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Preface

ICTTR — 5" International Conference on Tourism: Theory, Current Issues and Research
is an academic and scientific conference which was held Club Hotel Lara in Antalya,
Turkey between April 20-22, 2018. ICTTR was organized by International Center of
Social Science & Education Research, and supported LJSSER-International Journal of
Social Sciences & Education Research (ISSN:2149-5939) and JTTR-Journal of Tourism
Theory and Research (ISSN: 2458-7583). ICTTR has provided a scientific assembly for
all participants all over the world to explore and discuss the different topics. The
conference also provided an opportunity to learn about the current issues such as trends,
latest statistical methodologies, best practices, statistical design, analysis and conclusion
in tourism and related issues.

The scope of the ICTTR includes the following major issues and other topics related to
the tourism:

Alternative Tourism
Consumer Behavior in Tourism
Destination Management
E-Tourism

Gastronomy and Culinary Arts
International Tourism
Organizational Behavior in Tourism
Recreation Management
Travel and Transportation
Tourism Geography

Tourism and Environment
Tourism Economics

Tourism Ethics

Tourism Law

Tourism Management
Tourism Marketing

Tourism Planning

Tourism Guidance

Tourism Sociology

Tourism History

Other..

Assoc. Prof. Dr. Sirvan Sen DEMIR

International Center of Social 7" Science and Education Research
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EVALUATION OF THE TOURISM SECTOR EFFECTIVENESS OF INTERNA-
TIONAL TOURISM DESTINATIONS WITH ESM-VT METHOD

Ramazan Goral
Selcuk University, Beysehir Ali Akkanat Turizm Faculty, Konya, Turkey, trgoral28@hotmail.com

Extended Abstract

The importance of tourism sector around the world in increasing the economic sustainability of countries
increases day by day. Many countries suffer from being unable to increase GDP and high unemployment
rates. However, tourism is an economic growth and stabilization tool, which plays an important role in
creating income and employment through exports (Bello, et al., 2014, p. 1).

Despite occasional shocks, the tourism sector has been growing almost seamlessly for years. In 2016,
the number of international tourists reached 1 billion and 235 million. This number is 46 million more
than in 2015 and represents a 3.9% increase. In 2030, the number of international tourists is expected to
be 1.8 billion. In 2016, international tourism revenues of worldwide destinations have been $ 1.22 billion
(UNWTO, 2017).

Due to the increasing economic importance of tourism as a source of international income and domestic
employment and the increasing competition in the global tourism market, productivity and efficiency
analyses in the tourism sector have significantly been subjects of research in recent years (Hadad, et al.,
2012). However, these researches largely include the efficiency and effectiveness of micro-units in the
tourism industry such as hotels and travel agencies, museums, local destinations, etc. (Pestana, et al.,
2011; Cracolici, et al., 2006; Luo, et al., 2014; Barros & Alves, 2004). Studies evaluating the effective-
ness and efficiency of the tourism sector at the macro level are rather limited (Assaf & Dwyer, 2013;
Hadad, et al., 2012). However, the efficiency of the tourism sector of a country in long term (especially
the ability of the sector in achieving maximum output from a given input set) significantly affects the
international market share and profitability (Hadad, et al., 2012, p. 932).

The efficiency in tourism is tried to be explained by identifying how the resources are being used by
associating the input amount with the outputs as in other sectors (Balake, et al., 2006). The efficiency of
the destination can be technically described as the ability to appropriately use the inputs necessary to
provide services that meet the expectations of tourists (Fuchs, 2004).

On the other hand, the quality perceived by the tourists is improved and ensured while the destination
inputs (tourist product components) are transformed into outputs (tourism revenue, number of tourists,
etc.) more effectively. For this reason, the input sources and economic outputs of the tourism production-
consumption process should be analyzed by comprehensive destination efficiency analyses (Fuchs,
2004). At the same time, efficiency analyses provide quantitative information about the sector and
thereby reduce the subjectivity by comparing the the performance of those in the sector (Assaf & Dwyer,
2013).

) ) ICSER: International Center of Social Science & Education Research
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The hypothesis of the research is that "the efficiency levels of the tourism sector in international tourism
destinations are not equal". In this context, the purpose of the study is to present a method for measuring
the effectiveness of the tourism sector in international tourism destinations and to compare the efficiency
performance of the tourism sector in the related destinations by using the analysis results.

In the researches to evaluate efficiency in the field of tourism, a tourism operation or destination is con-
sidered as a production conversion process in which certain resources are transformed into outputs or
performance. Non-parametric methods can be used to measure the effectiveness of this conversion pro-
cess. Non-parametric methods can measure efficiency by establishing a functional mathematical rela-
tionship between inputs and outputs in researches where the relative activities of service production units
are generally evaluated and the use of parametric approaches is more restrictive (Barrio, et al., 2009).
Data Envelopment Analysis and its derivatives from nonparametric methods are extensively used in ef-
ficiency analyzes because they have less restrictive conditions and can be easily adapted into multiple
production scenarios.

In this context, Data Envelopment Analysis and TOPSIS Based Efficiency Ranking (ESM-VT) methods
were used to measure and rank the efficiencies of countries in the study. In the study, 19 DMUSs (decision-
making unit, international destination-country) tourism sector efficiencies are compared. The number of
DMUs was determined in accordance with the rule of the minimum number of DMUs being more than
three times of the total number of inputs and outputs in VZA studies (Raab & Lichty, 2011; Yen &
Othman, 2011). The selection of destinations is based on the "number of tourists" and "tourism income"
criteria, which are considered as output variables in the study. Accordingly, as per the UNWTO (2017)
tourism statistics, the first 19 countries having both of the relevant criteria were included in the study.

As agreed in the measure of general production function, the two basic inputs of production are labor
and capital. In the study, labor refers to the number of employees in the tourism sector, while capital
refers to the infrastructure of tourism sector and natural and cultural resources (Hadad et al., 2012). In
this context, four input variables were used in the study. Two output variables were defined in the study
to represent the tourism industry. These variables are the number of tourists and the average income per
tourist. An active tourism sector brings more tourists to the country and generates more revenue per
tourist (Hadad, et al., 2012). Number of tourists refers to the number of international tourists visiting the
country within one year. The average income per tourist is the average earnings per tourist in dollars.

Efficiency= 5" P+ (1)

In the first stage of VZA and TOPSIS and Efficiency Sequence Method (ESM-VT) used in the study,
the effectiveness of DMUS, in other words, the decision criterion values for the alternatives, are calcu-
lated by using VZA CRS model based on formula (1). Then, TOPSIS method was applied to sort out
these alternatives and find the best alternative (Chitnis & Vaidya, 2016). The results show that while
Hong Kong, USA and India rank the first three in terms of tourism sector efficiency, Mexico (19) and
Russia (18) are in the last rank.

Although micro-level efficiency measurement in the tourism sector is an interesting research topic, there
are very few studies at the macro level. An important reason for this is that the resources of international

) ) ICSER: International Center of Social Science & Education Research 2
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tourism destinations have differences. Difficulties in turning a large number of different tourism re-
sources into a homogeneous data make it difficult to carry out these studies. This study brings a new

approach in comparison of tourism sector efficiencies of international destinations by considering this
issue.

Keywords: Data Envelopment Analysis, Effectiveness, ESM-VT, TOPSIS.
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WHAT A TOURISM DESTINATION OFFERS? THE SAMPLE OF LIECHTENSTEIN

Jean de Vick
LTC Research Center, Vaduz, Liechtenstein, jvickl4@hotmail.com

Extended Abstract

The purpose of this paper is to investigate the potential contribution of some activities as a tourism des-
tination of Liechtenstein. Tourism destination is a place for tourists to visit and stay, could be a country,
state, region or city — usually due to its cultural or natural values. Tourism destinations is an important
part of controlling tourism's environmental impacts. As a tourist destination, Liechtenstein offers the
fascination and exotic attraction of a principality and microstate as well as the opportunity to discover
untouched nature in the heart of the Alps.

Liechtenstein expects and plans to be known not only as a successful business hub but also as a great
place to live, work and visit. Tourism in Liechtenstein has been advocated and exploited in various parts
have become Mass Tourism Destinations. The Principality's central marketing organization, Liechten-
stein Marketing, and the national tourism sector with its many partners are dedicated to promoting the
country. As in most countries, the level of income generated from tourism depends on the economic
situation, the weather and changing holiday trends. However, for Liechtenstein the money generated by
visitors is neither the only nor the most important contribution tourism makes to the country.

Guests who visit Liechtenstein and stay at least one night are traditionally from Switzerland or Germany
(60%). Around 15% come from Austria, Belgium, Italy, Great Britain and the Netherlands. The remain-
ing 25% of visitors to Liechtenstein come from the rest of Europe, the United States and almost all other
countries around the world. Liechtenstein and its 11 municipalities have a number of must-see attrac-
tions. These range from beautiful landscapes to museums, restaurants, sporting events and peaceful spots
to lie back and relax. The best way to discover the country is simply to get out and explore. Nevertheless,
we have put together a list of Liechtenstein highlights for those visiting the Principality for the first time.

From down in the valley to 1600 meters above sea level, Liechtenstein is home to many different events
throughout the year. As well as cultural, sporting and culinary highlights, visitors can look forward to
theatre, readings, guided tours, cooking festivals, wine-tasting and music covering all genres.Relaxation,
sport, fine dining, exploring nature, visiting museums whatever you are into, Liechtenstein has the per-
fect answer. And whatever you decide to do, we are sure that it will be the right decision! Liechtenstein
offers a broad range of activities both in summer and winter. Liechtenstein is a paradise for foodies.
From the traditional "Kéasknopfle" to international delicacies and gourmet meals comprising many
courses, the range of food and drink on offer is as diverse as the country itself. Among those to have
enjoyed the pleasure of dining in Liechtenstein was Johann Wolfgang von Goethe.

Keywords: Liechtenstein, tourism, destination

) ) ICSER: International Center of Social Science & Education Research




I CtTR 5th International Conference on Tourism: Theory, Current Issues and Research
April 20-22, 2018, Antalya-TURKEY

TOURISM INVESTMENTS IN KYRGYZSTAN

Nadira Nazimkulova
International University of Science and Business, Kyrgyzstan, Nadiranazimkul@mail.ru

Extended Abstract

Tourism is widely referred to in investment propositions as an ingredient of competitiveness, attractive-
ness and country branding. Kyrgyzstan has a dynamic and expanding tourism industry and continues to
attract foreign direct investment in the tourism sector. Kyrgyzstan offers attractive tourism investment
opportunities, with sound macro-economic fundamentals, a stable political environment and a solid dem-
ocratic history, as well as beautiful landscapes and a wide variety of tourist attractions.

Capital investments play a significant role in process of economic and social development of developing
countries. An investment project is an important in tourism sector that includes a judicial, technical,
social, economic and financial analyze. An economic analysis is a process carried out by economists,
statisticians and mathematicians on behalf of both for-profit and nonprofit small business. Economic
analyze is the most important work which consists of research of marketing, demand estimation, capacity
determination, foundation place selection and project evolution. It depends on supply and demand. In-
vestments, financial resources, and transfer of technology are very important for economic recovery and
development in those countries, which have limited opportunities of investment and home saving.

Social analysis is the practice of systematically examining a social problem, issue or trend, often with
the aim of prompting changes in the situation being analyzed. Social analsis should support the economic
and financial analyze in investment project. Demand is the most important research subject in economic
analyze as well as in social analysis. Kyrgyzstan is in the way of providing recovery of home savings
and investments, and necessary investment capital for establishment of dynamic private sector, for reor-
ganization of other sectors of economy. Kyrgyzstan has vast of historical and natural resources that stim-
ulates foreign capital inflow. Foreign investors invest their capital in banking, tourism, transportation
and food sectors in Kyrgyzstan.

In order to increase investment opportunities in tourism sector, Kyrgyzstan provides different legal reg-
ulations, privileges and facilities of working. It makes efforts to strengthen such important elements as
legislation, taxation, financial and banking systems. Kyrgyzstan develops policy towards strengthening
its place in international markets. As a result, evolutions relating project get carried out. in general, it is
reached a conclusion whether a project gets accepted or not by determining the shadow price, internal
rate return, payback period of the project, using any other methods.

Keywords: Capital investments, tourism, Kyrgyzstan
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YIELD MANAGEMENT IN HOTEL BUSINESSES: A SAMPLE OF BOUTIQUE HO-
TEL*

Li N. Yuong
Tsinghua University, China

*Despite conference and hotel registration, this paper was not presented by its authors without any
Justification
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DIFFERENCE OF SERVIS QUALITY BETWEEN CITY HOTELS AND RESORT HO-
TELS*

Verginis Artefonakis
Giannis Dalamagkas
Hellenic Open University, Greece

*Despite conference and hotel registration, this paper was not presented by its authors without any
Justification
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CONFLICT MANAGEMENT AND ITS EFFECTS ON ORGANIZATIONAL OUTPUT
IN TOURISM BUSINESSES IN IRAN

Reza M. Asade
Master student in Tehran University, Iran

Extended Abstract

The conflict is important issue in tourism organization which is on the part of the human beings is the
existence of constrains posed by the obstacles that limit the level of satisfaction of the physical, social
and psychological needs. Conflict management is the practice of recognizing and dealing with disputes
in a rational, balanced and effective way. Conflict management implemented within a business environ-
ment usually involves effective communication, problem resolving abilities and good negotiating skills
to restore the focus to the tourism company's overall goals. Conflict management influences individual
wellbeing, group performance and organizational effectiveness.

Conlflict in the tourism businesses might be inevitable, as employees have different conditions, person-
alities, goals, opinions and life. Learning how to handle conflict efficiently is a necessary skill for anyone
in management of tourism businesses and the key to preventing it from hindering employees' profes-
sional growth. Conflict resolution is only a five-step process: identify the source of the conflict, look
beyond the incident, request solutions, identify solutions both disputants can support and agreement.
Conlflict can come from a variety of sources: such as goals, personality conflicts, scarce resources, styles
and values. Conflict can happen as a result of conflicting goals or priorities. Personality conflicts are a
common cause of conflict. Conflict can happen when someone’s competing over scarce resources. Peo-
ple have different styles of thinking, communication, lifer etc. Sometimes people will find conflict in
values. The challenge here is that values are core.

This study was conducted to investigate the impact of organizational conflict on employees’ behavior
and organizational output. Results revealed that at high levels of conflict was negatively associated with
the orrganizational output, team performance and employees’ behavior in tourism businesses.

Keywords: Conflict Management, Organizational Output, Tourism Businesses, Iran
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ANALYSES OF THE DESIRES, EXPECTATIONS AND NEEDS OF EUROPEAN
TOURISTS INTERESTED IN TRAVELLING TO INDIA

A.R. Vijay Sharma
The University of Delhi, India, vsharma@gmail.com

Extended Abstract

This study explores tourism in India. It focuses on the extent to which India's tourism offer matches the
desires, expectations and needs of European tourists who travel to India. The branches of Tui UK, Tui
Germany, Thomas Cook, First Choice in some European Countries are the commissioning client in this
research. These tour operators want to expand on their customer in Europe and offer local and exotic
services including organized tours to India especially for German, British and Scandinavian tourists.
This prompted the researcher to commission a study that will provide insight into the factors that influ-
ence German, British and Scandinavian tourist to visit India.

Tourism in India is economically important and is growing rapidly. The World Travel & Tourism Coun-
cil calculated that tourism generated X15.24 lakh crore (US$230 billion) or 9.4% of the nation's GDP in
2017 and supported 41.622 million jobs, 8% of its total employment. The sector is predicted to grow at
an annual rate of 6.9% to X32.05 lakh crore (US$490 billion) by 2028 (9.9% of GDP). In October
2015, India's medical tourism sector was estimated to be worth US$3 billion. It is projected to grow to
$7-8 billion by 2020.In 2014, 184,298 foreign patients traveled to India to seek medical treatment.

Over 10 million foreign tourists arrived in India in 2017 compared to 8.89 million in 2016, recording a
growth of 15.6%. Domestic tourist visits to all states and Union Territories numbered 1,036.35 million
in 2012, an increase of 16.5% from 2011.In 2014, Tamil Nadu, Maharashtra and Uttar Pradesh were the
most popular states for tourists. Delhi, Mumbai, Chennai, Agraand Jaipur have been the five most vis-
ited cities of India by foreign tourists during the year 2015. Worldwide, Delhi is ranked at 28 by the
number of foreign tourist arrivals, while Mumbeai is ranked at 30, Chennai at 43, Agra at 45, Jaipur at 52
and Kolkataat 90.

Data were collected in the branches of Tui UK, Tui Germany, Thomas Cook, First Choice in some Eu-
ropean Countries by officers in stage of tour sales, interviews with 688 tourists and were analyzed with
LISREL statistical programs. In order to test the reliability of the results, Cronbach's Alpha test was used.
Analyses of the data have revealed with the factor analysis regression analysis and t test.

As a result, research findings suggest a linear relationship between Nigeria's tourism offer matches the
desires, expectations and needs of European tourists interested in travelling to India. But they included
fear of inadequate health services, security, tour operators’ program, and lack of information; these con-
cerns are however not peculiar to India.

Keywords: Desires, Expectations, Needs, European Tourists, India
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RURAL TOURISM IN DOMESTIC REGIONS

Habil Azez Sertavyen
Islamic Azad University, IRAN, hazezser@gmail.com

Extended Abstract

Rural tourism is becoming one of the most lucrative and viable business ideas for small towns and rural
areas. Rural tourism in a country is a form of tourism taking place in rural areas or settlements, providing
investment, employment and income to local people, and offering individualized holiday services to
potential tourists. According to Lauku Celoajs, rural tourism is based on accommodation service which
is complemented by additional services/facilities relying on the local social, cultural and natural re-
sources, which are exploited according to the principles of sustainable development. Rural tourism refers
to the practice of creating tourist attractions from segments of rural lifestyles in different areas by allow-
ing tourists to participate in aspects of the rural lifestyle.

Rural tourism can occur in any of the forms:

. Agri-tourism

. Hotel and motel stays
. Experience tourism

. Adventure tourism

. Gastro-tourism

. Sports tourism

. Community tourism

. Ethno-tourism

The rural tourism contains some actions mentioned above in five key pillars, all of which aim to improve
both the economic and social situation of rural regions. The five pillars are:

. Supporting sustainable communities

. Supporting enterprise and employment

. Maximizing our rural tourism and recreation potential
. Fostering culture and creativity in rural communities
. Improving rural infrastructure and connectivity

Agri-tourism is related to the agricultural and tourism activities such as wineries, pick-your-own farms.
The activities like fishing guides, painting studios are in evaluated in terms of experience tourism. Ad-
venture tourism includes hot air balloons, ziplines while gastro-tourism offers food and beverage in local
pubs, restaurants, food trucks. On the other hand, sports tourism (such as local teams, sports history and
memorabilia), community tourism (such as downtown shopping, local festivals) and ethno-tourism (such
as ethnic festivals, cultural activities) are different form of tourism taking place in rural areas.

Keywords: Rural tourism, Domestic regions, Agri-tourism
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PERCEIVED SERVICE QUALITY IN MARINAS: A CASE STUDY

Gokee Tugdemir Kok
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Extended Abstract

Marinas are among the service providers with an important role in terms of marine tourism. Recent
developments in marina sector all around the world and Turkey causes the increase of number of marinas
and the increase of yacht berthing capacity. Thus this situation enables the competition in the interna-
tional area. Changes in the competitive environment have necessitated marina businesses to improve the
levels of service qualities for providing to satisfy their customers.

The main purpose of the research is to determine and reveal the variables of perceived service quality by
customers from point of marina manager. Face to face interview method is chosen in this research. Open
ended questions about perceived service quality is prepared by literature based and Minnesota satisfac-
tion questionnaire. The population of study is Turkish marinas and a marina in Aegean region is sample
of research. The meeting was held on 5 March 2018 with a senior manager of a marina in the Aegean
region. The face-to-face meeting with the expert was planned and conducted as a result of the preliminary
interview made by telephone. This marina provides services such as pilot service, security, diver, water,
dish washing area, sail washing area, fuel station etc. The sampling marina also provides waste collec-
tion, administration services, technical services, social activities, facilities in marina and surrounding.
This marina is going on investments to take five golden anchor award which has been auditing mari-
nas throughout the world for over 25 years and is well known as a credible measure of the marina quality.

The findings are grouped under eight headings which are providing the service quality and setting service
quality factors, increasing the service quality approach, importance of having sailor, yachter workers in
marina, yachting operations, cleanliness of marina water and environment, new policy development,
comparison with Mediterranean marinas and manager’s duties and responsibilities for make customers
satisfied. Service quality can be met by providing the service at the right time and right place according
to customers’ want.

Service quality factors can be classified as physical possibilities (clean marina water, modern piers, hy-
giene at common living places, workers’ uniforms, free time spending ones for yachtmen), keening on
such as workers always smile and want to help customers, response to wants and perceptions of custom-
ers (making customers informed about service providing time, meteorological situation and possible
contrary situation, solving problems which faced customers), reliability, accessibility (giving response
to all radio calls immediately, get in touch with marina manager when a problem occurs(, security for
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human threats and nature based (water and air based) threats, feeling empathy with customers and pro-
fessionalize. Providing service quality has to increase in all marinas to being competitive.

The sampling marina has some criteria in this sense such as searching and finding qualified employee
for necessary positions, having international standardized service certificates, giving importance to cus-
tomers’ complaits about marina and trying to fix them up. Customers want to contact with persons which
can speak the same language with them. So it is important to having personnel which having knowledge
about sea, marina, sailor ship etc. issues. The sampling marina give importance to yachting organization
with give support and organizing Aegean Yacht Rally and Kayak Victory Club.

The marina thinks that sustainability is a key factor in marina tourism. It is also important as customers’
quality perception and gained blue flag which is a quality scale for cleanliness of marina. Customer
opinion is so important for marina when making a development or changing in marina. In Marina's de-
cision-making and policy-making process, customer opinion is of prime importance. Turkey has best
bays of Mediterranean and one of the best service quality provider marinas in these bays.

The standard of service quality of marina in the sample is higher than other marinas in the region. It
creates close contact opportunity and solving all problems understanding all problems possibility with
customer. This marina can be a world brand in marina sector with new investments. Manager has to get
talent of managing customers just like managing workers. Manager has to select the right and competent
person for the right position in marina to provide customer satisfaction. Selected workers’ own improv-
ing stage have to be encourage. Manager has to predict customers’ feels, wants and expectations and
create project to cut negative situations. Manager has to give importance all of customer complaints and
focus on solve them and manager has to follow what is happening in world marinas. Services given by
marina have to dimensions which are human focus and yacht focus.

Human focus dimension covers customer satisfaction based services which give to yachtsmen, captain
or marina visitors. Yacht focus dimension covers yacht services such as repair and maintenance. Nowa-
days it is hard to make a customer satisfied. Nowadays, it is hard to make a customer satisfaction. Cus-
tomers want to feel unique and special with giving importance to them. Marina sector’s nature supports
this wanting with always being in touch and close relation as yachtsmen and marina. Customer satisfac-
tion is determined when providing service and expected service in equality and providing service exceed
the expected service. Providing satisfied level with the variables of service quality plays important role
in marina selection process for customers.

According to interview analysis and researches, perceived service quality in marinas can be provided by
reliability, personnel qualifications, physical environment, social activities, professionalism, keening on
with customer, accessibility and giving response to customer’ needs. In this sense, marina can increase
customer loyalty with extent stay time in marina and increase the popularity with word of mouth by
adding social services, social activities and facilities as addition to physical marina services. By the way
the sampling marina can provide better quality services and rise profit with value added services.

The research was conducted only with the manager of a marina in the Aegean region. In further research,
a more comprehensive discussion of marinas, yachts and businesses in the Aegean region can be made
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on the perceived quality of service. Also performing various field research applied to other marinas in
Turkey and World. International comparisons can also be made by expanding the sample groups.

Keywords: Service Quality, Marinas, Tourism
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Abstract

Technology has transformed the travel industry as other industries. With every technological innovation
comes a new opportunity for tourism businesses like yours to strengthen customer relationships, drive
profits and free up precious time. Technology solutions help their customers understand and take ad-
vantage of their digital marketing options with clear, practical advice on everything from search engine
optimization to social media.

It is fact that 90% of travelers research customers’ holidays online and 80% book their holidays online
are made in digital channels in Scotland. Digital channels play a huge role in the visitor experience. From
dreaming up their ideal trip to sharing it, good digital marketing is essential for any business looking to
get the attention of today’s visitors. Having a firm grasp of new technology and being able to use it to its
full potential is such a powerful way to save precious time, increase efficiency and, all importantly, grow
revenue.

This paper’s aim is to explain the digital tourism and its dimensions in Scotland. This paper examines
qualitative content analysis, a recent methodological innovation. Content analysis is a method for sum-
marizing any form of content by counting various aspects of the content. Data gathered from Business
Gateway, Scottish Government, Highlands and Islands Enterprise, Scottish Enterprise, Scottish Tourism
Alliance, Skills Development Scotland and VisitScotland as partners of Digital Tourism Scotland. As
result, digital Tourism is new programme which will help all tourism business reach more customers
using digital technology.

Keywords: Digital tourism, Digital technology, VisitScotland
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GASTRONOMY TOURISM IN ASIAN COUNTRIES: A SAMPLE OF MALAYSIA

Hajjah H. Sri Fairuz
University of Manchester, UK

Abstract

Gastronomy tourism or culinary tourism is the exploration of food as the purpose of tourism. It is now
considered a vital component of the tourism experience. This study was conducted to determine Malay-
sia’s gastronomy tourism potential. The results showed that Malaysia gastronomy possesses are im-
portant instrument for Asia cuisine as “core food value”, “Malaysian food specialty”, and “Malaysian
food uniqueness”. The most important factors involved in visiting a new place is to see a place that
you've never seen before and to be exposed to a new culture.

It is possible to find that many research have been published on the topic of gastronomy tourism in the
world. Some of these research is related to Asian cuisine. Malaysian cuisine is important part of Asian
cuisine. Malaysian cuisine is as diverse as the nation itself, fusing the culinary traditions and flavors of
Asian, Arabian and European cooking, making it an appetizing destination to visit for food lovers and
Channel 4 Food has named Malaysian cuisine as a top trend for 2012. British Travelers also site gastron-
omy in their top 5 reasons to choose a holiday destination. Each state in Malaysia has something different
to offer in terms of culinary delights, with the capital Kuala Lumpur offering the most diverse range of
food from all over the world.

Malaysia has many kinds of restaurants almost everywhere in the cities and towns. There are Malay
Restaurants, Chinese Restaurants, Indian Restaurants, Thai Restaurants and more. Eating out in Malaysia
is a real gastronomic adventure. There is such a great variety; spicy Malay Food, a seemingly endless
variety of Chinese food, exotic cuisine from North and South India, as well as Nyonya and Portuguese
Food. Malaysia's communities have opened up their homes to allow foreign guests to taste the village
lifestyle. During the homestay, guests can receive cooking lessons, learn how to gather and prepare a
meal with the host family. These are attractive factors for foreign tourists.

Keywords: Gastronomy, Tourism, Asian Countries, Malaysia
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Extended Abstract

Purpose of the Study: One of the greatest challenges facing hotel organizations today is the ever grow-
ing volume and pace of competition (Kandampully and Suhartanto, 2000). Hotels try to develop many
strategies to be able to cope with competition. They try to develop strategies to find new customers. This
constant search for new customers is called conquest marketing. In the future, conquest marketing will
not be sufficient as most hotel industry segments are mature and competition is strong (Shoemaker and
Lewis, 1999). Hotels need strategies to keep the present customers. Customer relations has become a
field of great interest since hotels aim to attain customer satisfaction and loyalty. As a result of these
efforts, the number of repeat customers have been increasing. The purpose of this study is to make an
assessment of the guest relations from the aspect of repeat guests and to clearify the factors affecting the
repeat guest relations.

Content: Most of the hotels use the term “guest” instead of customer in order to create a familiar, sincere
and well-being feeling. Customers are given the utmost importance and many hotels establish special
services so as to give the best possible guest service trying to enrich the customer satisfaction. In order
to be successful in the industry and to outweigh other competitors, hotel providers must provide custom-
ers with unmitigated service satisfaction (Choi and Chu, 2001). Satisfied customers tend to be loyal
customers. Highly satisfied customers are much more loyal than satisfied customers (Tepeci, 1999).Pi-
zam, Neumann and Reichel (1978,p.315) give a measure of tourist satisfaction as : “When the weighted
total sum of experiences compared to the expectations results in feelings of gratification, the tourist is
satisfied; when the tourist’s actual experiences compared with his expectations result in feelings of dis-
tance, he is dissatisfied”. The satisfaction of the tourist is substantial. A satisfied tourist not only comes
again, but also “spreads the word” (Pizam and Mansfeld, 1999, p.212).

Customer loyalty is a concept that is in relation with mainly hotel image, brand loyalty and customer
satisfaction. Loyal customers will also help promote your hotel by providing strong word-of —mouth,
create business referals, provide references and serve on advisory boards (Bowen and Chien, 2008).
Within the hospitality context, there is intense interest in identifying those factors that determine guest
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loyalty to hotels because it is generally believed that loyal customers lead to greater profitability. (Mar-
tinez and Bosque, 2013). Most hotels offer reward schemes, routinely tracktheir guests’ likes and dis-
likes, and give special deals for repeat customers (Mason et al., 2006).

Guest relations is one of the most critical topics in hotel management. Recently, hotels have been giving
a tremendous importance to guest relations as well as creating customer satisfaction. Sustainable cus-
tomer satisfaction is among the main targets of hotels which is a critical basis for customer loyalty. A
loyal guest is defined as a customer who holds favorable attitudes towards the company; commits to the
repurchase of the product or service; and recommends the product or service to others (Carev, 2008,p.5).
Customer loyalty turns out to be in the form of repeat guests. Repeat guests are the customers who have
been coming to the same hotel several times on a regular basis. Hotel attributes attract customers
(Tanfoor, Raab, Kim, 2012). Dolcinar and Otler (2003) categorized the attributes into the following areas
of the hotel: (1) image, (2) price/value, (3) hotel, (4) room, (5) services, (6) marketing, (7) food and
beverage, (8) others,(9) security, and (10) location.

Having a group of repeat guests is quite important from the aspect of sustainability in service quality as
well as income and many other related factors. However, the management of guest relations for repeat
guests differ from the normal guest relations in many ways. Some of the repeat guests feel themselves
as a part of the hotel and start to establish close relationships with the personnel. They feel themselves
as belonging to the family which may sometimes cause a special care and way of handling.

Method: This study examines the management of guest relations from the aspect of repeat guests. The
research is done with a group of Hotel Managers from the Region of Antalya, located on the southern
coast of Turkey, using the qualitative technique of focus group analysis. The findings are analyzed which
will help the management of repeat guest relations.

As Dilsad and Latif (2013) state, focus group or focus group interview is a qualitative technique for data
collection. A focus group is “a group comprised of individuals with certain characteristics who focus
discussions on a given issue or topic” (Anderson, 1990, p.241) According to Denscombe (2007, p.115),
“focus group consists of a small group of people, usually between six and nine in number, who are
brought together by a trained moderator (the researcher) to explore attitudes and perceptions, feelings
and ideas about a topic”. A focus group interview provides a setting for the relatively homogeneous
group to reflect on the questions asked by the interviewer.

Findings: The analysis of the focus group interview provide the following outcomes:

1. Nationality : Repeat guests differ by their nationality. Some nations are more familiar to Tur-
key compared to other nations. They have more tendency to be repeat guests.

2. Hotel Personnel : Hotel personnel and their intimate relationships with the guests play the out-
most role for being repreffered.

3. Preference criteria differences by nation: There are clear preference criteria differences be-
tween different nations. Turkish guests give importance to food and beverage whereas Ger-
man guests give importance to personnel relations.

4. Special offers for repeat guests: All of the hotels that are interviewed offer different kinds of
service sor benefits for repeat guests.
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5. Expectancy of offer: When repeat guests are prefering the hotel for many times, they expect
more offers and benefits, their level of expectancy increases by year.

6. Probability of frustration : The probability of frustration with the quality of service increases
as the guest becomes a repeat guest, since he / she knows the previous more quality service.

7. Being part of the family: Many repeat customers feel themselves as part of the family and
they make close relationships with most of the personnel, they involve with their personal lives
as well as bringing them presents every time they come to the hotel.

8. Careful management of guest relations: Guest relations with repeat guests are required to be
carefully done, since they are quite sensitive and have a high expectancy level, they feel them-
selves as a part of the family and not as a regular guest.

9. Repeat guest factors : Repeat guests prefer a specific hotel mainly for hotel personnel as
stated above, however the location, price advantage, service quality, food and beverage quality
are among the other factors.

10. Word-of mouth warriors:Repeat guests are like the word-of mouth warriors and they intend
to make the advertising of the hotel and the destination in every possible surrounding.

Conclusion: The study provided important information related to the management of repeat guests.
Hotels want to create customer satisfaction and customer loyalty. Repeat guests are important from
many aspects. They provide a continous financial support as well as being apostles for the promotion
of the hotel and the tourism destination. They provide word of mouth advertisement and are very will-
ing to talk about their satisfaction.

Management of repeat guests require special care as their level of expectancy is high. Their level of being
frustrated increases compared to the previous times of their arrivals. Repeat guests feel themselves as
part of the family and want to be close to the personnel. Most of the times, they even bring presents for
their families as well as being involved in the private lives of the personnel. Personnel are required to be
trained for this sensitive relationship.

As a conclusion, repeat guest relations require a special care and specific services to be given. Repeat
guest relationship management should be handled carefully and special attention should be given. Repeat
guests view themselves as the part of the family and they need special attention from the hotel manage-
ment in many ways.

Keywords: Repeat Guest, Guest Relations, Customer Loyalty, Customer Satisfaction
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Extended Abstract

In all over the world and in Turkey, while the tourism sector has been continuing to grow incessantly,
it is necessary to bring into prominence the natural values found in the tourism regions by using and
protecting them in order to get a greater portion of this developing market, to contribute to the success
of tourism sector and for sustainable tourism.

It is of utmost importance that all stakeholders are given a protection consciousness and this should be
transferred to the future generations. In our country, a lot of values have been waiting in idle conditions
since they couldn’t be put into prominence by giving them their deserved values. One of these natural
values is ‘Titreyengol’, which is located in 78 km south-east of Antalya province, within the borders of
Manavgat town and 2.5 km south of the district centre. Titreyengol, which formed as a natural lake
connected to the sea in its first formation, has great value in terms of natural life and the ecological
system of the region.

What’s more; since the region’s being a beaten track for migratory birds twice a year, also gives the
region a unique potential for tourism diversity.The data of this study have been presented through re-
viewing, analysing and combining the data presented by previously conducted studies (Published books,
printed articles, and internet sources) and the observations carried out in the region.

Such places as natural wonders not only have a direct impact on the promotion of the region and country
but also on the development of tourism at the same level. In this context, it is necessary to consider these
values within tourism. Because tourism cannot be thought without the nature and it can’t gain its sus-
tainable property. It is of vital importance for the investments to protect and preserve the natural values
of the regions that they are in and to transfer them to next generations for the future and continuity of
these high budget investments. Bringing the natural values of the regions to the forefront, presenting
them to the use of tourism with a conservation-use mentality, making them brands which are highly
familiar in the region, will constitute a crucial example in terms of extending tourism diversity and
tourism season of the regions.

Keywords: Titreyengol, Alternative Tourism, Bird Watching, Bird Ringing
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Abstract

Societies living on Earth are different from each other in cultural, economic and social aspects. These
differences are often influenced by the geographical, economic, educational and ancestral lifestyles of
the communities. Especially geographical position and products obtained from the region are important
for nutrition. Turkish cuisine has become one of the best-known and most popular cuisines in the world
with the advantage of its geographical position throughout history. However, studies on different culi-
nary habits and food culture are located in different regions of Turkey are very limited. For this reason,
it is necessary to compile and introduce traditional foods and to move to the future. With the impact on
their technological development, people are now paying more attention to the food they eat. People's
attention to this concept of functional food has come to the forefront. For a functional food to be loaded,
it must be beneficial to both nutritive and human health. These foods can be of animal or plant origin.
Many foods used in Turkish cuisine gain functional food characteristics with these directions. Some of
the functional foods and features used in the gastronomic culture and the Turkish culinary culture are
discussed.

Keywords: Functional Food, Gastronomy, Turkish Cuisine
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Abstract

In the early ages of mankind, daily eating and eating habits have changed. Gastronomy has been rapidly
emerging in the world in the last 20 years. Especially European countries such as France and Italy have
come to the forefront with their cuisines. The appearance of the gastronomic in the world has also af-
fected the Turkish cuisine. If we think of gastronomy as the simplest definition and the interaction of
food and culture, we can better explain the richness of Turkish cuisine. The presence of the Turkish
community in the long history of history and the conquest of many lands have greatly contributed to the
development of culinary culture. Turkish cuisine, Seljuks and Beyliks period, began to change the cuisine
and eating habits, shaped during the Ottoman Empire, grew up and gradually gained importance in food.
The Ottoman cuisine is very important in terms of Turkish cuisine. Especially in the recent periods of
the Ottoman state, potatoes and tomatoes, which are widely used in Turkish cuisine, have started to be
used. With the use of these products, food types have increased and their eating habits have changed.
Especially in the last period of Ottoman cuisine, the cuisine variety has continued to develop day by day.
Apart from these developments, it is also true that there are some drawbacks. For example, many types
of food produced in the past have been forgotten. The purpose of this study is to examine and introduce
the rich Turkish culinary culture periodically and to recreate the forgotten cuisines.

Keywords: Turkish Cuisine, Gastronomy, Ottoman Cuisine
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Abstract

In this study, the varieties, usage areas, and benefits of edible flowers were searched. Food&Beverages
industry is one of the fast growing sectors nowadays. It is obvious that customers’ convergence to new
tastes and experiences is a huge effect on this growth. People are not only eating for living but also for
enjoying what they eat with its presentation, flavour and ingredients. The plates need to be satisfactory
with being healthy and delicious as well as well prepared. During the preparation of the plate, chefs are
taking advantage of flowers as well. When we think the idea of edibility of evertything on the plate,
edible flowers that are used for decoration can be eaten as well. Leaves and buds of the flowers have
been used for beverages for decades. Nowadays, they are used for visual appeal and completing taste. In
addition to this, it is used for special sauces and syrups.Using of edible flowers in recipes arouses interest
for customers.

Non-Edible Flowers

It is predicted that when large quantities of edible flowers are eaten, they may cause indigestion and
allergies. It is stated that any flower which is not known to be consumed should not be consumed
(Gegner, 2004). For some people it is thought that consumption of flowers is not dangerous, but it can
cause irritation in people who are more vulnerable to the inside. It is stated that pollen consumption may
trigger allergies and asthma for some people. It is anticipated that the pollen bearing parts should be
removed in order to remain safe because of these possibilities (Lovejoy, 2002). Some of the poisonous
flowers are expressed as follows: azalea, belladonna, lily, laurel, lake bamboo, high grass (Gegner,
2004).

Edible Flowers

Edible flowers have been used for hundreds of years as a garnish in the kitchen. Findings show that the
Romans used flowers while cooking food in China, the Middle East and Indian cultures. It is known that
there are about 100 flowers that are edible and pleasant to the touch. Some of the most popular of these
flowers are listed as follows: Prophet's Flower, Chinese Rose, Lilac, Latin Flower, Ada Stream, Yellow
Daisy, Day Zambia, Hollyhock, Grape, Velvet Flower, Violet Purple, Pumpkin Flower, Onion Flower,
Carnation Like Rose, Violet. (Gegner, 2004).

Today, edible flowers are limited to use as garnishes in high-end catering businesses, but the potency is
considerably greater. It is expressed that it is visually striking and also important in terms of health
benefits. In today's eating habits, healthy consumers are told to have different foods they are willing to
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add something interesting to their cucumbers (Rodrigues et al., 2017). The use of edible flowers as aes-
thetics and taste elements is gaining in popularity and it is thought that their production is becoming an
interesting niche market for growers. (D'Antuono and Manco, 2013).

Use of Edible Flowers

The buds and leaves of flowers have been used for centuries as beverages. In fact, most of the flowers
that are grown today are grown not for beauty but for their aroma and flavor (Nardozzi, 2018). The use
of edible flowers is long-lasting in many culinary cultures. The primary component of some foods in the
Mediterranean countries is the zucchini flower. With it, edible flowers complete the plates in terms of
visual appeal and taste. Compared to the structural and sensory functions, the food's nutritional value
(D'Antuono and Manco, 2013). The use of flowers in the modern world can be in many ways to display
our presentations, prepare and cook the food. Supermarkets produce fresh products in a wide range of
local and foreign suppliers and present them to the consumers. Modern chiefs use edible flowers to raise
a status and create social status and prestige. In today's competitive environment, cooks often do so the
applicants (Wright, Nancarrow and Kwok, 2001).

The decorative use of flowers in edible prescriptions or beverages will attract guests. In particular, the
petals of edible flowers in different colors can be used to prepare transparent cocktails and some other
transparent beverages by freezing in ice molds. In the meantime, flowers such as chinese rose, saffron
and poppy are mixed with hot or cold water for different edible and coloring, colored and patterned ice
can be prepared after being frozen. This prepared different pattern and the colored ice can be used both
for decoration and cooling purposes for a pleasant and intriguing presentation to the guests. It is stated
that the ready-made flowers are used in the kitchen and bar sections of the food and beverage enterprises
and will become more widespread over time .This flowers grown in Turkey in the natural educating and
particularly emphasizes the need to maintain continuity with sustainable application (Falcon and Sword,
200 9). Flowers can be used for garnish and decorative purposes as well as in sauces, syrup, vinegar, oil,
fragrant candies, wine and liqueur (Newman and O'Connor, 2017).

Conclusion

It is inevitable that the products offered with edible flowers in hotel management and food and beverage
operation will attract a lot of attention. Drinks served in bars, food produced in the kitchen, buffet orna-
ments, edible flowers in the field of plate ornaments will add a distinctive beauty to the product and
operation. More space can be given at the visual press, cookies with a screen face can encourage the use
of edible flowers, it is necessary to give more attention to the media and to attract the attention of the
industry, Employees in the growing sector can be made aware.

Result

Despite the abundance of edible flowers in the country, the area of use in businesses is limited.Flowers
are more common in the health field. The majority of resources consist of health-related publicationslts
use in local kitchens is more up to the time. It has been found that there are very few researches related
to this subject in food and beverage operation on study related scans. The majority of the resources
obtained are foreign publications.It has been observed that certain flowers are concentrated in the
sources.

Keywords: Edible flower, kitchen, decoration
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LEISURE MOTIVATION AND SATISFACTION IN RUSSIAN TOURSITS: AN-
TALYA/KEMER/BELDIBI EXAMPLE*

Zeki Akinci
Akdeniz University, Antalya, Turkey

Giilseren Yurcu
Akdeniz University, Antalya, Turkey

Murad Alpaslan Kasalak
Akdeniz University, Antalya, Turkey

Extended Abstract

As one of the methods of leisure time evaluation is an important element in increasing the well-being of
individuals. Recognition of the tourist profile and leisure time habits in the increase of tourism destina-
tion attractiveness, renewal of periodically obtained data in consideration of tourism dynamic structure,
tourism operations with the changeable tourist profiles will provide important contributions for the coun-
try tourism planners. Antalya \ Kemer region is an important tourism destination preferred by Russian
tourists in general. Determining the factors that affect the leisure motivation and satisfaction of Russian
tourists will provide important advantages in the competitiveness of the regional destinations. The pur-
pose of the study is to reveal the differences of leisure time motivation and leisure satisfaction of Russian
tourists according to their age, educational status and gender variables. It is thought that the obtained
data will contribute to planning the attractiveness of Antalya \ Kemer \ Beldibi region destination and to
make an important contribution to the formation of the literature sub-structure in this regard.

Quantitative method was used in the research process. A questionnaire was applied to 213 Russian tour-
ists in Kemer \ Beldibi district. Beggs and Elkins (2010) developed by Beard and Ragheb (1980) used
the Leisure Motivation and Leisure Satisfaction scales used to collect data. Parametric tests, t test,
ANOVA analyzes were applied in data analysis. As a result of data analysis, leisure motivation and
satisfaction perceptions of Russian tourists did not differ according to age, sex, and education level. It
has been determined that the leisure motivation and satisfaction level of the tourists with the graduate
education level is higher than the primary education graduates.

Keywords: Tourism, Leisure Motivation, Leisure Satisfaction, Russian Tourist, Beldibi.

*“This work was supported by The Scientific Research Projects Coordination Unit of Akdeniz Univer-
sity. Project Number:1703”
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EVALUATION OF ANTECEDENT ATTITUDES OF UNIVERSITY STUDENTS
TOWARDS ECOCENTRIC, ANTHROPOCENTRIC AND ENVIRONMENT: AKDE-
NIZ UNIVERSITY FACULTY OF ECONOMICS AND ADMINISTRATIVE SCIEN-
CES

Zeki Akinci
Akdeniz University, Antalya, Turkey

Murad Alpaslan Kasalak
Akdeniz University, Antalya, Turkey

Giilseren Yurcu
Akdeniz University, Antalya, Turkey

Extended Abstract

Today, perception, attitudes and behaviours towards the environment and the environment are seen to
change with the increase of the level of education of the people, the increase of the personal income
levels and the environmental destruction that occurs anywhere in the world through the mass media. In
many reports, conferences and protocols carried out within the United Nations, especially in the 1990s,
the needs to be done to protect the environment have also been considered on a government basis.

However, in spite of all these efforts, many recent studies reveal that the most important factor in pre-
venting destruction of the environment is the responsibility of the human being, who is related to the
environment at first degree rather than the state policies. The most important element in the fulfilment
of this responsibility of the human being is the attitude towards the environment. For this reason, it is
aimed to measure the Antipathetic Attitudes of Ecocentric, Anthropocentric and Environment orientated
students of the Faculty of Economics and Administrative Sciences, who are not only educated about
environment but also produce, market, operate and economics. 275 students from the Faculty of Eco-
nomics and Administrative Sciences of Akdeniz University were developed by Thompson and Barton
(1994) and later adapted by Siegrist (1996) to German and finally by Sinan Erten to Turkish.

The Scale of Ecocentric, Anthropocentric and Environment Antipathetic Attitude was applied. As a
result of the research, it was found that the average of the students' eccentric and anthropocentric attitudes
was higher than that of the girls, whereas the average of the antipathetic attitudes towards the students
was higher in the male students.

Keywords: Ecocentric, anthropocentric, antipathetic attitude

27

) ) ICSER: International Center of Social Science & Education Research



I CtTR 5th International Conference on Tourism: Theory, Current Issues and Research
April 20-22, 2018, Antalya-TURKEY

SOCIAL MEDIA AS CORPORATE REPUTATION CREATING MEDIUM:A
RESEARCH ON TOUR COMPANY’S SOCIAL MEDIA ACCOUNTS

Erhan Akyaz
Prof.Dr. Marmara University, eakyazi@marmara.edu.tr

Abstract

Turkish Language Institute defines the concept of reputation with the words prestige, honor and dignity.
In the business world as well as in social life, companies perform various activities in order to protect
their reputation. It is known that there is a linear relationship between high visibility and lasting reputa-
tion. In the age of communication, it is necessary to be able to use the media effectively in order to be
visible. Since it does not require an effort to reach, the environment that has the most audience is the
traditional mass media. Social media, which is the result of the developments in communication tech-
nologies, offers endless possibilities to access and accessibility. Social media tools, which have begun
to enter our lives with the new millennium, one by one, are being used effectively by companies as well
as individuals. Conscious consumers now expect companies to share not only about new products and
services, but also information about the days that are relevant to society. Scientific research shows that
audiovisual content is more striking and more memorable. Recently, it has been noted that such contents
are used extensively in the social media. In this context, the study aims to investigate how tour companies
placed the content mentioned above in their social media accounts. Facebook, Twitter and Instagram,
which are popular social platforms, have been preferred as research area. Facebook, Twitter and Insta-
gram accounts of 10 tour companies which have most followers make up the sample of the research.
Companies have been identified based on BoomSocial and SocialBakers lists that follow brands' social
media assets.

Keywords: Corporate Reputation, Social Media, Tourism.

KURUMSAL ITIBAR OLUSTURMA ORTAMI OLARAK SOSYAL MEDYA: TUR
SIRKETLERININ SOSYAL MEDYA HESAPLARI UZERINE BIR ARASTIRMA

Oz

Tiirk Dil Kurumu itibar kavramini sayginlik, onur ve seref sozciikleri ile tanimlanmaktadir. Sosyal ya-
samda oldugu gibi is diinyasinda da sirketler itibarlarini1 koruyabilmek igin ¢esitli faaliyetler yerine ge-
tirmektedir. Yiiksek goriiniirliik ile kalic1 bir itibar arasinda dogrusal bir iligki oldugu bilinmektedir. Ile-
tisim ¢aginda ise goriiniir olabilmek i¢cin medyay1 etkin kullanabilmek sarttir. Erisim anlaminda bir ¢aba
gerektirmediginden, en fazla izleyiciye sahip ortam geleneksel kitle iletisim araclaridir. iletisim tekno-
lojilerindeki gelismelerin sonucu olarak ortaya ¢ikan sosyal medya erismek ve erisilebilmek i¢in sonsuz
imkanlar sunmaktadir. Yeni milenyum ile hayatimiza tek tek girmeye baslayan sosyal medya araglar
bireyler kadar sirketler tarafindan da etkili bir sekilde kullanilmaktadir. Bilingli tiiketiciler artik sirket-
lerden sadece yeni lirlin ve hizmetlerle ilgili degil, ayn1 zamanda toplumu ilgilendiren giinlerle ilgili
bilgileri de paylagimlarini beklemektedirler. Bilimsel arastirmalar gorsel ve isitsel iceriklerin daha dikkat
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cekici ve daha akilda kalict oldugunu gostermektedir. Son zamanlarda da sosyal medyada bu tarz icerik-
lerin yogun olarak kullanildig1 dikkat gekmektedir. Bu kapsamda ¢aligma, tur sirketlerinin yukarida be-
lirtilen igeriklere sosyal medya hesaplarinda nasil yer verdiklerini arastirmay1 hedeflemektedir. Aras-
tirma alan1 olarak popiiler sosyal platformlari olan Facebook, Twitter ve Instagram tercih edilmistir. En
fazla takipgiye sahip 10 tur sirketinin Facebook, Twitter ve Instagram hesaplari aragtirmanin érneklemini
olusturmaktadir. Markalarin sosyal medyadaki varliklarimi takip eden BoomSocial listeleri esas aliarak
sirketler belirlenmisgtir.

Anahtar Kelimeler: Kurumsal Itibar, Sosyal Medya, Turizm.

Giris

Unlii Amerikali psikolog Abraham Maslow 1943 yilinda yayimnlanmis olan “A Theory of Human Moti-
vation” baslikli calismasinda yer vermis oldugu “Ihtiyaclar Hiyerarsisi” teorisinde bes temel ihtiyaca yer
vermigtir. Avcilik ve toplayicilik donemlerinde insanoglu dogayla basa ¢ikma ve var olma miicadelesi
igerisinde bu ihtiyaglarinin tamamini gergeklestiremiyor olsa da, zamanla farkli toplumsal formlara erig-
tiginde diger ihtiyaclarimi da karsilamay1 becermistir. Tarim toplumu zamaninda 6nceleri ihtiyaci olan
kadarmi iireten insanoglu, zamanla ihtiyacindan fazlasini da iiretip bu tirettiklerini satma yolu ile kazang
elde etmesini bilmis ve bugilin adina sermaye dedigimiz birikimleri yapmay1 basarmistir. Ticaretin ilk
sekli diyebilecegimiz bu eylem bir sonraki toplumsal form olan sanayi toplumunda teknolojinin de des-
tegi ile daha profesyonelce yapilir hale gelmistir. Basitge ticaret kazang elde etme amagli gergeklestirilen
alim satim faaliyetleri olarak tanimlanmaktadir. 1763 yilinda James Watt’in Buharli Makine bulusu ile
sembolize edilen sanayi devrimi makinelesmeyi ve beraberinde seri iiretimi getirmistir. Bir yandan
diinya niifusunun hizla artmasi, diger yandan artan niifusun yukarida belirtilmis olan en azindan temel
ihtiyaclarin1 karsilama istegi seri iiretim ile tiretilen tirtinlerin kolay alict bulmasini saglamistir. Bu d6-
nemde ticari zekaya sahip miitesebbislerin girisimcileri meyvelerini vermis ve sirketler ardi ardina hizla
kurulmustur. Daha fazla kazang elde etme diirtiisiiniin, {iretim teknolojilerinin giicii ile birlesmesi sonucu
talepten fazla iiretilen iiriinlerin diger iilkelere satilmasi uluslararas ticareti dogurmustur. Unlii bilim
insanlar1 Pisagor ve Galileo Galilei ile iinlii kasif Ferdinand Magellan’in kesfedilmesine katki sagladigi
diinyanin kiire oldugunun ispat1 uluslararasi ticaretin Oniinii agtig1 siiphesizdir. Ayrica ilk kez Fransiz
ekonomist Vincent de Gournay, sonralari {inlii Iskog asilli ekonomist Adam Smith tarafindan da kulla-
nilan ve liberal ekonomiye yon veren “Birakiniz yapsinlar birakimiz gegsinler” felsefesinin de biiylik
etkisinin oldugu bir gercektir. Diinya savaglar sirasinda sekteye ugrayan uluslararasi ticaret 2. Diinya
Savagi’nin ardindan tekrar hizlanmis, 1970’lerden itibaren ticari kisitlamalarin azaltilmasi ile ¢ok uluslu
sirketlerin kurulmaya baglamis ve 20. yiizyilin sonlarina dogru hayatimiza giren dijital teknolojilerle
birlikte ticaretin 6niindeki engeller tamamen ortadan kalmistir. Kiiresellesme ticaret i¢in bir yandan son-
suz pazarlar anlamina gelirken, diger yandan da artan rekabet anlamina da gelmektedir. Basta internet
olmak tizere pek ¢ok bilisim teknolojisi miitesebbislere ticaret piyasasina girme, pazarlarini genisletme
ve rakiplerini daha yakindan takip edebilme, miisterilere ise daha fazla iiriinii degerlendirerek bilingli
karar verebilme imkanlar1 sunmaktadir. Boyle bir ortamda ayakta kalabilmek iyi bir alg1 olusturmak ve
bu algiy1 siirekli kilmak i¢in ¢aba gdstermek zorundadirlar. Bilisim ve iletisim teknolojileri kurumsal

ICSER: International Center of Social Science & Education Research 29




I CtTR 5th International Conference on Tourism: Theory, Current Issues and Research
April 20-22, 2018, Antalya-TURKEY

itibar ad: altinda toplanabilecek bu ¢abalar icin de devreye girmektedir. Ozellikle sosyal medya bu nok-
tada 6nemli bir yerde bulunmaktadir.

Literatiir
Kurumsal itibar ve Yonetimi

Ticaret ilk ortaya ciktig1 yillardan bu yana oldukga biiylik asamalar kaydetmistir. Ticaret artik sadece
alic1 ve satici aktorlerinden olusan basit bir eylem degildir. Modern diinyada ticaret paydaslarla birlikte
yapilan, dolayisi ile pek ¢ok aktdr barindiran ve kazan kazan iliskilerinin devrede oldugu kurallar ve
formdilleri olan bir siiregtir. Igsel ve dissal paydaslarin gdziinde iyi bir imaj yaratma gabalari kurum-
sal itibar yaratma olarak adlandirilmaktadir. S6z konusu gabalar i¢in birey ve kurumlar ile siki iligki
icinde bulunulmas: gerekmektedir. Bu anlamda kurumsal itibar yaratma c¢aligmalar1 zaman zaman pa-
zarlama ve halkla iligkiler faaliyetleri ile karistirilmaktadir. Ancak kurumsal itibar yaratma daha uzun
zaman ve strateji gerektirmesi acisindan digerlerinden ayrilmaktadir. Kavram zaman zaman kurumsal
imaj ve kurumsal kimlik kavramlari ile de karistirilmaktadir. Kurumsal imaj firmanin géndermis oldugu
sinyaller ile i¢ ve dis paydaslar1 zihninde olusan, kisiden kisiye farlilik gosteren bir olgu iken, kurumsal
kimlik bu imajin olusturulmasinda kullanilan kurumun dis diinyadaki yiiziinii olusturan bir aragtir. Say1-
lan bu iki kavram da sonug olarak uzun dénemli olarak kurumsal itibara hizmet ederler. Ornegin Coca
Cola ambalajlarinda kullanmis oldugu yaz stili, renk ve sise tasarimi o markanin kurumsal kimligini
teskil eder. Bir tiiketicinin Coca Cola pek ¢ok markanin igecek iiriinlerinin satildigi market raflarinda
algilamasi ve o bolgeye yonelmesi markanin kurumsal kimligini dogru kullanarak iyi bir imaj yarattigini
gosterir. Tiiketiciyi o markaya yonelten duygu ise markanin kurumsal itibaridir. Firmalarm maddi ve
manevi 6nemli kaynaklar ayirarak girismis oldugu kurumsal itibar ¢abalar1 siiphesiz rekabette 6ne gec-
mek ve daha fazla kar elde etmek i¢in yapilmaktadir. Ciinkdi bilinmektedir ki kurumsal itibar1 yiiksek
olan firma iiriinlerini daha rahat tiiketici ile bulusturabilmekte, daha iyi fiyatlarla pazara sunabilmekte,
tiiketicilerinin sadakatini kazanabilmekte ve krizleri daha rahat atlatabilmektedir. Marka itibar1 iiriiniin
kalitesinden ¢ok miisteriye verilen degere odaklandigindan sadik miisteriler yaratmada etkili bir aragtir.
Bunun yaninda diisiik kurumsal itibarin firmaya yansiyan birtakim olumsuzluklari bulunmaktadir. Cali-
sanlarin siirekli olarak yenilenmesi, dnemli miisterilerin kaybedilmesi, sirketin varsa borsa degerinin
diismesi bunlardan bazilaridir. Bir sirket bahsedilen olumsuzluklar ile karsilasmamak i¢in kurumsal iti-
barint dogru yapilandirmali bunun i¢in de bir takim kriterlere dikkat etmesi gerekecektir. Rakip sirket-
lerden ayirt edilebilir pozisyonda olmak, her anlamda seffaflik sergilemesi, soyledikleri ile gergeklestir-
diklerinin birbiri ile tutarli olmasi, is diinyasinda goriinebilir olmas1 bunlardan bir kagidir.

Isletme y&netimi bir ¢ok fonksiyondan olusan bir siirectir. Temelinde maddi ve manevi kaynaklarin idare
edilmesi yatmaktadir. Sermaye, ekipmanlar, ¢alisanlar bu kaynaklar arasinda sayilabilir. Sirketin kurum-
sal itibar1 da yonetilmesi gereken bir baska kaynaktir. Temelinde kalicilik, tutarlilik ve siirdiiriilebilirlik
olan kurumsal itibar yonetimi icin her seyden once ¢alisan, tedarikei, miisteri, toplum ve hissedarlarin
olusturdugu paydaslarinin ihtiyaglarini tam olarak anlayabilmesi gerekmektedir. Siiphesiz ki bir temaya
odaklanarak rakipleri arasindan farkli olarak ayrisabilen ve tutarli olmay1 basarabilen firmalar basarili
bir kurumsal itibar yonetimi gerceklestirmis olacaklardir. itibar siibjektif bir olgu oldugundan ve pek cok
degiskene bagli oldugundan bu degiskenlere bagli olarak degisebilme 6zelligine de sahiptir. Ancak iize-
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rinde uzun zaman ¢alisilarak edinilen kurumsal itibarin yiizde yiiz olmamakla birlikte yere ayaginin sag-
lam bastigindan s6z edilebilir. Kurumsal itibar yonetiminde siiphesiz ki iletisimin rolii biiytiktiir. Sirket
hakkinda kitle iletigsim araclarinda ne kadar fazla yayin yapilirsa yapilsin halk arasinda baslayan bir sdy-
lenti tiim kitle iletisim araglarinin etkisinin oniine gecebilir. Bu sebeple her zaman daha saglam yere
sahip olan kisilerarasi iletisimin goz ard1 edilmeden kurumsal itibar yonetiminin i¢erisinde uygulanmast
gerekmektedir. Meveut durumun tespiti, itibar saglamadaki kriterlerin, kurumun vazgecemeyecegi de-
gerleri belirlenmesi, mevcut alginin analizi, itibar saglamada izlenecek modelin belirlenmesi, iletisime
gecilecek kesimlerin belirlenmesi ve dl¢limler ile kiyaslamalar yapilmasi kurumsal itibar yonetiminde
takip edilmesi gereken agsamalardan bir kagini temsil etmektedir.

Sosyal Medya ve Kurumsal Itibar

Sosyal medya iletisim camiasinda kullanildig: hali ile yeni medya kavraminin bir alt dalidir. Kavramda
yer alan “yeni” 6neki eski olmayan, eskiyi reddeden anlaminda kullanilmamaktadir. Modernizmi redde-
den postmodernizmin aksine, yeni medyanin gelenekseli reddetmeden, onun iletigim pratiklerinin temel-
leri iizerinde isleyen bir ortam yenilesmesini ifade etmektedir. Hizmet sektorii {izerinde yliriiyecek yeni
bir ekonomik kalkinma arayiglarinin yansimasi olarak da goriilebilecek yeni medyanin ¢ikis noktasinin,
internetin diinyaya yayildig1, yeni ekonominin yildiz1 elektronik ticaret satiglarinin en fazla oldugu iilke
ile ayn1 oldugu sasirtict degildir. Unlii Rus ekonomist Nikolay Kondratyev’in kendi adin1 tagtyan “Kond-
ratiev Dalgalar” teorisinde belirtmis oldugu gibi bati1 ekonomilerinin biiylimelerinde 50’ser yillik peri-
yotlarla hep farkli teknolojiler lokomotif olmustur. 90’lar ile baglayan donemde ise bilisim teknolojileri
lokomotif gdrevini tistlenmistir. Bu teknolojilerin ekonomiye uygulanmis hali elektronik ticaret olurken,
iletisime uygulanmis sekli de yeni medya veya giiniimiizde popiiler olarak sosyal medyadir. Esasen sos-
yal olmayan bir medyadan s6z etmek de miimkiin degildir. Yukarida deginildigi izere medyay1 tanim-
layan kitle iletisim araclar1 duygu birligi yaratmak i¢in faaliyet yiiriitiirler ve bu da en azindan o medya-
nin takipgileri arasinda bir sosyallesme yaratir.

Yeni teknolojilerin igerisine dogan, bir bagka ifade ile yeni teknolojiyi i¢sellestirerek diinyaya gelen yeni
nesil ondan bagka iletisim ortamini kullanmayarak sosyal medyanin gelisimine katkida bulunmaktadir.
Unlii iletisim kuramcisi Marshall McLuhan’in teknolojik determinizm iizerine yaklagimlarinda oldugu
gibi teknoloji insan esir almis, ara¢c mesajin Oniine gegerek hayatlarimizi sekillendirerek insanoglunu
sosyal medyaya esir etmistir. Sosyal medyanin hayatimiza girmesinde tek yonlil iletisim modeli ile 6z-
deslestirilebilecek Web 1.0°1n, izleyicilerin de katilimina agik ¢ift yonlii iletisim modeli ile 6zdeslestiri-
lebilecek Web 2.0’a evrilmesinin siiphesiz ki pay1 biiyliktiir. Her ne kadar kdse yazarlar1 veya medya
kuruluslarma yazilan mektuplar baglaminda geleneksel medya bir geri besleme imkani sunsa da, sosyal
medya bu anlamda bambagka bir deneyim yasatmaktadir. Igermis oldugu baglantilarla kullanicilar: farkls
adreslere yonlendirme kabiliyeti ile sosyal medya iletisimin boyutlarini olumlu anlamda genisletmekte-
dir.

Toplumsal bir olgu olan iletisim ayni1 zamanda bireyin toplumsallagmasini da saglayan bir siirectir. Bu
anlamda hem toplum tarafindan etkilenirken, hem de toplumu etkileme giiciine sahiptir. Bu ¢er¢evede
son zamanlarda hayatimiza giren yeni medya veya sosyal medyanin toplumsallagsma siirecinde ne denli
onemli oldugu bir kez daha ortaya ¢ikmaktadir. (Dilmen, 2012)
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Insanlar dogas: geregi cevre ve dogal olarak diger insanlar ile iletisim kurma icgiidiisii tasir. Sosyallesme
admi verdigimiz bu olgu bizi diger insanlarla bulusturan 6nemli bir iletisim arac1 olan sosyal medyanin
ilk sOzcliglinii tanimlamaktadir. Medya ise bu insanlarla iletisime gecerken kullandigimiz teknoloji ve
yontemleri tanimlamaktadir. (Akyazi, 2015)

Sosyal medyanin giiciinii artirmasinda sliphesiz ki yeni iletisim ortamlarinin hizli gelismesi ve bireylerin
bu teknolojilere olan talebinin artmasinin biiyiik etkisi vardir. Bu durum ayni1 zamanda 6grenme stireci
olarak degerlendirilebilecek toplumsallagsmaya da yeni bir zemin kazandirmaktadir. (Akyazi, 2015) Fi-
ziksel olarak diinyadaki tiim insanlar1 tek bir cografi mekanda bir araya getirmek pratik olarak miimkiin
olmasa da, bunun gerceklestirilmesi halinde tiim insanlar arasinda bir baglanti kuruldugundan s6z edile-
bilir. Admna internet veya sosyal medya denilen bilgisayar aglar1 da tam da sozii edilen bu baglantiy1
kurmay1 saglayan bir iglevi yerine getirmektedir. (Kara, 2015)

Yeni milenyum ile hayatimiza giren farkli 6zellikleri ile 6n plana ¢ikan pek ¢ok sosyal medya araci
mevcuttur. Arkadaglarii bul slogani ile ¢ikarak kabuk degistiren Facebook, 140 ile baslayip sonradan
280’¢e ¢ikan karakter sayili mesajlar ile kendini ifade imkan1 sunan Twitter, hareketli ve sabit goriintiiler
paylasma imkani sunan Instagram ve digerleri. Konu ile ilgili bilimsel bir ¢alisma olup olmadig1 bilin-
memekle birlikte son zamanlarda sosyal medya araglarindaki paylasimlar incelendiginde salt metin ige-
ren paylasimlara gore gorsellerin yer aldigi paylasmmlarin arttigir gdzlenmektedir. Egitim bilimcilerin
yapmis olduklar ¢aligmalardan bilinmektedir ki, kaynak tarafindan gerceklestirilen faaliyetlerin iiriinii
acisindan bakildiginda insanlar en fazla hem goriip hem de duyduklar hatirlamaktadir. Bu bilgi sosyal
medyada neden artik dikkat ¢ekici 6zelligi de olan gorsel igeriklerin paylasildigini agiklar niteliktedir.

Sosyal medya maliyet, zaman-mekan bagimsizlig1 ve bireysel mesajlar yaratabilme avantajlan ile ku-
rumsal itibar yonetimi i¢in énemli bir ara¢ olarak 6n plana ge¢cmektedir. Sosyal medya kullanicilari
medya okuryazarlig1 anlaminda geleneksel medya izleyicilerine gore bilinglilik anlaminda pozitif an-
lamda ayrismaktadir. Bu sebeple bu ortamda yiiriitiilecek itibar yaratma ¢abalarinda takipgi kitlesinin
vasfi gdz oniinde bulundurulmalidir. Bir kisinin paylasimlarini izlemeyi ifade eden “takip etme” sosyal
medyada gerceklestirilen 6nemli eylemlerin baginda gelmektedir. S6z konusu kurumsal itibar yonetimi
oldugunda takip etme eylemi daha da 6nemli hale gelmektedir. Takip edilecek kisilerin secilmesi daha
dogrusu takip edilmesi gereken kisilerin atlanmamasi sosyal medya kullanicis1 olan paydaslarin dikka-
tinden kagmamaktadir. Ozellikle calisanlar ile daha samimi iliskiler kurulmasi ve kurumsal sosyal so-
rumluluklar toplum ile paylasmak adina sosyal medya 6zel gruplarin kurulmasi gerekmektedir. Bununla
birlikte dijital platformlar her zaman kotii niyetli miidahalelere daha acik bir yapi sergilediginden sosyal
medya hesaplarinin bir krize sebep vermemek adina siirekli denetlenmesi de bir baska 6nemli noktadir.
Kurumlarin itibar yonetimi agisindan dijital platformlarda ne kadar goriildiigiiniiziin ve ne sekilde go-
riindiigiliniizlin de analizinin yapilmasi da 6nemlidir. Bunun i¢in de firmalarin siirekli olarak sirket igeri-
sinde gorevlendirecekleri elemanlar veya dijital ajanslardan yardim alarak sosyal medya takibi yaptir-
malar gerekmektedir.
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Tur Sirketlerinin Sosyal Medya Hesaplar1 Uzerine Bir Aragtirma
Arastirmanin Amaci

Tiirkiye Istatistik Kurumu’nun (TUIK) verilerine gére 2017 yili itibart ile niifusun %56,6’s1 bilgisayar,
%66,8°1 internet ve internet kullanicilarinin tamamina yakini da sosyal medya kullanmaktadir. Sirketler
bazinda bakildiginda bu oranlar %901 ge¢mis durumdadir. Ozellikle internet kullaniminin gelmis ol-
dugu nokta sirketlerin kendilerine sosyal medyada yer edinmemeleri, yer edinenlerin de bu yerlerin hak-
kin1 vermeleri i¢in yeterli bir neden olarak goriinmektedir. Turizm sektorii 6zelinde konusulacak olursa,
sektorde faaliyet gosteren tiim firmalarin kaginin sosyal medyada yer aldig1 ¢alisma kapsaminda ince-
lenmemis olmakla birlikte, biiylik bir ¢ogunlugunun var oldugunu tahmin etmek zor olmayacaktir. Bu
noktada 6nemli olan sosyal medyada hangi igeriklerle ne kadar yer aldiklaridir. Meslekleri geregi bu
sektordeki sirketlerin sosyal medya hesaplarindan seyahate 6zendirme ve seyahat pazarlama ile ilgili
icerikler paylagsmasi dogaldir. Ancak miisteriler sirketlerden artik sadece iiriin ve hizmetler ile bilgiler
degil, ayn1 zamanda kendilerinin bireysel anlamda olmasa da toplumsal olarak énemsendiklerini hisset-
tirecek bayram, dini giinler, ulusal yaslar gibi 6zel giinlerle ilgili mesajlarin da sosyal medyada paylasil-
masini beklemektedirler. Bu kapsamda ¢alisma tur sirketlerinin sosyal medya platformlarinda s6z ko-
nusu igeriklere ne oranda ve ne sekilde yer verdiklerini analiz etmeyi amaglamaktadir.

Arastirmanin Kapsami ve Stnirliliklar:

Yaz turizm sezonun yaklagmasi tur sirketleri adina daha faal bir donem anlamina gelmektedir. Dolayisi
ile rakiplerinin dniine gegmek adina geleneksel medyayi1 oldugu kadar sosyal medyay1 da aktif bir sekilde
kullanmas1 gerekmektedir. Boyle bir cabada olacaklar1 ve ¢ok fazla paylasimda bulunmus olacaklari
kabul edildiginden ve bu durumun ¢alisma kapsamina tur sirketlerinin arastirmanin baslatildig: tarihten
itibaren son 30 paylasimlar1 mercek altina almmus digerleri kapsam disinda birakilmistir. Internet iize-
rinde faaliyet gosteren onlarca sosyal medya platformunun bulundugu bilinmektedir. Bu sebeple en fazla
kullaniciya sahip olan Facebook, Twitter ve Instagram arastirma kapsamina dahil edilmis, digerleri kap-
sam disinda birakilmistir.

Arastirmanin Yontemi ve Orneklemi

Tiirkiye Seyahat Acentalar1 Birligi’ne (TURSAB) bagli 10001 turizm acentas1 bulunmaktadir. Arastirma
evreninin ¢ok genis olmas1 ve bu durumun aragtirmanin sonug¢lanmasina yapacagi olumsuz etki dolayist
ile sosyal medya paylasimlari ile dijital ajanslarin hazirlamis oldugu listenin ilk 10 sirasina oturan turizm
sirketleri aragtirmaya dahil edilmis digerleri kapsam disinda birakilmistir. Bu g¢ergevede 2009 yilinda
Tiirkiye’nin ilk Dijital PR ve Online itibar Y&netimi Ajansi olarak kurulmus olan Tick Tock Boom sir-
ketinin hizmete sunmus oldugu, markalarin sosyal medyadaki varliklarini takip edip, karsilastirilmasina
ve raporlanmasina olanak saglayan bir sosyal medya analiz sistemi olan BoomSocial’in seyahat katego-
risi altinda Facebook, Twitter ve Instagram platformlarinda en fazla hayran ve takip¢i sayisina sahip
10’ar tur sirketi arastirmanin 6rneklemini olusturmaktadir.
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Tablo 1. Tur Sirketlerinin Facebook Hesap Bilgileri

Facebook Bege- | Facebook Takip
ETS Tur 1.017.266 1.004.864
Jolly Tur 561.446 551.495
Gezinomi 504.084 499.915
Ani Tur 489.596 479.367
Tatil Sepeti 456.692 451.585
Tatil.com 363.674 359.754
Tatilbu- 260.274 257.757
Kesfet.com 233.691 228.867
Bavul.com 209.939 206.838
Prontotour 190.413 191.433
Toplam 4.287.075 4.231.875

Tablo incelendiginde sadece bir tur sirketinin 1 milyon begeni sayisini gectigi, diger tur sirketlerinin
ise bu rakama yaklagamadiklar1 goriilmektedir. Bu noktada incelenen tur sirketlerinden sadece birisinin
yabanci dilde diizenlenmis web sayfasinin oldugu, digerlerinin ise sadece Tiirk¢e web sayfasina sahip
olduklar belirtilmesi gerekmektedir. Dolayisi ile tur sirketleri cogunlukla yerli turistleri web sayfala-
rinda agirlamaktadir. TUIK in Adrese Dayali Niifus Kayit Sistemi 2016 yili sonuglarina gére Tiirkiye’de
22 milyon 206 bin 776 hane halki yer almaktadir. Yine TUIK’in bir baska verisine goére 2017 yilinmn
Nisan-Haziran aylarini igeren 2. ¢eyreginde yaklasik 14 milyon yerli turist seyahate ¢ikmis ve bu seya-
hatlerinde 7 milyar TL’ye yakin para harcamiglardir. Bu paranin sadece 12°de 1’1 paket turlar i¢in har-
canmigtir. Tiim bu rakamlar yerli turisti daha fazla seyahate yonlendirmeyi amag edinmesi gereken tur

sirketlerinin Facebook sayfalarinin yeteri derecede ilgi ¢ekici olmadigini kanitlar niteliktedir.

Tablo 2. Tur Sirketlerinin Twitter Hesap Bilgileri

Atilan Takip Edi- | Takip¢i- | Atilan Tweet/ Ta-
ETS Tur 4.668 7 63.800 0.073
Jolly Tur 6.291 7 43.000 0.146
Kesfet.com 844 238 17.300 0.048
Uzman Tu- 1.762 448 14.900 0.118
Tatil.com 6.127 8 13.300 0.462
Setur 2.206 33 11.200 0.196
govego.com 2.161 10.400 1.809 1.194
Gruppal 7.657 1.075 9.308 0.822
Anitur 2.652 0 6.872 0.385
VIP Turizm 1.531 3 5384 0.284
Toplam 35.899 12.219 186.873 0.192

Tablo incelendiginde takip eden kisi sayisindan bir dnceki tabloya gore daha kotii bir sonug ile kar-
silagilmaktadir. Tabloda yer alan tur sirketlerinin hesaplar1 incelendiginde 5 ile 9 yildan beri Twitter’da
yer aldiklar goriilmektedir. Sadece takipgi sayist agisindan degil atilan Tweet ve takip edilenler agisin-

bir

dan bakildiginda da sirketlerin performanslarmin ¢ok diisiik oldugu tespit edilmektedir. Ozellikle hig

ICSER: International Center of Social Science & Education Research

34



I CtTR 5th International Conference on Tourism: Theory, Current Issues and Research
April 20-22, 2018, Antalya-TURKEY

kurum veya kisiyi takip etmeyen tur sirketinin varlig1 dzellikle dikkat cekicidir. ilave olarak tur sirketle-
rinin takip ettikleri kurum ve kisiler incelendiginde, faaliyet gosterdikleri is kolu ile dogrudan alakali
T.C. Kiiltiir ve Turizm Bakanligi’nin takip ettikleri arasinda yer almamasi da 6énemlidir. Yukarida belir-
tildigi tizere TUIK verilerine gére seyahate gikan yerli turist sayisinin az denemeyecek seviyelerde ol-
dugu bir tilkede faaliyet gosteren tur sirketlerinin sosyal medyada daha aktif olmalar1 beklenirdi. Tur
sirketlerinin atmis olduklar1 Tweet’lerin takipgi sayilarina oranlar1 karsilagtirildiginda ¢ogunun ortala-
manin lizerinde yer aldiklar1 goriilmektedir.

Tablo 3. Tur Sirketlerinin Instagram Hesap Bilgileri

Gon- Ta- Takip | Gonderi/Ta-
ETS Tur 1.030 | 164.000 6 0.006
Jolly Tur 1.704 | 97.000 2 0.017
Sacred7Tra- 3.045 | 58.600 124 0.051
Tatil.com 1.804 | 57.900 11 0.031
Prontotour 1.210 | 57.900 0 0.020
Tatil Sepeti 397 | 55.200 70 0.007
Tatilbu- 803 | 52.000 0 0.015
Ani Tur 1.235 | 49.000 0 0.025
Setur 1.235 | 48.200 4 0.025
Uzman Tu- 870 | 40.700 | 1.342 0.021
Toplam 13.333 | 680.500 | 1.559 0.020

Tablo 3 incelendiginde tur sirketlerinin Twitter’a kiyasla Instagram’da daha iyi takip¢i oranlarini yaka-
ladiklar goriilmektedir. Uygulamanin hareketli ve sabit gorsel paylagsma temelinde galistig1 ve seyahat
ile ilgili paylasimlarin ¢ogunun gorsele dayandig: diistiniildiigiinde bu oranlarin yakalanmas1 dogal g6-
riinmektedir. Ancak sirketlerin Twitter’a kiyasla daha az paylasimda bulunduklar da tespit edilmektedir.
Ayrica higbir kurum veya kisiyi takip etmeyen tur sirketi sayisimn Instagram ortaminda daha fazla ol-
masi da dikkat ¢ekicidir. Tur sirketlerinin ¢ogunun Twitter mecrasinda oldugu gibi paylasmis olduklar
gonderilerin takipgilerine oraninda ortalamanin {izerinde yer aldig1 goriilmektedir.

Tablo 4 incelendiginde tur sirketlerinin Facebook ortaminda en fazla kampanyalar ve bilgilendirici pay-
lasgimlarda bulunduklar goriilmektedir. En az olarak da toplumun genelini ilgilendiren paylagimlarda
bulunduklan gézlenmektedir. Bununla birlikte tur sirketlerinin yurti¢i ve yurtdisi turlarla ilgili paylasim-
larinin daha fazla begeni aldiklarn goriilmektedir. En diisiik begeniyi alan paylasim kategorisi ise otel
tamitimlart ile ilgili olanlardir. Isi seyahat satmak olan sirketlerden bazilarmin tur ve otel tanitimlari ile
ilgili hi¢ paylasimda bulunmamalar1 kayda degerdir. Tabloya gore tur sirketlerinin mevcut veya potan-
siyel miisteri veya paydaslarinin tur sirketlerinden Facebook ortaminda daha fazla tur ve toplumsal pay-
lasgimlarda bulunmalarimi bekledigi sonucu c¢ikartilabilir. Yurtdist turlarinin en yiiksek begeni oranini
yakalamasi bu turlarin diizenlendigi cografi bolgelerin giizellikleri ile ilgili paylasilan gorsellerinin dik-
kat ¢ekici olmasina baglanabilir. Bununla birlikte toplumsal duyarliliklarla ilgili hi¢ paylasimda bulun-
mayan tur sirketlerinin varlig1 dikkat ¢ekicidir. Hizmet sektoriiniin 6nemli aktorlerinden tur sirketlerinin
hizmet gotiirdiigli toplumun duyarhiliklarina karsi hassas davranarak bu alanda daha fazla paylasimda
bulunmasi da beklenen bir davranistir.
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Tablo 4. Tur Sirketlerinin Kategorilere Gore Facebook Paylasim ve Begeni Rakamlar

Yurtici Tur Yurtdist Tur Otel Tamitim Kam- Toplumsal

Paylasi | Begeni | Paylasi| Begeni | Paylasi | Begeni | Paylasi| Begeni |Paylasi| Begeni
ETS Tur 5 493 15 988 20 | 1.185 9 487 1 296
Jolly Tur 9 254 10 206 22 401 9 151 0 0
Gezinomi 5 285 91| 1.410 20 775 12 925 4 1.641
IAn1 Tur 12 | 10.17 2 69 24 498 11 1.760 1 79
Tatil Sepeti 2 303 1 18 2 32 40 6.960 5 405
Tatil.com 14 565 18 339 2 10 12 209 4 145
Tatilbudur.com 7 380 4 34 9 117 27 778 3 670
Kesfet.com 0 0 0 0 6 17 34 4.640 10 84
Bavul.com 0 0 3 44 0 0 47 565 0 0
Prontotour 6| 6.654 31 | 36.90 0 0 11 1.457 2 277
Toplam 60 | 19.10 93 | 40.01 105 | 3.035 212 | 17.932 30 3.597
Begeni/Paylas1 318,41 430,24 28,904 84,584 119,9

Tablo 5. Tur Sirketlerinin Kategorilere Gore Twitter Paylasim ve Begeni Rakamlar

Yurtici Tur Yurtdisi Tur Otel Tamtim Kampanya/Bilgi Toplumsal

Paylasim| Begeni|Paylasim| Begeni |Paylasim| Begeni |Paylasim| Begeni |Paylasim| Begeni
ETS Tur 6 25 15 46 12 44 16 46 1 11
Jolly Tur 8 35 11 26 20 55 10 21 1 8
Kesfet.com 0 0 0 0 43 38 5 6 2 1
Uzman Turizm 0 0 20 13 0 28 57 2 4
Tatil.com 10 21 19 41 0 0 15 57 6 112
Setur 14 41 20 82 1 3 12 38 3 27
Govego.com 0 0 0 0 0 0 31 610 19 247
Gruppal 5 3 32 14 0 0 10 7 3 14
IAnitur 6 1 4 4 28 11 11 4 1 0
\VIP Turizm 0 0 42 9 1 0 4 1 3 1
Toplam 49 | 126 163 235 105 151 142 847 41 425
Begeni/Paylasim 2,571 1,441 1,438 5,964 10,365

Tablo incelendiginde Facebook 6rneginde oldugu gibi is seyahat satmak olan sirketlerin bu anlamda
paylasimlara Twitter hesaplarinda yer vermedikleri goriilmektedir. Incelenen paylasim sayisi esit
olmakla birlikte ve ¢ogu Facebook paylasiminin birebir Twitter ortaminda da paylasildig
diistintildiigiinde begeni sayilarinin disiikliigli kayda degerdir. Facebook ortaminda toplumsal duy-
arliliklarla ilgili paylasimda bulunmayan sirketler olmasina ragmen, Twitter’da boyle bir durum ile
karsilagilmamaktadir. En yiiksek begeni oranini bu kategorideki paylagimlarin almasi da bunu kanitlar
niteliktedir. Bir onceki tabloda goriildiigli gibi takipgilerin Twitter ortaminda da gdrmeyi en az arzu-
ladiklar paylasim tiirii otel tanitim paylasimlaridir. Tur sirketlerinin sosyal medya araglarinin diinyadaki
kullanim oranlar1 agisindan ilk bes arasinda yer alan Twitter’a daha fazla 6nem vermesi beklenmektedir.
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Tablo 6. Tur Sirketlerinin Kategorilere Gore Instagram Paylasim ve Begeni Rakamlar

Yurtici Tur Yurtdisi Tur Otel Tamtim Kampanya/Bilgi Toplumsal

Paylas1 | Begeni | Paylasi | Begeni | Paylasi | Begeni | Paylasi | Begeni | Paylasi | Begen
ETS Tur 9| 9.735 15 26.156 16 | 8.496 9 14.835 1 604
Jolly Tur 4| 4.002 13 12.656 23 | 13.80 9 12.707 1 1.364
Sacred7Travel 17 | 13.11 13 19.858 0 0 20 12.112 0 0
Tatil.com 16 | 7.655 23 9.207 0 0 8 7.932 3| 2.547
Prontotour 7] 5364 33 32.215 0 0 8 9.126 2| 1.950
Tatil Sepeti 1 380 4 2.303 1 395 36 46.070 8| 4.794
Tatilbudur.com 12 | 7.683 6 4.288 10 | 1.349 20 20.617 2| 1.907
|An1 Tur 71 2.118 3 661 28 | 4.792 11 1.1169 1 269
Setur 15 12.62 21 19.260 0 0 11 13.478 3| 6.604
Uzman Turizm 0 0 14 27.679 0 0 30 53.207 6| 11.26
Toplam 88 | 62.67 145 | 154.283 78 | 28.83 162 | 190.085 27 | 31.30
Begeni/Paylasi 712,25 1064,020 369,730 1173,364 1159,407

Tablo incelendiginde hi¢ paylasim yapilmayan kategorinin otel tanitimlar ile ilgili oldugu goriilmekte-
dir. Bu sonuca gore tur sirketlerinin Facebook ve Twitter ortamlarindaki begeni oranlarindan
yorumladiklar ile benzer paylagimlara Instagram ortaminda yer vermedikleri kanaati olugsmaktadir. En
az begeni alan kategorinin diger ortamlarda oldugu gibi Instagram ortaminda da yine otel tanitimlari ile
ilgili paylagimlar oldugu goriilmektedir. Begeni oranlarinin diger ortamlara gore daha yliksek olmasi,
Instagram’in nispeten daha yeni ve popiiler bir ortam olmasi ile agiklanabilir.

Tablo 7. Tur Sirketlerinin Sosyal Medya Performanslar (Begeniler Toplami/Takipgi Sayis1)

Face- Twit- Insta-
Ani1 Tur 0.026 0.025 1.221
Bavul.com 0.003 - -
ETS Tur 0.003 0.027 0.365*
Gezinomi 0.010 - -
govego.com -1 0.095* -
Gruppal - 0.018 -
Jolly Tur 0.002* | 0.004* 0.617
Kesfet.com 0.021 0.010 -
Prontotour 0.237* - 1.033
Sa- - - 1.021
Setur - 0.015 1.241
Tatil Sepeti 0.017 - 1.084
Tatil.com 0.004 0.013 1.033
Tatil- 0.008 - 1.151
Uzman Tur- - 0.012 1.470*
VIP Turizm - 0.032 -
Toplam 0,331 0,251 10,236

Tablo incelendiginde hem sirket bazinda, hem de ortam bazinda en yiiksek puanlarin Instagram
paylasimlan ile elde edildigi goriilmektedir. Yukarida belirtildigi gibi Instagram’m son yillarda
kullanilmaya baglanan nispeten daha popiiler bir uygulama olmasinin bu sonugta etkisi oldugu
diistiniilmektedir. Ayrica hareketli ve sabit goriintii paylasimi temelinde calisan Instagram’in
paylasimlarinin ¢ogunun gorseller olugmasi beklenen tur sirketleri icin daha uygun bir ortam olmasinin
da etkisi biiyiiktiir. Twitter’in en az puana sahip olmasinin arkasinda da, sonrasindan ilave 6zellikler
kazanmasina ragmen ilk ¢ikis noktasinin karakter siir1 ile metin igeren paylasimlara dayanmasinin
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etkisinin oldugu diisiiniilmektedir. Bununla birlikte halen diinyanin en fazla kullanim oranlarina sahip
sosyal medya ortam1 olan Facebook’un sirketler icin ticari anlamda 6nem tasidigi, bu sebeple de bu
ortamdaki paylasimlarina da agirlik vermesi beklenmektedir.

Sonuc¢ ve Tartisma

Bir ihtiya¢ olarak ortaya ¢ikan ve aymi zamanda ortaya c¢iktiktan sonra kendisine ihtiyag yaratan
teknolojinin hayatimizdan pek c¢ok seyleri gotlirmesinin yaninda, hayatimiza pek ¢ok seyleri kazan-
dirdig1 bir gercektir. Cogu vasifsiz veya vasiflarini yenileyemeyenler igin bu dnce is kayb1 ardindan hayat
standartlarinin degismesi seklinde yasanirken, gerek miifredatlart modernlesmis egitim kurumlarindan
almis olduklar bilgilerle, gerekse kisisel ¢abalari ile kendisini donatanlar i¢cin bu yeni isler, dolayis1 ile
iistiin hayat standartlan seklinde kazanimlar olmaktadir. Kazanimlar arttikca kisisel gelir de artmakta,
artan gelir ihtiyaglar hiyerarsisindeki {ist siralara ¢ikmak i¢in zemin hazirlamaktadir. Paranin gidere-
bilecegi en temel ihtiyag beslenme, barinma gibi fizyolojik olanlardir. Bunlarin giderilmesinin ardindan
gelen mutluluk ise daha genis kapsamlidir. Ornegin bazi insanlar mutlulugu pahali tiiketim
malzemelerinde bulurken, bazilarinin mutlu olmasi igin bir kitap yeterli olabilmektedir. Benzer sekilde
insan1 mutlu eden eylemlerden birisi de tatildir. Hem yeni yerler gérmek ve tanimak manasinda, hem de
caligsma ortaminda kisa bir siireligine de olsa uzaklasarak stres atma manasinda tatil insanin mutluluk
kaynagidir. Tatil aligkanliklar gibi tatil planlama siirecleri de zamanla degisime ugramistir. Artik insan-
lar daha sorunsuz ve stressiz bir tatil icin bu isi profesyoneller aracilig1 ile yapmakta, tur sirketlerinin
deneyimlerinden faydalanmay tercih etmektedir. Zamanla gelisen iletisim teknolojileri tatil baglaminda
hem yeni cografyalar1 kesfetmek hem de bu cografyalarda fiziksel olarak bulunmada yardimci olacak
tur girketlerine erigsmek i¢in imkanlar sunmaktadir. Giiniimiizde neredeyse her isletmenin oldugu gibi
tur sirketlerinin de birer web sayfast mevcuttur. Web sayfalar1 her ne kadar ilk versiyonlarindaki statik
hallerinden kurtularak daha katilimer hale gelseler de, miisterilerin anlik sorularina cevap vermek adina
halen uygun formda sayilmazlar. Birazda bu tarzda ihtiyaglara cevap vermek adina gelistirilen sosyal
medya araglari igletmelerin miisteri hizmetleri, halkla iliskiler ve pazarlama faaliyetlerini daha etkin
ylriitebilmeleri i¢in biiylik imkanlar sunmaktadir. Nitekim iilkemiz 6zelinde konusulacak olursa pek ¢cok
biiyiik tur sirketinin sosyal medyada yerlerini aldiklar goriilmektedir. Ancak sosyal medyada varlik
gostermek sadece ve sadece s6z konusu platformlarda hesap agmak ile gergeklesmemektedir. Sosyal
medya katilimciliga 6nem verdiginden siirekli paylasimlarda bulunmak ama anlamli paylagimlarda
bulunmak da bu noktada 6nem arz etmektedir. Ulkemizde faaliyet gosteren tur sirketleri {izerinde yapilan
yukaridaki arasgtirmanin sonuglarma goére sdz konusu sirketlerin sosyal medyay1r pek de etkili
kullanamadiklar1 sonucuna varilabilir. Ozellikle pek ¢ok kullanicist olan Twitter ortamindaki mevcu-
diyetleri diger ortamlara gore oldukc¢a geridedir. Aragtirmadaki tiim platformlar genelinde konugsulacak
olursa bir tur sirketinin yukaridaki seyahat ile ilgili kategorilerden bir veya birkaginin kapsamina giren
hicbir paylasiminin olmamasi iletisim ve bilisim ¢ag1 i¢in kabul edilebilir bir durum degildir. Arastirma
sonuglar tur sirketlerinden bazilarmin sosyal medyada hicbir kurum ve kisiyi takip etmediklerini
gostermistir. Tiim sirketlerin paydas iligkileri ile i¢ ice gectigi, matriks Orgiit yapilarinin glindemde
oldugu giiniimiizde bir sirketin kimseyi takip etmiyor olmasi akilci bir yol olarak goriilmemektedir.
Arasgtirma aym1 zamanda takipgilerin otel tamitimlar ile ilgili paylasimlardan hoslanmadigimi da
gostermistir. Tur sirketlerinin miisterilerinin taleplerini goz ardi etmeden paylasimlarda bulunmalar
sektorde tutunmalart agisindan 6nem arz etmektedir.
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Conference Programme

20t April 2018 09.00-10.00 Hall: 1

Session: 1 Chair: Assoc. Prof. Dr. Ozgiir Sar1 Language: EN

SE2021 | Ozgiir San INFORMAL ECONOMY: A BRIEF EVALUATION WITH REASONS AND IMPACTS

SE2024 Burhgnettin Ozdemir INVESTIGATING THE COMPASSION SATISFACTION AND COMPASSION FATIGUE AMONG
Nesrin Seef SYRIAN PSYCHOLOGISTS

SE3042 Siti Nur Shahira Binti Dahari | EFFECTS PERSONALITY DISPARATIES: A LOOK AT ACADEMIC KNOWLEDGE ACQUSITION

Rosalie Hall

ACTIVITIES IN MALAYSIA

INVESTIGATING THE IMPLICATIONS OF E-SERVICE QUALITY DIMENSIONS ON CUSTOMERS

SH2010 | Raed moh'd Hanandeh BEHAVIOR OF JORDANIAN ONLINE AIRLINES TICKET PURCHASING
SH3020 | Ismije Beshiri THE STATE BUILDING OF ALBANIA AND THE INFLUENCE OF THE CONFERENCE OF TRIESTE
20t April 2018 09.00-10.00 Hall: 2
Session: 1 Chair: Dr. Aysegiil Baykul Language: TR
SE2031 Abdullah Emre Caglar IS POLLUTION HALO HYPOTHESIS VALID IN TURKEY? AN APPLICATION OF HIDDEN
Mehmet Mert COINTEGRATION TECHNIQUE
Adem Babacan
SE3072 | N. Alp Erilli MOBILE PHONE SELECTION USING AHP AND PROMETHEE METHOD
M. Burak Delibas
Nazife Ozge Kilig
SE1010 | Bengili Acdoyuran MILITARY EXPENDITURE AND ECONOMIC GROWTH RELATIONSHIP IN G-8 COUNTRIES
Murat Beser
SE3056 | Aysegiil Baykul DETERMINATION OF SECTORAL CLUSTER POTENTIAL: A CASE STUDY FOR TR61 REGION
20t April 2018 09.00-10.00 Hall: 3
Session: 1 Chair: Prof. Dr. Erhan Akyazi Language: TR
INSTAGRAM USAGE OF SPOR TOTO SUPER LEAGUE TEAMS IN THE CONTEXT OF SPORTS
SE2026 | Erhan Akyazi e e
SE2027 | Burak Medin DETERMINATION OF THE CINEMA VIEWING AGENDA IN TODAY
Nurettin Giiz
SE3036 Mahmut Bingol ISLAMOFOBI AND MEDIA: SEMIOLOGICAL ANALYSIS OF FILM POSTER OF "THE STONE
Hayrullah Yanik MERCHAND"
Zeynep Bengisu Ugur
SE3059 | Serhan Koyuncu DIGITAL MEDIA AND ASYMMETRIC COMMUNICATION
20t April 2018 09.00-10.00 Hall: 4
Session: 1 Chair: Prof. Dr. Imran Saleem Language: EN
Willy Eka Pramana
SE1004 | Harry Supriady SUPPRESSING THE GROWTH RATE OF RADICALISM THROUGH THREE SOLUTIVE
) APPROACHES IN THE PERSPECTIVE OF CRIMINAL LAW IN INDONESIA
Abdul Hakim
SH1001 Mahmut Demir. CAN THE ACADEMIC EXPECTATION AND SATISFACTION OF STUDENT EFFECT ON THEIR
Sirvan Sen Demir CAREER PLANNING? A SAMPLE OF TOURISM UNDERGRADUATE STUDENTS
SH1001 | Imran Saleem MICRO FINANCIG - A DIFFERENT PERSPECTIVE
SE1005 | Besa Luzha RESEARCH IN MUSIC EDUCATION IN KOSOVO-STUDY ON CHALLENGES FOR MUSIC STUDENTS
DOING RESEARCH
SH1003 | Malang B.S. Bojang E-MUNICIPALITY APPLICATIONS IN LOCAL GOVERNMENT: PROSPECTS AND CHALLENGES
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Conference Programme

20t April 2018 10.15-11.15 Hall: 1
Session: 2 Chair: Prof. Dr. Anita Zovko Language: EN
SE2033 | Gozde Yirmibesoglu GLOBAL VILLAGE OF MCLUHAN AND INTERNATIONAL TRADE
SE3079 | Selay Ilgaz Siimer LITERATURE REVIEW ON CONSPICUOUS CONSUMPTION
Masrul Hayati
Kamarulzaman
. . THE EFFECT OF CUSTOMER RELATIONSHIP TACTICS TOWARD CUSTOMER LOYALTY IN
SE3044 | Nurain Farahana Zainal
o BANKING INDUSTRY
Abidin
Siti Nur Shahira
Anita Zovko
SH4042 | Sofija Vrcelj ANDRAGOGICAL COMPETENCIES
SiniSa Kusié
20t April 2018 10.15-11.15 Hall: 2
Session: 2 Chair: Assoc. Prof. Dr. Mahmut Demir Language: TR
Adem Babacan
SH3031 | Ziya Gokalp Goktolga CAR SELECTION USING AHP AND TOPSIS METHOD
Saniye Sagir
PRESENTATION OF NATIONALISM IN JULY 15TH FILMS: EXAMPLE OF 'JULY 15TH
SE3060 | Merve Can Marash DOCUMENTARY OF PRESIDENCY'
SE2030 | Abdulvahap Darendeli CHANGING ASPECTS OF LEGAL DIFFERENCES IN INTERNET, AUDIOVISUAL AND PRINT MEDIA
Nurettin Giiz
Hayrullah Yanik
SE3037 . A STUDY ON CAPITAL TAX IN THE PRINTED PRESS
Mahmut Bingol
Zeynep Bengisu Ugur
20t April 2018 10.15-11.15 Hall: 3
Session: 2 Chair: Dr. Ali Celi¢ Language: TR
SE3077 | Sebnem Catalkaya RESEARCH ON THE EFFECTS OF DOMESTIC VIOLENCE ON SOCIAL RELATIONS
Ali Ceki METAPHORICAL PERCEPTIONS OF PSYCHOLOGICAL COUNSELOR CANDIDATES AND
SE3082 Ful T? K PSYCHOLOGICAL COUNSELORS ABOUT ETHICAL PRINCIPLES IN THE FIELD OF
ulya lur PSYCHOLOGICAL COUNSELING AND GUIDANCE
SE1011 | Biisra Avnaci THE RELATIONSHIP BETWEEN ANXIETY LEVELS AND RELIGIOSITY OF PEOPLE WHO APPLY
srafy TO FAMILY COUNSELLING CENTER
SH3033 | Hanzade Aslan Yilmaz SOCIAL MEDIA AND SELF RELATIONSHIP
20t April 2018 10.15-11.15 Hall: 4
Session: 2 Chair: Dr. Mohamad Atyeh Language: EN
b el Ao 152 e MEASURING THE VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENTS FOR THE STUDY
SH1005 | Mohd Asyiek bin Mat Desa | 5 51 MEDIA ADVERTISING DESIGN ELEMENTS
Muhizam Mustaffa
SHO006) 2 smatotEdaa THE PERFORMANCE OF PRIVATE UNIVERSITIES IN KUWAIT QUALITATIVE APPROACH
Mohamad Atyeh
SH2007 | Hewa Haii Khedir THE ALIENATION OF SOCIAL SCIENCES FROM “THE SOCIAL”: THE EXPERIENCE OF TEACHING
) SOCIOLOGY AT KURDISH UNIVERSITIES (KUS), KURDISTAN REGION OF IRAQ
Zafirah Al Sadat Zyed
Wa.m ot Lzt e A1 ASSESSMENT OF ‘HOMELESS’ PROBLEMS AMONG YOUNG HOUSEHOLDS IN GREATER KUALA
SH2011 | Aziz
) LUMPUR
Noor Rosly Hanif
Peter Aning Tedong
SE2019 | Mocanu Angela INTERDEPENDENCY OF EDUCATION AND SOCIAL MOBILITY IN REPUBLIC OF MOLDOVA
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Conference Programme

20t April 2018 11.30-12.30 Hall: 1
Session: 3 Chair: Dr. Gozdegiil Baser Language: EN
. . RESILIENCE AND LOVE RELATIONSHIP: SOCIAL REPRESENTATIONS OF "LOVE" IN
SE3040 | Radja Bouzeriba TRAUMATIZED INDIVIDUALS
SE3074 | Nygmetzhan Kuzenbayev BELIEF IN GOD AND ALTRUISM. IS THERE ANY EFFECT?
SH3023 | Aethiqah Suraya Abdul Halim VEILING AND TESETTUR: NOT JUST ABOUT “WOMEN AND RELIGION” AMONG MALAY WOMEN
IN MALAYSIA
Aethigah Suraya Abdul Halim
S W ElielanTe! St Welger THE ASSESSMENT OF ACADEMIC DIGITAL LIBRARY RESOURCES VIA SERVQUAL: SHAPING
SH3024 | Siti Khairunnisa Sheikh HIGHER EDUCATION INSTITUTIONS SCHOLARLY ACTIVITIES
Abdul Mutalib
Mughaheswari Sahadevan
T3018 GOZdegPl Ba§.er MANAGEMENT OF HOTEL GUEST RELATIONS FROM THE ASPECT OF REPEAT GUESTS
Duygu Ozyesil
20t April 2018 11.30-12.30 Hall: 2
Session: 3 Chair: Prof. Dr. Erhan Akyazi Language: TR
SE4088 | Fatih Sahinoglu TURKISH TYPOLOGY IN AMERICAN CINEMA
T2011 | Erhan Akvaz: SOCIAL MEDIA AS A MEDIUM FOR CREATING CORPORATE REPUTATION: A RESEARCH ON
% SOCIAL MEDIA ACCOUNTS OF TOUR COMPANIES
SE3058 | Serhan Koyuncu APPROACHES TO PUBLIC DIPLOMACY IN TERMS OF BASIC DYNAMICS: TURKEY AND USA
SE2028 | Burak Medin COMMUNICATION TECHNOLOGY THAT TRANSFORMS EVERYDAY LIFE IN THE 1980S: VIDEO-
CINEMA
20t April 2018 11.30-12.30 Hall: 3
Session: 3 Chair: Dr. Selen Isik Maden Language: TR
SE3057 | Selen Isik Maden REGIONAL DEVELOPMENT AND SECTORAL CLUSTER APPROACH: AN IMPLICATION ON TR61
REGION
Adem Babacan
SE3070 | Engin Karaki IMPORTANT OF WEIGHTING METHODS IN MULTI-CRITERIA DECISION-MAKING METHODS
8 $ AND AN APPLICATION
M. Burak Delibas
SE3086 Baki Yegen ASSESSMENT OF DIFFICULT AND VERY DIFFICULT SITUATIONS IN TAX LAW IN ACCORDANCE
Ibrahim Organ WITH EXAMPLES
Yiiksel Aydin
SE4098 | Yusuf Kahreman FACTORS AFFECTING CAPITAL STRUCTURE OF TURKISH DEPOSIT BANKS
Zafer Tascl
20t April 2018 11.30-12.30 Hall: 4
Session: 3 Chair: Dr. Sherzad Shafi’ Babo Language: EN
SH2014 S.herzad Sh%ﬁ Bal?o A SEMANTIC AND SEMIOTIC STUDY OF VIEWPOINT IN MAM AND ZIN
Jihad Shukri Rashid
SH2016 | Kafi Razzag Ahmed THE ROLE OF VIDEO IN TEACHING PRONUNCIATION TO NON-NATIVE SPEAKERS OF ENGLISH
Zibelle Ziem M. Balangue
Adrian Dominic B. Catbagan
SH3035 Nicole A.hy ah R. Merindato QUESTIONING SEXUALITY: THE IMPACT OF THE SOCIETY’S PERCEPTION
Stephanie T. Ocampo
Isiah F. Soriano
Jamie M. Rilloraza
Yong Adilah Shamsul
Harumain
SH1002 Nikmatul Adha Nordin CHANGING COMMUNITY BEHAVIOR TOWARDS TOWN REVITALIZATION THROUGH
Nur Farhana Azmi MACHINOEKI
AKkinori Morimoto
Osada Teppei
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Conference Programme

20t April 2018 14.00-15.00 Hall: 1
Session: 4 Chair: Assoc. Prof. Dr. Gozde Yirmibesoglu Language: EN
SE3045 Aethiqah Suraya Abdul Halim | VEILING AND TESETTUR: NOT JUST ABOUT “WOMEN AND RELIGION” AMONG MALAY WOMEN
Siti Nur Shahira Binti Dahari | IN MALAYSIA
SE3067 Zabihur Rahman THE JOURNEY OF ISLAM TOWARDS INDUS VALLEY (A BRIEF INTRODUCTION AND
Tahsin Kogyigit ANALYTICAL STUDY)
SE2034 | Gozde Yirmibesoglu IMPACT OF THE END OF BIPOLAR WORLD ORDER ON INTERNATIONAL TRADE
Aethiqah Suraya Abdul Halim
L FAITH, FASHION AND FEMININITY: ANALYSIS OF MALAYSIAN MUSLIM FASHION BLOGS IN
SH3027 | Abdul Mutalib ISLAMIC MODEST FASHION
Mughaheswari Sahadevan
Siti Nur Shahira Binti Dahari
. ALLAUDDIN USMANDI SAMARQANDI - IS A GREAT REPRESENTATIVE OF THE
SE1009 | Otabek Muhammadiyev MOVAROUNNAHR KALAM SCHOOL,
20t April 2018 14.00-15.00 Hall: 2
Session: 4 Chair: Assoc. Prof. Dr. Faik Ardahan Language: TR
. INTRODUCTION BY DEVELOPED SOFTWARE OF SPUR GEAR CALCULATIONS AND
SE3050 | Telat Tirkyilmaz MANUFACTURING
SE3046 | Burcu Giirol MEASURING PERFORMANCE OF FAKTORING, FINANCING AND LEASING SECTORS BY TOPSIS
METHOD: AN EMPRICAL COMPARISON IN TURKEY
Baki Yegen
SE3087 |; ) APPLICATION OF CARBON TAX IN THE CONTEXT OF PIGOUVIAN TAXATION APPROACH
Ibrahim Organ
SE3064 Merve Acar RECENT FOCAL POINTS OF ACCOUNTING EDUCATION FROM PERSPECTIVE OF NATIONAL AND
Rafet Aktas INTERNATIONAL LITERATURE
20t April 2018 14.00-15.00 Hall: 3
Session: 4 Chair: Assoc. Prof. Dr. Sirvan Sen Demir Language: TR
SE3065 | Zehra Nalu Gide THE RELATION OF COMEDY FILMS AND AUDIENCES IN TURKISH CINEMA AFTER 2000: RECEP
IVEDIK FILMS
o o EVALUATING EFFECTIVE CORPORATE COMMUNICATIONIN TERMS OF THE CONCEPT OF
SH3034 | Tugba Cedikei Fener GOVERNENCE
SE4089 | Fatih Sahinoglu CORPSE BRIDE: A SOCIETY AND PERIOD CRITICISM
SE3041 Ayse Cirik A STUDY ON IDENTIFYING STRESS FACTORS AND STRESS MANAGEMENT OF NURSES
Aykut Goksel WORKING IN INTENSIVE CARE UNITS
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Conference Programme

20t April 2018 15.15-16.15 Hall: 1
Session: 5 Chair: Dr. Isilay Talay Degirmenci Language: EN
SE0003 Ermilra Qosja THE IMPORTANCE OF INFORMATION TECHNOLOGY IN THE ROLES OF SME’s MANAGER (CASE
Isa Fida STUDY: SME’s SECTOR IN ALBANIA)
Mughaheswari Sahadevan
Aethigah Suraya Abdul Halim
SH3026 | Siti Nur Shahira Binti Dahari | HOME COUNTRY EFFECTS AND EMERGING ECONOMIES: MALAYSIAN FIRMS PERSPECTIVES
Siti Khairunnisa Sheikh
Abdul Mutalib
SH2008 | Elena Bendeliani THE ROLE OF CHANGE MANAGEMENT PROCESS IN ENHANCING THE SUCCESS OF INNOVATIVE
PROJECTS: EXAMPLE OF GEORGIAN PUBLIC SERVICE
Siti Khadijah Rafie
SE3047 | Roziya Abu DEVELOPMENT OF SUSTAINABILITY MEASUREMENT OF RURAL PUBLIC LIBRARIES
Siti Nur Shahira Binti Dahari
SE4100 Damla Sénmezw . WORKFORCE PLANNING FOR PRACTICAL TRAINING PROGRAMS IN THE HOSPITALITY
Isilay Talay Degirmenci INDUSTRY VIA MULTI -CRITERIA DECISION MAKING AND ATTRITION
20t April 2018 15.15-16.15 Hall: 2
Session: 5 Chair: Dr. Mehmet Ozberk Language: TR
SE3062 | Esra Gingér Kilic DIFFERENT CENTURIES SAME FORMS: AN ANALYSIS ON THE TWILIGHT FILM SERIES ON THE
FUNCTIONAL APPROACH OF V. PROPP AND CRITIQUE OF THE MASS CULTURE CINEMA
SE3051 | Mehmet Ozberk NABOKOV AND “THE LUZHIN DEFENCE”: PLAYING LIFE WITH CHESS PIECES
SE3075 | Hasan Aksoy THE COMPREHENSION OF GOD IN THE TURKS IN THE PRE-ISLAMIC PERIOD
SE3061 | Merve Can Marash gg?IZITI\iS\J?gE MOVIE 'TAKING SIDES' FROM THE PERSPECTIVE OF DOMINATION AND
20t April 2018 15.15-16.15 Hall: 3
Session: 5 Chair: Assoc. Prof. Dr. Nesrin Salvarci Tiireli Language: TR
Pinar Yirtk Kayapinar
EE55 | Gt R AN EXAMINATIONS OF GREEN PRODUCT PURCHASING BEHAVIOURS OF GENERATION X, Y,
AND Z CONSUMERS
Senem Ergan
SE4090 | Mehmet Ciranoglu THE IMPACT OF AFTER SALE SERVICES ON PRODUCT’S PERCIEVED VALUE IN FURNITURE
SECTOR AND A FIELD STUDY IN INEGOL/BURSA
Ozgiir Kayapinar
SE3081 | Hasan Selguk Eti THE EFFECTS ON LOGISTICS PERFORMANCE OF INFORMATION COMPETENCY
Pinar Yiiriik Kayapinar
SEAL65 Sirvan Sen Demir ;I;II:IIED El;l::];:;'[(‘)SNOF SALESPERSONS ON THE CONSUMERS’ HOLIDAY PACKAGE TOUR CHOICE
Mahmut Demir
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Conference Programme

20t April 2018 16.30-17.30 Hall: 1
Session: 6 Chair: Dr. Selay Ilgaz Stimer Language: EN
SE3080 | Lulay Korkmaz Devrani ARESEARCH ON COMMERCIAL AND SOCIAL ENTREPRENEURSHIP OF UNIVERSITY STUDENTS
Selay Ilgaz Stimer
Kosherbayeva Aigerim
Kosherbayeva Gaziza
SH2009 Kosherbayev Rinad THE WORLD HUMANITY IDEA IN THE CONTEXT OF THE EAST AND THE “GREAT STEPPE”
Makenova Altynai THROUGH THE PRISM «KUTTY BILIK» OF JUSSIP BALASAGUN
Makenova Zharkinay
Gulzira Moldabekkyzy
Siti Khairunnisa Sheikh
Abdul Mutalib
SH3025 | Aethigah Suraya Abdul Halim | CHANGE MANAGEMENT IN THE ACADEMIC LIBRARY INFORMATION SYSTEMS
Siti Nur Shahira Binti Dahari
Mughaheswari Sahadevan
THE ROLE OF SUPERVISOR SUPPORT AND PEER SUPPORT IN LEARNING TRANSFER AFTER
SH3022 | Abdulfattah Yaghi ONE YEAR OF COMPLETING LEADERSHIP TRAINING: STUDY IN INSTITUTIONS OF HIGHER
EDUCATION
Paterne Micha Mbelangani
Mban
SH3018 1
Se_Vtap [_Ina RESEARCH ON THE FACTORS AFFECTING THE UNIVERSITY STUDENTS’ ATTITUDE TOWARDS
Elif Deniz MASS LUXURY BRANDS
20t April 2018 16.30-17.30 Hall: 2
Session: 6 Chair: Assoc. Prof. Dr. Serpil Tiirkyilmaz Language: TR
Hasan Hiiseyin Uzunbacak
SE2035 | Aslihan Yildiz THE EFFECT OF TOXIC LEADERSHIP ON THE BURNOUT LEVELS OF EMPLOYEE
Sercan Uzun
SH4046 Haydar Efe PERCEPTION OF THE STUDENTS OF THE FACULTY OF ECONOMICS AND ADMINISTRATIVE
Haticenur Arslan SCIENCES OF ERZINCAN UNIVERSITY ABOUT OMBUDSMAN INSTITUTION IN TURKEY
SE3049 | Serpil Tiirkyilmaz A RESEARCH ON LONG MEMORY OF VOLATILITY AND RETURN IN GOLD MARKET IN TURKEY
SH4047 Hay.dar Efe OMBUDSMAN INSTITUTION IN TURKEY AT EU ACCESSION NEGOTIATIONS
Haticenur Arslan
20t April 2018 16.30-17.30 Hall: 3
Session: 6 Chair: Assoc. Prof. Dr. Mehmet Bilgin Language: TR
Faik Ardahan COMPARISON OF MOTIVATIONAL FACTORS OF BEING A 60+ CHOIR SINGER, BENEFITS
SH3029 Sevida il OBTAINED VIA PARTICIPATION IN RECREATIONAL CHOIR WITH RESPECT TO SOME
el yes DEMOGRAPHIC VARIABLE
SE3052 | Mehmet Ozberk C.D. USHINSKY IN RUSSIAN EDUCATIONAL MOVEMENT XIX. CENTURY
SE3063 | Esra Giingér Kili CINEMA AS AN ALTERNATIVE HISTORICAL WRITING: UNDERSTANDING THE LIVES OF THE
8 s "POPULATION EXCHANGE" THROUGH DEDEMIN INSANLARI AND EVDEKI YABANCILAR
Zhundybayeva Turarkhan
S | U A e DEVELOPMENT OF SOCIAL SUCCESS IN STUDENTS OF PEDAGOGICAL UNIVERSITIES
Ibraimova Zhanar
Jaxynkayeva Zhanagul
SH2012 | Mehmet Bilgin INVESTIGATION TO SOCIAL MEDIA ADDICTION IN TERMS OF SELF-CONCEPT
Asena Baykara
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21st April 2018 09.00-10.00 Hall: 1
Session: 7 Chair: Assoc. Prof. Dr. Ebru Giilbug Erol Language: TR
. THE TRIAD TRIVET OF EUROPEAN IDENTITY: CHRISTIANITY, GREEK SCIENCE AND ROME
SH3036 | Biisra Avsar
EMPIRE
SH4044 Haydar. — EUROPEAN UNION AND CRISIS IN SYRIA
Onur Bigac
SHA4045 Haydar Efe STRATEGIC IMPORTANCE AND NATURAL RESOURCES OF THE MIDDLE EAST AS A REGION FOR
Onur Bigac POWER STRUGGLE FOR GLOBAL POWERS
SE3076 Fatmanur Giider THE EFFECTS OF MACRO ECONOMIC VARIATIONS ON INCOME INEQUALITY: PANEL DATA
Serdar Kurt ANALYSIS FOR BRIC-T COUNTRIES
SE2030 | Ebru Giilbug Erol TWO CULTURES- TWO WOMEN- TWO MEN- ONE TV SERIAL: “BLACKROSE”
21st April 2018 09.00-10.00 Hall: 2
Session: 7 Chair: Assoc. Prof. Dr. Nesrin Salvarci Tiireli Language: TR
SE1006 Ayca Akin PROSPECTIVE MIDDLE-SCHOOL MATHEMATICS TEACHERS’ MULTIPLE APPROACHES TO AN
H. Seda Sezgin ALGEBRAIC VERBAL PROBLEM
ANALYSIS OF POSTTRAUMATIC GROWTH CHARACTERISTICS OF MOTHERS OF CHILDREN
SE1017 | Avsel Can SHOWING NORMAL DEVELOPMENT WITH PERVASIVE DEVELOPMENTAL DISORDER AND
¥ MENTAL OBSTACLE DIAGNOSED BETWEEN 4-18 YEARS CHILDREN'S MOTHERS IN TERMS OF
SOME VARIABLES
SE1018 | Meral ismail THE EFFECTS OF SEXUAL SELF-SCHEMAS AND SOCIAL ANXIETY ON HAPPINESS: COMPARISON
WITH ETHNIC AND DEMOGRAPHIC INFORMATION
SE2029 Yiiksel Hatirli DETERMINATION OF THE FACTORS AFFECTING THE MOTIVATION OF STUDENTS: AN
Yasemin Duran IMPLEMENTATION ON ISPARTA VOCATIONAL SCHOOL STUDENTS
21st April 2018 10.15-11.15 Hall: 1
Session: 8 Chair: Assoc. Prof. Dr. Sirvan Sen Demir Language: TR
SE4107 | Nesrin Salvarci Tiireli AN EMPIRICAL RESEARCH ON THE FREQUENCY OF SOCIAL MEDIA USE OF GENERATION Y
Ece Asmafiliz INDIVIDUALS
SE1007 | Tusce Tuncer THE RELATIONSHIP BETWEEN THE FOOD AND DRINK ADVERTISING FOR CHILDREN AND
8¢ OBESITY INCREASE IN CHILDREN
SE1016 Zeynep Simsir PREDICTIVE RELATIONSHIP BETWEEN WAR POST TRAUMATIC GROWTH, VALUES AND
Biilent Dilmag PERCEIVED SOCIAL SUPPORT
Ali Arslan
SE4096 | Miinevver Ciice BASIC HANDWRITING ATTITUDE SCALE FOR TEACHERS
Selver Tiirk
21st April 2018 10.15-11.15 Hall: 2
Session: 8 Chair: Assoc. Prof. Dr. Ahmet Ucar Language: TR
. o AN OVERVIEW OF CUSTOMER RELATIONSHIP MANAGEMENT IN HOTEL ENTERPRISES:
SE3039 | F. Hiilya Dikici ISPARTA EXAMPLE
T3016 | COKge Tugdemir Kok PERCEIVED SERVICE QUALITY IN MARINAS: A CASE STUDY
Bora Cizer
Ahmet Ucar
SE3053 | Rasim Akpinar REFLECTION OF NATIONAL TOURISM STRATEGIES TO LOCAL: GEKA CASE
Niliifer Negiz
12012 | Ramazan Géral EVALUATION OF THE TOURISM SECTOR EFFECTIVENESS OF INTERNATIONAL TOURISM
DESTINATIONS WITH ESM-VT METHOD
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5" ICTTR: International Conference on Tourism: Theory, Current Issues and Research
ICONASH: International Conference on New Approaches in Social Sciences and Humanities

April 20-21, 2018, Antalya-TURKEY

Conference Programme

21st April 2018 11.30-12.30 Hall: 1
Session: 9 Chair: Assoc. Prof. Dr. Ramazan Goral Language: TR
T3014 | Yilmaz Secim TURKISH KITCHEN CULTURE IN GASTRONOMY

Abdullah Karaman .

: BIRDWATCHING IN TITREYENGOL, THE EVALUATION OF IT AS AN ALTERNATIVE TOURISM

T3017 | AliKeles TYPE

Hiiseyin Keles

Zeki Akinci EVALUATION OF ANTECEDENT ATTITUDES OF UNIVERSITY STUDENTS TOWARDS
T4020 | Murad Alpaslan Kasalak ECOCENTRIC, ANTHROPOCENTRIC AND ENVIRONMENT: AKDENIZ UNIVERSITY FACULTY OF

Giilseren Yurcu ECONOMICS AND ADMINISTRATIVE SCIENCES
T3013 | Yilmaz Se¢cim SOME FUNCTIONAL FOODS AND PROPERTIES USED IN TURKISH CUISINE

Zeki Akinci

- LEISURE MOTIVATION AND SATISFACTION IN RUSSIAN TOURISTS: ANTALYA \ KEMER \
T4019 | Gilseren Yurcu
BELDIBI EXAMPLE

Murad Alpaslan Kasalak
21st April 2018 11.30-12.30 Hall: 2
Session: 9 Chair: Prof. Dr. Biilent Agbuga Language: TR
SE1015 Zeynep Simsir POSITIVE CONSEQUENCES FOLLOWING THE TRAUMATIC EVENT: POSITIVE PSYCHOLOGY

Biilent Dilmag PERSPECTIVE
SE3084 Nedim Yildiz THE EFFECT OF ORGANIZATIONAL STRUCTURE ON ORGANIZATIONAL CULTURE AND A

Hatice Hicret Ozkog RESEARCH

COMPARISON OF PHYSICAL ACTIVITY LEVELS OF WOMEN AND MEN PHYSICAL EDUCATION

.. . INVESTIGATION OF TOLERANCE LEVEL OF PHYSICAL EDUCATION AND SPORT TEACHERS
Kiirsad Han Dénmez

SE4097 . WORKING IN GIRESUN AND LEVELS OF CONTINUOUS ANGER AND ANGER EXPRESSION
Ferhat Biiyiikkalkan
STYLES
21st April 2018 11.30-12.30 Hall: 3
Session: 9 Chair: Assoc. Prof. Dr. Sirvan Sen Demir Language: TR
Adnan Veysel Ertemel IMPACT OF SPONSORSHIP ON CREATING CUSTOMER LOYALTY: VODAFONE-BESIKTAS J.K.
SE3069 . .
Burcin Korkut Sahin CASE
g | e L e A DISCUSSION ON CONSUMER PRIVACY CONCERN AND PRIVACY PROTECTION
Ali Emre Aydin
SE1008 | Tugce Tuncer THE FACTOR OF IRRITATION IN ADVERTISEMENT: BEAUTY OR UGLY? A SEMIOTIC ANALYSIS
Adnan Veysel Ertemel THE IMPACT OF ZERO MOMENT OF TRUTH ON CONSUMER BUYING DECISION: A RESEARCH
SE3068
Peyvent Peyk IN TURKEY
21st April 2018 11.30-12.30 Hall: 4
Session: SDU TOURISM Chair: Assoc. Prof. Dr. Mahmut Demir Language: TR
T3015 | Kadir Ekin THE USAGE OF EDIBLE FLOWERS IN FOOD AND BEVERAGE COMPANIES
Mahmut Demir
T3007 | Sirvan Sen Demir THE FORM OF DISCRIMINATION IN TOURISM JOB ADVERTISEMENTS
Emre Yagar
T3021 | Yasin Aksap DIGITAL REFERENCE IN HRM
T3022 | M. Ayberk Sasmaz THE EFFECTS OF DEMOGRAPHIC FACTORS ON EMPLOYEE SELECTION IN HOTELS
T4024 | A.Caglar Akgil A STUDY OF BRAND CITY FOR ISPARTA




5™ ICSSER: International Conference on Social Sciences and Education Research
5" ICTTR: International Conference on Tourism: Theory, Current Issues and Research
ICONASH: International Conference on New Approaches in Social Sciences and Humanities

April 20-21, 2018, Antalya-TURKEY

Conference Programme

21st April 2018 14.00-15.00 Hall: 1
Session: V Chair: Assoc. Prof. Dr. Mahmut Demir Language: EN
TO0006 | Nadira Nazimkulova TOURISM INVESTMENTS IN KYRGYZSTAN
T0008 | Habil Azez Sertavyen SPORT TOURISM IN RURAL REGIONS
T2009 |LiN.Yuong YIELD MANAGEMENT IN HOTEL BUSINESSES: A SAMPLE OF BOUTIQUE HOTEL
Ty | e A, DIFFERENCE OF SERVIS QUALITY BETWEEN CITY HOTELS AND RESORT HOTELS
Giannis Dalamagkas
SH4088 | Mahmut Demir THE NEW TECHNOLOGIES FOR THE CONVENIENCE OF TOURISTS IN THE HOTEL INDUSTRY
21st April 2018 14.00-15.00 Hall: 2
Session: V Chair: Assoc. Prof. Dr. Nesrin Tireli Language: TR
SH4048 | Gulhan Al-Turk GAZELLE IN THE POEM SAFIYYU’D-DIN EL-HALLIY
Cemal Sezer
SE4093 | Avhan Durmu A SURVEY ON DETERMINATION OF SATISFACTION PERCEPTIONS OF HEALTHCARE SERVICES
Y mug IN PRIVATE HOSPITALS
Odeta Elezi
SE4101 | Serdar Unal HOW DO YOUNG PEOPLE EVALUATE INFORMATION CIRCULATING ON SOCIAL MEDIA
PLATFORMS? EXPOSURE TO INFORMATION AND CREDIBILITY
SE4102 | Serdar Unal MILLENNIALS (GENERATION Y): DEMOCRACY, HEALTHY SKEPTICISM AND POLITICAL
CYNICSM
21st April 2018 14.00-15.00 Hall: 3
Session: V Chair: Assoc. Prof. Dr. Sirvan Sen Demir Language: TR
SH3039 | ibrahim Yenen RELIGION AND SOCIAL CONFLICT
SH2013 | Senay Yavuz Gorkem é\gVIENR%UGIIEzY ON THE NOTION OF YOUTHQUAKE: INITIATION, MANAGEMENT AND MEDIA
SH3030 | Zevnep Kocer LOOKING AT THE HISTORY OF TURKISH MEDIA INDUSTRIES THROUGH A SOCIO-ECONOMIC
ynep Rog¢ AND POLITICAL LENS
SH3038 | ibrahim Yenen CIVIL RELIGION AS SOCIAL THEORY
14.00-15.00 Hall: 4
21st April 2018
Session: V Chair: Reza M. Asade Language: EN
T0002 Eg lae n Dampiland Christy A | 0701 mourIsM
CONFLICT MANAGEMENT AND ITS EFFECTS ON ORGANIZATIONAL OUTPUT IN TOURISM
TO003 | Reza M. Asade BUSINESSES IN IRAN
T0004 | Hajjah H. Sri Fairuz GASTRONOMY TOURISM IN ASIAN COUNTRIES: A SAMPLE OF MALAYSIA
. ANALYSES OF THE DESIRES, EXPECTATIONS AND NEEDS OF EUROPEAN TOURISTS
T0005 | AR.Vijay Sharma INTERESTED IN TRAVELLING TO INDIA




5™ ICSSER: International Conference on Social Sciences and Education Research
5" ICTTR: International Conference on Tourism: Theory, Current Issues and Research
ICONASH: International Conference on New Approaches in Social Sciences and Humanities

April 20-21, 2018, Antalya-TURKEY

Conference Programme

21st April 2018 15.15-16.15 Hall: 2
Session: V Chair: Assoc. Prof. Dr. Mahmut Demir Language: TR
Safiye Geng
SE3085 | Mahmut Demir RELIGIOUS ORIGIN OF THE FIRST WORLD MAPS
Fatma Kumkale
Sule Yiiksel Yigiter
SE4091 | Salim Sercan Sart THE EFFECT OF THE VOLATILITY INDEX (VIX) AND CONSUMER CONFIDENCE INDEX ON BIST
INVESTMENT PARTNERSHIP INDEX
Turgut Karabulut
SE4092 Selami Gliney COMPARING FINANCIAL PERFORMANCE OF THE BANKS BY GRAY RELATIONAL ANALYSIS: AN
Kiibra Saka Ilgin APPLICATION ON NATIONAL DEPOSIT BANKS IN TURKEY
SE4094 Cemal Sezer CLINICAL INFORMATION SYSTEMS AND CLINICAL DECISION SUPPORT SYSTEMS: A STUDY
Ayhan Durmus BASED ON LITERATURE
21st April 2018 15.15-16.15 Hall: 3
Session: V Chair: Assoc. Prof. Dr. Sirvan Sen Demir Language: TR
SE4105 | Ozlem Kurtoglu Zorlu OTHERNESS IN TURKISH AND ENGLISH PROVERBS
SH3028 Fatma dil Baktemur INVESTIGATION OF NONLINEAR STRUCTURE OF INDUSTRIAL PRODUCTION GROWTH RATE
Mehmet Ozmen FOR TURKEY
SH3040 | ibrahim Yenen SOCIAL SECULARIZATION AND RELIGION
21st April 2018 16.30-17.30 Hall: 1
Session: V Chair: Emre Yasar Language: TR
SE4095 | Muzaffer Sahin DRONE JOURNALISM
SE4099 | Arif Furkan Mendi TEA INDUSTRY IN TURKEY: A SECTORAL AND EMPIRICAL STUDY
INVESTIGATION OF THE EFFECT OF SOCIAL NETWORKS ONSTUDENTS' COURSE STUDY AND
SE4103 | Mehmet Marangoz ACADEMIC SUCCESS
Cemal Sezer
SE4104 A STUDY ON THE REASONS FOR SETTING UP A BUSINESS AND ENTREPRENEURSHIP
Ayhan Durmus
21st April 2018 16.30-17.30 Hall: 2
Session: V Chair: Jean de Vick Language: EN
SH3032 | Beste Gokge Parsehyan NETWORK ORGANIZATION STRUCTURES: THE CASE OF ART GALLERIES
SH4041 | N.Savas Demirci THE EFFECTS OF INTERNAL AND EXTERNAL FINANCIAL SOURCES ON R&D EXPENDITURES:
' 5 DYNAMIC PANEL DATA ANALYSIS ON R&D INTENSIVE FIRMS LISTED ON BIST
SH3037 | Zuzana Novakova TECHNOLOGY-ENRICHED LEARNING ENVIRONMENT AND THE DEVELOPMENT OF SPEAKING
SKILLS OF HIGHER EDUCATION STUDENTS
Cemal Sezer
SE4106 | Odeta Elezi DETERMINATION OF PATIENT SATISFACTIONS IN A PRIVATE HOSPITAL: A CASE STUDY
Ayhan Durmus
TO001 |Jeande Vick WHAT A TOURISM DESTINATION OFFERS? THE SAMPLE OF LIECHTENSTEIN
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