1. Demographic Characteristics of Participants

Participant Gender Age Position and Type of Organization

P1 Male 48 Laboratory Technician at the T&CM Unit of a Hospital A
P2 Female 47 Responsible Physician at the T&CM Unit of a Hospital A
P3 Female 38 Medical Secretary at the T&CM Unit of a Hospital A

P4 Male 48 Medical Secretary at the T&CM Unit of Hospital B

P5 Female 47 Nurse at T&CM at the T&CM Unit of Hospital B

P6 Male 50 Physician at the T&CM Unit of Hospital B

P7 Male 50 Physician at the T&CM Unit of Hospital C

P8 Female 46 Nurse at the T&CM Unit of Hospital C

P9 Female 48 Physician at the T&CM Unit of Hospital C

P10 Male 40 Deputy Chief Physician of a Hospital C

P11 Female 33 Nurse at the T&CM Unit of Hospital D

P12 Male 53 Health Tourism Association Executive
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Figure 1. Codes of Answers Related to the Popularity of Cupping and Hirudotherapy

The analysis results of the interview data regarding the global popularity of cupping and
hirudotherapy reveal that most respondents (83,3%) perceive these two T&CM practices to be
increasing in popularity on a worldwide scale (Figure 1). However, 3 respondents (25%) indicated
that they don’t perceive a global increase in popularity, at least in Europe. There’s almost equal
agreement on the growing popularity of both methods with a significant percentage of the
respondents (16,7%) stressing that especially after the Covid-19 pandemic there’s a rise in the
popularity of these practices. Three respondents (25%) highlighted the prevalence of these T&CM
practices in the Far East and the Middle East, emphasizing their historical roots in these regions.
Some of the interviewees mentioned that they heard about the popularity of these methods from
patients themselves (16,7%), reflecting direct feedback from individuals seeking these treatments.

As seen in Figure 2, the analysis results concerning the existence of tourists coming for these two
T&CM therapies to Kayseri indicate that there are no instances of foreign tourists coming
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specifically for them. However, over half of the participants (58,3%) reported the presence of
foreign tourists coming for these therapies, predominantly, expatriates living abroad and visiting
Kayseri as part of VFR (Visiting Friends and Relatives) travel rather than specifically for health
tourism purposes. Multiple participants (75%) mentioned tourists traveling regionally to Kayseri,
especially for these treatments. Additionally, some participants emphasized that tourists from
neighboring provinces particularly prefer Kayseri for these treatments because they are carried out
under the supervision of certificated doctors (8,3%) and in a safe hospital environment (16,7%),
which increases the reliability and attractiveness of these procedures. It must be noted that two
participants (16,7%) contradicted all others, one stating that no local tourists, and the other one
stating that no foreign tourists come for these therapies.

O

Are there any tourists coming for cupping or hirudotherapy? (0)
T

e M :
] \ ~
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Yes, ther;e/are some foreign tourists (7) g, @
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] "
Not coming specifically for these therapies (7) @

@ Because procedures are under the control of a doctor (1)

Because of a reliable hospital environment (2)

Figure 2. Codes of Answers Related to Health Tourists Coming to Kayseri for Cupping or Hirudotherapy
The analysis of interview data on the potential for an increase in health tourism related to cupping
and hirudotherapy in Kayseri suggests mixed perspectives (Figure 3). Most of the respondents
(66,7%) believe that there is a potential for a future increase. This optimism is primarily based on
factors such as the presence of a reliable healthcare environment and growing interest in T&CM.
Respondents highlighted several conditions that could drive this increase including the promotion
of therapies, positive word-of-mouth of patients who have recovered through these therapies, and an
evidence-based approach to T&CM that may attract tourists, particularly from regions where
healthcare decisions are more dependent on scientific validation. Despite the optimism, one-third of
respondents (33,3%) expressed skepticism about a future increase in health tourism for these
therapies. Concerns include the current lack of promotion, the global availability of these therapies,
and the insurance coverage barrier. T& CM expenses may not be covered by health insurance in
many countries, which could deter international patients from seeking these therapies abroad.

The interview data analysis revealed several T&CM practices that have the potential to become
prevalent and contribute to the expansion of health tourism (Figure 4). The most frequently
mentioned practices by respondents include acupuncture, ozone therapy, homeopathy, and
phytotherapy. More than half of the respondents emphasized the potential of the popularity growth
of acupuncture and ozone therapy practices, citing the existing global acceptance and proven
therapeutic benefits of acupuncture, and identifying ozone therapy as innovative and potentially
appealing to a health-conscious tourist base. Several respondents indicated that homeopathy and
phytotherapy (herbal medicine) could see broader applications and contribute to health tourism, due
to growing global interest in complementary medicine circles and the increased interest in natural
and plant-based treatments. Apitherapy (bee-related therapies), aromatherapy, hydrotherapy,
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hypnotherapy, PRP (platelet-rich plasma) therapy, reflexology, and yoga therapy were each
mentioned by individual respondents, suggesting a broader range of practices that could contribute
to future development depending on market trends and patient preferences.

]
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these therapies possible in the future? (0)
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over the world (1)
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become evidence- @ @
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Figure 3. Codes of Answers Related to the Potential for Future Increase in the Number of Health Tourists
Coming for Cupping or Hirudotherapy
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Figure 4. Codes of Answers Related to the Types of T& CM practices that could become widespread and
contribute to the future development of health tourism

5. DISCUSSION

The findings of this study indicate a growing interest in cupping and leech therapy as T&CM
practices within health tourism. Health professionals interviewed, perceived an increasing trend in
the popularity of these therapies globally, especially after the COVID-19 pandemic. This trend is
consistent with previous research indicating a worldwide rise in the use of T&CM therapies, driven
also by cultural affinity, perceived safety, and the holistic health benefits of these practices (Jiang et
al., 2019; Liang et al., 2021). Another important finding of this study is that most health tourists
coming to Kayseri for these therapies are expatriates or regional tourists rather than international
tourists traveling specifically for these treatments. This finding reveals that while cupping and
hirudotherapy contribute to health tourism in Kayseri, they are not the primary draw for most
tourists. Our findings also indicate that there is optimism about the potential for increased cupping
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and hirudotherapy-related health tourism in Kayseri, but growth is likely to depend on better
promotion and scientific validation of outcomes of these therapies. However, the global availability
of these therapies and lack of insurance coverage could limit this growth potential. These findings
align with the research by Krsti¢ and Zivanovi¢ (2020) and Zararsiz (2022) who observed that the
potential of T&CM in health tourism remains underutilized. Both studies indicate that while there is
a strong foundation for promoting T&CM in health tourism, effective marketing and international
promotion are necessary to capitalize on this potential. The findings also suggest that there is a
growing interest in some other T&CM practices, such as acupuncture, ozone therapy, and
phytotherapy, which could potentially contribute to the expansion of health tourism in Kayseri. This
aligns with the findings of Majeed and Kim (2022), who identified acupuncture and herbal
medicine as key drivers of wellness tourism in East Asia. The potential for these therapies to attract
health tourists, particularly those seeking natural and holistic treatments, should not be
underestimated.

6. CONCLUSION, IMPLICATIONS, LIMITATIONS

Cupping and leech therapies have deep historical roots in Anatolia, reflecting centuries-old
practices that have been passed down through generations. These therapies are not merely health
interventions but are also emblematic of Tiirkiye’s rich cultural and medical heritage. The historical
connection of these practices with the region can attract tourists who are not only seeking medical
benefits but are also interested in experiencing authentic cultural traditions. Promoting these
therapies as part of local intangible cultural heritage can provide a compelling narrative for health
tourists. The findings of this study underscore the potential of these two therapies as integral
components of health tourism in Kayseri. It can be suggested that to attract a more diverse
international clientele, Kayseri’s health tourism stakeholders need to focus on promoting the
therapeutic benefits and cultural significance of cupping and leech therapy. The unique potential of
integrating T&CM with regional cultural and winter tourism offerings could attract tourists
interested in many fields: cultural immersion, sports, recreation, wellness, and health. Positioning
these therapies as authentic local experiences, accessible near prominent sites like Cappadocia,
could add depth to the tourism product mix and enhance visitor appeal by offering a wellness
dimension. Developing seasonal packages that combine winter sports in Mount Erciyes with
T&CM experiences and cultural tours of Cappadocia could be a good example of an integrated
marketing strategy for the region. Winter tourism-interested visitors may be more likely to seek
therapies like cupping or leech therapy for relaxation and recovery, especially after skiing or other
outdoor activities. Creating bundled packages for "Winter Wellness Retreats" could attract tourists
during peak seasons and maximize exposure for both health tourism and local culture. Collaboration
of Erciyes ski resort with hospitals, and wellness centers in Kayseri and Cappadocia could also
enable joint offerings, like apres-ski spa treatments that incorporate T&CM practices, encouraging
visitors to extend their stay for relaxation and wellness post-activity. Additionally, as suggested by
Majeed et al. (2017), by integrating these therapies into the broader health tourism offerings,
Kayseri and other health tourism destinations in Tiirkiye can create a unique niche that
differentiates them from other health tourism markets globally. For instance, as proposed by Buluk
Esitti and Giizel (2020), these therapies can be incorporated into wellness packages at thermal spa
resorts. Close to Kayseri, there's a thermal center named Bayramhaci, which is not too active and
popular. Incorporating the Bayramhacit Thermal Center into the integrated marketing strategy for
health, winter, and cultural tourism could provide a boost to the center’s popularity and attract a
more diverse range of tourists. This approach could not only enhance product diversity but also add

159



Cesmeci & Demirtepe (2024), Johti, 6(2), 149-164

value to the existing tourism infrastructure, potentially increasing the length of stay and expenditure
of tourists.

This research contributes to the theoretical framework of health tourism by integrating T&CM
practices such as cupping and leech therapy into the broader context of medical tourism. It supports
the notion that health tourism can benefit from a diverse range of therapeutic modalities, combining
conventional and alternative treatments to meet the growing demand for holistic health services
(Majeed et al., 2017). The findings suggest that cupping and leech therapy could serve as unique
selling points for health tourism destinations and contribute to tourism sustainability.

The study's limitations include its focus on a single geographical location, which may not represent
broader health tourism trends in Tirkiye or other countries. Additionally, while providing in-depth
insights, the qualitative nature of the research limits the generalizability of the findings.
Furthermore, the reliance on interviews with health professionals may introduce bias, as their
perspectives might not fully capture the experiences and motivations of tourists seeking T&CM
treatments. Future research should consider expanding the geographical scope to include multiple
health tourism destinations within Tiirkiye and other countries to provide a comparative analysis of
T&CM practices in health tourism. Quantitative studies involving larger sample sizes of tourists
and patients could provide more generalizable data on the demand and satisfaction levels with
T&CM services. Additionally, exploring the economic impact of T&CM on local health tourism
economies would be valuable. Investigating the role of digital marketing and social media in
promoting T&CM practices to international audiences could also offer practical insights for tourism
practitioners.
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Kirsal Turizmin Gelistirilmesi Kapsaminda Egirdir’in Ev Pansiyonculugu
Potansiyelinin Arastmlmas}ﬂ
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Ozet

Kirsal turizmin bir pargasi olarak ev pansiyonculugu, yerel halkin ekonomik faaliyetlerini ¢esitlendirmede ve
bolgesel kalkinmay1 hizlandirmada énemli bir etken olarak degerlendirilmektedir. Bu turizm modeli, kirsal
alanlarda yerel halkin sahip oldugu evleri turistlere acarak, dogrudan gelir elde etmeleri ve yerel
iriinleri/iiretimleri desteklemeyi amaglamaktadir. Egirdir bolgesinin dokusu korunarak turizmden gelir
edebilmesinin en 6nemli yollarindan birinin bélgede kirsal turizmin gelistirilmesi oldugu diisiiniilmektedir.
Yiiriitilen arastirmada, Egirdir yoresinin ev pansiyonculuguna uygunlugunun arastirilmasi amag¢lanmistir.
Gergeklestirilen ¢aligmada ayrica kirsal turizmin kalkindirilmasinda oOnemli bir islevi olan ev
pansiyonculugunun boélgeye kazandirilmasi igin neler yapilabilir sorusunun cevaplari ortaya c¢ikarilmaya
calisilmistir. Bu amagcla, bolgede bulunan yerel halk ve kamu kurumu ¢alisanlari ile goriismeler yapilmustir.
Arastirmaya 16 goriismeci katilmis olup aragtirma amacina uygun olarak 5 adet agik uglu soru sorulmustur.
Aragtirma sonucunda Egirdir’in dogal ve kiiltiirel baglamda onemli ¢ekiciliklere sahip oldugu ancak
konaklama baglaminda halihazirda yeterli kapasiteye sahip olmadigi tespit edilmistir. Bu baglamda, bolgede
ilgili kurum ve kuruluglar tarafindan ev pansiyonculugu kurslarmin diizenlenmesinin, katilimcilarin talep
ettigi bir durum oldugu belirtilebilir.
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Researching the Potential of Guest House in Egirdir within the Scope of Developing Rural Tourism
Abstract

As a part of rural tourism, guest house is considered as an important factor in diversifying the economic
activities of local people and accelerating regional development. This tourism model aims to open the houses
owned by local people in rural areas to tourists, to generate direct income and to support local
products/productions. It is thought that one of the most important ways of generating income from tourism
by preserving the texture of Egirdir region is the development of rural tourism in the region. In the current
study, it is aimed to investigate the suitability of Egirdir region for guest house accommodation. In the study,
it was also tried to reveal the answers to the question of what can be done to bring guest house, which has an
important function in the development of rural tourism, to the region. For this purpose, interviews were
conducted with local people and public institution employees in the region. 16 interviewees participated in
the research and 5 open-ended questions were asked in accordance with the research purpose. As a result of
the research, it was determined that Egirdir has important natural and cultural attractions, but does not
currently have sufficient capacity in terms of accommodation. In this context, it can be stated that the
organisation of guest house courses by the relevant institutions and organisations in the region is a situation
demanded by the participants.
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1.GIRiS
Kiiresellesme ile birlikte kirsal sosyoekonomik olgular bircok faktérden giderek daha fazla
etkilenmektedir (Marsden vd., 2020). I¢c ve dis faktorler, kirsal alanlara iliskin temel kiiltiirel,
ekonomik, siyasi ve sosyal ilkeleri yeniden olusturmaktadir (Hoggart & Paniagua, 2001). Kirsal
tilketim mekanlar1 giderek geleneksel ticari ekonomilerden daha fazlasina dayanir hale gelmis ve
coklu islevler kazanmistir. Gergekten de bu mekanlar kirsal alanlarin gelisimini, kirsal sosyal

iliskilerin yeniden ingasini, yerel kimliklerin ve kirsal kiiltiirlerin yeniden canlanmasini
kolaylastirmistir (Ma vd., 2022; Bi & Yang, 2023).

Kirsal turizm, ekonomik agidan yerel halk i¢in istihdam olanaklar1 yaratmanin ve hane halki gelirini
artirmanin 6nemli bir parcasi olabilecegi gibi, sosyal faktor degiskenleri agisindan da g¢evrenin
korunmasi, topluluklarin gii¢lendirilmesi ve geleneksel kiiltiirel mirasin korunmasi gibi hususlarda
ciddi 6nem tasimaktadir (McAreavey & McDonagh, 2011). Kirsal kalkinma, kirsal yorelerde
yasayan insanlarin yasam kalitesini iyilestirmek, gelir diizeyini artirmak ve ekonomik cesitliligi
saglamak gibi unsurlar icermektedir. Tarimsal iiretimin artirilmasi, altyapinin gelistirilmesi, dogal
kaynaklarin siirdiiriilebilir kullanim1 ve sosyal hizmetlere erisimin iyilestirilmesi gibi ¢ok yonlii
hedefleri igerir. Ayrica, kirsal turizm, kirsal alanlarda yoksullugun azaltilmasi, egitim ve saglik
hizmetlerine erisimin artirilmasi, sosyal esitsizliklerin giderilmesi, ¢evresel siirdiiriilebilirlik, bolge
ve yore kadininin istthdami gibi amaglara hizmet etmektedir (Gkartzios & Lowe, 2019; Lowe vd.,
2019).

Kirsal turizm, kirsal alanlarin ekonomik, sosyal ve cevresel gelisimine katkida bulunma
potansiyeline sahip bir sektordiir (Ceken, vd., 2007). Kirsal turizm ve siirdiiriilebilir turizm
arasindaki iliski, her iki kavramin da gevresel, sosyal ve ekonomik siirdiirtilebilirligi 6n planda tutan
hedefleri etrafinda sekillenmektedir (Soykan, 2003). Turizm, kirsal g¢evrelerin siirdiiriilebilir
kalkinmasinda kilit bir sektdrdiir. Istikrarli istihdam ve kabul edilebilir diizeyde kar yaratma
yetenegi, yil boyunca turizm faaliyetinin istikrarina baglidir (Martinez vd., 2019). Kirsal turizmin
olumlu yonlerini kesfeden girisimciler, bolgedeki mevcut alternatif kaynaklar1 kullanarak bdlgenin
yerel ekonomisinin kalkinmasina ve kirsal turizme yonelik triinlerin siirdiiriilebilirligine katkida
bulunmaktalardir. Bu noktada devreye, kirsal yorelerde konaklama imkanlarindan birisi olan ev
pansiyonculugu girmektedir. Artan turizm hareketlerine/talebine paralel olarak tatil yorelerindeki
turistik konaklama isletmeleri, oda ve yatak kapasitelerini biiylik oranda arttirmiglardir. Konaklama
kapasitesinin yetersiz oldugu yerlerde 20. yiizyilin ortalarindan itibaren modern turizm anlayisinin
gelismesiyle birlikte ev pansiyonculugu modeli gelisim gostermistir (Akyol, 2012: 80). Bu
baglamda, konaklama sektoriinde de girisimeci kisiler tarafindan alternatif kaynaklar
olusturulmustur. Bolgede bulunan mevcut konaklama tesislerinin talebi karsilayamamasi sonucu
yore halkinin evlerini pansiyona doniistiirmesi ev pansiyonculugu modelini ortaya ¢ikarmistir.

Ev pansiyonculugu, bolgedeki istihdamin arttirilmasi ve yorenin sahip oldugu dogal ve kiiltiirel
degerlerin turizme kazandirilmasinda onemli bir ekonomik acilimdir. Ev pansiyonculugu, kirsal
kalkinma stratejileri icinde dnemli bir yer tutmakta olup stirdiiriilebilir kalkinma agisindan biiyiik
bir potansiyele sahiptir. Yabanci turistlerin kendi kiiltiirlerinden uzak yerleri deneyimlemek
istediklerinde buralarda konaklayarak daha uzun seyahat planlar1 yaptiklari bilinmektedir (Zhang,
vd., 2021). Boylece, s6z konusu ziyaretler yorenin turistik ve kiiltiirel degerlerinin bilinirligini de
olumlu yonde etkilemektedir (Di Domenico & Lynch, 2007). Bu nedenle yerel halk, ev
pansiyonculugunu 6grenerek hem kendi gelirlerine hem de bolge ekonomisine katki
saglayabilmektedir. Kiiltiirel unsurlar ve dogal cekiciliklere dayali turizm faaliyetleri i¢inde 6nemli
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bir konaklama sekli olan ev pansiyonculugu, Egirdir turizmi igerisinde onemli bir bilesen olarak
goriilmektedir. Egirdir her ne kadar turistik degerler baglaminda zengin bir bolge olsa da turizm
yatirimlart baglaminda gelisime agik bir ilgedir. Otel igletmelerinin sabit sermaye yatirimlarinin
olduk¢a yiiksek oldugu diisiiniildiigiinde bu tiir yerlerde alternatif konaklama yaklagimlarinin
olusturulmasi, kisa ve uzun vadede daha karli goéziikmektedir. Bolgeye gelen ziyaretcilerin
konaklama siirelerini uzatabilmek i¢in ev pansiyonculugu Onemli bir alternatif olarak
degerlendirilmektedir. Literatiir incelendiginde farkli arastirma amaclari kapsaminda ev
pansiyonculuguna dair gercgeklestirilen caligmalarin oldugu tespit edilmistir. Akyol (2012)
tarafindan yapilan ¢aligmada kirsal turizmde ev pansiyonculugu modeli degerlendirilmis ve Artvin
baglaminda incelenmistir. Emir ve Kurgun tarafindan (2019) yiiriitilen arastirmada ev
pansiyonculugu baglaminda yasanilan sorunlar Amasra 6zelinde ortaya konulmustur. Unal ve
Demirkol’un (2022) yiirlitmiis oldugu ¢alismada, Airbnb yeni nesil ev pansiyonculugu olarak
degerlendirilerek konuya dair SWOT analizi yapilmistir. Tiirkiye’nin bir¢ok sehrinde
gergeklestirilen ev pansiyonculuguna dair farkli arastirmalarin yapildigi goriilmektedir. Egirdir
bolgesinde ev pansiyonculuguna yonelik herhangi kavramsal veya gorgilil bir arastirmaya
rastlanamamas: yiiriitiilecek olan bu calismanin 6zgiin degerini yansitmaktadir. Ayrica, yiiriitiilecek
olan bu calisma ile Isparta’nin diger ilgeleri i¢in (6rn., Kegiborlu, Siitciiler, Gonen gibi) ev
pansiyonculugu baglaminda &rnek olabilecek bir saha aragtirmasimnin  gercgeklestirilmesi
planlanmaktadir. Yiriitilen arastirmanin temel amaci; Egirdir ydresinin ev pansiyonculuguna
uygunlugunun aragtirilmasidir. Bu amagla, bdlgede bulunan yerel halk ve kamu kurumu ¢alisanlar
ile goriismeler yapilmistir. Boylece, kirsal turizmin kalkindirilmasinda 6nemli bir islevi olan ev
pansiyonculugunun bdlgeye kazandirilmasi i¢in neler yapilabilir sorusunun cevaplar1 ortaya
konulmaktadir.

2. KAVRAMSAL CERCEVE

2.1.Ev Pansiyonculugu Kavrami

Ev pansiyonculugu kavraminin ne oldugu, nasil tanimlandig1 ve nasil degerlendirilmesi gerektigi
konusuna iliskin literatiirde farkli agiklamalar yer almaktadir. Bu nedenle hem akademik hem de
sektorel anlamda ev pansiyonlariyla ilgili yapilan tamimlarda ayriliklar mevcuttur. Ev
pansiyonculugu kavrami iizerine yapilan c¢alismalara bakildiginda “konuk evi” ya da “aile
pansiyonculugu” olarak da ifade edildigi goriilmektedir (Beyhan, 2005; Ceken vd., 2007). Benzer
sekilde yabanci literatiirde de bir¢ok farkli isimlendirmelerin oldugu goriilmektedir. Yabanci
literatiirde ev pansiyonculugu kavraminin “guest house”, “boarding house”, “bed and breakfast”,
“lodging house” ya da “inn”, “hostel” gibi isimler adi1 altinda kullanildig1 gézlemlenmistir (Akytiiz
& Batman, 2017: 204-205). Ev pansiyonculugu, farkli bolgelerde ve kiiltiirel baglamlarda gesitli
isimlendirmelerle anilmaktadir. Konuya dair resmi bir tanimin olmamasi da genel bir tanimin
olusmasin1 daha da giiclestirmektedir. Konuyla ilgili yapilan caligmalardan yola ¢ikarak ev
pansiyonculuguyla ilgili belli standartlarin heniiz olusmadigi ifade edilebilir.

Kisaca ev pansiyonculugu, bir ailenin devamli oturmakta oldugu evi veya odasini1 gerek yerli
gerekse yabanci turiste bir ticret karsilig1 kiraya vermesi olarak ifade edilebilir (Harris, vd., 2007:
393). Ugar’a (2010: 73) gore ise ev pansiyonculugu “yerel halkin kendi evierinde, genellikle yerel
veya bolgesel diizeyde misafir agirlamak amaciyla sunduklar: konaklama hizmetleridir’. Bu tir
konaklama hizmetleri, genellikle turizm amaciyla yapilan kisa siireli konaklamalar i¢in saglanir ve
genellikle daha kisisel bir deneyim sunar. Aile devamli oturmakta oldugu evinin bir veya birkag
odasini turizm mevsimi boyunca normal bir ev diizeni i¢inde pansiyon haline doniistiirmektedir. Bir
apartman katinin veya evin tamamen dosenerek kiralanmasi ev pansiyonculuguna ornek olarak
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verilebilir. Genellikle ev sahibi tarafindan isletilmekte ve yeme i¢cme olanaklar1 bulunmaktadir. Ev
pansiyonculugu, bireylerin kendi yasam alanlarini paylasarak, misafirlerine hem konaklama hem de
yerel kiiltiirii deneyimleme firsati sundugu i¢in 6nemli bir sosyal ve ekonomik etkiye sahiptir
(Akyol, 2012; Emir, 2018). Ev pansiyonculugu, turistlerin otantik bir deneyim yasamasini saglayan,
kisisel ve samimi bir konaklama segenegi olarak dikkat ¢cekmektedir (Harris vd., 2007). Otellerden
farkli olarak, ev pansiyonculugu daha kiiciik ve kisisel 6l¢ekli hizmetlerle, turistlerin rahat ve sicak
bir ortamda kalmalarina olanak tanimaktadir (Akyol, 2012).

1950’11 yillarda ev pansiyonculugu modeli Bartin’da baglamig (Bartin Valiligi, 2008: 94) daha sonra
Alanya, Bodrum, Kapadokya basta olmak tizere Tiirkiye nin bir¢ok yerinde yaygin héle gelmistir.
Tiirkiye’de ev pansiyonculugunun uygulandig: illerden biri Artvin’dir. Ornegin, Akyol (2012) dogal
giizellikleri ve kendini korumus yasam tarzi, yerli ve yabanci turistleri Artvin’e g¢ektigini ifade
etmistir. Artan turist sayisin1 bolgedeki konaklama isletmeleri agirlamak i¢in yetersiz kalinca yerel
halk ev pansiyonculugu yapmaya baslamistir. Ozel (2014) yaptig1 calismasinda Marmaris’te turistik
faaliyetlerin, 1960’l1 yillarda ev pansiyonculugu ile basladigini ifade etmistir. O donemlerde
Marmaris’e gelen az sayidaki turist, konaklama tesisi olmadig1 i¢in Marmaris’teki yerel halkin
evlerinde agirlanmistir. Turistik yerlerden Alanya’da ve Bodrum’da 1960 yilinda, Side’de ise 1975
yilinda ev pansiyonculugu uygulanmaya baslamistir. Ev pansiyonculugunun gelismeye basladigi
diger bir ilce olan Beypazari’'nda 1999°da tarihi konaklarin restore edilmesi ile baslayan turizm
hareketi hem il¢e ekonomisine hem de sosyal ve kiiltiirel yasamina katki saglamistir (Asan &
Yilmazdogan, 2012). Boylelikle Tiirkiye’de evlerini pansiyona ceviren kisi sayisinda dnemli bir
artis olmustur. Konu ile ilgili literatiir genel olarak degerlendirildiginde, Tiirkiye nin bir¢ok yerinde
ev pansiyonculugunun yapildigi ve bu siirecin ilgili paydaglara olumlu katkilarinin oldugu
goriilmektedir.

3. YONTEM

3.1.Arastirmanin Yontemi

Yiriitilen aragtirmanin temel amaci; Egirdir yoresinin ev pansiyonculuguna uygunlugunun
arastirtlmasidir.  Yirltiilen arastirmanin kesifsel dogasi nedeniyle durum c¢alismasi deseni
benimsenmistir (Wang & Krakover, 2008). Bu teknik, ger¢ek yasam, giincel sinirli bir durum ya da
belli bir zaman igerisinde yer alan ¢oklu siirlandirilmis durumlar hakkinda bir durum betimlemesi
ya da durum temalar1 ortaya koyan bir yaklasimdir (Chen, 2010; Creswell, 2018). Ayrica, metnin
yorumlanmasina ve belirli bir durumun ayrintili olarak anlasilmasina olanak tanimaktadir.
Calismada amagli ornekleme yontemi kullanilmistir (Yildinm ve Simsek, 2016). Durum
caligmalarinda istatiksel genellemeden ziyade analitik genelleme yapilarak arastirilan durumlara
yonelik arastirma sorularina cevap aranmaktadir (Korzilius, 2010: 761). Bolgede yasayan yerel halk
ve kamu kurumu ¢alisanlarn (Egirdir Belediyesi, Isparta Uygulamali Bilimler Universitesi turizm
akademisyenleri, Egirdir Halk Egitimi Merkezi, Isparta il Kiiltiir ve Turizm Miidiirliigii) ile
goriismeler yapilmistir. Arastirmanin amaci kapsaminda maksimum ¢esitlilik 6rneklemesi tercih
edilmistir. Egirdir yoresinin ev pansiyonculuguna uygunluguna dair zengin ve derinlemesine bir
anlayis elde etmek icin, farkli kesimleri iceren kesifsel bir arastirma yiiriitiilmiistiir. Katilimcilarin,
yorede gelistirilebilecek olan ev pansiyonculugu konusuna dair algilarin1 ve diisiincelerini
aragtirmak icin 20.04.2024-20.05.2024 tarihleri arasinda yar1 yapilandirilmis goriismeler
gerceklestirilmistir. Kahn ve Cannell'e (1957) gore, bu teknik zengin ampirik bulgular toplamak
icin kullanilabilir. Goriisme, nitel aragtirma yontemlerinin en yaygin ve kabul gérmiis bi¢cimlerinden
biridir (Ruslin, vd., 2022). Arastirmaya katilan goriismecilerle yiiz ylize goriismeler
gergeklestirilmistir. Toplamda 5 adet goriisme sorusu katilimcilara yoneltilmis olup ortalama 18
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dakika siiren miilakatlar neticesinde 16 katilimcidan veri toplanmistir. Goériismede kullanilan
sorular, kapsamli literatiir taramasmnin (Akyol, 2012; Baysal, vd., 2019) yam sira iki
akademisyenden alinan geri bildirimlere dayanilarak olusturulmustur. S6z konusu akademisyenler
turizm fakiiltelerinde goérev yapmakta olup calisma alanlar1 turizm planlamas: iizerinedir.
Olusturulan goériisme formu pilot test olarak 2 tane yerli halk iizerinde gerceklestirilmistir.
Anlagilmayan ve sorunlu ifadeler gézden gegirilerek goriisme formuna son hali verilmistir.
Goriisme stireleri uzatilarak arastirmaci ile katilimer arasinda bir giiven ortami olusturulmaya
calisilmistir. Boylece, goriismecilerin daha samimi cevap vermesi saglanmaya c¢alisilmistir. S6z
konusu yaklagim, nitel aragtirmalarda gecerliligi artiran bir faktor olarak belirtilmektedir (Celik vd.,
2020). Katilimcilardan elde edilen verilerin analizi i¢in betimsel analizden faydalanilmistir. S6z
konusu analizde, elde edilen verilerin 6zgiin sekline miimkiin oldugunca bagh kalinarak ve
gerektiginde katilimcilarin  ifadelerinden dogrudan alintt yapilarak verilerin  sunulmasi
amaclanmaktadir (Karatag, 2015). Soru formu iki ayr1 boliimden olusmakta olup ilk kisimda
demografik bilgiler, ikinci kisimda Egirdir yoresinin ev pansiyonculuguna uygunlugunun
degerlendirilebilmesine dair arastirma sorular1 yer almaktadir. Onceki literatiirle uyumlu olarak,
goriismecilerin diisiincelerine iliskin asagidaki sorular sorulmustur;

1. Egirdir ilgesinin ev pansiyonculuguna uygunlugunu nasil degerlendiriyorsunuz?

2. Egirdir’in ev pansiyonculugu baglaminda sahip oldugu gii¢ yonleri var midir, varsa bunlar
nelerdir?

3. Egirdir ilgesinde ev pansiyonculugunu tercih edebilecek potansiyel kitle kimler olabilir?
4. Egirdir ilgesinde ev pansiyonculugunun gelistirilmesinin bolgeye katkilar1 neler olabilir?
5. Egirdir ilgesinde ev pansiyonculugunun gelistirilmesi i¢in nelerin yapilmasi gerekmektedir?

3.2. Arastirma Sahasi

Isparta’nin Egirdir ilgesi, sahip oldugu dogal giizelligi ve tarihi ge¢misi ile dnemli bir turistik
potansiyele sahiptir. Ilgenin, 2017 yilinda Sakin Sehir (Cittaslow) agima katilmasi, ilgenin tanitimi,
sahip oldugu potansiyelin degerlendirilmesi ve yerel halka katkilar1 agisindan 6nemli bir firsat
olarak degerlendirilmektedir (Ongun, vd., 2017). Egirdir Golii, doga ve su sporlar1 tutkunlar1 i¢in
bir¢ok farkli etkinlik sunmaktadir. G6l, huzurlu ortami ve ¢evresindeki dogal giizellikleriyle farkli
ziyaretci gruplari icin ¢ekici bir destinasyon haline gelmistir. GOl ¢evresinde yapilan etkinlikler hem
macera arayanlar hem de sakin bir doga tatili ge¢irmek isteyenler i¢in genis bir yelpazeye sahiptir.
Egirdir Goli kus gozlemciligi, su sporlari, bisiklet turlari, kamp ve piknik, yamag parastit¢iiliigii
gibi ¢ok cesitli olanaklara imkan vermektedir (Korkmaz & Baskalkan, 2011). Biitiin bu sahip
oldugu degerlerinin yani sira Tiirkiye’ nin en biiylik 4. g6liine ev sahipligi yapan Egirdir, tanitim ve
turizm baglaminda hak ettigi degeri alamadig1 diisiiniilmektedir (Oriicii & Giil, 2021).
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Sekil 1. Egirdir’in ada kismindan bir fotograf
Kaynak: Egirdir Belediyesi (t.y.)

Korkmaz & Baskalkan (2011) tarafindan Egirdir bdlgesi lizerine yapilan arastirmada, bdlgenin
turizm potansiyeli baglaminda yatak kapasitesinin az oldugu ve mevcut tesislerin nitelik agisindan
yetersiz oldugu belirtilmistir. Ayn1 eksiklik, Inanir, Uslu & Caprak, (2019) tarafindan da
belirtilmistir. Halihazirda, Egirdir’de toplam 4 tane turizm isletme belgeli ve 3 tane belediye belgeli
otel mevcuttur (Egirdir Kaymakamligi, t.y.).

4. BULGULAR

Yiiriitiilen caligsma ile Egirdir’in ev pansiyonculuguna uygunlugu kesfedilmeye calisilmis ve konuya
dair 0nemli iggodriiler sunulmustur. Goriisme sorulari demografik bilgilerin yan1 sira Egirdir
yoresinde ev pansiyonculuguna dair sorular1 da igermektedir. Toplam 16 gdriigmecinin 10'u kadin
ve 6’s1 erkektir. Goriismecilerin yaglar1 26 ile 78 arasinda degismekte olup ¢ogunlugu iiniversite
mezunudur (10 kisi). Gortismecilerin meslekleri incelendiginde agirlikli olarak memur, emekli ve
0zel sektor calisanlarindan olustugu goriilmektedir. 4 goriismeci ise ev hanimi olduklarim
belirtmistir.

Bu kisimdan sonra arastirma sorularina yonelik goriisme ifadelerine ve konu ile ilgili genel
degerlendirmelere yer verilmektedir.

1. Egirdir ilcesinin ev pansiyonculuguna uygunlugunu nasil degerlendiriyorsunuz?
Arastirmaya katilan 16 katilimeidan 12°si, Egirdir’in ev pansiyonculuguna uygun bir yer oldugunu
belirtmistir. Konuya dair katilimcilarin baz1 sylemlerine agsagida yer verilmektedir.

“Egirdir’imiz dogast bozulmamis ve kendi hdlinde bir ilg¢edir. Burada konaklama
vapabilmek icin ¢ok fazla imkan bulamayabilirsiniz. Ancak Yazla olsun, Altinkum olsun bu
bolgelerde giizel yazlhiklar var. Bir¢ogu sadece belirli zamanlar igin kullanilmakta.
Buralarda ev pansiyonculugu yapilabilir bence” (G7).

“Egirdir Tiirkiye nin en sakin sehirlerinden birisi. Sehrin biiyiime potansiyeli g6l ve dag
arasinda kaldigi icin olduk¢a zor. O nedenle burada yeni konaklama yerlerinin yapilmasi
yerine ev pansiyonculugunun yapumasi daha uygun. Burasi konaklama agisindan yetersiz
kalyor. Zaten bir¢ok insan sadece yazlik olarak kullaniyor burasim” (G1).

“Sehrimiz giizel ve sakin bir beldedir. Buraya gelenler buradan memnun ayriliyorlar.
Burada daha ¢ok asker ve dgrenci yasamaktadir. Hallan bir¢ogunun farkly yerlerde ikinci
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evleri var. Ya da bir kismi yurtdisinda yasamakta ve sadece yazin evlerine ugramaktadir.
Eger ev pansiyonculugu bu sekilde olabilirse burada ¢ok fazla atl yapilar var” (G14).

Goriismecilerin birgogu, Egirdir’in dogal giizelliklere ve bir¢ok kiiltiirel unsurlara sahip olmasina
ragmen konaklama baglaminda yetersiz oldugunu ifade etmislerdir. Bu nedenle bolgede bu tiir
konaklama yapilariin olusturulmasina ihtiya¢ oldugu goriisii katilimcilar arasinda agirlikli olarak
distiniilmektedir.

“Buranmin boyle bir konaklama tiiriinii kaldirabilecegini sanmiyorum. Egirdir halkimin bakis
agist biraz muhafazakardir. Yabancilarin, ailenin yagadigi ortamin icinde olmasina pek
sicak bakilmaz. Zaten, Egirdir turizmi de ona gore. Oyle kalabalik bir turist de buraya
gelmiyor” (G12).

“Turizmin canlanmasi icin genel baglamda bir seyler yapuiyor ama ne kadar basart
sagliyoruz konusu tartismaya acgiktir. Gelecek igin hedefler koyup planlar, programlar
olusturuyoruz ancak bunu yapabilir miyiz, basarabilecek yeterli bilgiye, donanima ve
ekipmana sahip miyiz vs. gibi temel konulari kagiriyoruz. Planlamalarimiz boyle olunca
haliyle basarisiz oluyoruz. O nedenle, burasi ozelinde de ifade edebilirim buraya uygun
politikalarin belirlenmesi gerekmektedir. Aksi takdirde, olusturulan planlar sadece kdgit
tizerinde kalacaktir” (G11).

Olumsuz bakis acisina sahip olan 12. goriigmecinin ifadesi incelendiginde, yerel halkin bu tiir bir
konaklama yapisint benimsemeyecegi vurgusunun yer aldigi goriilmektedir. Ayrica, diger bazi
goriismeciler de bolgede bu tur bir konaklama unsuruna ihtiya¢ olmadigini ifade etmistir. Bu
duruma yonelik temel sebebin, yerel halkin geleneksel kiiltiiriinli ve yasam bi¢imini devam ettirmek
istemeleri oldugu diisiiniilmektedir. Benzer sekilde, 11. goriismeci de bolge baglaminda olusturulan
planlarin saglikli bir sekilde olusturulmadigini ifade etmistir.

2. Egirdir’in ev pansiyonculugu baglaminda sahip oldugu giiclii yonleri var midir, varsa bunlar
nelerdir?

Arastirma sorusuna dair goriismecilerin bazi yanitlarina asagida yer verilmektedir.

“...Bu tarz bir konaklama tirii uygulanabilir mi? Ona bakarsak uygulanabilecegini
diistiniiyorum. Ciinkii burada ¢ok fazla egitimli kisiler var ve ayni zamanda turistik agidan
da ¢ok fazla katihmcimin oldugu bir yer. Ozellikle bu trekking icin yurt disindan gelenler
oluyor. Belli donemlerde Melikler Yaylasi’ni ziyaret eden ozel trekkingcilerin oldugunu
biliyorum. Bu tarz farkll turist profillerinin Egirdir’e ve Isparta'va geldigini biliyorum.
Ayrica son bir iki yildir goliimiize medya kanallari da ragbet gostermekte. Acun llicali’'nin
diizenledigi yarigsma programlarmin bir kismi bu ilcede ¢ekilmistir” (G9).

“Bélgede 12 ay eger diizenli bir turizm yapilasmast olusturulursa 12 ay boyunca turist
¢ekebilecek ozellikle sahip oldugunu diistintiyorum. Zaten yaz aylarinda sundugu dogal
giizellikler nedeniyle ve golden dolayr yaz aylarinda belli bir ziyaret¢i yogunlugu oluyor.
Daha sonrasinda, ozellikle kisin kayak icin Davraz ideal bir yer. Festival ve etkinlik
baglaminda bahar senliklerini ornek verebilirim size. Yoriiklerin kendilerinin yaptig
dénemsel festivaller var. Ozellikle giil hasadi zaman arahginda buraya ok turist

gelebilecegini diistiniiyorum” (G3).

“Egirdir’in turizm igin tabi ki elverisli oldugu bir¢ok ozelligi var. En basta, yorenin sahip
oldugu degerlerin bozulmamis olmast gelmektedir. Isparta ¢ok genis yelpazede bir iiriin
zenginligine kiiltiirel c¢esitlilige sahiptir. Bu sebeple, sadece Egirdir degil c¢evresinde
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bulunan diger yerler de gezilmesi ve ziyaret edilmesi gereken yerlerdir. Ornegin, Kovada

Golii veya Barla. Bu tiir unsurlar bélgeye ziyaretci ¢ekebilmek icin temel unsurlardir”
(G,10).

Goriismecilerin 2. soruya vermis olduklar1 yanitlar incelendiginde, Egirdir bolgesinin ve cevre
yoresinin dogal kiiltiirel, folklorik ve botanik baglamda bir¢ok zenginligi icerisinde barindirdigi
ifade edildigi belirtilebilir. Bu baglamda, bolgede ev pansiyonculugu uygulamasina gegilirse
ziyaretcileri buraya ¢ekecek ve Egirdir’e geldiklerinde yapabilecekleri birgok unsur ve etkinlik
oldugu goriilmektedir.

“Egirdir’i tek bagina diisiinmemek gerekir. Egirdir yoresinin i¢inde bulundugu Goller Yoresi
¢ok zengin bir cografya ve dogaya sahip. Egirdir’de kamp ve karavan yerleri olduk¢a fazla
var. Bisikletliler icin de tercih edilecek bir yer burasi. Bunun disinda Isparta’nin elmast,
giilii, lavantast, kirazi var. Bunlar icin festivaller falan diizenleniyor. Bu senliklere gelen de
¢ok oluyor. Suyumuz, havamiz da ¢ok uygun. O nedenle turistler buraya géniil rahatligiyla
gelebilirler” (G135).

3. Egirdir ilcesinde, ev pansiyonculugunu tercih edebilecek potansiyel kitle kimler olabilir?
Konuya dair baz1 gériismecilerin yorumlarina asagida yer verilmistir.

“Burast asker ve polis diyart sayilir. Polisler kesinlikle ev pansiyonunu tercih eder. Karavan
kullananlar da tercih edebilir. Ya da onlarin akrabalar: vesaire ziyarete geldiginde bélgede
bulunan pansiyonlart kullanabilir” (G4).

“Kitle turistleri genelde kendi ozel alanlarinda yasamayr seviyorlar o nedenle onlar oteli
tercih edeceklerdir. Ama ozellikle bisiklet turistlerinin ev pansiyonculugunu tercih edecegini
diistintiyorum” (G13).

“Bireysel gezenlerin, gen¢ gruplarin daha ¢ok tercih edebilecegi bir konaklama tiirii gibi
duruyor. Sirt ¢antalilar denilen gruplarin tercih edebilecegi yerler aslinda. Simdilerde

aileler de yeni yeni tercih etmeye basladi. Buradaki konu komsudan duyuyorum gelenleri”
(G2).
“Her kesimden insan bence tercih edebilir. Tabi ¢ok liiks bir gezi ve konaklama

aramayanlar igin diyebilirim. Bu kesimler; bireysel tatile ¢cikmay: tercih edenler ve dagcilik,
kamp-karavan, bisiklet gibi ozel ilgisi olan kisiler olabilir diye diisiiniiyorum” (G,8).

Gortigmecilerin vermis olduklar1 yanitlar incelendiginde, ev pansiyonculugunu kitle turisti yerine
daha ¢ok bireysel (kalabaliktan uzak olarak) gezen bisikletgiler, sirt cantalilar gibi turistlerin tercih
ettigi belirtilmistir. Ancak, ilerleyen zamanlarda s6z konusu konaklama tipini ailelerin de tercih
edebilecegine dair goriismeci ifadeleri mevcuttur.

4. Egirdir ilcesinde ev pansiyonculugunun gelistirilmesinin bolgeye katkilari neler olabilir?

“...Soyle ki kiiltiirel anlamda birbirini tamimayan kiiltiirlerin bu vasita ile birbiriyle
karsuasip farkli yasamlardan ve farkl kiiltiirlerden haberdar olmast saglanabilir. Bu bélgede
otel sayist kisith oldugu icin gelen ziyaretgiler buralara yonelecektir. Béyle bir etkilesim
ortaminda ¢ok giizel bir kiiltiirel aligveris olusacaktir diye diisiiniiyorum. Ve ayni zamanda
tilkeler de birbirini tamima firsati yakalayacak ¢iinkii su an teknolojiden dolayr ve biraz da
uluslararast anlamda Tiirkiye'nin kétii bir imaja sahip oldugunu gériiyorum. Yasanan bu savag
durumlarindan dolayr ve insanlar gergekleri bilmedigi icin haberleri internetten okuyarak her
seye inanabiliyor” (G5).

“...Disaridan gelen bu tarz insanlart evimizde agirladigimizda kendi yagantimiz iginde bizi
gordiiklerinde bizi daha yakindan taniyacaklardwr. Bu nedenle daha olumlu bir kiiltiirel degisim
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olacagim diistintiyorum. Bunun yamnda, kesinlikle ekonomik anlamda ¢ok biiyiik bir kazang
katkist olacaktir. Ciinkii, ozellikle bazi otellerin kis aylarinda kapali oldugu icin turistlerin
gelemedigini biliyoruz. Burada oteller yetersiz kaldigi icin talep olusamiyor. Ama biz bunu eger
12 ay boyunca konaklama imkani saglayacak sekilde olusturursak ciddi degisimler
yasanacaktir. Turistler 12 ay boyunca buraya gelecegi igin bir yil boyunca Egirdir ve ¢evresi
onemli gezi noktalart olacaktir. Béylece hem ile tabii ki de iilkeye de ¢ok ciddi bir kazang kapisi
getirecegini tahmin ediyorum” (G6)

“licemiz agwlikly olarak tarumla gecimini saglayan bir yerdir. Yaz olunca da az ¢ok turist
geliyor. Ama burada kalacak yerler biraz sumirlt ve pahali. Ev pansiyonculugu normal yerlere
gore biraz daha uygun oluyor. O nedenle buradaki yerli halk da bu isten belirli bir kazang
saglayabilir. Pansiyonculuk burada gelisirse ilcemizin su, yol ve diger bazi tesislerine de
yatirum yapuabilir.” (G16).

Katilimeilarin, Egirdir ilgesinde ev pansiyonculugunun gelistirilmesinin bdlgeye katkilarinin neler
olabilecegine dair vermis olduklar1 yanitlar degerlendirildiginde, kiiltiirel etkilesim ve kiiltiirel
kazanimin oOzellikle {izerinde durulan boyut oldugu goriilmektedir. Bunun yani sira ev
pansiyonculugunun bdlgeye ekonomik katkilarinin da olacagi belirtilmistir. Turizmin olumlu
etkileri incelendiginde benzer sonuglarin baska arastirmalarda da bulgulandigi goriilmektedir
(Meyer & Meyer, 2015; Pratama & Mandaasari, 2020; Alamineh, vd., 2023).

5. Egirdir ilcesinde ev pansiyonculugunun gelistirilmesi icin nelerin yapilmasi gerekmektedir?

“Ozellikle burada, ev pansiyonculugunda bélgeyi diisiindiigiimiiz zaman bu bélgede oncelikle
burada yasayan hane sahiplerinin bir kurs almasi gerektiklerini ve ashnda ev
pansiyonculugunun ne demek oldugunu tam anlamiyla ogrenmeleri gerektigini diigiiniiyorum.
Su haliyle baktigimiz zaman Egirdir'de yasayan halkin bakis agisint ben c¢ok fazla ev
pansiyonculuguna karst uygun oldugunu diisiinmiiyorum. Bunun en onemli sebebi de kendi
icinde yasayan bir halk olduklar: icin ve yurtdisindan gelen turistleri diisiindiigiimiizde
buradaki halkin barig¢il veya benimseyici bir sekilde yaklasmayacaklart ve o dengeyi
kuramayacaklarim diistintiyorum” (G7).

“Direkt pansiyonculugu bolgede yayginlastirmaktan ziyade bence Egirdir kapsaminda pilot bir
bolgenin secilip orada once bize egitim verildikten sonra belgelerimizi alip uygulamay: tiim
ilcede yayginlastirmak gerekir. Pilot bolge segildikten sonra oranin hane sahiplerine bilgi
verilir katilmak isteyen egitimlere gelir. Soz konusu egitim kiiltiirel iletisimden, hukuki siiregler
ve maliyeye kadar cesitlilikte egitimleri kapsamalidir. Bu egitimlerle birlikte kisiler éncelikle bu
ev pansiyonculugu nedir, bunun gereklilikleri nelerdir, neler yapilmasi gerekiyor gibi bir¢ok
konuyu kavrayacaktir” (G4).

“Aslinda turist sayisina ve konaklama kapasitesine gore degerlendirme yapmak lazim. Sayilara
iliskin ¢cok bir bilgim yok ama eger otel sayisi ¢cok az ya da yazin hicbir sekilde yer
bulunamiyorsa alternatif ¢oziimlerin yapiumast gerekir. Yurt disindaki farkli wygulamalar
kendimize ornek alabiliriz. Yazin insanlar iiziim hasadina gidiyorlar, iiziim bag bozumuna
katulryorlar. Fransa'da Bordeaux’di yanlis hatirlamiyorsam orada bag bozumuna katilip sarap
festivali diizenleniyor. Burada elma festivali var mesela. Béyle uygulamalar iyidir. Ciinkii
insanlarin size gelmesi icin bir sebebi olmus olur. Biitiin bunlara ilaveten gelen insanlarin
kaldig1 ev sahipleriyle bahgesi olanlarin tabi giil hasadina katilarak giil regeli, giil yagi vs.
vapilabilir. Benzer etkinlikler yapilarak insanlara giizel deneyimler sunulmalidir. Bu tarz
uygulamalarin ayni zamanda geleneksel kiiltiirii devam ettirecegini diigtiniiyorum” (G12).

Katilimcilarin, Egirdir’de ev pansiyonculugunun gelistirilmesine yonelik onerileri incelendiginde
oncelikle konuya dair yerel halka egitimlerin verilmesi ve pilot uygulamalarla ev pansiyonculuguna

173

Ot



Kemer & Toksoz (2024), Johti, 6(2), 165-178

yonelik deneyimin kazanilmasi gerekliligi konusu iizerinde duruldugu goriilmektedir. Uzerinde
durulan diger bir unsur ise ev pansiyonculugunu destekleyecek ve ziyaretgi c¢ekim unsuru
olusturacak geleneksel etkinliklerin diizenlenmesi konusudur.

5. SONUC VE TARTISMA

Stirdiiriilebilir kirsal turizm yaklasimi, kirsal alanda yer alan dogal kaynaklarin ve kiiltiirel mirasin
korunmasi, sosyal kalkinma, dogal kaynaklarin siirdiiriilebilir kullanilmasi, tistyapr ve altyapinin
hizli bir sekilde iyilestirilmesi ve kirsal alanlardaki gog¢iin engellenmesi gibi bircok amaca hizmet
etmektedir. Ev pansiyonculugu, kirsal bolgelerde yerel halkin ek gelir elde etmesine olanak tanir.
Bu, 6zellikle tarim ya da hayvancilikla ugrasan ailelerin gelir kaynaklarini ¢esitlendirmelerine ve
ekonomik olarak giiclenmelerine yardimci olur. Bu kapsamda kirsal alanlarin 6nemli bir yer tuttugu
Egirdir ilgesinde (Isparta) ev pansiyonculugunun gelistirilebilmesine dair bdlge potansiyeli
arastirilmistir.

Stirdiiriilebilir kirsal turizm yaklasimi, yerel kiiltiirel unsurlar1 koruyarak geleneksel yasam tarzinin
ve dogal, kiiltiirel kaynaklarin devamliliini amaglamaktadir. Yiriitiilen arastirmada Egirdir
yoresinin dogal ve kiiltiirel cekicilikler baglaminda olduk¢a zengin oldugu ancak konaklama
kapasitesinin yetersiz oldugu goriismeciler tarafindan vurgulanan 6nemli bir unsur olmustur.
Bolgenin konaklama kapasitesi imkanlarinin siirli olmasi nedeniyle yorede ev pansiyonculugunun
gelistirilmesinin yerinde bir uygulama olacagi belirtilmistir. Egirdir bolgesinin ve bagli oldugu
Isparta ilinin Goller Ydresi’'nde olmasi, Pisidia Bolgesi igerisinde yer almasi, giil, lavanta, kiraz ve
elma hasad1 gibi etkinliklerin ve kiiltiirel unsurlarin olmasi yorenin sahip oldugu giiclii yonleri
yansittig1 goriismeciler tarafindan ifade edilmistir. Bolgede yer alan yazlik evlerin bir¢ogunun atil
halde olmas1 ve yerel halkin misafirperverligi ziyaretgiler icin ilgi ¢ekici bir deneyim firsat1 sunma
imkani saglayabilir. Bununla birlikte bolgenin sahip oldugu dogal ve kiiltiirel envanter daha fazla
alternatif turistik iirlin sunmaya olanak tanimaktadir. Ev pansiyonculugu ile birlikte bdlgenin
turistlere sunabilecekleri yeni deneyim ve hizmetler ise bolgenin sahip oldugu zengin kiiltiirel
kimlik unsurlar1 sayesinde cesitlendirilebilme imkani sunmaktadir. Ev pansiyonculugunu talep
edebilecek potansiyel kitleye goriismeciler agirlikli olarak bireysel seyahat eden turistler, sirt
cantalilar ve bisikletciler gibi profillerin oldugunu belirtmislerdir. Ozellikle bisiklet turistlerine
yonelik Egirdir’in cazip merkez oldugu daha onceki aragtirmada da belirtilmistir (Alagéz, 2018).
Ayrica, kentte yapilan bisiklet festivalleri etkinlikleri de bu duruma 6rnek gosterilebilir.

Kirsal kalkinma kapsaminda ev pansiyonculugu, kirsal alanlarda ekonomik, sosyal ve g¢evresel
siirdiiriilebilirlige katkida bulunan onemli bir kalkinma araci olarak degerlendirilmektedir. Ev
pansiyonculugu bélgede ekonomik c¢esitlenme ve gelir artis1 saglayacaktir. Yiiriitiilen arastirmalar,
turizme dayali gelirlerin kirsal kesimdeki gelir esitsizligini azaltabilecegini ve yerel halkin yasam
standartlarini artirabilecegini (Sharpley, 2002; Ivona, 2021) gostermektedir. Ev pansiyonculugunun
yarattig1 sosyokiiltiirel faydalar arasinda yerel halkin kiiltiirel iletisim ve etkilesim giiclini
gelistirecegi siklikla ifade edilmistir. Ev pansiyonculugu, yerel topluluklar arasinda sosyal
sermayenin gelismesine katki saglamaktadir. Ziyaretciler ile yerel halk arasinda kiiltiirel etkilesim
artacak ve bu durum sosyal biitiinlesmeyi tesvik edecektir. Topluluklar arasindaki bu etkilesimler,
yerel halkin farkl: kiiltiirlerle olan baglarini giiclendirir ve daha genis bir sosyal agin pargasi haline
gelmelerinin yolunu agar (Stylidis, 2022). Mohd Salleh vd.,” nin (2014) yapmis oldugu ¢alismada
ev pansiyonculugunun ekonomik katkilarinin yani sira kirsal halkta ilgilenim (ilgi) motivasyonunun
artt1g1, bireysel becerileri olumlu etkiledigi ve halkin ilgi alanlarinin gelistigi gozlemlenmistir. Ev
pansiyonculugu, yerel tarim firiinlerinin ve el islerinin degerlendirilmesine olanak tanimaktadir.
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Turistler, yerel kaynaklarla hazirlanan tirtinleri tiikettik¢e yerel halk i¢in yeni pazarlar olusturulmus
olacaktir (Dudziak, vd., 2023).

Ev pansiyonculugunun bolgede gelistirilebilmesi i¢in yapilmasi gerekenlere yonelik goriismecilerin
cogu konuya dair yerel halka egitimlerin verilmesi gerektigini ifade etmislerdir. Kiiltiir ve Turizm
Bakanlig1 Arastirma ve Egitim Genel Midiirliigii’niin usta 6gretici destegiyle ev pansiyonculugu
egitimi verilmektedir. Bu kapsamda verilen egitim, Ev Pansiyonculugu Egitimi Kursu Yonergesi’ne
uygun olarak verilmektedir (T.C. Kiltir ve Turizm Bakanhigi, t.y.) Bu baglamda, Canakkale,
Karabiik, Kastamonu, Adiyaman, Seferihisar, Bergama gibi Tiirkiye’nin birgok il ve ilgesinde ev
pansiyonculugu egitimi verilmistir. Bu kapsamda diizenlenecek kurslar, egitim programlari, ilde
bulunan {iniversitelerden uzman hocalarin verecegi egitimlerle ve Bakanligin sagladigi desteklerle
yore halkinin bilgilendirilmesi ve bilinglenmesi saglanabilir. Ayrica, Egirdir Kaymakamligi, Egirdir
Belediyesi, Isparta Il Kiiltiir ve Turizm Miidiirliigii, Isparta 11 Milli Egitim Miidiirliigii, Isparta
Uygulamali Bilimler Universitesi, Siileyman Demirel Universitesi ve Kirsal Turizm Dernegi ile is
birligi icerisinde olunmas1 6nemli bir konu olarak degerlendirilmektedir.

Ev pansiyonculugu modeli Egirdir’de uygulandiginda, yerel halkin gelir kaynaklarim
cesitlendirecek ve bolgeye gelen turistlerin harcamalar1 sayesinde ekonomik canlilik saglanacaktir.
Turistlerin yerel {irlinleri tiiketmesi, 6zellikle tarim ve el sanatlar1 sektorlerine dogrudan katkida
bulunacaktir. Boylece, bolgedeki kiigiik iireticilerin ekonomik siirdiiriilebilirligine destek saglanmis
olacaktir. Genel olarak degerlendirildiginde, ev pansiyonculugu, kirsal kalkinmada ¢ok yonlii ve
stirdiiriilebilir bir gelisim aract olarak kabul edilebilir. Egirdir’de hem yerel halkin yasam
kosullarini iyilestirerek hem de dogal ve kiiltiirel kaynaklar1 koruyarak gelecege tasiyan bir strateji
olusturabilir.
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Abstract

This study investigates how cultural identity effects revisit intentions of tourists, focusing on the Inlay region
in Myanmar as a case study. It also explores the role of cultural dimensions in shaping tourist satisfaction
and fostering revisit intention to that destination. Two objectives are intended for this study. The first
objective is to analyze the effect of cultural identity on tourist satisfaction, and the second objective is to
examine the effect of tourist satisfaction on revisit intention in the Inlay Region. Quantitative analysis is
conducted with 385 samples that are collected using the convenience sampling method. The findings of the
current study indicate that all cultural identity dimensions, namely cognitive, emotional, and behavioral, have
a significant positive effect on tourist satisfaction, and tourist satisfaction also has a significant positive
effect on the revisit intention of the Inlay region. Therefore, authorities should prioritize public education and
media publicity to raise awareness about the cultural heritage, historical significance, and traditional beliefs
of the Inlay region. Furthermore, to preserve the serene natural environment and ensure the sustainable
development of cultural heritage, the authorities should continue to uphold and emphasize the unique cultural
history of the Inlay region.
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1. INTRODUCTION

The tourism industry is one of the most significant service sectors that boosts a country’s Gross
Domestic Product (Yoopetch, 2022). In 2021, the World Tourism Organization stated that the
tourism industry is essential to economic development, particularly in developing nations. In 2023,
the total contribution of travel and tourism to the global GDP was approximately 4% less than in
2019, the year before the COVID-19 pandemic. All things considered, 9.9 trillion US dollars were
contributed by travel and tourism to the world economy in 2023 (Statista, 2024). The tourism
industry has been evolving and upgrading, which has enhanced tourists’ cultural tastes and elevated
cultural heritage tourism to a major industrial standing.

Middleton (2015) defines tourism as the activity of an individual who visits a destination outside of
their usual environment for leisure. The significance of intangible cultural heritage as a tourist
attraction and resource has increased in light of the global travel and tourism industry’s recent
boom. Throsby (2010) asserted that cultural heritage is a valuable resource that upholds both
cultural and economic worth. According to Bortolotto and Skounti (2023), cultural heritage is the
legacy of tangible items and intangible characteristics of a civilization that are passed down from
previous generations, preserved in the present, and conferred for the benefit of future generations. It
contains both intangible heritage, such as customs, languages, rituals, and knowledge, and tangible
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heritage, such as monuments, structures, and landscapes (Smith, 2020). Thus, by exercising the
social and cultural worth of cultural heritage, tourism offers a vital avenue for direct communication
and engagement between the people and cultural heritage (Luo & Ren, 2020). In order to support
the growth of cultural endeavors and achieve the profitability and sustainability of tourism, a nation
must integrate cultural heritage with tourism (Luo, 2022).

Cultural tourism and cultural heritage are closely related since cultural heritage is the cornerstone of
cultural tourism (Timothy, 2011). The author defines cultural tourism as travel intended to
experience and interact with a destination’s cultural legacy, which may include going to historical
sites, participating in festivals, and learning about local customs. Furthermore, cultural tourism is
defined by the World Tourism Organization (WTO) as a form of travel where the primary goal of
the tourist is to learn about, explore, experience, and consume the physical and intangible cultural
attractions and goods of the travel destination (WTO, 2018). As a result, cultural tourism, a sizable
portion of the larger tourism sector, is centered on tourists who want to interact with and
comprehend the local culture.

Furthermore, cultural tourism is essential for fostering cultural variety and for forming, and
maintaining cultural identities. It gives tourists the chance to discover the traditions, values, and
practices of a particular area, which enhances the entire experience of tourists and helps to
comprehend the local context better. Therefore, cultural tourism may assist destinations in creating
a sustainable tourism strategy by leveraging cultural identities as a primary attraction. Additionally,
this type of tourism promotes community pride by guaranteeing the preservation of arts, crafts, and
cultural customs (Cohen & Cohen, 2019). Hence, cultural tourism serves as a social as well as an
economic instrument, assisting in the preservation of intangible cultural assets.

Cultural identity plays a crucial part in the field of cultural tourism. As people and groups engage
with various cultural influences, cultural identity changes throughout time, reflecting the fluidity of
culture itself (Erikson, 1998). It includes the feeling of being a member of a specific culture or
group, which can be influenced by nationality, ethnicity, language, religion, and past experience
(Phinney, 1990). Hall (1990) also asserts that cultural identity is more about becoming than being,
emphasizing that social interactions and cultural practices shape identities. A group or nation’s
common values and features, including its language, customs, religion, and history, are referred to
as its cultural identity (Hall & Du, 2020). Tourists are frequently drawn to destinations with a
unique cultural identity since it makes for a distinctive and genuine experience.

Furthermore, cultural identity influences the satisfaction and behavior of tourists, since tourists look
for the place that matches their values and interests (Cohen, 2019). The quality and genuineness of
the cultural experience offered have a direct impact on how satisfied tourists are with cultural
tourism (Cohen & Cohen, 2019). Tourists who are satisfied with the destinations are more inclined
to spread the word about those locations, come back, and support the local economy. Research has
demonstrated that a number of criteria, including the degree of service offered by tourism
businesses, the accessibility of cultural places, and the authenticity of cultural experiences, all have
a substantial impact on tourist satisfaction (Richards, 2018).

A country with a strong cultural identity, Myanmar is distinguished by a wide variety of ethnic
groups, languages, and customs. There are more than 135 different ethnic groups in this Southeast
Asian country, each of which adds to the rich cultural environment of the country with its own
customs, beliefs, and languages (Htin, 2019). Cultural heritage is especially noteworthy in areas like
Shan State, Mandalay, and Bagan. Although these distinctive cultural heritages provide great
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opportunities for the growth of cultural tourism, there is little study on how this sector might
optimize tourist satisfaction through better cultural identity and improved tourist experience (Zaw,
2021). Furthermore, while there is a wealth of study on cultural tourism worldwide, there are not
many studies that particularly address cultural tourism of Myanmar, and the tourism sector of the
country is not as developed as that of its neighbors in Southeast Asia (Tun, 2019). Therefore,
additional research is required to determine how Myanmar can use its cultural identity to improve
tourist pleasure.

The Inlay region was selected as the research location because it has beautiful mountainous
topography and a wealth of intangible and tangible cultural heritage. One of Myanmar’s eight
ASEAN Heritage Parks is Inlay Lake (Thar, 2022). It is situated close to Nyaung Shwe Township,
Taunggyi City, Southern Shan State, Myanmar, in the deepest center section of the Nyaung Shwe
Valley. It is tucked between two mountain ranges that run from south to north. Therefore, this study
attempts to close the gap by investigating the function of cultural tourism in the Inlay region of
Myanmar, the influence of cultural identity on the satisfaction of tourists, and the ways that can be
utilized to increase the satisfaction of tourists.

This study aims to achieve the following objectives; to analyze the influence of cultural identity on
tourist satisfaction of the Inlay region in Myanmar and to examine the influence of tourist
satisfaction on revisit intention of the Inlay region in Myanmar

2. LITERATURE REVIEW

In this section, the concept of cultural identity, including the theoretical framework of cultural
identity, the three dimensions of cultural identity that are used in this study, concept of tourist
satisfaction and concept of revisit intention are discussed.

2.1. Concept of Cultural Identity

Cultural identity, which describes a person’s feeling of inclusion in a certain cultural group, is
dynamic and ever-changing. It is formed by common beliefs, customs, language, history, and social
customs and is influenced by personal experiences and interactions with others within and outside
of that culture. According to cultural identity theory proposed by Hall (1993), cultural identity is a
process that is shaped by past and present events rather than a permanent essence. Additionally,
Tajfel and Turner’s (1979) social identity theory suggests that cultural identity is the result of a
cognitive process in which an individual classifies self and others according to common cultural
markers like religion, nationality, or ethnicity. The author claims that this classification fosters a
feeling of cultural group membership, which influences how people view one another and
themselves. Moreover, social identity theory developed by Bourdieu (2011) explains that cultural
identity is defined as the ways in which people acquire cultural knowledge, abilities, and behaviors
that are indicative of social standing and cultural identity. In a variety of social and cultural
situations, including travel and tourism, these cultural resources can affect how people interact with
and express identities.

Since the continuous growth of the tourism sector, researchers have focused on more tourism-
related topics in which the cultural identity of specific destinations is one of the consideration
factors as well. Gonzalez (2008) argues that intangible cultural heritage tourism provides tourists
with a variety of ways to identify with places that highlight the value of cultural identity in the
context of globalization. Cultural identity is the affirmation of a shared culture between people and
groups based on their cultural upbringing and environment. According to Wang and Hu (2014), the
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concept of cultural identity of intangible cultural heritage is the recognition of one’s own identity
and cultural worth as a reflection of interactions between individuals and the culture that such
heritage symbolizes. Cultural identity has been shown to have a significant influence on purchase
decisions of consumers in a number of marketing-related studies (Wang & Hu, 2014). People
employ symbols to construct a psychological identity and feeling of self during the consuming
process (Belk, 1978; Elliott, 1997). A person’s inclination to consume will develop in tandem with
the development of their cultural identity.

Cultural representation is predicated on cultural identity, and the degree to which locals identify
with their culture affects the representation’s shape, substance, and effect (Xingfu & Lin, 2014).
Cultural identity then refers to tourists’ understanding and recognition of local culture as intangible
cultural heritage tourism grows (Chen & Lu, 2011). In the tourism environment, the dimensions
into which identity can be distinguished are cognitive identity, emotional identity, and behavioral
identity (Hsu, Cai, & Li, 2010) and cultural identity in this study refers to tourists’ understanding
and recognition of the cultural value demonstrated by the destination’s intangible cultural assets.
Thus, the study’s evaluation of cultural identity is predicated on the fundamental structure of its
three components: cognitive identity, emotional identity, and behavioral identity.

a) Cognitive Identity; Cognitive identity is the mental model that a person uses to observe,
classify, and understand cultural experiences and heritage (Sam & Berry, 2010). It stands for the
awareness, knowledge, and understanding that people have about their own culture, including
beliefs, traditions, and conventions. This aspect of cultural identity, according to the author, is
formed through socialization, in which people pick up cultural information via families, schools, the
media, and contacts with others in the community. As a result, this aids people in knowing cultural
heritages and is crucial for comprehending location in society and the group they belong to.
McKercher and Cros (2002) assert that since tourists are usually motivated by a desire to learn and
acquire cultural insights, cognitive cultural identity plays a significant role in determining the
expectations and preferences of cultural tourists. As a result, tourists can have more fulfilling travel
experiences as tourists actively seek out the places’ interpretative and educational features.

b) Emotional Identity; Emotional identity is the term used to describe the sentiments and
emotional connections people have with particular cultural groups (Phinney, 2007). It includes the
feeling of pride, belonging, and emotional ties to one’s own cultural history, values, and customs.
Furthermore, a strong emotional cultural identity can foster stronger unity within the cultural group,
particularly when shared experiences, such as celebrations or historical struggles, evoke strong
emotions in the group (Tim-Toomey, 2013). This emotional identity has a big impact on how
tourists are motivated and behave when it comes to cultural tourism (Kim & Jamal, 2007). The
author also claims that because of the emotional relationship to the customs, beliefs, and symbols
that define cultural identity, tourists frequently look for cultural experiences that enable them to
discover other cultures or re-establish a connection with their own history. Tourist satisfaction is
frequently increased by this emotional connection, which can result in return visits or referrals to
others (Hughes & Allen, 2005). In order to produce experiences that are both emotionally and
meaningful for tourists, cultural tourism operators must have a solid grasp of emotional cultural
identity.

¢) Behavioral Identity; Behavioral identity is the way people show cultural identity via
daily routines, behaviors, and rituals (Matsumoto, 2007). It includes the outward expression of
cultural identity, such as language use, traditional attire, cuisine, religious rituals, and social
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conduct. According to the author, behavioral identity is shaped through repeated cultural
interactions, reinforcing one’s connection to cultural heritage. Furthermore, behavioral identity is
frequently changed as people negotiate multicultural settings, where people may acquire new
behaviors while preserving important facets of their own culture (Triandis, 2001). Behavior identity
in cultural tourism refers to the consumption of genuine cultural experiences, as tourists watch and
occasionally take part in cultural events, festivals, and activities that are based on the host
community’s behavioral identity (Richards, 2018). As a result, this identity is crucial as tourists
look for behaviors interacting with local’s everyday routines, traditions, and customs.

2.2. Concept of Tourist Satisfaction

The idea of customer satisfaction may be used to understand tourist satisfaction. The degree of
enjoyment that tourists experience following a trip or other tourism-related activity is known as
tourist satisfaction. Since it affects tourists’ propensity to return, refer others to a place, or look for a
comparable experience elsewhere, tourist satisfaction is important in the tourism industry. Pre-trip
expectations of tourists and the extent to which experiences fulfill or surpass are frequently linked
to the idea of tourist satisfaction (Oliver, 1980). Tourist satisfaction, according to El-Adly (2019), is
the level of contentment that tourists experience following their stay. In a similar vein, Luo (2023)
defines tourist satisfaction as the actual psychological impression following a variety of travel
experiences and tourism-related activities.

Tourist satisfaction, according to Dabphet (2017), is a comprehensive evaluation of how happy
tourists are with the surroundings, infrastructure, social services, and landscape of tourism. Given
the increasing frequency of tourism-related activities, it is critical to evaluate how satisfied tourists
are emotionally within the journey. Additionally, it is linked to perceived authenticity of the travel
experience, destination image, and service quality (Parasuraman, Zeithaml, & Berry, 1988).
Furthermore, a number of elements, such as the physical surroundings, hospitality, facilities,
cultural experience, and cultural identity, affect how satisfied tourists are (Kozak & Rimmington,
2000). The investigation of the connection between cultural identity and enjoyment in the context of
tourism follows from this.

2.3. Concept of Revisit Intention

The concept of revisit intention is from behavioral intention, which is the act of repeating a
previously enjoyable experience (Pratminingsih et al., 2014). The possibility of going back to the
same location after the trip is referred to as a revisit intention (Chan et al., 2022). It is also a crucial
element in the loyalty of tourists (Seetanah et al., 2020). Travelers’ desire to return to the same
location is mostly influenced by their positive experiences traveling there (Chan et al., 2022). In
recent years, the management of tourism has grown more and more concerned with keeping
customers (Liang et al., 2021). Retaining consumers is often seen to be a more cost-effective
business approach than gaining new ones, since it increases a destination’s profitability and
competitive advantage when customers return after their initial visit (Abbasi et al.,, 2021).
According to Shoukat and Ramkissoon (2022), customers who have a strong sense of location are
more likely to come back.

3. RESEARCH HYPOTHESES AND RESEARCH MODEL

The relationship between cultural identity and tourist satisfaction, the relationship between tourist
satisfaction and revisit intention, and the development of research hypotheses and research model
are discussed in this section.
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3.1. Relationship between Cultural Identity and Tourist Satisfaction

According to Wang and Hu (2014), people’s acknowledgement of their own cultural values is a
fundamental component of cultural identity, which serves as the primary mechanism for the
sustained growth of intangible cultural resources. According to Zhang, Qu and Jin (2018), heritage
identity i1s the term used to describe people’s subjective ideas, perceptions, attitudes, and
evaluations of their heritage. As mentioned in the above literature, cultural identity can be classified
into three dimensions: cognitive identity, emotional identity, and behavioral identity in the tourism
environment (Hsu, Cai, & Li, 2010). Each of these dimensions of identity affects how tourists
perceive the experiences and satisfaction of tourists with the trip. When a destination aligns with the
tourists’ cultural identity across these dimensions, satisfaction is more likely to be high. This
statement is proved by the research conducted by Luo (2023). In that research, tourist satisfaction
was shown to be favorably correlated with cultural identity among heritage tourists. However, in
this study, the author only studied cultural identity as an independent variable and any dimensions
is used to measure cultural identity. This is the primary research gap for the current study. Thus, the
following hypotheses were developed.

(Hla): Cognitive identity has a positive influence on tourist satisfaction.
(H1b): Emotional identity has a positive influence on tourist satisfaction.
(Hlc): Behavioral identity has a positive influence on tourist satisfaction.

3.2. Relationship between Tourist Satisfaction and Revisit Intention

Satisfaction boosts the intention to visit because it produces a favorable experience that fosters
loyalty and trust, enticing people to come back and refer others to the location. When tourists are
happy, they are more likely to think that their next visit will live up to or beyond their expectations.
Moreover, many academics have proven that revisit intention is correlated with tourist satisfaction,
which is why it is commonly employed as an indication of intending to return (Chen & Chen, 2010;
He & Luo, 2020). According to Altunel and Erkurt (2015), travelers’ desire to return to Istanbul is
influenced by their level of happiness, involvement in the event, and the quality of their experience.
Tourists’ inclination to return to Alishan National Forest Recreation Area is significantly positively
impacted by their level of satisfaction (Sadat & Chang, 2016). As a result, the current study set out
the following hypothesis.

H?2: Tourist satisfaction has a positive influence on revisit intention.

N
Cognitive Hl(a)
Identity
J
e ™
Emotional HI(b) Tourist H2 Revisit
Identity Satisfaction Intention
\ J
e ™
Behavioral Hi(c)
Identity
. J

Figure (1) Research Model
Source: Own elaboration based on Luo, Y. F. (2023)
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4. EMPIRICAL ANALYSIS OF STUDY AREA

The Shan State of Myanmar is home to the Inlay Lake region, also known as the Inlay region,
which is a culturally and ecologically rich area. Its most well-known feature is Inlay Lake, the
second-largest freshwater lake in Myanmar. It is also a popular tourist attraction for both domestic
and foreign travelers, and its environs provide a distinctive fusion of ethnic variety, traditional
handicrafts, and breathtaking natural beauty. Along with its picturesque scenery, the area has a
strong Buddhist cultural legacy, including significant religious landmarks like Phaung Daw Oo
Pagoda and a number of historic monasteries.

There are three primary reasons why the Inlay area was chosen. The floating houses in Inlay Lake
are among the most breathtaking sights to behold. Their uniqueness led to selection as the initial
research area. There are 444 rural communities in all in Inlay, with more than 200 of them on the
lake and the remaining ones on land. Bamboo is primarily used in the construction of the floating
houses. Some are made entirely of bamboo; they contain no iron. People rowing boats with their
legs is another unusual tradition observed at Inlay Lake. The Inntha people of the Inlay area are
known for their unique and well-known leg-rowing style. While some people find it difficult to
paddle a boat even with one hand, Inntha, a man, woman, or child, can do it with only one leg. The
Inntha continue their custom of leg-rowing every day, even in the face of the increasing popularity
of motorized boats. Other distinctive features of the Inlay region’s culture are its floating gardens
and lotus textile weaving enterprises, which manufacture traditional Inlay outfits. Fishing is the
most popular source of income in Inlay Lake, although floating garden cultivation is the second
most popular. On artificially created floating islands in the water, locals grow vegetables on them.
Furthermore, whereas cotton is used to manufacture fabric in other locations, the Inlay region also
uses cotton, and lotus textiles are made from the fibers of the lotus plant.

Leg Rowing
Fishermen

Floating
: House in
W Inlay

S o Region

Lotus
Fabric
Weaving
and
Floating
Garden in
Inlay
Region

Figure (2) Specific Images of Inlay Region Source: Thar (2022)
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5. METHODOLOGY

This study employed a quantitative approach to gather data using questionnaire surveys. The target
respondents for this study were domestic visitors to the Inlay area. The survey was carried out in
2024 between May and July. An online data collection method was applied using a Google survey
form, and respondents were asked for permission to participate in the study and volunteer.
Convenience sampling method was used to collect a set of 385 questionnaires for statistical
analysis. The collected data was then subjected to a series of analyses utilizing the Statistical
Package for Social Science 26.0 (SPSS). Multiple regression, reliability analysis utilizing
Cronbach's alpha, and descriptive statistical analysis were employed in this study. There were four
parts to the survey. Demographic questions were posed in Part A. The components of this study are
located in Parts B through D. Cultural identity was measured using three variables: cognitive,
emotional, and behavioral (Tian, 2020). Twelve measurement items evaluating cultural identity
were adapted from previous research, according to the author. The perception of tourist satisfaction
and revisit intention was measured by four measurement items (Napaporn Janchai, 2020) and (Nia
Budi Puspitasari, 2019). The factors selected were determined by taking into account the location,
services offered, and level of community engagement, as well as the suitability of the research
locations and context for the current study.

6. MODEL TEST AND RESULTS

For the purposes of this study, 385 valid data were statistically analyzed. Findings showed that
women traveling alone made up the majority of tourists.

Table (1) Social-Demographic Characteristics and Travel Information of Tourists, (Survey Data, 2024)

Item Classification Nl;g::; of Perff/?)t age

Gender Male 115 29.9
Female 270 70.1

. Single 268 69.6
Marital Status Married 17 304
Below 21 47 12.2

21-30 145 37.7

Age 31-40 129 33.5
41-50 58 15.1

Above 50 6 1.5

High School 31 8.0

. Bachelor Degree 226 58.7
Education Master Degree 119 31.0
Ph.D 9 23

300,000 MMK - 500,000 MMK 149 38.7

Monthly Income 500,001 MMK - 700,000 MMK 23 6.0
700,001 MMK - 900,000 MMK 33 8.6

Above 900,000 MMK 180 46.7
1 — 3 times 297 77.0
.. . 4 — 6 times 68 17.6
Visited Time 770 times 3 10
Above 9 times 17 4.4

Independent trip 253 65.7

Travel agency 26 6.8

Travel Method Corporate organization 35 9.1
Others 71 18.4

Very concerned 93 24.2

Are You Concerned about Care 269 69.9
Protecting the Traditional Uncertain 12 3.1
Style? Do not care 7 1.8
Absolutely indifferent 4 1.0
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A bachelor’s degree was held by the majority of tourists, and the sample's age range was mostly
between 21 and 30. “Above 900,000 MMK” was the main source of revenue. Up to three
independent visits were made by 70% of tourists to the Inlay area. Approximately 70% of tourists
expressed concern for the traditional style of the Inlay region, according to the result.

6.1. Measurement Model Evaluation

Before testing the hypothesized relationships, Cronbach’s Alpha reliability coefficient was utilized
to examine the consistency of questionnaire variables on each test question in this study. Table (2)
shows that all variables had strong reliability, with each variable's Cronbach’s Alpha value being
more than 0.7. Descriptive analysis results of the variables are also shown in Table (2).

According to Table (2), each variable is measured by four measurement items. The highest mean
value of cognitive identity is 4.02 which is from the statement “I believe that the Inlay area has a
strong traditional culture”. The overall mean value of cognitive identity is 3.87, which shows that
the respondents had a good impression about the cultural evidence, history of civilization, and belief
of the Inlay region. “I enjoy the Inlay area’s traditional culture” is the statement with the highest
mean emotional identity score of 4.10. The overall mean value of emotional identity is 3.99, which
shows that the respondents are proud of the inheritance and intangible cultural heritage of Inlay
region. In behavioral identity, the highest mean value is 3.63 which is from the statement “I am
interested in learning about the Inlay area’s local customs”. The overall mean value of behavioral
identity is 3.45, which shows that the respondents have slightly intention the tourism activity and
interaction in Inlay region. The statement “I really enjoyed the visit of the Inlay region” has the
highest mean score of tourist satisfaction, 4.25. The overall mean score for visitor satisfaction is
4.09, indicating that respondents are in agreement with the satisfaction of the Inlay area. The
statement “In the future, I would like to travel to the Inlay area” has the highest mean score of 4.17
for revisit intention. The overall mean value is 4.00, which shows that the respondents feel that if
they satisfy the cultural identity of the Inlay region, they will visit again in the future.

Table (2) Results of Measurement Model

b
Construct Measurement Items Mean Std. Dev. Overall Cronbach’s

Mean Alpha

Cl1 3.76 1.0728

. . CI2 4.02 1.0023
Cognitive identity CI 3 386 10980 3.87 0.894

Cl4 3.84 1.0043

El 1 4.10 1.0570

. . . EI2 3.85 91751
Emotional identity EI3 3.99 95191 3.99 0911

El 4 4.04 1.0402

BI 1 3.11 1.1652

. . . BI 2 3.50 1.0683
Behavioral identity BI3 363 10021 3.45 0.821

BI 4 3.57 .97380

TS 1 4.25 1.0885

. . . TS 2 4.12 1.0557
Tourist satisfaction TS 3 301 1.0990 4.09 0.948

TS 4 4.10 1.0731

RI'1 3.75 1.0384

. . RI2 3.97 99182
Revisit intention RI3 417 10720 4.00 0.923

RI 4 4.12 1.1133

Source: Survey Data (2024)
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6.2. Hypothesis Verification

A multiple linear regression model was used to evaluate the influence of cultural identity on tourist
satisfaction and the influence of tourist satisfaction on return intention in the Inlay area.

Table (3) Multiple Regression Result of Cultural Identity and Tourist Satisfaction

Model B t Sig.
Cognitive Identity A64xH* 7.504 .000
Emotional Identity A40%** 6.825 .000
Behavioral Identity .091* 1.947 .052

R square .696
Adj R square .694
F value 290.883 (P Value = 0.000)

Source: Survey Data (2024), *** means 1% significant level, * means 10% significant level

According to Table (3), the F value is 290.883 (sig. = 0.000), and the significance test of the
regression equation shows that there is a linear correlation between independent and dependent
variables. Two independent variables, namely cognitive and emotional identity, were significant in
the model at a significance level of 0.01 (1%) and the remaining independent variable, namely
behavioral identity, was significant at 0.1 (10%). The adjusted R square value is 0.694, indicating
that the closeness of the relationship between independent and dependent variables is 69.4. The
result found that all independent variables have a positive relationship with tourist satisfaction. The
cognitive identity was B = 0.464, p = 0.000, emotional identity was B = 0.440, p = 0.000 and
behavioral identity was B = 0.091, p = 0.052.

Table (4) Linear Regression Result of Tourist Satisfaction and Revisit Intention

Model B t Sig.
Tourist Satisfaction 826 ** 34.781 .000
R square .760
Adj R square 759
F value 1209.717 (P Value = 0.000)

Source: Survey Data (2024), *** means 1% significant level

According to Table (4), the F value is 1209.717 (sig. = 0.000), and the significance test of the
regression equation shows that there is a linear correlation between independent and dependent
variables. Tourist satisfaction was significant in the model at a significance level of 0.01 (1%). The
adjusted R square value is 0.759, indicating that the closeness of the relationship between
independent and dependent variables is 75.9. The finding indicates that there is a strong relationship
between tourist satisfaction and intention to revisit. The tourist satisfaction was B = 0.826, p =
0.000.

6.3. Summary of Hypotheses Test

All three dimensions of cultural identity—cognitive, emotional, and behavioral identity—have a
considerable positive effect on tourist satisfaction, according to an analysis of the regression results.
Additionally, revisit intention is significantly positive effected by tourist satisfaction. Thus, all the
results are consistent with the proposed hypotheses.

Table (5) Summary of All Hypotheses

Items Hypotheses Result
Hl(a) Cognitive identity has a positive influence on tourist satisfaction Accepted
Hl(b) Emotional identity has a positive influence on tourist satisfaction Accepted
HI(c) Behavioral identity has a positive influence on tourist satisfaction Accepted
H2 Tourist satisfaction has a positive influence on revisit intention Accepted
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Figure 3. Result of Variables Value on Framework, (Survey Data, 2024)

7. DISCUSSIONS AND CONCLUSIONS

In this section, theoretical contribution and practical implications that result from findings and
limitation and direction for future research are discussed.

7.1. Theoretical Contribution

Based on the theoretical foundations and literature, this study investigated the influence of cultural
identity on tourist satisfaction and intention to revisit the Inlay area of Myanmar. The results
include the following. According to multiple linear regression analysis, the study model unveiled
that the three cultural identities, namely, cognitive, emotional, and behavioral identities, have a
positive effect towards tourist satisfaction in the context of the Inlay region, as hypothesized. This
finding indicated that a destination with a higher cultural identity could satisfy the tourists who
visited that destination. This result is congruent with the previous research conducted by (Su, Li, &
Zhang, 2020; Tian, 2020) but is contrast to the outcome of the previous study conducted by (Luo,
2023) which reported that the relationship between cultural identity and tourist satisfaction is not
statistically significant.

As mentioned above, the cultural identity is comprised of three dimensions by reviewing previous
studies and literature. Although the aforementioned assessments of earlier research only
demonstrated the effect of cultural identity on tourist satisfaction, the current study clearly
demonstrates the contribution of three cultural identity aspects to tourist satisfaction. Among these
cultural identity dimensions, the significance of cognitive identity was the most predictive, and
emotional and behavioral identities were the second and third predictors towards tourist satisfaction.
Thus, this was a different fundamental theoretical contribution provided by this study.

Furthermore, this study contributes to the existing literature review on the influence of tourist
satisfaction on revisit intention. According to the result of the analysis, tourist satisfaction has a
direct positive effect on the tourists’ willingness to revisit, and this outcome is in line with the
research conducted by (He & Luo, 2020). This means that the greater the level of tourist satisfaction
perceived, the greater the revisit intention. Thus, this implies that if tourists are satisfied with the
destination, which is rich in cultural identity, or if they felt that they had a great time at that
destination, they would want to return there as a tourist destination and would wish to travel again
in the future.

7.2. Practical Implications

Based on the above theoretical contribution to the environment of the Inlay region in Myanmar,
recommendations and implications are suggested for the growth and management of intangible
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heritage tourism at that destination, and it is also anticipated that related sites would profit by
reviewing the current study.

Firstly, the results showed that all cultural identity components of the Inlay area significantly
influence tourist satisfaction. Thus, it is important to preserve and develop cultural identity in
specialized heritage tourism. To support the cognitive cultural identity of the heritage tourists, the
authorities should conduct more public education and media publicity about cultural evidence such
as floating gardens, leg rowing habits, stilt houses, handicrafts and traditional clothing, the history
of civilization, and beliefs of the Inlay region.

Tourism businesses in that destination should create opportunities for tourists that include
participating in traditional ceremonies, cultural festivals and rituals, and hands-on cultural
workshops to engage emotionally with the Inlay culture. In order to easily conduct tourism
activities, visiting and interacting to Inlay region, the authorities and local community leaders
should make the investment to improve the infrastructures of the Inlay region and encourage and
support businesses that promote cultural tourism, such as heritage hotels, cultural tours, and local
craft shops. Additionally, they make investments in cultural heritage site protection and restoration,
guaranteeing that these assets will always be essential components of the destination’s identity.

Secondly, the results showed that tourists’ inclination to return to the Inlay region was positively
impacted by their level of satisfaction. As a result, internal services at tourist locations have to be
tailored to their demands. Increased attention to tourist demands is necessary for the growth of
intangible cultural heritage tourism. Furthermore, offering tourists a wealth of knowledge, extra
recreational and entertainment options, and artistic value in the variety of celadon things may
facilitate their comprehension of intangible cultural heritage and drive return visits.

Finally, as a result of people returning to that place, the local tourist sector will expand more.
Therefore, in order to improve the quality of life and financial circumstances for local residents, the
government should generate additional economic possibilities. They also need to hang on to the
elements of their well-known cultural history in order to maintain a calm and beautiful natural
setting and the sustainable development of cultural heritages. This will demonstrate Myanmar’s soft
power and cultural self-assurance to the rest of the world while also encouraging tourists to return.

7.3. Limitations and Directions for Future Research

Additional research is necessary due to some limitations in this study. The sample for this study
only consisted of local tourists, which was its initial drawback. Thus, future research can explore
the influence of cultural identity on the revisit intention of the Inlay region on international tourists,
and additional tests should be conducted to assess the influence of tourist satisfaction on tourist
loyalty. The study area of current research is also another limitation. Future research might choose
to pick cultural identities of additional locations in order to confirm the research model used in this
study. Finally, quantitative analysis is the primary foundation of this study. In the future, in-depth
interviews with tourists and relevant individuals can be used as the basis for qualitative analysis,
which will produce more useful recommendations.
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A Conceptual Study on the Role of Street Food in Gastronomic Tourism

") Furkan DURSUN!

Abstract

Street food, which can be defined as food and beverages that are not available within a specific organizational
structure or under the roof of a place, prepared in advance or during sales by sellers on the streets and public
areas, and offered directly to the customer's consumption with minimal or no processing during the sale, is
shaped by the geographical conditions, agricultural characteristics, socio-economic and religious characteristics
of the region, as well as the relations of societies with other societies. Street food, which reflects the culinary
culture of the destination to which it belongs, has the potential to increase the region's attractiveness in
gastronomy tourism while positively impacting the image and competitive advantage of the region. This study
conceptually focuses on street food. In addition, the relationship between street food and gastronomy tourism is
discussed and it is aimed to examine street food as a gastronomic tourism product. For this purpose, the
prominent topics and studies in the literature were examined. Because of the study, some suggestions are
presented for the relevant sector stakeholders and future studies. Finally, the study presents a conceptual model
focusing on tourists, trends, and marketing factors within the context of street food consumption and its
relationship with tourism.

Keywords: Street Food, Local Foods, Gastronomic Tourism, Gastronomic Tourism Products

JEL Kodu/Code: L83.

Gastronomi Turizminde Sokak Yiyeceklerinin Rolii Uzerine Kavramsal Bir Calisma

Ozet

Sokak yiyecekleri, belirli bir kurumsal yapt ya da mekan catisi altinda sunulmayan, saticilar tarafindan
sokaklarda ve kamusal alanlarda 6nceden ya da satig sirasinda hazirlanan, satis aninda minimal diizeyde veya hig
isleme tabi tutulmadan dogrudan tiiketiciye sunulan yiyecek ve igecekler olarak tanimlanabilir. Sokak
yiyecekleri, bolgenin cografi kosullari, tarimsal yapisi, sosyo-ekonomik ve dini 6zellikleri ile toplumlarin diger
toplumlarla olan iligkilerinden etkilenerek sekillenir. Ait oldugu destinasyonun mutfak kiiltiiriinii yansitan bu
yiyecekler, bolgenin gastronomi turizmi agisindan cazibesini artirma potansiyeline sahip olup, ayni zamanda
bolgenin imajina ve rekabet avantajina olumlu katkilar saglayabilmektedir. Bu ¢aligma, kavramsal olarak sokak
yiyeceklerine odaklanmakta, sokak yiyecekleri ile gastronomi turizmi arasindaki iligkiyi ele almakta ve sokak
yiyeceklerini gastronomi turizmi iiriinii olarak incelemeyi amacglamaktadir. Bu dogrultuda, literatiirde 6ne ¢ikan
konular ve calismalar incelenmis, arastirma neticesinde ilgili sektér paydaslar1 ve gelecekteki calismalara
yonelik birtakim Oneriler sunulmustur. Son olarak, calismada sokak yiyecekleri tiiketimi ve turizm iliskisi
cercevesinde turistler, trendler ve pazarlama faktdrleri lizerine kavramsal bir model 6nerisi sunulmustur.
Anahtar Kelimeler: Sokak Yiyecekleri, Yerel Yiyecekler, Gastronomi Turizmi, Gastronomik Turizm Uriinleri
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1. INTRODUCTION

As a result of the evolving global order, social changes such as population growth, migration from rural
areas to major cities, the active participation of women in the workforce, and rising levels of welfare
have impacted the food and beverage services industry, as in many other sectors.Today, the increase in
demand for the products and services produced by the food and beverage services industry can be
considered because of the modern consumer's eating out behavior (Ozdemir, 2010). As a reflection of
consumers' eating out behavior, the street food market is becoming one of the fastest-growing business
areas in many countries, especially on developing countries. (Chukuezi, 2010; Omemu & Aderoju,
2008; WHO, 1996).

Although interest in street food has waned during certain periods, it has persisted from historical times
to the present and holds a significant role in the socio-cultural and economic fabric of societies across
various geographies (Franck, 2005; Sharath, 2016). In recent years, street food has become a concept
that has started to attract attention in the academic field in addition to being frequently preferred
products for consumers living in the city. In the existing literature, studies on the concept of street food
have been presented in different fields such as urban planning, legal regulations, practices of local
governments, food safety and public health, the right to access food, the opportunity to own a business,
and the role of women in working life (Karsavuran, 2018).

Street food is shaped by the geographical conditions, agricultural characteristics, socio-economic and
religious characteristics of the region, as well as the relations of societies with other societies (Yildirim
& Albayrak, 2019). In this context, street food can be considered an important heritage in terms of the
local culinary culture of societies (Choudhury et al., 2011) due to its characteristics such as being
prepared mostly using local foods and traditional cooking methods, having culinary traditions from
different geographies and reflecting ethnic diversity (Calloni, 2013). According to Chavarria and
Phakdee (2017), since culinary culture is considered an intangible heritage that is passed down from
one generation to another, it is not possible to have a truly authentic food experience without visiting
the destination where the food belongs and interacting with the local people who offer the essence of
the food. In addition, culinary culture is expressed in many studies as one of the cultural information
sources that add value to the destination image. In this context, street foods, which are a reflection of
the culinary culture of the destination to which they belong, are products that have the potential to
increase the attractiveness of the region in terms of gastronomy tourism (Bhowmik, 2005; Horng &
Tsai, 2010; Kim et al., 2009; Okumus et al., 2007; Pullphotthong & Sopha, 2013; Ramli et al., 2016;
Simopoulos & Bhat, 2000). This study aims to assess the role of street food in gastronomy tourism and
examine its potential as a gastronomic tourism product. For this purpose, databases providing access to
academic research and information, including Scopus, Web of Science, Google Scholar, and ProQuest,
were searched using the keywords "Street Food, Local Food, Gastronomy Tourism, Gastronomic
Tourism Products." Academic studies that emerged as prominent in relation to these concepts were
incorporated into the research process.
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2. CONCEPTUAL FRAMEWORK

2.1. The Concept of Street Food

A review of the literature reveals numerous definitions of the concept of street food. The World Health
Organization (WHO) defines street food as "food and beverages that are pre-prepared in streets or
similar public places, or prepared and offered by the seller at the point of sale, and can be consumed
during or after the sale without the need for additional processing" (WHO, 1996). Tinker (1997)
describes street food as "food sold on the streets for quick consumption, processed as minimally as
possible." Similarly, Ekanem (1998) defines it as "food sold on the streets and in public places that is
either unprocessed or can be consumed after minimal preparation." In line with these definitions, the
Food and Agriculture Organization (FAO) characterizes street food as '"ready-to-eat food and
beverages sold at fixed points in streets or similar public spaces, or prepared and sold by hawkers"
(FAO, 2009). Calloni (2013) further defines it as "any food prepared by the vendor and sold through a
stall or cart." In summary, street food refers to food and beverages that are prepared in advance or
during sale by vendors in public areas, offered directly to the consumer with little or no further
processing.

Several studies in the literature have classified street food based on production conditions, marketing
methods, and product categories (WHO, 2010; Aluko et al., 2014; Steyn & Labadarios, 2011). While
the World Health Organization classifies street food into four groups: food prepared in small-scale
businesses or traditional workshops, at home, in marketplaces, and on the street (WHO, 2010), Aluko
et al. (2014) classify street food vendors into two groups: mobile and stationary. Finally, Steyn and
Labadarios (2011) categorized street food into four categories: food, snacks, drinks, and fruits. Another
issue that another issue that draws attention in the literature is the reasons for preferring street food.
Alimi et al. (2014) stated that street food is preferred because it allows those who cannot spare time to
cook at home to save time, is easily accessible and is offered at low price ranges, while Choi et al.
(2013) similarly stated that the reasons for preferring street food are easy accessibility, ease of
consumption and timesaving. Like the the above studies, Hiamey et al. (2013) evaluated the reasons for
preferring street food as sensory appeal, nutritional quality, price advantage and social benefit,
especially convenience, while Loriato and Pelissari (2017) stated that service quality, sensory features,
food, environment, convenience and price are the main reasons for preferring street food. Martins
(2006) suggested that the freshness and affordability of food could influence consumers' preferences
for street food..

Finally, when the studies on street food are observed, it is seen that different areas such as food safety,
economic and cultural dimensions of street food, governance, the role of women and entrepreneurship
have been examined (Karsavuran 2018; Kurt, 2018). It can be said that the more prominent topics in
the studies are food safety and the socio-economic dimensions of street food. Food production, food
preservation conditions, food microbiology, food safety and the role of producers in food safety (Alimi,
2016; Chavarria & Phakdee, 2017; Choudhury et al., 2011; Da Silva et al, 2014; Isaacs, 2014,
Karsavuran, 2018), while studies on the socio-economic dimensions of street food have mainly focused
on creating employment for different business lines and providing a source of income for city and
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country economies despite being an informal economy (Draper, 1996; Long-Solis, 2007; Nirathron,
2005).

2.2. The Role of Street Food in Gastronomic Tourism and Its Assessment as a Tourism Product

From past to the present, the concepts of tourism and food have been in an inseparable relationship
with each other. The consumption of food, which is one of the important elements of the destination
visited, is physiologically essential for tourists (Henderson et al., 2012). Apart from this necessity, in
line with the developments in tourism and changing consumer demands, food has become an important
attractive element for tourists visiting the destination, and this has started to be used as a competitive
tool between destinations through the dining experience (Cohen & Avieli, 2004). Likewise, considering
the developments in the field of tourism, it is seen that local cuisines food and beverage cultures have
come to the forefront in the marketing of destinations (Ignatov & Smith, 2006). According to Long
(2004), local cuisines and eating habits are important elements that distinguish the identity and culture
of a region from others. Destinations offer their cultural structures to tourists by using their local
cuisines and thus aim to be different from other destinations and gain a competitive advantage
(Okumus et al., 2007). In line with this goal, local foods and products have become more important and
interesting than ever. However, it is seen that countries that want to achieve success in the field of
tourism are to promote their local cuisines and local products (Irigiiler& Oztiirk, 2016). Culinary
culture, which is accepted as an attractive element of destinations, is accepted as a tourism product and
is also used as a promotional tool.

Similarly, local food has sparked curiosity and motivation among visitors, providing tourists with a
unique opportunity to engage with the local culture, socialize, and connect with the destination's history
(Jeaheng et al., 2023; Karim & Chi, 2010; Okumus et al., 2007; Zvirbule et al., 2023). In conclusion,
numerous studies have highlighted the significance of local cuisine for tourism at the destination. In
this context, the potential of local cuisine to contribute to the sustainable competitive advantage of the
destination (Rand & Heat, 2006) and the economic value that can be obtained depending on tourist
demand (Sims, 2009) come to the fore. Again, it is seen that local food, including street food, is an
important source of motivation for tourists' destination choice (Cohen & Avieli, 2004; Mak et al., 2013;
Quan & Wang, 2004) and contributes to destination image (Silkes et al., 2008). According to Irigiiler &
Oztiirk (2016), street food has become a part of gastronomy tourism and gastronomic experience by
becoming known among destination products.

Street food is an important element of the culinary culture of undeveloped, developing, and developed
countries (Bhimji, 2010; Newman & Burnett, 2013; Omemu & Aderoju, 2008). Choi et al., (2013)
stated that street food reflects the local culinary culture and street food vendors have become very
popular among visitors, while Tinker, (1993) states that street food is a local product that is frequently
consumed not only by locals but also by visitors. Likewise, Newman and Burnett (2013) state that the
areas where street food is marketed create an attraction for locals and visitors, bringing mobility to city
squares, while Privitera and Nesci (2015) state that street food consumption has recently become a
trend. Generally, street food consists of flavors and food and beverage culture specific to the region.
Therefore, street food is a representative of the food culture and local cuisine of the region they belong
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to. Through this situation, street food is valuable for destination gastronomy and motivating and
attractive for visitors (Bhowmik, 2005; Horng & Tsai, 2010; Kim et al., 2009; Okumus et al., 2007,
Pullphotthong & Sopha, 2013; Ramli et al., 2016; Simopoulos & Bhat, 2000).

According to Choi et al. (2013), street food is an important option for diversifying tourism in
destinations and developing gastronomy tourism. Hall and Mitchell (2005) define gastronomy tourism
as visiting food exhibitions, festivals, restaurants, and special food-related areas while Ignatov and
Smith (2006) define it as activities that allow the purchase and consumption of local delicacies or the
observation of food production. Likewise, tourists' travels to consume local food and beverages, learn
and experience the food and beverage culture of the region can be defined in this context (Kivela &
Crotts, 2005; 2006). In this context, gastronomy tourism is an important type of tourism that provides a
competitive advantage to a destination by reflecting its cultural heritage and identity. In addition, Wolf
(2006) defined gastronomy tourism as a travel behavior that provides an unforgettable dining
experience for tourists. In summary, gastronomy tourism can be defined as a type of tourism in which
the culinary culture of the destination is brought to the forefront to provide a difference and competitive
advantage to the destination, and the main motivation source for tourists to choose a destination
includes food or food-related activities. In the context of gastronomy tourism, food can create a sense
of belonging for visitors to the destination they are traveling to and allow them to connect directly with
the local culture of the destination because of their experience. For this reason, food plays a very
important role in the marketing of a destination. Many countries recognize the attractiveness of street
food as a profit-generating and unique resource for gastronomy tourism. Street food, which has
emerged as a gastronomic trend worldwide in recent years (Privitera & Nesci, 2015), is used as an
important tourist attraction, especially in Asian countries (Okumus et al., 2007).

3.METHOD

This study adopts a qualitative research methodology through literature review and document analysis
to examine the relationship between street food, gastronomic tourism, and gastronomic tourism
products. During the research process, academic databases such as Scopus, Web of Science, ProQuest,
and Google Scholar were systematically searched for published studies without any specific date range.
The literature review included empirical and theoretical articles directly related to street food within the
context of tourism and gastronomy; conversely, studies unrelated to street food or outside the specified
time frame were excluded. The findings of the selected studies were structured by summarizing key
themes, examined variables, and significant conclusions reached by the authors. Evaluations were
made based on the obtained findings, and recommendations for future research were proposed. The
limitations of this study include the potential bias present in the existing literature and the subjective
nature of the qualitative assessments conducted.

4. FINDINGS

In the literature, there are many studies on street food, especially on food safety, hygiene (Alimi, 2016;
Chavarria & Phakdee, 2017; Choudhury et al., 2011; Da Silva et al., 2014; Isaacs, 2014) and socio-
economics (Draper, 1996; Long-Solis, 2007; Nirathron, 2005). Again, many studies have addressed
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gastronomic tourism products independent of street food (Giizeler & Cagla, 2018; Hjalager, 2002;
Nebioglu, 2017; Smith & Xiao, 2008). However, there are relatively few studies evaluating street food
as a gastronomic product or flavor. However, in the related literature, the reasons for consumption of
street food (Alimi et al., 2014; Choi et al., 2013; Hiamey et al., 2013; Loriato & Pelissari, 2017;
Martins, 2006), food preference (Steyn & Labadorios, 2011), consumption frequency (Hiamey et al,
2013; Vieira-Cardoso et al., 2014), while there are also studies that evaluate street food culturally
(Abdul-Karim & Abdul-Halim, 2014; Isaacs, 2014) and directly (Balli, 2016; Solunoglu & Nazik,
2018). In addition to this situation, with the recent increase in interest in the field of street food, there
have been a small number of studies on the relationship between tourism and street food. Table 1
presents prominent studies related to the topic along with the variables they examined. The subsequent

Dursun (2024), johti, 6(2), 195-213

text discusses the scope of these relevant studies.

Table 1. Highlighted research and the variables they examine

Research

Variables

Jeaheng et al
(2023)

Perceived quality of Thai street food > Perceived reasonable price of Thai street food >
Involvement in Thai street food > Repurchase intention for Thai street food

Cultural difference (Eastern vs. Western) variable acts as a moderator variable in the
interaction between all the above variables.

Bayram (2020)

Attitudes towards Street Food and Perception of Gastronomic Image > Purchase Intentions

Di Matteo (2020)

Activities Related to Street Food > Tourist Mobility, Revisit Intentions

Gupta et al. (2020)

Authenticity and Diversity in Street Food > Experience, Revisit Intentions, Recommendation
Intentions

Maknu et al
(2020)

Gastronomy Attractiveness, Past Gastronomy Experience > Gastronomy Satisfaction

Gastronomy Satisfaction, Gastronomy Knowledge, Gastronomy Motivation > Repatronage
Intention (Japanese local street food vendors)

Yeap et al. (2020)

Taste Value, Health Value, Price Value, Emotional Value, Interaction/Social Value, Epistemic
> Value Attitude towards Penang Street Food

Attitude towards Penang Street Food > Place Attachment > Intention to Revisit Penang for
Street Food

Kurt (2018) Attitudes towards Street Food, Subjective Norms, Perceived Behavioral Control and Past
Experiences > Consumption Intentions

Chavarria & Tourist Profile, Travel Behavior > Attitude towards Street Food in Phuket.

Phakdee (2017)

Attitude towards Street Food in Phuket, Subjective Norm, Perceived Behavioral Control >
Behavioral Intention

* > represents the interaction between variables.
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An analysis of the empirical studies presented in Table 1 reveals that the highlighted variables
primarily focus on understanding tourists’ attitudes and behavioral intentions towards street food.
Researchers have also incorporated additional factors such as perceived quality, price perception,
involvement in street food, cultural differences, perceived gastronomic image of street food,
authenticity and diversity, gastronomic appeal, gastronomic experience, gastronomic satisfaction,
perceived value of street food, tourist profiles, and travel behavior to explore these relationships
comprehensively. Furthermore, Polat and Gezen (2017) conducted a conceptual study evaluating street
food within the context of tourism and gastronomy, focusing specifically on Adana’s street food
offerings. Chavarria and Phakdee (2017) stated that the most important motivation sources of tourists
visiting Phuket are street food and street vendors accordingly, tourists intend to consume and
recommend street food in the future. Drawing attention to the limited number of studies on street food
in the tourism literature, Karsavuran (2018) presented a comprehensive compilation of studies from
different disciplines on street food and aimed to provide a basis for future studies in the field of
gastronomy. Kurt (2018) aiming to explore the factors affecting the street food consumption intentions
of independent travelers, stated that tourists' attitudes towards street food, subjective norms, perceived
behavioral control, and past experiences are important variables on their street food consumption
intentions, while the hedonism variable does not have a moderating effect between attitude and
intention variables. Gupta et al. (2020), while drawing attention to the relevance of food as a
destination attraction, concluded that street food vendors can be considered as a strategic management
tool that can sustain or stimulate gastronomic tourist movements in destinations. Gupta and Sajnani
(2020) aimed to assess how the overall destination experience of foreign tourists in India is influenced
by the perceived authenticity and diversity of street food, as well as to examine the effects of street
food on tourists' behavioral intentions (revisit intention and word-of-mouth promotion). The results
suggest that perceived authenticity and cultural diversity of street food have a positive impact on
foreign tourists' overall perceived experience, but also their behavioral intentions. In his study
conducted in Italy in 2020, Di Matteo (2020) found that street food events have a positive impact on
visitor mobility and intention to revisit the region. Bayram (2020), in his study aiming to examine the
effect of tourists' gastronomic image perception towards street food on their purchase intention, stated
that attitude towards street food and gastronomic image perception have a positive and significant
effect on purchase intention. In the context of the studies, it can be said that street food has the potential
to contribute to the tourist experience in destinations as a gastronomic tourism product.

In the study conducted by Nebioglu (2017), the concept of gastronomic tourism products was defined
as food and beverage products specific to a region, facilities such as restaurant establishments where
these products are served, events such as festivals where these products are served, or visits (tours) to
places where these products are produced. Although studies on gastronomic tourism products
(Hjalager, 2002; Scarpato & Daniele 2004; Smith & Xiao, 2008) focus on activities such as restaurant
establishments, farms, or festivals, it can be stated that the definitions also include street food in the
context of local food. Solunoglu and Nazik (2018) and Karsavuran (2018) also emphasize that street
food can be considered as a gastronomic product. Within the scope of gastronomy tourism, the
attractiveness of destinations has been increased by using many gastronomic tourism products from
local food to vintage, street food to food festivals. Especially recently, street food events and festivals
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in many developed countries reveal the value of street food as a gastronomic product in terms of
gastronomy tourism (Irigiiler & Oztiirk 2016). In this context, street food is becoming an important
factor in gastronomic tourism by being a window that allows tourists to get to know local cultures,
economies, and societies closely. The authenticity, affordability, and social interactions offered by
street food make it an attractive option for tourists, offering unique experiences (Jeaheng et al., 2023;
Maknu et al., 2020; Samaddar, 2023; Zvirbule et al., 2023).

The Cyclical Relationship between Tourist Behavior, Trends and Marketing Strategies in Street
Food Consumption

From another perspective, a review of the existing literature reveals that street food is primarily
evaluated within the context of gastronomic tourism and gastronomic tourism products, focusing on the
relationships among trends, tourists, and marketing methods (Dominguez-Barreto et al., 2023; Jeaheng
et al., 2023; Jeaheng & Han, 2020; Kowalczyk & Kubal-Czerwinska, 2020; Moussavi et al., 2016;
Rewtrakunphaiboon & Sawangdee, 2022; Yodchim & Bousri, 2022). In this regard, Figure 1 presents a
conceptual model that explains the factors influencing the consumption of street food within the
framework of gastronomic tourism. The model details the dynamic interactions among three key
components—tourists, trends, and marketing—and elaborates on their subcategories. These core
components are analyzed in an interconnected manner, emphasizing how each is shaped by various
subdimensions. The overall framework of the schema allows for a holistic examination of factors
related to street food consumption. Such an integrative approach may enable the street food sector to
enhance consumer satisfaction and achieve sustainable competitive advantage in the market in the
future stages.

Motivational Characteristics

Gastronomic Trends
Demographic Characteristics [ ] [ J
Psychological Characteristics Social Trends
Tourist Typology

Promotion/Protection Standardization Diversification

Figure 1. The cyclical relationship between tourist behavior, trends and marketing

strategies in street food consumption
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Tourism, and consequently the tourist factor, emerges as the most significant element influencing the
consumption of street food (Jeaheng & Han, 2020). In this context, the motivational, demographic, and
psychological characteristics of tourists are among the primary determinants of their consumption
preferences for street food. Motivationally, tourists are drawn to street food due to their search for
authentic experiences, economic reasons, or a sense of adventure (Al Harthy et al., 2021; Goller &
Dogan, 2023; Gupta et al., 2020; Maknu et al., 2020; Yusuf, 2017). Demographic characteristics (e.g.,
age, gender, cultural background) influence consumption behaviors, creating distinctions in preferences
(Gupta et al., 2020; Ozgelik & Akova, 2021; Torres Chavarria & Phakdee-auksorn, 2017).
Furthermore, tourists' psychological attitudes, such as trust, perceptions of hygiene, and tendencies
toward neophobia or neophilia (Amenumey et al., 2015; Chen et al., 2021), provide deeper insights into
these behaviors. Additionally, tourist typology offers a valuable framework for analyzing varying
tendencies in street food consumption based on traditional classifications of tourists (Gupta & Sajnani,
2020; Ying et al., 2018).

Trends constitute another critical component influencing the consumption of street food. In particular,
gastronomic and social trends can be regarded as the primary driving forces behind change and
innovation in this domain (Pérez et al., 2024). Gastronomic trends heighten consumer interest in local
cuisines and healthy food options, while social trends shape consumption habits, thereby influencing
the demand for street food (Kowalczyk, 2020; Kowalczyk & Kubal-Czerwinska, 2020; Moussavi et al.,
2016). These trends offer opportunities for enhancing both the presentation and the diversity of street
food products. Simultaneously, with the influence of tools such as social media, street food can reach a
broader audience, transforming consumer behavior and further elevating its prominence in the
gastronomic landscape (Evelina & Safitri, 2021; Yusuf, 2017).

Marketing serves as a vital tool in enhancing the visibility of street food and professionalizing the
sector. The promotion of products and adherence to hygiene standards play a critical role in building
consumer trust (Dominguez-Barreto et al., 2023; Jeaheng et al., 2023; Jeaheng & Han, 2020; Moussavi
et al.,, 2016). The standardization of marketing activities ensures consistent quality in street food
offerings and fosters a sense of reliability among both consumers and businesses (Dominguez-Barreto
et al., 2023; Privitera & Nesci, 2015). Additionally, diversification strategies provide innovative
avenues for businesses to appeal to diverse consumer segments. Introducing culturally significant
flavors, developing health-focused products, and creating new options tailored to consumer
expectations have the potential to expand market share (Asim & Yasmeen, 2020; Gargiulo et al., 2022).

In conclusion, this framework provides a comprehensive model to elucidate the strategic significance
of street food within gastronomic tourism. The interaction between tourist characteristics, consumption
trends, and marketing processes highlights the opportunities and challenges that street food presents for
both consumers and the industry. Understanding this dynamic structure can contribute to the
development of strategies necessary for achieving sustainable growth in the street food sector.
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4. CONCLUSION AND RECOMMENDATIONS

This study conceptually examined the role and significance of street food within gastronomic tourism.
Street food is not only a reflection of regional culinary culture but also an essential tourism element
contributing to local economies, sociocultural interactions, and destination image. The findings indicate
that street food holds significant potential to offer a sustainable competitive advantage in the context of
gastronomic tourism. The literature review and analyses reveal that street food provides unique
experiences for both locals and tourists. In particular, street food is highlighted as a medium for
showcasing local cultural heritage while offering tourists an opportunity to establish a direct connection
with the destination. The affordability, authenticity, and socially interactive nature of street food make
it an attractive option for tourists. Moreover, it has been observed that diversifying gastronomic
products through street food enhances tourist motivation and strengthens the destination's image.

In addition, the need to support street food with marketing strategies and local government policies is
emphasized. Ensuring hygiene standards, developing innovative products, and employing effective
promotional strategies can solidify the position of street food in the market. Furthermore, a deeper
exploration of the social, cultural, and economic impacts of street food can significantly contribute to
the development of both the sector and the academic field. In conclusion, street food has substantial
potential as both a tourist attraction and a tool for preserving local culture. The approaches and research
directions proposed in this study can enable both industry stakeholders and the academic community to
better leverage this potential. In this regard, street food can further establish its position within
gastronomic tourism, enhancing destinations' competitive strength in the global tourism market.

Recommendations for the Industry

Street food vendors and producers should prioritize understanding their target audience, particularly
tourists, by identifying them as a distinct customer profile. Conducting demographic and psychological
analyses can enable the development of tailored sales and marketing strategies, ensuring alignment
with consumer needs. Furthermore, leveraging insights from long-standing tourist typologies in the
tourism literature can help vendors align their offerings more closely with consumer intentions,
creating a robust competitive edge.

It is also essential for street food vendors to stay informed about evolving trends in food and beverage
preferences. Monitoring emerging culinary movements and adapting product offerings to incorporate
health-focused or culturally diverse options can foster innovation and increase customer satisfaction.
By aligning their products with current trends, vendors can expand their market share and strengthen
their brand presence.

Promotion plays a critical role in enhancing the visibility of street foods. Vendors can harness the
power of social media to implement targeted marketing strategies that reach a wider audience, improve
customer engagement, and boost sales. Participation in local festivals and events provides additional
opportunities to introduce street foods to new consumer segments, thereby increasing brand recognition
and market penetration.
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Product quality and safety must remain a cornerstone of the street food sector. Adhering to hygiene
standards and food safety protocols builds consumer trust and enhances brand reputation. Training
programs and certification processes for vendors can ensure compliance with these standards, fostering
a professional and reliable image. Moreover, implementing standardization practices can help maintain
consistent quality in taste, presentation, and ingredient use, cultivating an environment of trust for both
consumers and businesses.

Lastly, diversification strategies should be embraced to achieve a competitive advantage. Offering an
array of cultural flavors, experimenting with innovative products, and incorporating health-oriented
alternatives can attract diverse consumer groups. This approach not only satisfies evolving consumer
demands but also supports market expansion and long-term business sustainability.

Recommendations for Researchers

For future academic studies, it is critical to investigate tourist attitudes and motivations toward street
food consumption in relation to their demographic characteristics. Additionally, examining
psychological factors that influence food consumption behaviors and exploring how street food
consumption intentions align with traditional tourist typologies can provide valuable insights into
consumer decision-making processes. These findings can significantly enhance the academic discourse
on gastronomy and tourism.

Further research should also delve into the social and gastronomic implications of street food
consumption. Studies that explore the role of street foods in reflecting social identities and preserving
cultural heritage can deepen our understanding of their broader societal impacts. Comparative analyses
of street food trends across different geographies and their emergence can contribute to a more
comprehensive body of knowledge, enriching the literature with global perspectives.

From a marketing perspective, researchers should undertake systematic investigations of street food
marketing strategies. Analyzing the effectiveness of these strategies and their influence on consumer
behavior can provide actionable insights for both academia and industry. Highlighting successful
practices and incorporating these examples into the marketing literature will bridge the gap between
theory and practice.

Lastly, examining the policies of local governments and regulatory bodies concerning street foods is
essential for developing sustainable practices. Research in this area can offer guidance on how
regulations impact the street food ecosystem and suggest improvements that benefit vendors,
consumers, and communities alike. By integrating these dimensions into their work, researchers can
make significant contributions to the development of a resilient and sustainable street food sector.
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Content Analysis of Bibliometric Studies Prepared About Smart Tourism
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Abstract

Smart tourism has become one of the most researched topics in recent years. There has been an increase in
studies examining the main trends, bibliometric structures and networks, and social, intellectual, and
conceptual frameworks of the concept of smart tourism within different parameters. The aim of this study is
to evaluate bibliometric analysis studies on smart tourism indexed in WoS and Scopus databases by content
analysis. In this context, 48 documents were found in the WoS and Scopus databases under the subject
headings of "smart tourism" and "bibliometric analysis". This is the first study using content analysis to
analyze bibliometric articles on smart tourism in WoS and Scopus databases. These analyses mainly focus on
authors' analysis, articles' distribution according to publication years, country collaboration network, co-
citation networks of authors and journals, frequency of keywords, and co-occurrence map analysis.
Bibliometric analysis studies on smart tourism have gained momentum, especially after 2019, when most
studies were conducted in the field. When the keywords of the studies in WoS are analyzed, it is determined
that the most frequently repeated keyword is "bibliometrics" in 14 studies, followed by "smart destination"
and "smart tourism destination" in 7 studies each, and "smart tourism" in 3 studies. These results show that
most of the bibliometric studies in WoS focus on smart destinations.

Keywords: Smart Tourism, Bibliometric Analysis, Content Analysis, WoS and Scopus

JEL Kodu/Code: L83, M00, M30

AKilll Turizm Konusunda Hazirlanan Bibliyometrik Calismalarin icerik Analizi
Ozet

Akilli turizm son yillarda iizerinde en ¢ok arastirma yapilan konulardan biri haline gelmistir. Akilli turizm
kavraminin ana egilimlerini, bibliyometrik yapilarin1 ve aglarmi, sosyal, entelektiiel ve kavramsal
gercevelerini farkli parametreler cergevesinde inceleyen c¢aligmalarda artis goriilmektedir. Bu ¢aligmanin
amaci, WoS ve Scopus veri tabanlarinda indekslenen akilli turizm iizerine bibliyometrik analiz ¢aligmalarini
icerik analiziyle degerlendirmektir. Bu calisma, WoS ve Scopus veri tabanlarinda akilli turizme iligkin
bibliyometrik makaleleri icerik analizi yontemiyle inceleyen ilk ¢alismadir. Bu baglamda, WoS ve Scopus
veri tabanlarinda "akilli turizm" ve "bibliyometrik analiz" konu basliklar altinda 48 ¢alisma bulunmustur. Bu
analizler temel olarak yazarlarin incelenmesi, makalelerin yaymlanma yillarina gore dagilimi, iilke is
birlikleri ag1, yazar ve dergilerin ortak atif aglari, anahtar kelimelerin siklig1 ve birlikte olusum haritasi
analizleri lizerinde yogunlagsmaktadir. Akilli turizme iligkin bibliyometrik analiz ¢alismalarinin, 6zellikle
alanda en fazla ¢alismanin yapildig1 2019 yilindan sonra ivme kazandigi goriilmektedir. WoS'ta bulunan
calismalarin anahtar kelimeleri incelendiginde, en sik tekrarlanan anahtar kelimenin 14 calismada bulunan
"bibliyometri" oldugu, ardindan her birinde 7 g¢alismada bulunan "akilli destinasyon" ve "akilli turizm
destinasyonu" ve 3 caligmada bulunan "akilli turizm" oldugu belirlenmistir. Bu sonuglar, WoS'taki
bibliyometrik ¢calismalarin ¢ogunun akilli destinasyonlara odaklandigini gostermektedir.
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1. INTRODUCTION

Rapid advancements in digital innovations and information and communication technologies have
directly impacted manufacturing enterprises, service businesses, and other organizations.
Specifically, the hospitality and tourism industry has been compelled to quickly adapt to
technological innovations that can compete with consumer demands and the rapidly changing
market to achieve sustainable tourism development. (Zsarnoczky, 2018). Smart tourism is an
interdisciplinary subject that has garnered increasing attention in academia in recent years, drawing
from various fields such as sustainability and archaeology (Almobaideen et al., 2016). It is an area
constantly evolving in literature and requires further theoretical and conceptual sub-studies. The
intellectual progress of the field will largely depend on the abundance of such research (Racherla et
al., 2008; Dredge & Jamal, 2015). Authors should generate additional works that possess both
theoretical depth and practical implications to foster the development of the smart tourism domain
(Johnson & Samakovlis, 2019; Ozkése et al., 2023).

In today's world, where technology is accelerating human and societal change, this research is
considered to be an essential source of data for researchers interested in smart tourism and
technologies that increase tourists' interest and knowledge of their destination, enrich the services
they purchase, enhance their travel experience and increase their satisfaction. Tourism has long
been an industry characterized by dynamic growth and evolution driven by changes in consumer
behavior, market trends and technological innovations. In recent years, technology has emerged as a
key driver in shaping the future of tourism, revolutionizing how destinations are marketed, how
services are delivered and how tourists experience their journey. In the digital age, the tourism
industry has undergone significant transformations primarily driven by advances in technology,
with the rise of 'smart tourism', a concept that integrates cutting-edge technology such as the
Internet of Things (IoT), artificial intelligence (AI), big data and cloud computing to create more
personalized, efficient and sustainable tourism experiences. This development in tourism has led to
increased studies on smart tourism, and there is a need for bibliometric studies on smart tourism and
related topics.

When the Web of Science (WoS) Database and Scopus databases are examined, there are more than
1660 academic studies related to Smart Tourism, which contain books, articles, and proceeding
papers, in the Web of Science (WoS) database and Scopus in 2010-2023. In this context, this study
aims to analyze the content of bibliometric documents on smart tourism in the Web of Science
database. This study, which analyzes the content of bibliometric studies evaluating the main themes
and current trends of smart tourism in the Web of Science database, will try to fill the gap in the
literature by determining the future direction of change and depth of knowledge of the smart
tourism phenomenon. When the WOS database is examined, it is seen that documents have been
analyzed using various bibliometric analysis methods under the topic of smart tourism. However,
the need for bibliometric studies on smart tourism and related topics in the literature constituted the
starting point of this study. This article is the first to focus on preparing a content analysis of studies
utilizing one or more bibliometric analysis methods related to smart tourism. Bibliometric analysis
studies that evaluate smart tourism's main themes and current trends are crucial in contributing to
the future direction and depth of knowledge in this rapidly intensifying research area. This study
will also serve as a reference for researchers working on the bibliometric analysis of smart tourism
to understand the theoretical perspective comprehensively.
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2. LITERATURE REVIEW
2.1. Smart Cities

Lopez de Avila (2015) defines smart cities as tourism-oriented and innovative, open to
development, equipped with the latest technological infrastructure that facilitates visitor interaction,
improves the quality of life and destination experience of residents, and ensures sustainable regional
development. It has become necessary for all businesses operating in the tourism sector and tourism
destinations to transform towards technology-based applications for reasons such as recognition at
the destination and business level, functionality, and making the touristic experience permanent. In
this context, it can be said that smart cities with the capacity to take rapid action are also pioneering
smart tourism destinations. In other words, the development of smart cities also means the
development of these cities as smart tourism destinations.

Smart tourism is an interdisciplinary topic that has grown by feeding from many fields, such as
sustainability and archaeology and has attracted increasing attention in academia in recent years
(Almobaideen et al., 2016). Smart tourism, which is constantly developing in the literature, is a field
that needs more theoretical and conceptual sub-studies. The intellectual progress of the field will
only be possible with more of these studies (Racherla et al., 2008; Dredge & Jamal, 2015). It is
essential for the development of the field for the authors to produce more studies with theoretical
and practical implications that will help the field of smart tourism mature. (Johnson & Samakovlis,
2019).

2.2. Smart Tourism

n

The term "smart" is used to describe a variety of innovations in the tourism and hospitality
industries based on sophisticated networking and information sharing connected to new
technologies like edge computing, cloud computing or big data. The term "smart" also refers to the
creative ways technology is applied in cities to maximize resource allocation, provide sufficient and
trustworthy governance, encourage sustainability, and attain a high standard of living (Gretzel et al.,
2015a). Moreover, smart cities have become widely used in defining different urban areas (Xiang et
al., 2021).

Smart tourism refers to the implementation of a sustainable and comprehensive strategy
encompassing the management, planning, development, and marketing of activities and enterprises
associated with tourism, a concept coined by Gordon Philips in 2000 (Li et al., 2017). Mufioz and
Sanchez (2015) define smart cities as technologically equipped cities that are tourism-oriented,
innovative, facilitate visitor interaction, enhance the quality of life for both residents and visitors
and promote sustainable regional development. The transformation of all businesses in the tourism
sector and tourism destinations towards technology-based applications has become necessary due to
reasons such as visibility and functionality at the destination and business level, as well as the
potential to create a sustainable tourist experience. In this regard, smart cities are the top locations
for smart tourism because of their quick decision-making. Put another way, the growth of smart
cities necessitates the growth of these areas as hubs for smart tourism.

Tourism, as a service industry, is associated with experiences (Aslan, 2022). Tourism destinations
have also developed into locations that collect the data required to improve travelers' experience
(Ozkése et al., 2023), evaluate that data, and build real-time travel platforms (Corréa & Gosling,
2021). Smart tourism technologies play a pivotal role in elevating tourists' travel experiences and
securing their contentment (Ozkdse et al., 2023). Within this developmental trajectory, the
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emergence of the smart tourism concept has become conspicuous (Chen et al., 2021). Smart cities
produce information and communication technology-based solutions for the residents of a city.
Smart tourism, on the other hand, focuses on enriching experiences and improving the quality of
life for both the local population and tourists visiting the city by implementing smart city
applications. It also aims to facilitate resource management, enhance accessibility, promote
sustainability, and prioritize high-quality living standards (Gretzel et al., 2015a). In this context, the
concept of smart tourism involves the fusion of information and communication technologies, smart
operational methodologies, and the integration of smart technologies across destinations, events,
tourist sites, and enterprises within the tourism, hospitality, and travel sectors. It aims to enhance
and facilitate the tourist experience, improve company value, make rapid and efficient data
management possible for the travel industry, and convert the collected data into better, more
standardized product and service offerings. Moreover, it involves the integration of various
technologies in smart governance and sustainability perspectives to provide services and facilities to
both the local population and visitors offered by DMOs (Destination Management Organizations)
and/or local governments in tourism destinations.

World Tourism Organization (UNWTO) defined smart tourism in 2009 as "clean, green, ethical,
and high-quality" at every stage of the service chain (UNWTO, 2009). In 2015, the concept of smart
destinations and ICT (Information and Communication Technology) were added to the definition of
smart tourism (UNWTO, 2015), and in 2017, it was stated that smart tourism is the future of
tourism (UNWTO, 2017). Smart tourism emerges from the integration of information and
communication technologies with smart technologies, especially in adapting them to tourism
services within the framework of the smart city concept (Wang et al., 2016). Gretzel et al. (2015b)
proposed a development framework for smart tourism seamlessly integrates smart destinations,
smart business ecosystems, and smart experiences, facilitating the incorporation of intelligence
across the tripartite layers within the tourism system. Ataman (2018) highlighted three advantages
of smartness offers to the tourism sector. They are;

o Facilitating easy access to necessary tourism information and services for tourists,

. Enabling tourists to observe natural sites in real-time through the implementation of
sensors and monitoring systems within natural environments,

. Creating demand-oriented services through the analysis of tourist-acquired data.

Smart tourism leverages four essential information and communication technologies, namely the
Internet of Things (IoT), mobile communication, cloud computing, and artificial intelligence, which
combine the physical, informational, social, and commercial infrastructure of tourism destinations
to benefit stakeholders involved (Guo et al., 2014). Smart tourism has gained attention in recent
years due to technological advancements, both in tourism applications and in societal terms (Sigala,
2018; Li et al., 2017; Jovicic, 2019; Ozkése et al., 2023) and has become one of the areas where
academics conduct the most research. The publication of studies related to smart tourism dates to
1995, when smart cards started to be used in the hotel industry (Vargo & Lusch, 2004). However, it
can be said that the interest of academics in the field of smart tourism has been rekindled since 2012
(Ye et al., 2020).

2.3. Studies on Smart Tourism

Today, tourism destinations have transformed into places that collect the necessary information,
analyze this information and create a real-time travel platform to enhance the tourist’s travel
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experience (Corréa & Gosling, 2021) and the concept of smart tourism has emerged under this
development trend (Chen et al., 2021). The concept of smart tourism, first used by Gordon Philips
in 2000, is defined as the management, planning, development and marketing of tourism activities
and businesses by adopting a sustainable and holistic approach (Li et al., 2017). Smart cities
produce solutions based on information and communication technologies for the residents of a city.
Smart tourism, on the other hand, focuses on enriching the experiences of both locals and tourists
visiting the city, improving the quality of life, resources, ease of transportation, and sustainability
while implementing smart city applications (Gretzel et al., 2015a). In this context, smart tourism
will increase the business value by enriching and facilitating the experience of tourists in
destinations, events, tourist attractions, tourism, hospitality and travel industry businesses, enriching
and facilitating the experience of tourists, and enabling tourism business management to create a
fast and effective data management, depending on the extent to which cities are equipped with ICT,
smart technologies and smart management applications.

With bibliometric analysis, specific information about the researched field is obtained in detail, and
the complex structures and networks of studies in a particular field are analyzed (Ozkose et al.,
2023). The results obtained from this analysis become crucial, ranging from determining the level
of reputation of the researched topic among countries to determining the publication policies of
countries and identifying the subjects/themes of international publication trends. Furthermore,
bibliometric studies are essential for the scientific mapping of international publication trends
(Demir & Erigiig, 2018). Over the past few years, there has been a noteworthy surge in research on
smart tourism. In this context, numerous studies have emerged that analyze the development of the
field over time using various analytical methods. For example, Ye et al. (2020) used the Vosviewer
software and conducted a study where they identified a total of 124 articles published within the
Social Science Citation Index and Science Citation Index by conducting data scanning across
Scopus, EBSCO host, and Web of Science (WoS). They concluded that further research should be
conducted on public institutions related to the topic, the adverse effects of smart tourism, and the
psychological and social effects of smart tourism on individuals.

Tiirkmendag (2021) performed a bibliometric analysis of 5070 studies associated with information
technology in 32 tourism and hospitality journals found in WoS. According to the study's findings,
the trending topics were online reviews, purchase intention, experience co-creation, and the sharing
economy. Chen et al. (2021) used the CitesSpace program, relying on the citation analysis, co-
citation network, and evolutionary trends of 441 studies obtained from WoS between 2010 and
2021. The results revealed that "smart tourism," "smart city," "smart tourism destination,"
"technology," and "social media" were the top five current keywords. Additionally, the study
highlighted "cloud computing" as the most prominent topic, while "user-generated content" and
"tourism system" were identified as the most influential subject headings in recent research.
Furthermore, the study noted that "tourism destination," "tourism experience," and "smartphone"
were the most popular research topics in recent years. Soliman et al. (2021) conducted a study
mapping smart experiences in tourism. They evaluated 84 articles scanned in Scopus from 2011 to
2019 using Plotly, Excel, and DB Gnosis software for evaluative metrics. The study revealed that
from 2011 to 2013, research focused on digital mapping and smartphone applications. From 2014 to
2016, research explored specific aspects of these tools, tourists' perceptions and experiences related
to destinations, and more specific technological tools and applications such as augmented reality
and smart glasses. From 2017 to 2019, the focus shifted to gamification, big data usage,
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diversification of digital platforms, and catering to tourist preferences, with many case studies
investigating the benefits of these technologies for tourist experiences.

Mehraliyev et al. (2019) stated that smart tourism research has undergone a three-stage process.
According to them, the period between 2010 and 2012 can be referred to as the embryonic stage,
the years 2013-2014 as the stage of slow development, and the period after 2015 as the stage where
research on smart tourism showed a rapid upward trend. In fact, it can be said that this development
trend is the most significant reason why researchers in different countries see smart tourism as a
priority research area. The ascendancy of tourism as an academic discipline and the proliferation of
scholars contributing to this domain have instigated the utilization of bibliometric analyses within
the realm of tourism (Hall, 2011). Numerous bibliometric studies have been undertaken in the topic
of tourism, as can be seen when looking through the international literature (Ma & Law, 2009;
McKercher, 2007; Huang & Hsu, 2008). Put another way, the execution of bibliometric studies has
been made easier by the diverse and multifaceted structure of tourist research as well as the degree
of maturity attained by studies in the field (Benckendorff & Zehrer, 2013:121-122; Arica &
Corbaci, 2019). Xiang et al. (2021) highlighted that the evolution of the smartness concept within
tourism necessitates novel research paradigms, theoretical frameworks, and methodological
approaches. They underscored the significance of conducting a bibliometric analysis study to
delineate present research domains, thereby steering the advancement of knowledge within smart
tourism.

In their research, Johnson and Samakovlis (2019) analyzed 247 articles published between 2000 and
2018 using six network structures and metrics. They found that smart tourism research is influenced
by e-tourism research based on knowledge network connections. However, keyword analysis
revealed no direct relationship between e-tourism and smart tourism. They suggested that further
research is needed to understand the reasons for this inconsistency. The study highlighted the need
to examine smart tourism through other components besides information technology and
recommended accessing more information on the topic through consolidated datasets obtained from
other academic databases. Bastidas-Manzano et al. (2021) conducted a study that included 258
articles indexed by the ISI Web of Science database between 2013 and 2019. These articles focused
on information technology in the context of accommodation and tourism. The study identified
themes that reflect the importance of terms such as smart tourism (88 articles), experience (22
articles), satisfaction (14 articles), innovation (12 articles), intention (9 articles), and information
technology (6 articles). Thus, it was stated that there is an increase in satisfactory tourism
experiences by implementing information technology in smart tourism destinations. AU and Tsang
(2022) conducted their research by selecting databases such as Web of Science (WoS) and Scopus.
Their bibliometric database encompassed articles published in the Journal of Smart Tourism,
focusing exclusively on English-language publications released between 2010 and 2021. The study
culled 96 articles, identifying six key thematic elements associated with the 'smartness' factor:
tourism, travel, technology, destination, attraction, and hotel. The study delved into comprehensive
bibliometric investigations by employing three citation-based review methodologies—citation
analysis, co-citation analysis to visually represent bibliographic relationships among articles on
smart travel experiences, and bibliographic coupling analysis.

3. METHODOLOGY

This study aims to evaluate bibliometric analysis studies on smart tourism indexed in WoS and
Scopus databases. Also, this study focuses on conducting a content analysis of the existing
bibliographic research on smart tourism up to this point. In this era of rapid technological
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transformation, it is crucial to comprehensively address research on smart tourism and identify its
developmental trends. Bibliometric analysis is a widely used technique for field summaries,
analysis of the intricate networks and structures of publications and citations, and concluding
further study (Ozkose et al., 2023). Bibliometric studies often utilize visualizations of bibliographic
and bibliometric data to identify invisible colleges, frequently employed to determine patterns of
collaboration and influence within a field (Racherla & Hu, 2010). The objective of this study is to
scrutinize the annual trend and development direction of bibliometric studies conducted in the
international literature on smart tourism from 2019 to May 2023. When WOS is examined, it is seen
that the first bibliometric analysis on “smart tourism” was published in 2019. It is concluded that
bibliographic studies on smart tourism have started recently and that more bibliometric analyses are
needed to evaluate different aspects of smart tourism. In this context, 48 documents were found in
the WoS and Scopus databases under the subject headings of "smart tourism" and "bibliometric
analysis". Document analysis revealed that 19 documents were indexed in the Scopus database, 29
documents were indexed in the WoS database, and 12 publications were indexed in both the WoS
and Scopus databases.

Table 1. Research Process

1= Step- Database Selection
Wos and SCOPUS
| et 1

2" Step- Time Period:
2019-2023 (documents was carried out on May 2023).

3 Key Search Terms:
“smart tourism”™ and “bibliometric analysis™

Records from WoS and SCOPUS Publications: 48 documents

“Scientific Documents” were selected.
Full-text documents for eligibility: 24

Mumber of documents Total Irrelevant and Spanish
scanned in both WoS and Documents: 12
Scopus 12

Source: Created by authors

~Smart tourism™ {Topic) AND "bibkometric analysis™ (Topic) — 28 — Web of Science Core Gollection

Web of Science™ Search
Results for " Smart tourisam Results for ™ Smart tourism ™ (Topic) AND "' bibliometric analysis’™ (Topic)
29 results from Web of Science Core Collection for:
O, “Smart towrism™ (Topsc) and “biblicmetric analysis™ (Topic M Create Alert

TD Copy query Enk

Publicaticns You may also like...

: 'L.V-’ €1 Search Lists Sources Scival (G = Create account m

@ The new, emhanced version of the search results page is swailablo. Try the new versicn

19 document results

“smart tousismm® “bibEametiic anabrsis”

Figure 1. Total Documents from WoS and Scopus Databases for Study
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It was determined that nine documents indexed in the WoS database and three documents indexed
in the Scopus database were irrelevant to the topic or were publications in Spanish, and these
publications were excluded from the study. Bibliometric research on the topics identified in the
WOS database is carried out through certain filters. Through these constraints, obtaining more
qualitative data on the topic(s) is possible. After determining the keywords in WOS, it is possible to
obtain healthy data from programs such as VOSviewer or SCimat by transferring the documents
obtained with the help of date range - document type - WOS category, WOS index, and foreign
language restrictions to text format. When the bibliometric studies are examined, it can be seen that
the scope of these bibliometric studies considers the studies scanned in English sources, articles,
SSCI and SCI expanded in specific date ranges, if possible, in periods when academic studies are
concentrated. Accordingly, the study continued with a review of a total of 24 documents. The
research is limited to journals indexed in WoS and Scopus databases, encompassing all articles,
papers, books, and other relevant works. In this context, 48 bibliometric analysis studies were
identified, with 29 in WoS and 19 in Scopus. The research questions (QR) formulated are:

QR1. What are the most commonly used keywords in bibliometric analysis studies on smart
tourism?

QR2. What measurement methods are used in bibliometric analysis studies on smart tourism?
QR3. Which study has received the most citations in the field?

QR4. What time intervals do bibliometric analysis studies on smart tourism cover?

QRS. What is the overall development of bibliometric analysis studies on smart tourism?

4. FINDINGS

Bibliometric analysis is an essential method for evaluating scientific literature and identifying
trends in research areas. Bibliometric analysis tools allow for analyzing various data such as
publications, citations, and keywords to understand the structure and relationships of scientific
production. VOSviewer, SciMAT, and CiteSpace are the most commonly used programs for
academic bibliometric research. VOSviewer is a bibliometric analysis tool developed by Van Eck
and Waltman (2010). This software specializes in the visualization of network structures. The
ability to visually analyze citations, keywords, or collaboration relationships between publications
is one of the most significant advantages of VOSviewer. VOSviewer has an easy-to-understand and
user-friendly interface, which makes it accessible to researchers with low technical knowledge (Van
Eck & Waltman, 2010). VOSviewer requires data to be processed before being uploaded to the
software. In addition, with data cleaning and editing, the program makes errors and makes analysis
possible. SCIMAT is a bibliometric analysis tool developed by Cobo et al. (2011) and provides tools
to examine the development processes of scientific fields over time.

Specializing in science mapping and thematic analysis, SCIMAT stands out for researchers who
want to conduct time series analysis. SCIMAT has a more complex interface than other tools and
requires users to have a more profound knowledge of bibliometric analysis. (Cobo et al., 2011).
CiteSpace is another important bibliometric analysis tool developed by Chen (2006). This software
specializes in the analysis of co-citation and bibliometric networks. CiteSpace analyzes knowledge
structures and emerging trends in a given field. CiteSpace is particularly effective in identifying
“boom terms” and new research trends. Sudden leaps and significant developments in research
fields can be easily identified. CiteSpace has a more complex interface than other tools, and users
must have advanced technical knowledge to fully utilize the software (Chen et al., 2010). In this
context, the comparison of bibliometric analysis methods is given in Table 2.
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Table 2. Comparison of bibliometric analysis methods

Bibliometric =~ Advantage Disadvantage

Analysis Tool

VOSviewer User-friendly, high-quality network visualization, big  Limited in time series analysis, requires
data processing data preprocessing

SciMAT Long-term analysis, thematic evolution maps, data pre-  Complex use, limited in terms of
processing visualization

CiteSpace Identifying new trends, broad citation analysis, Complex interface, data processing
visualization of knowledge domains requirement

This study carried out the bibliometric analysis studies conducted on smart tourism and indexed in
WoS and Scopus databases. When examining Table 3, it can be observed that there are 12 common
studies found in both WoS and Scopus databases. Bartol and Mackiewicz-Talarczyk (2015)
compared the two databases in their study and found that 84% of the active journals in WoS were
also present in Scopus, while only 54% were the reverse. This indicates that the WoS database is
the broadest, encompassing publications from other databases. When Table 3 is examined, it can be
observed that bibliometric studies on smart tourism began after 2019, and out of these studies, 19
were articles, 4 were book chapters, and 1 was a conference paper. In this regard, it can be
concluded that there is a need for further research on the subject.

Table 3. Main Journal Articles

Rank Title Author(s) Year Keywords The type of Time Total Database
program Span  Citations
used in the
analysis
HA Smart Travel Experiences: A Wai Ching Wilson 2022  bibliometric analysis, smart VOSviewer- 2010- 104 WoS and
Bibliometric Analysis of AU, tourism, knowledge domain,  Thematic 2021 Scopus
Knowledge Domains and Nelson K. F. smart travel experience, Analysis
Research Areas TSANG literature review
2)A A Bibliometric Analysis of Abbie-Gayle 2019  bibliometric analysis, Gephi 2000- 48 WoS and
Knowledge Development in Johnson and tourism, review, smart 2018 Scopus
Smart Tourism Research loanna Samakovlis tourism, publications
HA Developing A Comprehensive 2020  hospitality and tourism, R studio, 2002- 47 WoS and
Life Cycle Framework for Khaldoon Nusair keyword and co-word REFWorks 2018 Scopus
Social Media Research in analysis, social media, life
Hospitality and Tourism: A cycle framework,
Bibliometric Method 2002- bibliometric analysis,
2018 systematic literature review
HA The Past, Present, and Future Bastidas-Manzano, 2020  smart tourism destination SciMAT 2013- 40 WoS and
of Smart Tourism Juan Sénchez- (ST), consumer behavior, 2019 Scopus
Destinations: A Bibliometric Fernandez, Luis- bibliometric research,
Analysis Alberto Casado- tourism research
Aranda
5A A Look Back and A Leap Hui Lv, Si Shi, and 2022 artificial intelligence, Endnote 2007- 38 WoS
Forward: A Review and Dogan Gursoy bibliometric analysis, big 2020
Synthesis of Big Data and data, literature review,
Artificial intelligence hospitality, tourism,
Literature in Hospitality and
Tourism
6) A Tourism Research After The Luis-Alberto 2021  co-word analysis, covid-19, SciMAT 2019- 27 WoS and
COVID-19 Outbreak: Insights ~ Casado-Aranda, sustainable cities, local 2021 Scopus
for More Sustainable, Local Juan Sanchez- development, tourism
and Smart Cities Fernandez, Ana- industry, smart cities
Belen Bastidas-
Manzano
A Bibliometric and Visualized Sirong Chen, Di 2021 CiteSpace, smart hospitality,  CiteSpace 2010- 13 WoS and
Review of Smart Tourism Tian, Rob Law, bibliometric analysis, smart 2021 Scopus
Research Mu Zhang tourism, visualized analysis,
smart technology
& A Smartness and Social Alfonso Vargas- 2019  smart tourism, smart social - ALL 9 WoS
Networks as Shapers of The Sanchez data, social networks, smart
Tourism industry What is Adolfo Elizondo tourism destinations, smart
Being Done in Academia in Saltos destinations
This intersection?
9 A The Impact of Tourism Florido-Benitez 2022 DMOs, Airports, VOSviewer 2000- 9 WoS
Promotion in Tourist Bibliometric, Airlines, 2021
Destinations: A Bibliometric Tourist destinations,
Study Countries, Tourism
222



Uyar Oguz&Aslan (2024), Johti, 6(2), 214-232

promotion,
Universities
10) Mapping Tourism and Arturo 2022  technology, ict, tourism, SciMAT 1988- WoS and
BC Hospitality Research on Molina-Collado, hospitality, science mapping 2021 Scopus
Information and Mar Goémez-Rico, analysis, scimat, co-word
Communication Technology: Marianna Sigala analysis, bibliometrics,
A Bibliometric and Scientific Maria Victoria travel, hotel,
Approach Molina,
Evangelina
Aranda, Yolanda
Salinero
11)A  Mapping Smart Experiences in ~ Mohammad 2021  tourism, bibliometric Plotly, Excel, 2011- WoS
Tourism: A Bibliometric Soliman, Lucilia approach, evaluative and DB 2019
Approach Cardoso, Giovana metrics, relational Gnosis
Goretti Feijo de techniques, mind mapping,
Almeida, Arthur smart experiences
Filipe Aratjo and
Noelia Aragjo Vila
12) Analysis of Scientific Celia Rafael 2019  smart destination, VOSviewer 2010- WoS and
BC Production-Smart Tourism sustainable development, 2018 Scopus
Destination, Technology and technology, smart tourism
Sustainability destination
13) A Research Trends in Inés Sustacha, Jos¢é 2022  co-citation, co-word VOSviewer 2013- WoS
Technology in the Context of Francisco Banos- analysis, bibliometrics, and SciMAT 2021
Smart Destinations: A Pino, Eduardo del smart technology, network
Bibliometric Analysis and Valle visualization, smart
Network Visualization destination,
14) Smart Tourism: A Bibliometric =~ Maria L. B. 2021  smart, Scopus, tourism, VOSviewer 2000- Scopus
BC Analysis of Scientific Ribeiro, Anténio J. technologies, web of 2020
Publications from The Scopus G. Fernandes and science, visitors, intelligent,
and Web of Science Databases  Isabel M. Lopes
15) A Decoding The Trends and The  Prateek Kalia, 2022  digital tourism, internet, R, 1987- WoS
Emerging Research Directions ~ DuSan bibliometric, sustainability, biblioshiny, 2020
of Digital Tourism in The Last ~ Mladenovi¢, and technology, consumer PCA, MCA,
Three Decades: A Bibliometric Angel Acevedo- behavior, MDS, and
Analysis Duque Clustering
16) A Internet of Things (IoT) in Chowdhury 2022  bibliometric, Internet of VOSviewer 2012- Scopus
Smart Tourism: A Literature Noushin Novera, Things (IoT), tourism, 2021
Review Zobayer Ahmed, smart, text mining,
Rafsanjany
Kushol, Peter
Wanke, Md. Abul
Kalam Azad
17) Tourism and internet of Elisabete Paulo 2022  Tourism, bibliometric VOSviewer 2011- WoS and
Cp Things: A Bibliometric Morais, analysis, Scopus, 10T, 2022 Scopus
Analysis of Scientific Carlos R. Cunha, vosviewer, Internet of
Production from The Scopus Vftor Mendons Things
Database
18) A Smart Tourism Destination: A Ercan, Fatih. 2023  smart tourism destination, CiteSpace 1975- WoS and
Bibliometric Review citespace, wos database, 2021 Scopus
bibliometric analysis
19)A  Looking at the Tourism Sofia Gomes, Jodo 2023  tourism innovation, hotel VOSviewer 2008- WoS and
Industry Through the Lenses M. Lopes, Luis 4.0, tourism ecosystem, 2021 Scopus
of industry 4.0: A Bibliometric ~ Ferreira bibliometric analysis,
Review of Concerns and tourism 4.0
Challenges
20) A  Artificial intelligence in Martina Nannelli, 2023  social network analysis, Social 1986- WoS and
Hospitality and Tourism. State ~ Francesco Capone artificial intelligence, network 2021 Scopus
of the Art and Future Research  and Luciana literature review, hospitality ~ analysis
Avenues Lazzeretti and tourism
industry
21) A Digital Transformation in Madzik et al. 2023  tourism, bibliometric, R 2013- Scopus
Tourism: Bibliometric digital, digitization, topic programming 2022
Literature Review Based on modeling, machine learning,
Machine Learning Approach 1da, digitalization, latent
dirichlet allocation, covid,
pandemic, digital
transformation
22) A Bibliometric Analysis of Mahendrran 2022  smart maritime tourism, VOSviewer, Last Scopus
Maritime Tourism Research Selvaduraya, Yapa virtual reality, maritime Nvivo 12
Mahinda tourism, bibliometric years
Bandarab, analysis, smart tourism
Rosmaizura Mohd
Zainc, Ainon
Ramlicand Mohd
Zaimmudin Mohd
Zain
23) Keep it Smart and Sustainable: ~ Sonia Avelar 2020  bibliometric studies, - 2008- Scopus
BC A Bibliometric Analysis sustainable tourism, smart 2019
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tourism, tourism

24) A The Impact of Tourism Lézaro Florido- 2022 tourism promotion, airlines, VOSviewer 2000- 9 WoS
Promotion in Tourist Benitez bibliometric, DMOS, tourist 2021
Destinations: A Bibliometric destinations, countries,
Study universities, airports

Note: Article (A); Conference Paper (CP), Book Chapter (BC).

Source: Created by authors

Figure 2. The keyword cloud of smart tourism and bibliometric analysis studies-related keywords

When the keyword cloud prepared for the publications is examined (Fig. 2), the keywords
tourism, smart tourism, smart, and bibliometric analysis stand out as the most preferred keywords in
bibliometric studies on smart tourism.

Figure 3. The cloud of the most used program type in bibliometric analysis

When Figure 3 is examined, it can be seen that the VOSviewer program is the most frequently used
in bibliometric studies, followed by the SciMAT and CiteSpace programs. Examples of
programs/analysis types used in only one study include Plotly, Nvivo, RefWorks, Endnote, and
Gephi.

Table 4. Journals and Journal Citation Indicator

Rank Journal/Publisher/Country Number of Journal Citation
Studies Indicator (2021)
1 International Journal of Tourism Research (Wiley/UK) 2 1.03
2 Journal of Hospitality & Tourism Research (Sage/USA) 2 1.09
3 European Journal of Tourism Research (-/Bulgaria) 2 0.39
4 Journal of Hospitality and Tourism Technology (Emerald/UK) 1 0.95
5 Journal of Hospitality Marketing & Management (Taylor & 1 1.69
Francis/USA)
6 International Journal of Contemporary Hospitality Management 1 1.93
(Taylor & Francis/USA)
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7 Journal of Hospitality and Tourism Insights (Emerald/UK) 1 0.65
8 European Planning Studies (Taylor & Francis/UK) 1 0.96
9 Sustainable Cities and Society (Elsevier/ Netherlands) 1 1.6
10 Information Technology & Tourism (Springer/USA) 1 1.3
11 SAGE Open (Sage/USA) 1 0.89
12 Cuadernos de Gestion (Universidad del Pais Vasco/Spain) 1 -

13 Worldwide Hospitality and Tourism Themes (Emerald/UK) 1 0.38
14 Spanish Journal of Marketing-ESIC (Emerald/Spain) 1 -

15 European Journal of Innovation Management (Emerald/UK) 1 1.03
16 Australian Journal of Maritime & Ocean Affairs (Taylor & 1 0.69

Francis/UK)

Source: Created by authors

It is seen that the periods between 1975 and 2022 were determined for the bibliometric analysis in
the studies. Considering that smart tourism was first used in 2000, information was not found
regarding the criteria or criteria used to determine the time intervals in the prepared bibliometric
studies. When Table 4 is examined, it can be stated that the articles on the subject were published in
journals indexed by well-known publishers such as Wiley, Sage, Emerald, Taylor & Francis, and
Elsevier. The journal with the highest Journal Citation Indicator is the International Journal of
Contemporary Hospitality Management (Taylor & Francis/USA), with a score of 1.93. Morais et al.
(2022) attempted to identify the most advanced terms in the field of tourism and the Internet of
Things (IoT). They conducted a bibliometric analysis of 404 publications from the Scopus database
using the VOSviewer program. In other words, the study aimed to identify the main thematic
research areas in tourism and IoT. The analysis results showed an increasing trend in publications
related to the topic in recent years. It was also found that the software categorized tourism and IoT
in different clusters, while e-tourism and IoT were evaluated in the same cluster.

In Ercan's study (2023), articles published in journals indexed in the Web of Science (WoS)
database from 1975 to 2021 were examined using bibliometric analysis techniques. The analysis
revealed that the highest number of publications related to smart tourism destinations (STD) was in
2013. The article productivity was highest in Spain (SEGITTUR, 2023), particularly at Universidad
de Alicante, and the most cited article was "Smart Tourism Destinations: Ecosystems for Tourism
Destination Competitiveness" by Boes et al. (2016). The author with the highest number of co-
citations was Ulrike Gretzel. Casado-Aranda et al. (2021) presented the bibliometric analysis results
of academic research on COVID-19 in city destination development between December 1, 2019,
and March 31, 2021. They used the SciMAT software to determine the main research clusters,
thematic structure, and emerging trends and visualize them. The findings indicated that social media
and smart tourism were the themes with the most significant potential.

Sustainable cities, local destination development, changes in tourist behavior, and tourists' risk
perception were identified as significant emerging trends in the new normal. In conclusion, this
article contributes to the literature on COVID-19 and sustainable cities. Chen et al. (2022) present a
comprehensive, systematic, and visual synthesis of 441 studies on smart tourism, spanning from
2010 to 2021. The study meticulously assesses the evolution and trends within the field, tracing its
trajectory from the inception of smart tourism through the advent of fifth-generation mobile
communication technology and the disruptions caused by the COVID-19 pandemic. Furthermore, it
offers invaluable insights and forecasts intended to shape the future research trajectory and
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advancement of smart tourism. The research findings underscore a consistent upward trajectory in
publications within this domain over the past decade.

nan nn

The prevalent research themes include "smart tourism," "smart city," "smart tourism destination,"
"technology," and "social media." In Molina-Collado et al. (2022)’s study, they aim to synthesize
the academic literature on "technology and ICT" in the tourism and hospitality sector through
bibliometric analysis. The investigation identifies 2,424 documents within the tourism and
hospitality journals archived in the Web of Science (WoS) and Scopus databases, spanning 1988 to
2021. The search involved keywords 'technology*' and 'ICT' in combination with 'tourist™®,
'hospitality," 'hotel,’ and 'travel." Employing the SciMAT software, which encompasses various
bibliometric tools and methods such as co-occurrence analysis and an evolutionary map, the
analysis aimed for robust and coherent outcomes. The findings highlight several pivotal research
themes, including the technology acceptance model, electronic word-of-mouth, user-generated
content, self-service technologies, robotics, smart tourism, virtual reality, and trust in technology.

5. DISCUSSION AND CONCLUSION

A research study that explicitly examines bibliometric studies related to smart tourism in the
literature has not been found. This study is vital in terms of guiding future bibliometric research on
smart tourism. In other words, this research is expected to serve as a significant reference source for
academia and industry, revealing the current state of bibliographic research on smart tourism in
WoS and Scopus databases and providing insights into how academia and industry should progress
in the future. Furthermore, considering that technology is accelerating societal and individual
change in today's world, it is also expected that this study is poised to serve as a compass for
researchers exploring the realm of smart tourism and technologies aimed at amplifying tourists'
familiarity with destinations, enriching their acquired services and experiences, and augmenting
their overall satisfaction.

The most prominent finding is that smart tourism is a developing field in tourism, and further
research is needed. In particular, smart tourism destinations, developed through collaborative
networks, are one of the main themes in the field of smart tourism. The fact that six studies in the
document analysis cover bibliometric research on smart tourism destinations and use the concept of
smart destinations in their keywords confirms this information. When examining the keywords of
the studies found in WoS, it is determined that the most frequently recurring keyword is
"bibliometrics" found in 14 studies, followed by "smart destination" and "smart tourism
destination," found in 7 studies each, and "smart tourism" found in 3 studies. These results indicate
that most bibliometric studies in WoS focus on smart destinations. Only two studies were found to
be precisely on the topic of smart experiences. Based on this, it is recommended to give more
emphasis to topics such as smart travel experiences, smart cities and smart tourism destinations,
smart cities and tourism, information systems and technologies in smart tourism destinations, smart
tourism cities, recommendation systems, and smart tourism in future bibliometric analysis studies.

When examining the WoS and Scopus databases, it is observed that bibliometric studies on smart
tourism mainly focus on author analysis, distribution of articles by year of publication, the network
of country collaborations, co-citation network of authors and journals, frequencies of keywords, and
co-occurrence map analysis. Currently, in science mapping or bibliometric research, the most
preferred databases are Google Scholar, PubMed, Scopus, Medline, and WoS databases (Chen,
2017). The studies predominantly analyzed articles from WoS and Scopus databases. However,
there are many analysis programs developed for scientific mapping analysis, such as Pajek, Gephi,
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UCINET, Cytoscape, Bibexcel, CiteSpace II, CoPalRed, IN-SPIRE, VantagePoint, Science of
Science Tool, ScIMAT, which can be used for bibliometric analysis. It is suggested that future
studies should consider using multiple bibliometric analysis programs simultaneously to present
their research from different perspectives. Additionally, more emphasis should be given to
inferential analyses on which topics to focus on in bibliographic research on smart tourism. This
will help researchers in the preparation of studies to identify research gaps and shift their focus to
these areas.

Another point to be mentioned is the time intervals selected for the analyzed documents in
bibliometric studies. Notably, a wide publication selection from 1975 to 2022 is made for document
analysis. Ercan (2023) is the author who analyzed publications with the most comprehensive time
range of 46 years (1975-2021). When examining the studies, no explanatory information was found
regarding the criteria for selecting the time intervals for analysis. In fact, although the scanning year
in the relevant article is 1975, it is stated that the first publication on smart tourism destination was
in 2013. Furthermore, it is evaluated that authors consider the minimum number of publications
required for the selected program in their publication interval preference, which can be considered
as an insufficient and invalid criterion.

The documents show that the first bibliometric analysis on the topic of "Smart Tourism" was
published in 2019. From this, it can be concluded that bibliographic studies on smart tourism started
in the recent past and there is a need for more bibliometric analyses that evaluate different aspects
of the overarching theme of smart tourism. The study only focused on documents scanned in the
WoS and Scopus databases and only included documents written in English. Researchers can
conduct further studies by conducting document scans on different databases related to the topic. In
the future, researchers can prepare publications by including other databases and bibliographic
programs to approach the topic from different perspectives. The results can help researchers decide
how to develop the literature on smart tourism.

Tourism is a complex field and has much in common with technology. Semantically, there are
many intangible values through which both exchange knowledge. Therefore, technology changes
the tourism sector and the tourism sector supports new technological developments. In this
direction, more advanced algorithms and calculations are needed to solve problems through
research on information technologies in tourism (Gretzel, 2011). In addition, the extent to which
cities are equipped with ICT, smart technologies and smart management applications will enrich
and facilitate the experience of tourists in destinations, events, tourist attractions, tourism,
hospitality and travel industry businesses, increase business value by enriching and facilitating the
experience of tourists, and enable tourism business management to create a fast and effective data
management. There is a significant gap in the literature on the use of all kinds of integrated
applications of developing technology in the services and facilities offered to both local people and
visitors in the perspective of smart governance and sustainability of DMOs and/or local
governments in tourism destinations.

One of the essential conclusions of this article is that there is a need for more studies on smart
destinations, internet of things, mobile communication, cloud computing and artificial intelligence
technologies, the benefits of smart technologies to local people and visitors, the impact of smart
technologies on the sustainability of resources, the solutions that smart technologies can offer for
managing mass tourism, innovative solutions that smart technologies can offer for spatial carrying
capacity management such as destination/airport, and especially destination management
organizations should prioritize these issues in their destination planning. In this study, only the
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documents scanned in WOS and SCOPUS databases and written only in English were analyzed.
Researchers can prepare publications by searching for documents on the subject in different
databases in their future research. In the future, researchers can include other databases and
bibliographic programs to prepare publications that can address the subject from different angles.
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Engelli Yerli Turistlerin ) Turizmde Yasadiklarn Sorunlar: Cevrim I¢i
Platformlardaki Sikayetler Uzerinden Bir Degerlendirme!

2 Meral Melisa KESIM 2 27 ibrahim YILMAZ 3

Ozet

Bu ¢alismanin temel amaci, Turkiye’deki farkli destinasyonlarda tatillerini gegiren engelli bireylerin tatilleri
siiresince karsilastiklart sorunlari ¢evrim igi platformlardaki sikayetleri iizerinden degerlendirmektir. Bu
kapsamda, engelli Tiirk turistler tarafindan 2023 yili Ocak-Aralik doneminde sikayetvar.com,
tripadvisor.com.tr, engelliler.biz, sikayet.com ve sikayetim.com platformlarinda konuya iliskin olarak yapilan
311 yorum igerik analizine tabi tutulmustur. Elde edilen veriler dogrultusunda 8 ana tema ve bu temalara bagl
25 kategori kapsaminda toplam 1.746 sikayet belirlenmistir. Ana temalar arasinda en ¢ok sikdyet edilen
konular sirasiyla "personel tutum ve davraniglart”, "hizmet kalitesi" ve "fiziki erisilebilirlik" olmustur.
Kategoriler agisindan bakildiginda ise, personel tutum ve davranislari igerisindeki “davranig problemleri”,
hizmet kalitesi kapsamindaki “vaat edilen hizmetlerin verilmemesi” ve fiziki erisilebilirlik kapsamindaki
“engellilere yonelik fiziksel diizenlemeler” en sik sikdyete konu olan kategorilerdir. Calisma, engelli Tiirk
turistlerin turizmde karsilastiklar: en 6nemli sorunlart ortaya koymasi bakimindan énemlidir. Arastirmada elde
edilen sonuglar, engelli bireylerin tatilde karsilastiklari sorunlarin ¢éziimiine yonelik hayata gegirilmesi
gereken Oncelikli diizenleme ve iyilestirmeler icin atilmasi gereken adimlara iliskin somut ipuglar1 vermesi
bakimindan da 6nemli katki sunmaktadir.

Anahtar Kelimeler: Engelli Turizmi, Cevrim I¢i Platformlar, E-sikayet, Yerli Turist

JEL Kodu/Code:M31, L83

Problems Experienced by Disabled Local Tourists in Tourism: An Evaluation Based on Complaints on
Online Platforms

Abstract

The main purpose of this study is to evaluate the problems encountered by disabled individuals who spend
their holidays in different destinations in Turkey through their complaints on online platforms. In this context,
311 comments made by disabled Turkish tourists on the subject on sikayetvar.com, tripadvisor.com.tr,
engelliler.biz, sikayet.com and sikayetim.com platforms in the January-December period of 2023 were
subjected to content analysis. Based on data obtained, a total of 1.746 complaints were identified within the
scope of 8 main themes and 25 categories related to these themes. Among the main themes, the most
complained issues were "staff attitudes and behaviors", "service quality" and "physical accessibility",
respectively. In terms of categories, "behavioral problems" within personnel attitudes and behaviors, "failure
to provide promised services" within the scope of service quality, and "physical arrangements for the disabled"
within the scope of physical accessibility are the categories that are most frequently subject to complaints. The
study is important in that it reveals the most important problems that disabled Turkish tourists face in tourism.
It also makes an important contribution in terms of giving concrete clues about the steps that need to be taken
for the priority regulations and improvements that need to be implemented to solve these problems.
Keywords: Disabled Tourism, Online Platforms, E-complaint, Local Tourist
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1. GIRIS
Her saglikli insanin, hayatinin herhangi bir evresinde gecici veya kalici bir engelli birey olma ihtimali
diistintildiiglinde; engelliligin, insanligin ortak bir paydasi oldugu sdylenebilir. Diinya genelinde 8
milyardan fazla insan yasamakta ve bu niifusun yaklasik %16’s1 engellilikle yasamin
siirdiirmektedir. Engelli bireylerin %80'1 gelismekte olan iilkelerde yasamakta ve bu kisiler engelleri
nedeniyle diger insanlarin Onyargi, saygisizlik, istismar ve hatta siddetine maruz kalabilmektedir

(WHO, 2022). Bu durum, engelli bireylerin bir¢ok insan hakkindan mahrum birakilarak yasamlarini
siirdiirmeye calistiklarin1 gostermektedir.

Engelli bireylerin topluma tam ve etkili katilimlarini kendi zihinsel, duyusal, fiziksel veya entelektiiel
engelleri yaninda, ayni zamanda ¢evresel ve toplumsal faktorlerden kaynaklanan engeller de olumsuz
etkilemektedir (WHO, 2021). Engelli bireylerin sosyal katilimin1 desteklemek ve gelistirmek i¢in bu
engellerin agilmasi hayati onem arz etmektedir. Glinlimiizde herkes i¢in turizm ortami yaratabilmek
oldukea dnemlidir. Ozellikle engelli bireylerin herhangi bir destinasyona ulasip herhangi bir kimseye
ihtiyac duymadan kendi ihtiyaglarin1 karsilayarak turizm hizmetlerinden yararlanmasi giiniimiiz
kosullarinda artik bir liiks olmamalidir. Engelli bireyler i¢in turizmi erisilebilir hale getirmek igin ise
ilk olarak bu bireylerin nelere ihtiya¢ duyduklar1 ve ne tiir sorunlarla karsilastiklar1 saptanmalidir.

Engelli turistlerin sikayetlerinin belirlenmesine yonelik benzer iki arastirmaya (Mihaela vd., 2012;
Tozlu vd., 2012) gore engelli turistlerin karsilagtiklart sorunlarin basinda ulasim gelmektedir. Engelli
bireyler turizm destinasyonlarina, otellere ve otel odalarina erisim konusunda sorun yasamaktadir
(Pehlivanoglu & Bayraktutan, 2012) ve engelli turistler i¢in otellerdeki uygun donanima sahip oda
sayis1 oldukca az ve yetersizdir (Zengin & Eryilmaz, 2013). Benzer bir arastirmaya (Darcy, 2010)
gore, engelli bireylerin otel odasi segiminde dikkate aldiklar1 en 6nemli kriterler; sahip olunan engelin
boyutlar1 ve ne diizeyde bir yardima/destege ihtiyag duyuldugudur. Burgucu (2013) ise engelli
turistlerin turizme katilmalarinin kolaylastirilmast adina hizmet veren personelin sertifikali ve
egitimli olmasi gerektigi vurgulanmaktadir. Ote yandan, teknolojinin gelismesiyle birlikte insanlarin
giinliik hayatlarinda bir tiiketici olarak yasadiklar1 sorunlari internet araciligiyla sikayet sitelerinde
dile getirmeleri olagan bir davranis haline gelmistir. Insanlar, sorun aninda herhangi bir yetkiliye
aktaramadiklar1 duygu ve diisiincelerini bu ortamlarda rahatca dile getirebilmektedir.

Cevrim i¢i ortamlarda yapilan e-sikayetler hem sektor hem de arastirmacilar i¢in iyi bir kaynak
durumundadir. Gerenaz & Yetgin, 2021, memnuniyetsizlik yaratan her bir sikdyetin potansiyel
miisteri kaybina yol agabilecegini, bu nedenle turizm isletmelerinin ¢evrim i¢i platformlardaki
sikayetleri takip etme ve ¢oziim iiretme konusunda titiz davranmalari gerektigini belirtmektedir. Her
ne kadar son yillarda daha popiiler hale gelmis olsa da; engelli bireylerin turizm hizmetlerinden
faydalanirken yasadiklari sorunlarin tespit edilmesi amaciyla ¢evrim igi platformlarin kaynak olarak
kullanildig: arastirmalar (Kim & Lehto, 2012; Dogru vd., 2014; Keskek¢i & Genger, 2023) ise az
sayidadir. Dolayisiyla, c¢alismanin hem ilgili literatiire hem de uygulamaya katkis1 olacagi
distiniilmektedir.

Engelli bireylerin sikayetlerini barindiran ¢evrim i¢i platformlar, bu arastirmanin amaci i¢in genis
capta bir veri seti sunmaktadir. Bu ¢alismada engelli yerli turistlerin incelenen ¢evrim igi sikayet
platformlarinda yaptiklari olumsuz yorumlar incelenerek, turizm faaliyetlerine katilirken ne tiir
sorunlarla karsilastiklar1 tespit edilerek ¢oziim Onerileri ortaya konulmaktadir. Bu baglamda,
calismada oOncelikle kavramsal g¢erceve ele alinmig ve literatlir taramast yapilmistir. Sonra
aragtirmanin amaci, onemi ve yontemi (6rneklem, veri toplama ve verilerin analizi) konularinda bilgi
verilerek, elde edilen bulgular ortaya konmustur.
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2. KAVRAMSAL CERCEVE
2.1.Engelli Turizmi

Engelli kavrami turizm baglaminda degerlendirildiginde; engelli kisilerin “seyahat, konaklama ve
diger turizm hizmetlerindeki ¢evresel veya tutumsal engeller nedeniyle toplumdaki diger insanlarla
esit bir sekilde turizme katilim1 kisitlanan bireyler” olarak tanimlandigi goriilmektedir. Bu tanimda
engelli kavrami genisletilerek “uzun stireli fiziksel, zihinsel, isitsel veya gérme engelleri olan kisilerin
yani sira; gecici engeli olanlar, yashlar, kiigiik cocuklar, beden 06l¢iisii nedeniyle erisim sorunu
yasayan vb. kisiler de turizm iirlin ve hizmetlerine erisirken zorluklarla karsilasan engelliler
kategorisine dahil etmistir” (WTO, 2013).

Engelli turizmi fiziksel, zihinsel veya duyusal herhangi bir engeli olup erisim ihtiyaci duyan
bireylerin, diger bireyler gibi esit, bagimsiz ve saygin bir sekilde imkanlardan faydalanabilmesi igin
gerekli destegi saglayan paydaslarin is birligiyle meydana gelen bir turizm anlayisidir. Boylece, her
bireyin yagsami boyunca turizm imkanlarindan faydalanabilmesini saglayacak kapsamli bir bakis agis1
sunularak (Darcy & Dickson, 2009; Buhalis & Darcy, 2010), turizmin insanlarin temel hakki olmasi
dolayisiyla engellilerin yasam kalitelerini arttirmak ve insani gelismeyi saglayabilmek icin gerekli
oldugu kabul edilmistir (WTO, 2016). Engelli bireylerin de diger bireyler gibi seyahat edip, tatil
yaparak rahatlamaya ve rutin hayatlarindan uzaklasmaya ihtiyaglar1 vardir (Blichfeldt & Nicolaisen,
2011).

Engelli turizmi, yalnizca engelli veya 6zel gereksinimi olan bireylere yonelik bir olgu olmaktan
ziyade, diinyadaki her toplumun yararina olan bir olgudur. Bu olgu, siirdiiriilebilir ve sorumlu turizm
politikalarinin temel taglarindan biri olup, ayn1 zamanda insan haklarinin korunmasi i¢in gereklilik
arz etmektedir. Bununla birlikte, engelli turizmi ekonomik anlamda da kayda deger bir istihdam
potansiyeline sahiptir (WTO, 2013). Turizm endistrisinde engelliler, ekonomik agidan
azimsanmayacak bir pazar dilimine sahiptir. Ne var ki tlim cabalara ragmen turizm sektorii
paydaslarinin engellilere yonelik hizmetleri eksik ve yetersiz kalmakta (Israeli, 2002) ve engelli
bireylerin yagam kalitesini artirmaya yonelik yapilan yasal diizenlemelere ragmen bu kisilerin hala
magduriyetlerinin devam ettigi bilinmektedir (Bulgan, 2015).

2.2.Turizmde E-Sikayet

Hizmet sunumu sirasinda, miisteri beklentilerini anlamak ve bu beklentilere uygun hizmet sunmak
bliyiilk onem tagimaktadir. Beklentilerin iizerinde bir hizmet sunumu, miisteri memnuniyetini
artirirken; beklentilerin altinda kalan bir hizmet ise miisteri memnuniyetsizligine yol acarak sikayet
konusu olabilmektedir (Namkung vd., 2011; Zengin & Haliloglu, 2020). Turizm isletmeleri, etkili bir
sikdyet yonetimi stratejisi uygulayarak miisteri sikayetlerini firsata ¢evirebilirler. Bu yaklagimla
birlikte, miisteri memnuniyetsizliklerini gidererek sadakatin artmasini saglarken, hizmet kalitesinin
siirekli olarak iyilestirilmesini de saglarlar (Knox & Van Oest, 2014). Ote yandan, miisteri
sikayetlerinin etkin bir sekilde yonetilebilmesi icin farkli sikayet kanallarinin dogru ve verimli bir
sekilde kullanilmas1 gerekmektedir. Yaygin olarak kullanilan sikayet kanallar1 arasinda sozlii sikayet,
yazili sikayet ve elektronik sikayet (e-sikayet) kanallar1 bulunmaktadir.

E-sikayet, tiiketicilerin iriinler, hizmetler veya markalarla ilgili memnuniyetsizliklerini sosyal
medya, forumlar, bloglar ve sikayet yonetim sistemleri gibi ¢evrim i¢i platformlar tizerinden ilettikleri
sikayetleri ifade etmektedir. E-sikayete bagvuran tiiketicilerin biiyiik bir kismi, genellikle sorunlarini
cevrim i¢i platformlara tasimadan 6nce, diger sikayet kanallar1 araciligtyla ¢ozmeye caligsmaktadirlar.
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Ancak, c¢ogunlukla istedikleri ¢o6ziime ulasamadiklari durumlarda e-sikdyet kanallarina
basvurmaktadirlar (Harrison-Walker, 2001).

E-sikayette bulunan kisiler, genellikle yasadiklari olay1, hizmet hatalarin1 ve bu siiregte hissettikleri
duygular1 ayrintili bir sekilde ifade etmektedirler. E-sikayetler, potansiyel miisterilerin kararlarini
etkileyerek isletmeye zarar verme potansiyeline sahip olmakla birlikte, ayn1 zamanda isletmelerin
zayif ve iyilestirilmesi gereken yonlerini tespit etmelerine yardimecir olan geri bildirimler de
sunmaktadir (Sparks & Browning, 2010; Kozak, 2007). Dijital cagda e-sikayetler, miisteri sikayet
yonetiminin merkezi bir unsuru haline gelmistir. Cevrim i¢i ortamda yer alan bir¢ok platform,
tiiketicilerin seyahat deneyimlerini paylagsmalarint ve bu deneyimleri baskalarina aktarmalarini
kolaylagtirmaktadir (Xiang & Gretzel, 2010).

Turizm iriinlerinin dogas1 geregi, tiiketiciler bu hizmetleri satin almadan 6nce deneyimleme
imkanina sahip degildir. Bu belirsizlik, potansiyel miisterilerde risk algisin1 artirabilmektedir. Bu
nedenle, tiiketiciler internet iizerinde bulunan diger kullanici yorumlarimi inceleyerek hizmetin
kalitesi ve gilivenilirligi hakkinda bilgi edinmeye ¢alismaktadir (Goéral, 2015). Giiniimiizde insanlar,
genellikle internetin hizli ve kolay bilgi saglama 6zelliginden faydalanarak seyahatlerine karar
vermektedir. Cevrim i¢i platformlarda diger tiiketiciler tarafindan paylasilan goriisler potansiyel

turistlere rehberlik etmekte ve turistler tatil planlarim1 bu goriislere gore yapmaktadir (Iskin &
Bastiirk, 2020).

Turistler daha gilivenilir ve tarafsiz bilgi kaynaklar1 arayisinda olduklarindan, gercek miisteri
tecriibelerini yansitan elektronik yorumlara daha fazla deger vermektedir (Phillips vd., 2016). Bu
nedenle, e-sikayetlerin etkili bir sekilde yonetilmesi; miisteri memnuniyetini saglamak ve marka
itibarim1 korumak acisindan kritik bir 6neme sahip olup, stratejik bir yaklagim gerektirmektedir.
Dolayisiyla, basarili bir e-sikayet yonetimi; hizli yanit verme, seffaf iletisim kurma ve etkili sorun
¢Ozme stratejilerini igermelidir. Buna ragmen, isletmelerin, e-sikdyetlerin sundugu etkilesim ve
destek saglama firsatlarin1 tam anlamiyla degerlendiremedikleri, sikayetlere yanit verme diizeyinin
genellikle orta seviyede kaldigi ve ¢ogunlukla sikdyet edenleri platformdan uzaklagtirma egilimi
gosterildigi tespit edilmistir (Einwiller & Steilen, 2015).

Etkili bir sikayet yonetim sisteminin olusturulmasi, turizm paydaslarinin siirdiiriilebilirligi agisindan
en stratejik ve verimli yontemdir (Kilig, Ok & Sop, 2013). Sikayetlere verilen yanitlarin kalitesi,
miisterilerin markaya olan giivenlerini yeniden kazanmak konusunda kritik bir rol oynamaktadir.
Miisteri sikayetlerine etkin ve tatmin edici bir yanit verildiginde, miisterilerin sikayet sonrasi
memnuniyeti artmakta ve bu durum miisteri sadakatini olumlu yonde etkilemektedir (Singh &
Widing, 1991). Bu platformlarda yer alan olumsuz yorumlara etkin bir sekilde yanit verme oraninin
artmasi, igletmelerin hizmet kalitesinde belirgin iyilesmelere yol agmaktadir. Yorumlarin incelenip
olumsuzluklarin diizeltilmesiyle birlikte, yillar i¢inde olumsuz puanlamalar azalmakta ve miisteri
memnuniyeti artmaktadir (Cunningham vd., 2010).

2.3. Literatiir Ozeti

Turistlerin tatilleri siliresince karsilastiklar1 sorunlara iliskin sikayetlerini ¢evrim igi platformlar
araciligi ile dile getirdikleri benzer bir¢ok ¢alisma mevcuttur. Bu ¢calismalarin daha ziyade konaklama
isletmeleri baglaminda gergeklestirildigini sdylemek miimkiindiir. Ornegin; otellere yonelik e-
sikayetlerin genellikle otelin konumu, oda 6zellikleri ve hizmet kalitesi ile iliskili oldugunu (Sparks
& Browning, 2010), olumsuz yorumlarin en ¢ok oda ozellikleri, personel, atmosfer ve temizlik
seklinde siralandigini (Sparks & Bradley, 2014), e-sikdyetlerin hizmet kalitesi, tesis imkanlari,
personel, havuz ve yonetsel konular olmak {izere bes temel kategoride yogunlastigini (Giirkan &
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Polat, 2014), tesisin ve sunulan hizmetin kalitesi, hijyen, personel tutum ve davranislari ile fiyatin en
cok sikayet edilen unsurlar oldugunu (Alrawadieh & Demirkol, 2015), hizmet aksakliklarina dayali
sorunlarin en fazla e-sikayet konusu oldugunu (Sahin vd., 2017), konaklama ve hizmet unsurlarinin
e-sikayetlerde en sik dile getirilen hususlar oldugunu (Cenni & Goethals, 2017), hizmet kalitesi, otel
tesislerinin verimliligi, temizlik ve hijyen ile ilgili e-sikayetlerin en sik karsilasilan unsurlar oldugunu
(Dinger & Alrawadieh, 2017), e-sikayetlerin agirlikli olarak odalar ve personel ile iliskili oldugunu
(Ak & Kizilirmak, 2019), odalar, yiyecek-igecek, personel, on biiro ve fiyat (Sengiil, 2024), yiyecek
icecek, oda, calisanlar, temizlik, hizmet kalitesi, fiyat, genel, yonetim ve spa hizmeti (U¢an & Kodas,
2024) konularinda e-gikayetlerin 6n plana ¢iktigin1 ortaya koyan galismalar mevcuttur. Ote yandan,
seyahat acentalarina (Unur vd, 2010; Camlica vd., 2022), turistik restoranlara (Kuday & Yazici
Ayyildiz, 2023) ve sicak hava balon sirketlerine (Demirel Ili vd., 2024) yénelik e-sikdyetlerin
incelendigi calismalar da vardir.

Bizzat engelli bireylerin turizm hizmetlerinden faydalanirken yasadiklar1 sorunlarin tespit edilmesi
amaciyla e-sikayet platformlarinin arag olarak kullanildigi arastirmalarin az sayida oldugunu
s0ylemek miimkiindiir. Bu ¢alismalardan biri (Kim & Lehto, 2012) hareket engelli turistlerin tatilleri
boyunca yasadiklari sorunlarin; hizmet sunumundaki basarisizliklar, yerine getirilmeyen 6zel talepler
ve istenmeyen ¢aliganlar oldugunu ortaya koymaktadir. Diger bir calismada (Dogru vd., 2014) engelli
bireylerin en fazla sikayet ettikleri konular; calisanlarin kendilerine karst olumsuz tutum ve
davraniglari, fiziki imkanlarin ihtiyaclarin1 kargilamaktan uzak olmasi, engellilere verilen ek
hizmetler i¢in haksiz yere licret talep edilmesi veya ilgili mevzuat geregi yapilmasi zorunlu olan
indirimlerin yapilmamasi seklinde siralanmistir. Benzer bir ¢alismada (Keskek¢i & Genger, 2023)
engelli turist sikayetlerinin biiylik oranda ulagim ve hizmetlere erisilebilirlik noktasinda yogunlastigi
saptanmustir. Diger sikayetlerin ise tesislere erisim rampalarinin yetersizligi, engelli dostu hizmet
anlayisindaki eksiklik ve otel odalarinin engelli bireylerin ihtiyaglarin1 karsilamaya yonelik
tasarlanmamis olmasi seklinde tespit edilmistir. Engelli bireylerce dile getirilen e-sikayetlerden yola
cikilarak, turizm sektoriiniin engelli turizmi agisindan erisilebilirlik, engellilere 6zel hizmet, engelli
erisimine uygun miisteri odalar1 ve personel tutum ve davraniglart gibi alanlarda hala 6nemli gelisme
potansiyeline sahip oldugu sdylenebilir (Zhang & Yang, 2021).

3.YONTEM

Bu arastirma, giinlimiizde aktif olarak kullanilan ¢evrim i¢i platformlar araciligiyla, engelli Tiirk
turistlerin yaptiklart olumsuz yorumlar dogrultusunda, turizme katilirken ne gibi sorunlarla
karsilastiklarini tespit etmeye yoneliktir. Arastirmada, amacl 6rnekleme yontemi kullanilarak, belirli
kriterlere gore istenen veriyi elde etme potansiyeli en yiiksek olan platformlar se¢ilmistir. Bu
baglamda wveriler, 2023 yili Ocak-Aralik doneminde sikayetvar.com, tripadvisor.com.tr,
engelliler.biz, sikayet.com ve sikayetim.com g¢evrim i¢i platformlarinda yapilan yorumlarin
toplanmasiyla elde edilmistir. Arastirma stirecinde toplamda 311 yorum segilerek analiz edilmistir.
Se¢im asamasinda konuyla iligkili yorumlarin belirlenmesi i¢in 65 anahtar kelime (engel, engelli,
hasta, fiziksel, bedensel, ortopedik, hamile, tekerlekli sandalye, otizm, yiiriiteg, tedavi, rampa,
genetik, isaret dili vb.) filtrelenmistir. Analize tabi tutulan bu yorumlarda, bazi durumlarda birden
fazla sikayetin yer almasi nedeniyle toplamda 1.746 sikayet tespit edilmistir.

Engelli bireylerin turizm sektoriinde karsilastiklart sorunlar1 derinlemesine anlayabilmek icin
calismada nitel arastirma yontemi kullanilmistir. Nitel aragtirma yontemleri, engelli bireylerin
yasamis olduklar1 deneyimleri kendi bakis agilarindan ayrintili bir bigimde ifade etmelerine imkan
tanimaktadir. Ayn1 zamanda, ¢evrim i¢i platformlardaki yorumlar gibi genellikle diizensiz olan
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verilerin incelenmesi ve bu veriler icerisindeki temalarin ve kaliplarin tespit edilmesi agisindan da
etkili bir yontemdir. Bu ¢ercevede, arastirmanin ilk agamasinda, nitel arastirma yontemlerinden biri
olan igerik analizi kullanilmistir. Engelli bireyler tarafindan yapilan yorumlar tespit edilerek
iceriklerindeki sikayetler kodlanmis ve sonrasinda benzer kodlar gruplandirilarak kategoriler
olusturulmustur. Bu siire¢ sonucunda 8 ana tema ve bu temalara baglh 25 kategori belirlenmistir.
Aragtirmanin ikinci agsamasinda ise kategorize edilen veriler frekans/yiizde analizinden yararlanilarak
sayisal verilere doniistiiriilmiis ve engelli bireylerin turizm sektori ile ilgili sikayetlerinin sikligi/orani
belirlenmistir. Bu veriler 15181nda, elde edilen bulgular agiklanarak ¢alisma tamamlanmustir.

4.BULGULAR

Engelli Tirk turistlerin yasadiklari sorunlari ¢evrim ig¢i platformlardaki sikayetler iizerinden
degerlendirmeyi amaclayan bu ¢alismada, elde edilen veriler dogrultusunda, 8 adet ana tema ve bu
temalara bagli 25 kategori belirlenmistir. Bu temalar ve kategoriler Tablo 1’de yer almaktadir.

Tablo 1: Engelli Bireylerin Sikayetleri Dogrultusunda Belirlenen Tema ve Kategoriler

Tema Kategori
Davranis Problemleri
Personel Tutum ve Davranislari Engelli Destek Hizmetleri
Taleplerin Karsilanmamasi
Hizmet Kalitesi Saglik Hizmetleri

Donanim ve Malzeme Problemleri
Giivenlik Sorunlari

Eglence ve Sosyal Aktivite Problemleri
Vaat Edilen Hizmetlerin Verilmemesi
Fiziki Erisilebilirlik Engellilere Yonelik Fiziksel Diizenlemeler
Isaretlemeler ve Yonlendirmeler
Ortak Alanlara Erisim

Ucretlendirme ve Maddi Yiik Odeme ve Fatura Sorunlart

Engelli Iindirimleri

Ekstra Ucret Talepleri

Haksiz Fiyatlandirma

Hijyen ve Temizlik Oda Temizligi

Ortak Alanlarin Temizligi
Rezervasyon ve Iptal Islemleri Rezervasyon Siireci

iptal Islemleri

Degisiklik Islemleri

Yemek ve Beslenme Yemek Kalitesi

Yemek Servisi

Ozel Beslenme Thtiyaclart

Ulasim Hizmetleri Transfer Hizmetleri

Otobiis ve ucak hizmetleri

4.1.Temalarin Degerlendirilmesi

Tablo 2’de goriildiigii tizere, genel bir gerceveden bakildiginda toplamda 1.746 sikayet tespit edilmis
ve ana temalar arasinda en ¢ok sikayete neden olan konunun 486 sikayet siklig1 ve %27,8’lik bir dilim
ile “personel tutum ve davraniglarindan” kaynaklandigi tespit edilmistir. Personel tutum ve
davraniglarindan sonra en sik sikdyet edilen konunun 345 (9%19,8) sikayet ile “hizmet kalitesi” oldugu
goriilmektedir. Bunu takip eden temalar sirasiyla “fiziki erisilebilirlik” 260 (%14,9), “iicretlendirme
ve maddi yiik” 186 (%10,7), “hijyen ve temizlik” 156 (%38.9), “rezervasyon ve iptal islemleri” 141
(%8,1), “yemek ve beslenme” 123 (%7,0) ve son olarak da 49 (%2,8) sikayet ile “ulasim
hizmetleridir”.
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Tablo 2: Engelli Bireylerin Sikayetlerinin Temalara Gére Dagilimi

Tema Frekans %
Personel Tutum ve Davraniglari 486 27,8
Hizmet Kalitesi 345 19,8
Fiziki Erisilebilirlik 260 14,9
Ucretlendirme ve Maddi Yiik 186 10,7
Hijyen ve Temizlik 156 8,9
Rezervasyon ve Iptal Islemleri 141 8,1
Yemek ve Beslenme 123 7,0
Ulasim Hizmetleri 49 2,8
Toplam 1.746 100

4.2.Kategorilerin Degerlendirilmesi

Temalar kapsamindaki toplam 25 kategorinin kendi i¢inde degerlendirilmesi sonucunda elde edilen
bulgulara sirastyla asagida yer verilmektedir.

4.2.1.Personel Tutum ve Davramslar:

Personel tutum ve davraniglari temasi kendi icinde “davramis problemleri”, “engelli destek
hizmetleri” ve “taleplerin karsilanmamasi1” olmak tizere {i¢ kategori barindirmaktadir. Bu kategorilere
gelen sikayetlerin dagilimina iligkin bilgiler Tablo 3’te goriilmektedir.

Tablo 3: Personel Tutum ve Davraniglari Temasinin Kategorilere Gore Dagilimi

Personel Tutum ve Davranislari Frekans %
Davranis Problemleri 232 48
Taleplerin Kargilanmamasi 130 27
Engelli Destek Hizmetleri 124 25

Personel tutum ve davraniglar temasi icerisinde 232 yorum ve %48’lik pay ile en ¢ok sikayet edilen
kategori “davranis problemleri” kategorisidir. Bu kategori, tiim kategoriler arasinda da sikayet edilme
siklig1 agisindan ilk sirada yer almaktadir. Davranig problemlerinden sonra, 130 sikayet siklig1 ve
%?27°1ik dilim ile “taleplerin karsilanmamas1” kategorisi gelmektedir. Bu kategori ile “engellilere
yonelik fiziksel diizenlemeler” kategorisinin sikayet sikliklart aynidir. Bu kategoriler ayrica tiim
kategoriler arasinda sikayet edilme siklig1 agisindan iicilincii sirada yer almaktadir. “Engelli destek
hizmetleri” kategorisi de 124 sikayet ile bu tema igerisinde %25’lik dilime sahiptir ve tiim kategoriler
arasindaki sikayet sikligina bakildiginda ise, engelliler tarafindan en ¢ok sikayet edilen dordiincii
konu oldugu goriilmektedir.

Personel Tutum ve Davraniglar1 temasi gergevesinde “davranig problemleri” kategorisini olusturan
sikayetler: Personelin kaba veya saygisiz, asik surath ve gergin olmasi, engelli misafirlere yardim
etmemesi ve ilgisiz davranislari, engelli kisinin engeli olduguna inanmamasi, engellilere yonelik
egitim ve farkindalik eksikligi, engellilere yanlis veya yaniltici bilgi verilmesi ve otelden ¢ikis
yapilmasinin engellemesidir. “Taleplerin karsilanmamasi” kategorisini olusturan sikayetler:
engellilerin 6zel isteklerinin dikkate alinmamasi/yerine getirilmemesi, sorunlarin ¢oziilmemesi ve
miisteri hizmetlerinin yetersiz kalmasi ve engelli misafirlere uygun odanin tahsis edilmemesidir.
“Engelli destek hizmetleri” kategorisini olusturan sikayetler ise yardimci personelin eksikligi, ihtiyag
duyuldugunda aninda ve yeterli yardimin sunulmamasi, engellilere 6zel saglanmas1 gereken destek
hizmetlerinin bulunmamasi ve engellilerin esyalarinin tasinmasinda destek verilmemesidir.
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4.2.2.Hizmet Kalitesi

Hizmet kalitesi temasi, blinyesinde bes kategori barindirmaktadir. Bu kategoriler “saglik hizmetleri”,
“donanim ve malzeme problemleri”, “glivenlik sorunlar1”, “eglence ve sosyal aktivite problemleri”
ve “vaat edilen hizmetlerin verilmemesi” seklinde adlandirilmistir. Bu kategorilere iliskin bilgiler

Tablo 4°te yer almaktadir.

Tablo 4: Hizmet Kalitesi Temasinin Kategorilere Gore Dagilimi

Hizmet Kalitesi Frekans %
Vaat Edilen Hizmetlerin Verilmemesi 167 48
Donanim ve Malzeme Problemleri 75 22
Saglik Hizmetleri 47 14
Giivenlik Sorunlari 38 11
Eglence ve Sosyal Aktivite Problemleri 18 5

Hizmet kalitesi temasi ad1 altinda, 167 sikayet ile en ¢ok sikayet edilen konu “vaat edilen hizmetlerin
verilmemesi” olarak karsimiza ¢ikmaktadir. Bu kategori, hizmet kalitesi temasinin sikayetlerinin
%48’lik dilimini kapsamaktadir. Ayn1 zamanda bu kategori, tiim kategoriler icerisinde engelliler
tarafindan en sik sikdyet edilen ikinci konudur. Bu kategori ardindan 75 sikayet siklig1 ve %22’lik
dilimle “donanim ve malzeme problemleri” kategorisi bu tema i¢inde en ¢ok sikayet alan ikinci
kategoridir. Tema i¢i kategoriler incelenmeye devam edildiginde sikayet sikli§ina gore sirasiyla 47
sikayet ve %14’lik bir dilimle “saglik hizmetleri”, 38 sikayet %11 dilimle “giivenlik sorunlar1” ve
son olarak 18 sikayet (%5) ile “eglence ve sosyal aktivite problemleri” gelmektedir.

“Vaat edilen hizmetlerin verilmemesi” kategorisini olusturan sikayetler, rezervasyon esnasinda
taahhiit edilen imkanlarin sunulmamasi, tanittm materyallerinde (brosiir, web sitesi vb.) belirtilen
hizmetlerin bulunmamasi ve hizmet kalitesinin vaat edilenden diisiik olmasindan olusmaktadir.
“Donanim ve malzeme problemleri” kategorisini olusturan sikayetler ise TV, internet, vb. teknolojik
imkanlarin eksikligi, sabun, sampuan, havlu vb. temizlik malzemelerinin eksikligi, klima ve 1sitma
sistemlerinin calismamasi veya yetersiz olmasi, odadaki kiivet, tuvalet, lavabo vb. kirik, eski ya da
bozuk olmasi, sezlonglarin yetersiz olmasi ve yatak kalitesi, oda konforu yetersizligi seklinde
belirtilmektedir.

“Saglik hizmetleri” kategorisini olusturan sikayetler; yeterli sayida saglik personelinin bulunmamasi,
acil durumlar i¢in gerekli olan tibbi cihaz ve malzemelerin eksik olmasi, saglik hizmetlerine
ulagsmanin zor veya imkansiz olmasi, saglik hizmetleri i¢in beklenmedik/fahis iicret talep edilmesi ile
ilgilidir. “Giivenlik sorunlar1” kategorisini kapsaminda personelin giivenlik saglama konusunda
yetersiz kalmasi, giivenlik kameralarimin sayisinin veya etkinliginin yetersiz olmasi, giivenlik
personelinin yeterli egitim almamis olmasi, engellilere karsi tehditkar ve saldirgan tutumlar
sergilenmesi, konaklama sirasinda odalarda asir1 giiriiltii olmas1 ve oda kapisinin kilitlenmemesine
iliskin sikayetler dile getirilmistir. “Eglence ve sosyal aktivite problemleri” kategorisini olusturan
sikdyetler ise sunlardan olusmaktadir: eglence ve sosyal aktivitelerin olmamasi, herkese hitap
etmemesi, misafirlere aktiviteler hakkinda yeterli bilgi verilmemesi, diisiik kaliteli veya yetersiz
olmasi, eglence ve sosyal etkinliklerde engellilere yonelik diizenlemelerin olmamas.

4.2.3.Fiziki Erisilebilirlik

Fiziki erisilebilirlik temast “engellilere yonelik fiziksel diizenlemeler”, “isaretlemeler ve
yonlendirmeler”, “ortak alanlara erigim” olmak iizere ii¢ kategoriyi i¢inde barindirmaktadir. Bu
kategorilere yonelik sikayetlere ait sayisal veriler Tablo 5°te goriilmektedir.
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Tablo 5: Fiziki Erisilebilirlik Temasimin Kategorilere Gore Dagilim1

Fiziki Erisilebilirlik Frekans %
Engellilere Yonelik Fiziksel Diizenlemeler 130 50
Ortak Alanlara Erigim 113 43
Isaretlemeler ve Yonlendirmeler 17 7

Fiziki erisilebilirlik temasi altinda, 130 yorum ile en ¢ok sikayet edilen konu “engellilere yonelik
fiziksel diizenlemeler” olarak karsimiza ¢ikmaktadir. Bu kategori, fiziki erisilebilirlik temasinin
%350’sini kapsamaktadir. Engellilere yonelik fiziksel diizenlemelerin ardindan, 113 sikayet (%43) ile
“ortak alanlara erisim” kategorisi bu tema icinde en ¢ok sikayet alan ikinci kategoridir. “Isaret ve
yonlendirmeler” kategorisi ise 17 sikayet ile %7’lik dilimi kapsamaktadir.

Fiziksel erisilebilirlik temas1 altinda yer alan “engellilere yonelik fiziksel diizenlemeler” kategorisini
olusturan e-sikayetlere iliskin daha somut unsurlar su sekilde 6zetlenebilir: Yiiriiyilis yollarinin dar
veya engebeli olmasi, rampalarin dikligi veya kayganligi, merdivenlerin fazla olmasi, asansorlerin
yetersiz olmasi veya engellilere uygun olmamasi, engelli odalarinin yeterince genis olmamasi,
diizenlemelerinin yetersizligi (tutunma barlarinin olmamasi, engelli yataklariin yiliksek olmasi gibi),
banyo ve tuvalette oturak bulunmamasi, banyo ve tuvalet alaninin dar olmasi, yardimer ekipmanlarin
(ylriiteg, baston, tekerlekli sandalye) eksik veya bozuk olmasi, denize ve havuza girebilmek i¢in
gerekli aletlerin (havuz asansorii, plaj sandalyesi vb.) olmamasi ve tekerlekli sandalyeler i¢in uygun
olmayan déseme malzemelerin kullanilmasi (hali, tas doseme gibi)

Fiziksel erisilebilirlik temas1 altinda yer alan “ortak alanlara erisim” kategorisi kapsaminda dile
getirilen e-sikayetler sunlardir: Restoran ve yemek alanlarina erisimin zor olmasi, eglence ve sosyal
aktivite alanlarina erisimin engellilere uygun olmamasi, havuz, deniz ve spor alanlarina erisimin zor
veya imkansiz olmasi, otopark alanlarinda engellilere yer ayrilmamasi veya ayrilan yerlerin yanlis
kullanilmast, engellilere verilen odalarin ortak alanlara uzak mesafede olmalari. Fiziksel erisilebilirlik
temasi altinda yer alan iiciincii ve son kategori olan “isaretlemeler ve yonlendirmeler” kategorisini
olusturan sikayetler sunlardir: Kat planlari ve yonlendirme tabelalarinin olmamasi veya yetersiz
olmasi, yol gosterici isaretlerin konumu ve yerlesimi, Braille yazi veya sesli yonlendirme
sistemlerinin eksikligi, isaretlerin okunamayacak kadar kiigiik veya soluk olmasi, yonlendirme ve
isaretlerin oldugu alanin karanlik veya kétii aydinlatilmis olmas.

4.2.4.Ucretlendirme ve Maddi Yiik

29 ¢

Ucretlendirme ve maddi yiik temas1 kendi iginde “6deme ve fatura sorunlar1”, “engelli indirimleri”,
“ekstra licret talepleri” ve “haksiz fiyatlandirma” olmak tizere dort kategoriden olugmaktadir. Bu
kategorilerin sikayet siklig1 Tablo 6’da verilmistir.

Tablo 6: Ucretlendirme ve Maddi Yiik Temasinin Kategorilere Gére Dagilimi

Ucretlendirme ve Maddi Yiik F %
Haksiz Fiyatlandirma 105 56
Ekstra Ucret Talepleri 46 25
Odeme ve Fatura Sorunlari 29 16
Engelli Indirimleri 6 3

Ucretlendirme ve maddi yiik temas: ad1 altinda, 105 yorum ile en ¢ok sikdyet sikligina sahip olan
konu “haksiz fiyatlandirma” olarak karsimiza ¢ikmaktadir. Bu kategori, licretlendirme ve maddi yiik
temasinin sikayetlerinin %56°lik bir dilimini kapsamaktadir. Haks1z fiyatlandirmadan sonra en ¢ok
sikayet sikligina sahip olan kategori, 46 sikiyet ve %25’lik dilimle “ekstra iicret talepleri” olmustur.
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Bu kategori ardindan da 29 sikayet ve %16’lik dilimle “0deme ve fatura sorunlar1” gelmektedir.
“Engelli indirimleri” kategorisi ise 6 sikayet ile bu temanin %3’liik dilimini olusturmaktadir.

“Haks1z fiyatlandirma” kategorisi kapsaminda hizmet kalitesine kiyasla fiyatlarin ¢cok yiiksek olmasi,
sezon Oncesi rezervasyon yapilmasina ragmen fiyatlarin giincellenerek artirilmasi, ¢cocuklar i¢in ek
ticretlerin talep edilmesi ve bu iicretlerin 6nceden belirtilmemesi, fiyatlar ve ek ticretler hakkinda
onceden bilgilendirme yapilmamasina yonelik sikdyetler 6n plana c¢ikmaktadir. “Ekstra {icret
talepleri” kategorisini olusturan sikayetler; 6zel ihtiyaclar (tekerlekli sandalye, ambulans ve saglik
hizmetleri vb.) i¢in haksiz yere ek iicret talep edilmesi, ekstra hizmetler (oda servisi, spa vb.) i¢in
beklenmedik ek {icretlerin talep edilmesi, hizmet sunumu sirasinda ek {icretlerin Onceden
bildirilmeden talep edilmesi, ekstra hizmetler i¢in istenen iicretlerin orantisiz ve asirt yiiksek
olmasindan olugmaktadir.

“Odeme ve fatura sorunlari” kategorisi baglaminda ddeme siireglerindeki aksakliklar, fatura
verilmemesi, faturada hizmetlerin detaylarinin eksik veya hatali sekilde belirtilmesi sikayet konusu
olmustur. “Engelli indirimleri” kategorisi ise engelli indirimlerinin uygulanmamasi, engelli
indirimleri hakkinda yeterli bilgilendirme yapilmamasi, her hizmette engelli indirimlerinin gegerli
olmamasi ve engelli indirimi ile kalan misafirlerin, birka¢ gece daha kalmak istediklerinde indirimin
uygulanmamasi ile iliskili sikayetleri kapsamaktadir.

4.2.5. Hijyen ve Temizlik

Hijyen ve temizlik temasi kendi i¢inde “oda temizligi” ve “ortak alanlarin temizligi” olmak iizere iki
kategoriden olugmaktadir. Bu kategorilerin sikayet sikliklar1 Tablo 7°de bulunmaktadir.

Tablo 7: Hijyen ve Temizlik Temasinin Kategorilere Gore Dagilimi

Hijyen ve Temizlik Frekans %
Oda Temizligi 88 56
Ortak Alanlarin Temizligi 68 44

Hijyen ve temizlik temasi icerisinde “oda temizligi” kategorisi 88 yorum ve %56’lik bir dilimle, bu
tema icindeki en sik sikayet edilen konudur. “Ortak alanlarin temizligi” kategorisi ise, 68 yorum ile
%44’ 1tk bir dilimi kapsamaktadir. Oda temizligi kategorisini olusturan sikayetler; odalarinin diizenli
ve kapsamli bir sekilde temizlenmemesi, yeterli havalandirma olmamasi veya kotii kokularin (sigara,
rutubet, lagim vb.) bulunmasi, yatak ortiileri, havlular ve diger malzemelerin kirli olmasi, genel hijyen
kurallarina uyulmamasi ve temizligin yetersiz olmasi, temizlik personelinin gorevlerini yerine
getirmede ithmalkar veya ilgisiz olmasi ile odalarda hasere veya kemirgen bulunmasi ile ilgilidir.
Ortak alanlarin temizligi kategorisini olusturan sikayetler ise; restoran, havuz, lobi, plaj gibi alanlarin
yeterince temizlenmemesi, tuvalet ve dus alanlarinin yeterince hijyenik olmamasi, genel hijyen
standartlarinin diisiik seviyede olmasi, kapasite asimi nedeniyle temizlik hizmetlerinin aksamasi ile
ulasim araglarinin pis olmasi ve temizlenmemesine yoneliktir.

4.2.6. Rezervasyon ve Iptal Islemleri

199 Gey

Bu tema “rezervasyon siireci”, “iptal islemleri” ve “degisiklik islemleri” olmak iizere ii¢ kategoriden
olusmaktadir. Bu kategorilerin sikayet sikliklar1 Tablo 8’de belirtilmistir.

Tablo 8: Rezervasyon ve Iptal islemleri Temasmin Kategorilere Gore Dagilim1

Rezervasyon ve iptal islemleri F %
Iptal Islemleri 69 49
Rezervasyon Siireci 41 29
Degisiklik Islemleri 31 22
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Rezervasyon ve iptal islemleri temasi altinda, 69 yorum ile en ¢ok sikayet sikligina sahip olan konu
“iptal islemleri” olarak karsimiza ¢ikmaktadir. Bu kategori, rezervasyon ve iptal islemleri temasinin
sikdyetlerinin %49’luk dilimini kapsamaktadir. iptal islemlerinden sonra en ¢ok sikdyet sikligina
sahip olan kategori 41 sikayet siklig1 ve %29 dilimle “rezervasyon siirecidir”. Son olarak “degisiklik
islemleri” kategorisi ise 31 sikayet sikligi ile bu temanin %22’lik bir dilimine sahiptir.

“Iptal islemleri” kategorisini olusturan sikdyetler sunlardir: iptal islemlerinin zor olmasi, para
iadesinin yapilmamasi veya islemlerinin uzun siirmesi, para iadesi olacagi zaman isletmelerin
mesuliyet kabul etmemesi, iptal ve iade islemleri sirasinda miisteri hizmetlerinin yeterli destek
saglamamasi, iptal ve iade taleplerinin tamamen reddedilmesi, iptal ve iade islemleri i¢in engelli
bireylerden gereksiz belge talep edilmesi, iptal ve iade islemlerinde iletisim eksiklikleri, iptal
politikalarinin agikca belirtilmemesi ve engelli bireylere net bilgi verilmemesi, iptal durumunda
ticretin tamaminin geri iade edilmemesi, iptal durumunda misafirlere alternatif tarih veya konaklama
seceneklerinin sunulmamasi.

“Rezervasyon siireci” kategorisi; engelli misafirin rezervasyonunun yanlis yapilmasi veya otel
sisteminde rezervasyon kaydinin bulunmamasi, rezervasyon islemi sirasinda lobide uzun siire
beklemek zorunda kalinmasi, odanin misafire zamaninda teslim edilmemesi ve gecikmesi, engelli
misafirlere yanlis veya eksik bilgi verilmesi, resepsiyon ve rezervasyon departmanlarinin engelli
misafirlere ilgisiz olmasi ve yeterince yardimci olmamasi, engelli misafirlerin 6zel ihtiyaclariin goz
ard1 edilmesi, engelli ve yash misafirlerin kabul edilmemesi ile ilgili sikayetlerden olusmaktadir.
“Degisiklik islemleri” kategorisi biinyesinde ise; rezervasyon degisikliklerinin yapilmasinin zor ve
karmasik olmasi, rezervasyon degisiklik taleplerine hizli ve yeterli yanit verilmemesi, rezervasyon
degisikligi yapildiginda yiiksek diicretler talep edilmesi, degisiklik islemleri sirasinda miisteri
hizmetlerinin yeterli destek saglamamasi, rezervasyon degisiklik taleplerinin kabul edilmemesi ve
rezervasyon degisikligi sonrasi misafirin daha kétii bir isletmeye yonlendirilmesine iligkin sikayetler
yer almaktadir.

4.2.7. Yemek ve Beslenme

+9 13

Yemek ve beslenme temasi, kendi icinde “yemek kalitesi”, “yemek servisi” ve 6zel beslenme
ihtiyaglar’” olmak tizere {i¢ kategoriden olusmaktadir. Bu kategorilerin sikligt Tablo 9’da
goriilmektedir.

Tablo 9: Yemek ve Beslenme Temasinin Kategorilere Gore Dagilimi

Yemek ve Beslenme F %
Yemek Servisi 57 46
Yemek Kalitesi 53 43
Ozel Beslenme Thtiyaclari 13 11

Yemek ve beslenme temasi ad1 altinda, 57 yorum ile en ¢ok sikayet sikligina sahip olan konu “yemek
servisi” olarak karsimiza ¢ikmaktadir. Bu kategori, yemek ve beslenme temasinin sikayetlerinin
%46’s1n1 olusturmaktadir. Yemek servisinden sonra en ¢ok sikayet sikligina sahip olan kategori 53
sikayet ve %43’liik dilimle “yemek kalitesi” kategorisidir. “Ozel beslenme ihtiyaglar1” kategorisi ise
13 sikayet ile bu temanin %11’lik dilimini kapsamaktadir.

“Yemek servisi” kategorisi; yemeklerin soguk servis edilmesi veya eksik getirilmesi, servisin yavas
islemesi veya diizensiz yapilmasi, servis elemanlarinin ilgisiz veya kaba tutum sergilemesi,
yemeklerin estetik ve diizenli sunulmamasi, yemek almak i¢in uzun siire beklemek zorunda kalinmasi
ile engellilere uygun masa ve sandalyelerin olmamasi gibi sikdyet konularindan olugmaktadir.
“Yemek kalitesi” kategorisi; yemeklerin lezzetsiz olmasi veya sagliksiz sekilde hazirlanmasi (asiri
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yagli, tuzlu), yemeklerde kullanilan malzemelerin taze olmamasi, yemek cesitliliginin sinirli olmasi
ve yemek porsiyonlarinin az olmas: gibi sikdyetlere konu olmustur. “Ozel beslenme ihtiyaclar1”
kategorisini olusturan sikayetler ise, diyabet, alerji, vegan, vejeteryan vb. 6zel beslenme ihtiyaclariin
kargilanmamasi, gliitensiz, laktozsuz vb. 6zel diyet meniilerinin olmamasi, alerji uyarilarinin géz ardi
edilmesi ve dikkate alinmamas1 ve bebekler i¢in uygun menii se¢eneklerinin olmamasi ile ilgilidir.

4.2.8. Ulasim Hizmetleri

Ulasim hizmetleri temasi1 kendi iginde iki kategoriden olusmaktadir. Bu kategoriler “Otobiis ve Ugak
Hizmetleri” ve “Transfer Hizmetleridir”. Bu kategorilerin sikayet sikliklar1 Tablo 10°da verilmistir.

Tablo 10: Ulasim Hizmetleri Temasimin Kategorilere Gore Dagilimi

Ulasim Hizmetleri F %
Transfer Hizmetleri 30 61
Otobiis ve Ugak Hizmetleri 19 39

Ulasim hizmetleri temas1 adi altinda, 30 yorum ile en ¢ok sikayet sikligina sahip olan konu “transfer
hizmetleri” kategorisidir. Bu kategori, ulasim hizmetleri temasinin sikayetlerinin %61°lik dilimini
kapsamaktadir. Diger “otobiis ve ugak hizmetleri” kategorisi ise, 19 sikayet siklig1 ile bu temanin
%39’luk dilimini olugturmaktadir.

“Transfer hizmetleri” kategorisi kapsaminda; transfer hizmetlerinin zamaninda ger¢eklesmemesi,
transfer hizmetlerinde engellilere uygun araglarin mevcut olmamasi, tesisteki ¢esitli alanlar arasinda
transfer hizmetinin yeterli olmamasi, transfer hizmetlerinde yabanci turistlere oncelik verilmesi ve
transfer araglarinin kapasitesinin yetersiz olmasina iligskin sikdyetlerde bulunulmustur. “Otobiis ve
ucak hizmetleri” kategorisini olusturan sikayetler ise; otobiis ve ucaklarda engelli misafirler i¢in
koltuklarin uygun olmamasi, ucaklarda engelli misafirler icin refakat¢i bulundurmanin zorunlu
tutulmasi, seyahat dncesi ve sonrasi engelli yolculara sunulan yardim hizmetlerinin yetersiz olmasi,
engellilerin veya engelli yardime1 araglarinin (tekerlekli sandalye, akiilii araba vb.) otobiis veya ucak
sitketlerince kabul edilmemesi, otoblis veya ugaklarda engelli yolcular igin yeterli alanin
bulunmamasi seklinde 6zetlenebilir.

5.SONUC VE ONERILER

Engelli bireylerin, hayatin her alaninda c¢esitli engellerle karsilastiklar1 g6z 6niine alindiginda, bu
calismanin, turizm alaninda karsilastiklar1 zorluklarin ortadan kaldirilmasina ve turizme katilimlarini
artirmaya yonelik politika ve uygulamalarin gelistirilmesine katki saglayacagi ongoriilmektedir. Bu
baglamda calisma, turizm sektoriinde daha kapsayici ve erisilebilir bir yapinin olusturulmasina
yonelik adimlarin belirlenmesine imkan taniyan akademik bir ¢er¢eve sunmaktadir. Ayrica, engelli
bireylerin turizmde karsilastiklar1 sorunlara iliskin farkindaligin artirilmasina ve bu dogrultuda
sektoriin siirdiiriilebilir gelisimine katki saglamay1 da amaglamaktadir.

I¢ turizme katilan engelli Tiirk miisterilerin tatilleri siiresince karsilastiklar1 zorluklar sikayetvar.com,
tripadvisor.com.tr, engelliler.biz, sikayet.com ve sikayetim.com c¢evrim i¢i platformlarindaki
sikayetler lizerinden degerlendirilmis ve 6nemli bulgular elde edilmistir. Engelli bireylerin sikayetleri
sekiz ana tema altinda toplanmaktadir. Bu temalar, fiziki erisilebilirlikten personel tutum ve
davraniglarina kadar genis bir yelpazede engelli bireylerin karsilastiklar1 zorluklar1 kapsamaktadir.
Bu temalar altinda toplamda 25 kategori belirlenmistir. Sikdyetlerin temalara goére dagilimi
incelendiginde, en fazla sikayet edilen konular sirasiyla “personel tutum ve davraniglart”, “hizmet
kalitesi” ve “fiziksel erisilebilirlik” olarak 6n plana ¢ikmaktadir.

244

Ot



Kesim& Yilmaz (2024), Johti, 6(2), 233-250

Turizm sektoriinde, engelli bireylerin karsilastiklar1 en kritik sorunlarin baginda, turizm personelinin
tutum ve davranislar1 gelmektedir. Bu tiir davraniglar, engelli bireylerin kendilerini rahatsiz ve
dislanmisg hissetmelerine yol acarak, turizm deneyimlerini olumsuz yonde etkilemektedir. Bu durum,
personelin egitimi ve farkindaliginin artirilmasi gerektigini acik¢a ortaya koymaktadir. Hizmet
kalitesi, engelli turistlerin turizm deneyimlerinde 6nemli bir endise kaynagidir. Vaat edilen hizmetler
ile sunulan hizmetler arasindaki fark, engelli bireylerin turizm hizmetlerindeki beklentileri ile
gergeklik arasindaki biliyilk uyumsuzlugu goézler oniline sermektedir. Bu uyumsuzluk, engelli
bireylerin konforunu ciddi sekilde etkilemekte ve turizm hizmetlerine olan giivenlerini sarsmaktadir.
Bu baglamda, vaat edilen hizmetlerin sunulmasi ve genel hizmet kalitesinin artirilmasia yonelik
daha etkili stratejiler gelistirilmesi gerekmektedir. Ote yandan, fiziki erisilebilirligin engelliler icin
temel bir eksiklik olmaya devam ettigini gostermektedir. Bu eksiklik, engelli bireylerin hareket
kabiliyetini kisitlamakta ve turizmden tam anlamiyla yararlanmalarini engellemektedir. Bu durum,
turizmin pargasi olan her alanda, engelli bireylere 6zel daha iyi altyapr ve imkanlar sunulmasinin
gerekliligini gozler 6niine sermektedir.

Teorik Cikarimlar

Bu sonuglar, ¢evrim i¢i platformlar araciligiyla engelli bireylerin karsilagtiklar1 sorunlari analiz eden
benzer ¢alismalarin (Kim & Lehto 2012; Burgucu, 2013; Dogru vd., 2014; Keskekei & Genger, 2023)
bulgulariyla benzerlik gostermektedir. “Personel tutum ve davranislar1” engelli bireylerin turizm
deneyimlerini olumsuz etkileyen en temel sorunlardan biri olarak 6ne ¢ikmaktadir. Personelin engelli
bireylere yonelik ilgisiz, empati yoksunu ve duyarsiz tutumlari en sik dile getirilen sikayetler arasinda
yer almaktadir. “Fiziksel erisilebilirlik/ulasilabilirlik” konusundaki eksiklikler de bazi ¢alismalarda
(Mihaela vd., 2012; Pehlivanoglu & Bayraktutan, 2012; Tozlu vd., 2012) vurgulanmistir. Turizm
tesislerinin engelli bireylerin ihtiyaclarina uygun olarak tasarlanmadig1 ve 6zellikle ortak kullanim
alanlarinda ciddi sorunlar yasandigi tespit edilmistir. Ayrica, “hizmet kalitesindeki yetersizlik™ de
tiim c¢alismalarda ortak bir bulgu olarak karsimiza ¢ikmakta ve engelli bireylere vaat edilen
hizmetlerin sunulmamasi ya da eksik sunulmasi sikayetlerin 6nemli bir kismin1 olusturmaktadir. Bu
benzerlikler, engelli bireylerin turizm sektoriindeki temel sorunlarinin yaygin ve ortak oldugunu
gostermektedir.

Bu calismanin bulgularindan farkli olarak, en ¢ok sikdyet alan konular arasinda yasal olarak
uygulanmasi gereken engelli indirimlerinin uygulanmamasi bulgusuna da ulasilmistir (Dogru vd.,
2014). Keskekei & Genger’in (2023) tespitlerine gore ise, en ¢ok sikayet edilen konular arasinda
rekreasyonel faaliyetler de bulunmakta ve engelli bireylerin 6zel durumlari nedeniyle rekreatif
etkinliklere katilamadiklar1 vurgulanmaktadir.

Bu ¢alisma, engelli bireylerin turizm deneyimini iyilestirebilmek i¢in dikkat edilmesi gereken dnemli
alanlar1 ortaya koymaktadir. Bu alanlarla ilgili sorunlarin ¢6ziilebilmesi i¢in asagida yer verilen daha
kapsamli 6neriler sunulabilir.

Pratik Cikarimlar

Engelli turistlere yonelik en 6nemli sorunlardan biri olan personel davraniglarini iyilestirmek igin,
turizm sektoriinde calisanlarin engelli turistlerin 6zel ihtiyaglarini anlamasi ve bu ihtiyaglara uygun
hizmet sunabilmesi gerekmektedir. Bu amaca ulagmak i¢in, personelin empati yetenegini gelistiren
ve engelli bireylerin gereksinimlerini dogru sekilde kavramalarini saglayan 6zel egitim programlari
uygulanmalidir. Ayrica, diizenli olarak gerceklestirilen farkindalik kampanyalar1 personelin tutum ve
davraniglarini olumlu yonde degistirmeye katki saglayabilir.
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Hizmetlerin vaat edildigi sekilde eksiksiz ve beklentilere uygun olarak sunulmasi hizmet kalitesinin
artirtlmasinda 6nemli bir rol oynamaktadir. Bu ¢er¢evede, turizm sektdriinde yiiksek hizmet kalitesini
olusturmak ve siirdiiriilebilir kilmak amaciyla diizenli denetimler yapilmali ve etkili geri bildirim
mekanizmalar1  gelistirilmelidir. Ozellikle engelli turistlerin deneyimlerini ve &nerilerini
paylasmalarma olanak taniyan, engel tilirlerine gore Ozellestirilmis saglikli geri bildirim
mekanizmalar1 kurulmalidir. Bu mekanizmalar, hem sorunlarin hizla ¢6ziilmesine yardimci olurken
hem de sunulan hizmetlerin siirekli olarak iyilestirilmesi i¢in onemli bilgiler saglayarak sektore
katkida bulunabilir.

Engelli bireylerin karsilastig1 en temel sorunlardan biri olan fiziksel diizenlemelerin iyilestirilmesi ve
ihtiyaclarma uygun bir ortam saglanmasi i¢in turizm tesislerinin fiziksel altyapisina yatirim
yapilmalidir. Bu yatirimlar, engelli bireylerin ihtiyaglarina yonelik olarak rampalarin ingasi, yiiriiyiis
yollarinin genigletilmesi, asansorlerin engellilere uygun hale getirilmesi ve gerekli ekipmanlarin
temin edilmesi gibi diizenlemelerin yani sira, otobiis ve ugak gibi ulasim araglarinda engelli bireyler
icin diizenlenmis daha genis alanlarin olusturulmasi gibi iyilestirmeleri de icermelidir. Bu sayede,
turizm tesislerinin erisilebilirligi artirilarak engelli bireyler i¢in daha uygun ve konforlu bir ortam
sunulabilir.

Engelli bireylerin turizm faaliyetlerine daha etkin katilimini saglamak amaciyla, engellilerin
ihtiyaclara yonelik 6zel egitim almig, uzman turist rehberlerinin sektore kazandirilmas: gerekir.
Uzman rehberlerin, engelli bireylerin beklenti ve gereksinimlerine uygun hizmet sunmalar1 engelli
turizminin gelisimine 6nemli katkilar saglayabilir. Buna ilave olarak, erisilebilir turizmi tesvik eden
politikalarin ve diizenlemelerin uygulanmasi olduk¢a 6nemlidir. Devlet kurumlari, 6zel sektor ve sivil
toplum kurulusglar1 arasinda is birligi saglanarak erisilebilir turizmi destekleyen ve siirdiiriilebilir kilan
bir ekosistem olusturulmalidir. Bu paydaslar, erisilebilirlik standartlarin1 belirleme, bu standartlara
uyumu gilivence altina alma ve uyumsuzluk durumunda yaptirimlar uygulama konusunda kritik bir
role sahiptir. Bu kapsamda, erisilebilir turizmi destekleyen yasalar ve iliskili diizenlemeler yapilmali
ve hem ulusal hem de uluslararasi erisilebilirlik standartlarina uyum saglanmalidir. Ayrica, bu
standartlara uyan isletmelere finansal destek saglanmali ve aykir1 hareket edenlere gerekli yaptirimlar
uygulanmalidir. Boylece, engelli bireylerin turizm faaliyetlerine katilirken kendilerini esit ve glivende
hissetmeleri saglanabilir.

Neticede, kapsayic1 ve erisilebilir bir turizm ortami yaratmak; davranig, hizmet kalitesi, altyapi,
politika ve geri bildirim gibi bir¢ok alanda ¢abalarin birlestirilmesini gerektirmektedir. Bu 6nerilerin
hayata gecirilmesiyle, turizm sektorii engelli bireylerin seyahat deneyimlerinden memnun kalmalarini
saglayabilir, boylece yasam kalitelerini artirabilir ve sektdr icin yeni pazar firsatlarmin kapisini
acabilir.

Simirlamalar ve Gelecekteki Arastirmalar

Aragtirma, yalnizca belirli ¢evrim igi sikdyet platformlarindan elde edilen verilere dayanmaktadir, bu
nedenle internet erisimi olmayan veya bu platformlar1 kullanmayan engelli bireylerin goriislerini
yansitmamaktadir. Veriler yalnizca yerli turistlerden ve belirli bir zaman diliminde (Ocak-Aralik
2023) toplanmistir. Bu zaman dilimi disinda yapilan sikayetler ve degisen kosullar ¢aligma kapsami
disindadir. Ayrica, belirli engel tiirlerine sahip bireylerin sikayetleri digerlerine gére daha fazla ya da
daha az yer almig olabilir. Bunun yaninda, bazi sikayetlerin abartili veya yaniltic1 olabilecegi ve
bunun da sikayetlerin dogrulugu ve giivenilirligini etkileyebilecegi géz 6niinde bulundurulmalidir.
Son olarak, kodlama yontemi kisisel degerlendirmelere dayandigindan dolay1 farkli arastirmacilar
ayni verilerden farkli sonuclar ¢ikarabilir.
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Bu ¢alismanin bulgulart, ilgili literatiire ve turizm sektoriine 6nemli katkilar saglayacak olsa da; bahsi
gecen sinirliliklarindan dolay: gelecekteki arastirmalara yonelik su Onerilerde bulunulabilir: Farkli
engel tiirlerine sahip bireylerin turizm deneyimlerinin karsilastirildigi calismalar yapilabilir. Ornegin,
fiziksel engelli bireyler ile igitme engelli bireylerin deneyimleri arasindaki farklar incelenebilir. Farkli
ilkeler ve kiiltiirlerdeki engelli bireylerin turizm deneyimlerini karsilagtiran aragtirmalar yapilabilir.
Bu arastirmalar, farkli tilkelerdeki basarili uygulamalar1 ve eksiklikleri belirlemeye yardimer olabilir.
Teknolojinin engelli bireylerin turizm deneyimlerini nasil iyilestirebilecegi {izerine arastirmalar
yapilabilir. Ornegin, mobil uygulamalar, sanal gergeklik ve yapay zeka gibi teknolojilerin erisilebilir
turizmi nasil destekleyebilecegi incelenebilir. Zaman i¢inde engelli bireylerin turizm deneyimlerini
ve sikayetlerini izleyen uzun soluklu ¢alismalar yapilarak, bu deneyimlerdeki degisiklikler ve belirli
politikalarin veya iyilestirmelerin etkileri incelenebilir.
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